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I just returned from Ensemble Travel Group’s annual conference in San Diego, where 
nearly 950 agents and a wealth of suppliers joined the Ensemble team for a week 
of networking and learning. Robert Herjavec of Dragon’s Den and Shark Tank was 
the keynote speaker this year, and took some time to share a story of his personal 

experience with a travel agent. He said that when commissions were cut on air ticket 
bookings, she informed him that she’d be instituting a professional fee. Herjavec 

opposed the change, so mandated that his staff do their own travel booking from that 
point forward. It gives them the freedom to make their own choices!, he thought. But the 
online route did not serve him well and quickly, he returned to his agent for her support. 

The lesson? He learned that what separates real life travel agents from internet platforms 
is the value they offer; the $25 fee was money well spent. The take-away? Going forward 

into the busy winter season, know your value and be sure your clients do as well.

terrilyn Kunopaski
terrilynk@mypassionmedia.com
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Industry InsIder

HOteLs

Fresh look to Manchester 
Grand Hyatt San Diego 

A redesign that began in 2012 continues at San 
Diego’s Manchester Grand Hyatt, with completion 

expected sometime in 2017. Through various stages, the 
property has seen updates and renovations at its 33rd floor 
Grand Club and Coronado Ballroom in the Harbor Tower, 
32nd floor event venues and the Seaport Ballroom in the 
Seaport Tower, all 1,628 guest rooms, its fitness centre, the 
Marilyn Monroe Spa & Salon, plus many other areas. Future 
projects in the works include its Grand Lobby Bar and a full 
lobby renovation.

New Decameron 
hotel now 
available with 
Transat

Transat has announced the 
addition of a 16th Decameron 

property, the all-inclusive Royal 
Decameron Cornwall Beach, to its 
line of hotels. Available exclusively 
through Transat, this brand new 
four-star resort near Montego Bay 
in Jamaica, just four kilometers from 
the airport, opened its doors on 
Nov. 15, 2016. In addition to its ideal 
location directly on Cornwall Beach, 
this property features more than 
140 modern rooms and four suites, 
each with an ocean view, in a five-
storey building. 
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HYATT REGENCY CLEARWATER 
BEACH RESORT AND SPA
301 South Gulfview Boulevard
Clearwater Beach, Florida,
USA, 33767

The trademarks Hyatt®, Hyatt Regency® and related marks 
are trademarks of Hyatt Corporation. © 2016 Hyatt 
Corporation. All rights reserved.

From sand
to suite, enjoy
a smarter stay.
It’s good not
to be home.

Discover pure relaxation at Hyatt Regency
Clearwater Beach Resort and Spa, featuring 
delightful all-suite accommodations, inspired 
culinary fare at SHOR restaurant and individually 
crafted experiences at Sandava Spa—all just steps 
from the beach rated #1 in the U.S. by TripAdvisor.

For reservations, call 727 373 1234 or
visit clearwaterbeach.regency.hyatt.com. 

PIERC5367 HR Clearwater Visit Florida Print Ad2.indd   19/30/2016   8:59:17 AMMore to Eat, 
    Drink, See & Do 

than anywhere else on the Gulf Beaches

www.johnspassvillage.net
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MarketIng

Ensemble offers 
more earning 
power

Ensemble Travel Group 
members now have 

the opportunity to expand 
their knowledge through the 
organization’s latest training and 
professional development initiative, 
the University of Ensemble (U of E). 
Adding upon current educational 
efforts, U of E will offer a variety of 
live and online trainings, specialist 
and certification programs, and 
events such as “Take 30 Thursday,” 
weekly 30-minute webinars 
exclusive to Ensemble suppliers, and 
The Ensemble Expert Certification 
Course. In addition, new E-Perks will 
enable members to earn points for 
engagement in U of E training. The 
platform was launched at the 2016 
ETG Conference in San Diego last 
month.

Collette goes down the romantic road

Clients seeking a unique European experience may be interested in discovering 
Germany’s grand cities, castles and legends with Collette’s new Romantic Road and 

Fairy Tale Road tour. Promising to be a tour straight out of the pages of a storybook, this 
12-day experience shows traveller’s the best of Germany’s iconic cities and its countryside. 
Prices start at at $3,649, with departures beginning in May 2017 through to April 2018.
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What you need to know to improve 
your St. Pete/Clearwater sales
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According to Payne, travel 
advisors should leverage the 
following points when selling 
St. Pete/Clearwater:

1. It’s proximity to Orlando: 
St. Pete/Clearwater is 90 
minutes west of Orlando 
making it the perfect leisure 
bookend for visits to the 
theme parks.

2. Affordability: Travellers 
will find competitive 
rates for different types of 
accommodations (from 
resorts to mom-and-pop 
options), as well as at 
restaurants and attractions.

3. Condo resorts: Not only 
do many pay commissions, 
these are great options for 

Canadians seeking longer 
stays.

4. Air service: Frequent 
connectivity to both 
Tampa Airport and St. Pete/
Clearwater International 
makes travelling to the region 
simple and hassle-free.

5. Wholesale packages: St. 
Pete/Clearwater is featured 
in all major tour operator 
programs in Canada.

6. Diversity of product: St. 
Pete/Clearwater is more than 
just a beach destination; 
beyond the white sands, 
travellers will find St. Pete’s 
urban core which boasts 
world-class culture, nightlife 
and authentic cuisine.

WhO Is the ClIent?
Families: There are great 
activities of all kinds, for kids 
and those who are young at 
heart.

Couples: There’s a wealth of 
romantic, quiet beaches, spas, 
restaurants and hotels to 
explore.  

Multi-generational groups: 
The selection of condo resorts 
available makes St. Pete/
Clearwater an ideal choice for 
larger parties.

seniors: Safe beaches and 
communities means visitors 
don’t have to go far to find 
everything they need or want. 
St. Pete/Clearwater is a very 
walkable destination.

By Terrilyn Kunopaski
COLLABORATIVE FEATURE

Fort De Soto Park

As Floridian destinations 
pique the interest of 
Canadians seeking to 
escape the looming winter, 
you may wonder how to 
determine which area of 
the Sunshine State suits 
your clients best. St. Pete/
Clearwater is vying for 
your clients’ business and 
to ensure your product 
knowledge of the region is 
up-to-speed, CT Magazine 
sat down with Rosemarie 
Payne, the destination’s 
director of leisure travel, 
USA & Canada, to bring you 
the following sales tips.
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QUEsTIOns FOR 
yOUR sT. PETE/
CLEARwATER-BOUnd 
PROsPECTs:
1. Do you want to 

experience the most 
award winning 
beaches in America?

2. Do you want to go 
somewhere warm 
this winter?

3. Are you looking for 
cultural experiences 
during your 
vacation, in addition 
to the beach?  
(St. Pete/Clearwater 
is home to The 
Dali Museum, the 
largest collection 
of Salvador Dali’s 
works outside of 
Spain.)

RECOmmEnd ThEsE 
ACTIVITIEs FOR 
CLIEnTs VIsITIng sT. 
PETE/CLEARwATER:
1. Relax on the beach

2. Sunset sailing tour

3. Clearwater Marine 
Aquarium

4. Salvador Dali 
Museum

5. Chihuly Collection

6. Dinner cruise

7. Dolphin-watch 
excursion

8. Eat a grouper  
 sandwich

9. Mural tours 
 around St. Pete

10. Enjoy a cocktail 
 from a rooftop bar

John’s Pass Boardwalk

Dalí Museum

Stand-up paddleboarding

FOR A BAsIC UndERsTAndIng 
OF sT. PETE/CLEARwATER, 
whAT shOULd CAnAdIAn 
TRAVEL AgEnTs knOw?

Situated on a sun-drenched 
peninsula, St. Pete/

Clearwater offers both world-
class cultural offerings and 

56 kilometers of spectacular 
white-sand beaches, 

including Trip Advisor’s 
number one beach in the 

U.S. for 2016, Clearwater. Plus, 
St. Pete is home to Florida’s 

best new restaurant, The Mill, 
which is part of a culinary 
renaissance featuring top-
notch local chef-inspired 
eateries for every budget. 

Affordable accommodation 
packages through all major 

tour operators in Canada 
complement direct air 

service into both Tampa 
International and St. Pete/
Clearwater International 

Airports.   

whAT mAkEs sT. PETE/
CLEARwATER An IdEAL 

dEsTInATIOn FOR CAnAdIAn 
TRAVEL AdVIsORs TO 

RECOmmEnd TO CLIEnTs 
LOOkIng TO gET AwAy ThIs 

wInTER?
Weather: temperatures in 

winter average 21 degrees 
centigrade; the ease of 

travel; and the cost/value 
proposition.

whAT ARE ThE TyPICAL 
TRAVEL PATTERns OF 

CAnAdIAn TRAVELLERs TO sT. 
PETE/CLEARwATER  

(I.E. LEngTh OF sTAy,  
sPEnd, ETC.)? 

Ninety-minutes west of 
Orlando, Canadian clients 

can enjoy the best of Florida 
in one vacation. If your clients 

choose, they can experience 
the high energy and fast-
paced world of Orlando 

attractions and then slow 
down to relax and unwind in 
St. Pete/Clearwater, to really 
enjoy what vacation means. 
Canadians average seven to 

14 days in the region, and 
many choose condo resorts 

for longer lengths of stay.

whAT sETs sT. PETE/
CLEARwATER APART FROm 

OThER dEsTInATIOns In ThE 
U.s. And APART FROm OThER 
dEsTInATIOns In FLORIdA? 
I would have to say that St. 
Pete/Clearwater has two 

treasures. One, arts & culture, 
and the other, natural beauty. 

They meet in one sublime 
setting, impossible to forget: 

a lush peninsula bordered 
by a string of barrier islands 
and beyond them, the Gulf 
of Mexico. Come enjoy the 

sugar-white sand, welcoming 
waters, the friendly locals, 
flavourful food and lively 

culture.  

whAT mIsCOnCEPTIOns 
mIghT ExIsT ABOUT sT. 

PETE/CLEARwATER wIThIn 
ThE mInds OF CAnAdIAn 

TRAVELLERs, And whAT Is 
ThE REALITy?

I think Canadians know our 
part of Florida and love it! 

That’s why they keep coming 
back. It is great to see all of 
the new happenings taking 

place in our destination – 
new traveling exhibits at 

the Dali Museum, the new 
Chihuly Collection, new 
resorts, restaurants and 

attractions, and the ever-
changing events that take 

place year-round.  ❋

TAkE                       FIVE

with RosemaRie Payne  
Director leisure travel, USA & Canada  

Visit St. Pete/Clearwater
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By Terrilyn Kunopaski
ResoRt RepoRt

Options for accommodations in Oahu are as diverse as the island’s landscape. As you 
read on pg. 38 of this month’s Canadian Traveller, I recently had the chance to stay at 
Four Seasons Resort O’ahu, Outrigger Reef Waikiki Beach Resort and Kahala Hotel  
& Resort. Here, we offer you sales insight for each property to determine which might 
best suit your Hawaii-bound clientele.

Three Oahu properties in 
three different settings
 Exploring the new Four Seasons Oahu,  

Outrigger Reef Waikiki & the Kahala Hotel and Resort

The Kahala Hotel & Resort 
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the Kahala hotel & ResoRt 
Roger Bright, director of sales

FouR seasons ResoRt o’ahu
various sales managers

outRiggeR ReeF  
WaiKiKi Beach ResoRt
Bob Froio, director of sales  
– North America

What aRe the Key pRopeRty 
FeatuRes tRavel advisoRs 
should highlight When  
selling youR pRopeRty?

The quiet ocean front location just 
minutes from vibrant Waikiki, plus 
the easy access to shopping, dining, 
activities & night life. Kahala Resort 
is famous for hosting celebrities, 
heads of State and every U.S. 
President visiting Hawaii since 
1964.

First and foremost, guests will 
enjoy the Four Seasons brand 
and high level of service.  The 
property is away from the hustle 
and bustle of Waikiki but there is 
access to a lovely beach.  

The Outrigger Reef Waikiki 
Beach Resort is located on 
Waikiki Beach yet just steps away 
from the Waikiki Beach Walk 
promenade. More importantly, 
this is where local culture 
meets world-class hospitality. 
We offer local experiences and 
cultural activities, plus there are 
three restaurants and two bars 
on-property.

hoW can tRavel advisoRs 
identiFy iF theiR clients  
aRe a Fit youR pRopeRty?

Are they looking for an oceanfront 
luxury hotel in Honolulu but not 
located in Waikiki? The Kahala 
Hotel & Resort is an iconic resort 
that provides a high level of service 
and great value. Kahala is a hotel 
for guests seeking a different 
experience from that which the 
large chains provide.

Consider the following: Are they 
luxury travellers? Do they want 
to experience Honolulu and 
Oahu in terms of access to dining, 
entertainment and tourist sites 
but still have more of a quiet, 
resort experience to go home to? 
Oahu generally appeals to people 
who like options and aren’t quite 
ready for the more laidback pace 
of some of the other Hawaiian 
islands.

The Outrigger Reef Waikiki Beach 
Resort welcomes guests to a 
distinctive haven of elegance 
and relaxation. Their clients can 
stay in one of 635 guest rooms 
and beautifully appointed 
suites. Our rooms feature warm 
woods and colours that echo 
the stunning views, from the 
mountains to the sea.

hoW can tRavel advisoRs  
qualiFy theiR clients?

First time visitors to Hawaii should 
always include Oahu – there are 
major must-see attractions not 
available on the neighbour islands, 
along with world-class shopping 
and dining. 

Understand what your clients 
are hoping to get out of their 
vacation experience. What do 
they like to do while on vacation 
(i.e.:   lay on the beach, have 
spa experiences, enjoy culinary 
adventures, activities – hiking, 
biking and water sports, cultural 
experiences, etc.)? What is the 
best part of a vacation for them? 
What’s the worst?

Get to know your clients: Find 
out what they are interested 
in – activities, local culture, food 
or just relaxation? Ask what past 
vacations they really enjoyed and 
what and why it was so enjoyable. 
Also, assure them you are an 
expert and will help them plan 
and make all their arrangements 
for the perfect vacation.

What aRe youR top sales 
tips FoR tRavel advisoRs 
as they Relate to selling 
this pRopeRty? 

Kahala provides a quiet oceanfront 
location. It also offers great 
value with no resort fees, a 
complimentary shuttle to Waikiki 
and Ala Moana shopping center & 
Kahala Mall, plus complimentary 
WiFi in all guest rooms. Hotel 
rooms are the largest in Honolulu, 
with oversized bathrooms and 
separate bath & showers.

The Four Seasons Oahu is a first 
class resort experience, plus you 
can’t beat the location – guests 
can access Honolulu or the 
North Shore within a 45 minute 
drive. Plus, there are a variety 
of programs available on-site, 
including the spa, restaurants and 
a children’s program. In addition, 
the Four Seasons Oahu has 
partnerships with local business, 
such as Paradise Helicopters and 
Island View Hawaii.

Focus on selling your clients on 
the experience instead of on 
the price. Don’t assume clients 
want the introductory or the 
middle-of-the-road room type. 
Secondly, clients want to stay at 
a resort that offers everything, 
from culture, activities, multiple 
restaurant choices and great 
local nightly entertainment; the 
Outrigger Reef Waikiki Beach 
Resort is that property. 

hoW can tRavel advisoRs  
upsell this pRopeRty? 

The Kahala Hotel & Resort features 
high value promotions that may 
include daily breakfast and free 
nights.  We also feature a booking 
bonus for agents where they 
earn cash in addition to normal 
commissions, not to mention a 
rewards program that provides 
complimentary nights to use on 
their own vacation.

First, sell your clients on the 
Ocean Front rooms for best views 
and sunsets. When free night 
promos come up, suggest your 
high-end clients the Four Seasons 
experience.  That usually gets 
them hooked! Or, leverage value-
added programs such as Fourth 
Night Free, and the 15 per cent 
discounted prepaid rate, which 
is beneficial due to the exchange 
rate. 

Suggest your clients opt for 
the Voyager 47 Club Lounge 
Oceanfront accommodations. 
Voyager 47 Club Lounge amenities 
include breakfast bites and 
premium coffee, recommended 
“activity of the day” with a 
complimentary local snack-to-go, 
early evening appetizers, cocktails, 
and Kona Brewing Company’s 
craft beers, the voyager sunset 
deck overlooking Waikiki Beach, 
plus other bonus amenities.
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The travel experts of today:  
How agents are changing for their clients

By CT Staff
CAREER DEVELOPMENT

Before the arrival of the Internet and online 
booking sites, travel agents were nothing less 
than a touristic necessity. Exploring the world 
required professional assistance and expertise, 
and the average advisor knew more about exotic 
destinations, hotels and air travel than most North 
Americans ever could.

These days, not much has changed in that regard; 
travel experts are still essential resources to their 
clients, especially when it comes to booking 
specialty travel such as luxury getaways, group 
vacations and bespoke itineraries. 

But the world has also become more accessible 
than ever, and with social media and the instantly-
informative World Wide Web, being a master of 
the inner-workings of adventure and airlines is no 
longer enough. 

Repeat business and referrals now make up the 
lion’s share of a travel expert’s regular business, 
so many agencies are exploring new ways to 
take client satisfaction to the next level, with 
things like in-house amenities and multimedia 
communication.

Here are just a few ways today’s agencies are 
working to enhance the traveller experience before 
they even leave home.

Agencies with 
Atmosphere
Imagine arriving at your 
local agency to book your 
upcoming honeymoon and 
being greeted with a glass 
of champagne. Or taking 
a tour of your soon-to-be 
destination from a comfy 
leather recliner in the 
virtual lounge.

Such scenarios are not too 
far from the truth; more 
and more brick and mortar 
agencies are going beyond 
stuffy, across-the-desk set-
ups in favour of casually 
comfortable settings to turn 
typical client visits into 
ambient, multi-sensory 
experiences. 

Some serve-up trendy 
tunes and a cappuccino to 
make brochure-browsing 
more leisurely, while others 
incorporate client-friendly 
computers within an open-
space environment so 
curious would-be travellers 
can research at their own 
pace. Destination wedding-
themed lounges are also 
becoming increasingly 
popular, using whimsical 
and romantic décor, music 
and tropical refreshments 
as a way to instil excitement 
in a bride and get her in a 
booking mood. 

Last year, an Omaha-
based travel agency opened 
up a retail location which 
featured snacks, wine and 
iPads as a way to attract 
travellers to the store, 
where they can relax, 
examine their options, 
and look to the guidance 
of the in-house advisors 
whenever they have a 
question.

The premise makes sense; 
transforming a typical 
brochure-and-banner strip 
mall spot into an energetic, 
approachable space that 
excites people about travel 
before they even know 
their vacation dates can 
not only result in more 
engaged client interaction 
(leading to increased 
bookings), it can also mean 
more walk-in business 
from passers-by who just 
want to see what all the 
fuss is about.

getting technicAl
As millennial travellers 
become more experience-
hungry and agent-
appreciative, travel experts 
are reaching for the latest 
technology to provide 
more consistent and up-
to-date services. On top 
of that, many agents are 
conducting business while 
travelling themselves, 
which means eschewing 
standard office hours for 
more flexible alternatives. 

The use of instant 
messaging apps such as 
WhatsApp and Facebook 
are an effective means of 
communication for both 
home-based and store-
based agents – not just as 
the preferred method for 
most travellers under 30, 
but also as a way to offer 
more attentive customer 
assistance.

Many advisors are 
also taking advantage 
of self-made videos and 
social media platforms 
like Instagram as a way 
to pique their clients’ 
interest in products and 
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Make A Splash On Florida’s West Coast!
ST PETE BEACH, FL

Beautiful White Sand Beaches
Parasailing & Other Watersports

Fishing Charters & Shopping Close By
Flippers Beach Bar • Boca Sands Grille

Banquet Facilities • Spacious Rooms • No Resort Fees
Free Guest Parking • Free WiFi

www.DolphinBeach.com
727-360-7011 • 800-237-8916  

destinations, prompting 
information or booking 
requests. Committing to an 
online presence and brand 
allows an agency to foster an 
ongoing relationship with 
clients, and stay top-of-mind 
in-between trips.

In addition to building a 
public image, more agents 
are making use of digital 
tools which increase the 
impact of their services, such 
as collaborative itinerary 
apps Umapped and The 
Travel Valet; interactive virtual 
reality software; and live 
video programs like Skype for 
real-time meetings and in-
destination assistance. 

reinventing the  
royAl treAtment
Of course, stylish new spaces 
and the latest toys in tech 
aren’t nearly as important as 
stand-out customer service. 
And while working to achieve 
client satisfaction has always 

been central to the travel 
expert value proposition, 
Twitter-based complaint 
systems and the loyalty-based 
nature of the agent-customer 
relationship means the bar is 
constantly rising. 

As usual, advisors are 
adapting, and coming up 
with small but significant 
ways to go above and beyond 
for their clients.  

Reaching out to a customer 
once they’ve finished a much-
anticipated vacation is not 
only a thoughtful follow-up, 
it’s also an opportunity to 
keep the travel talk flowing 
into their next trip. Some 
agents send hand-written 
cards or gifts to mark a 
client’s homecoming, 
while destination wedding 
specialists will often send 
their brides off with an in-
flight survival kit designed to 
alleviate wedding stress. 

Bringing clients along to an 
industry event promoting 

new travel products is also 
becoming a more popular 
practice. Hearing about an 
Antarctic expedition from a 
ship’s marine biologist while 
sipping cocktails in an urban 
city setting further engages 
a prospective voyager at the 
conception stage, and also 
builds anticipation, which 
encourages clients to book. 

Narrowing one’s scope of 
product knowledge into a 
specialty or niche is another 
go-to move for a growing 
number of advisors. It’s a 
career choice that allows 
agents to become authorities 
in a particular field, and as a 
result, better service travellers 
who expect nothing less than 
expert guidance. ❋
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GIVE TODAY ’S  WORLD TRAVELLER 
EXACTLY WHAT THEY WANT.
PRESENTING A NEW CLASS 
OF COMFORT.

Originally, Air Canada’s International fl ights offered 
two levels of seating class: International Business and 
Economy Class. Today’s breed of international traveller 
is looking to offset the routine of long-distance travel, 
appreciating the value of arriving fresh, well-rested 
and ready-to-go. Premium Economy is the practical 
solution – offering enhanced levels of comfort and 
service at a moderate price.

What this means to our travel partners is a fresh 
opportunity to grow our business, offering customers 
an added level of choice to further satisfy their needs. 
Premium Economy underlines our ability to deliver on 
each passenger’s appetite for the choice they demand.

WE CALL IT PREMIUM BECAUSE YOUR 
CLIENTS GET MORE.

Premium Economy speaks to our long-distance 
frequent-fl yer on multiple levels. Offering its own 
dedicated cabin, Premium Economy’s commitment 
to greater comfort is realized with a larger 
distance-between-seats pitch (96.5 cm), added recline 
capacity (17.8 cm), a fully adjustable headrest, in-seat 
power for charging electronics – plus reading lights 
and ambient mood lighting, allowing passengers to 
better control their environments. Premium Economy’s 
pampering continues with its increased baggage 
allowance; priority boarding, check-in and baggage 
handling; premium cuisine, including complimentary 
wines and spirits; a hot towel with every meal service* 
plus complimentary copies of preferred newspapers 
and enRoute. An amenity kit (basic toiletries) provides 
a comfortable pillow and blanket while a single-pin 
audio jack offers the option of accessing one’s own 
device or the choice of hundreds of hours of 
top-rated, on-demand entertainment on an enlarged, 
personal screen. 

*International fl ights

Why Economy Class when you can upgrade 
your clients to Premium Economy? Available 
on Boeing 787 and Boeing 777 fl ights across 
these routes:

**Complimentary access to the Maple Leaf Lounge is provided to 
customers travelling in Premium Rouge on fl ights within Canada, to the 
US and SUN destinations. Lounge access for Premium Rouge customers 
travelling to all other destinations as well as Premium Economy 
customers who do not have complimentary access based on eligibility 
can access the Maple Leaf Lounge for a nominal fee.

PREMIUM ECONOMY WITHOUT 
THE PREMIUM PRICE.

Premium Economy provides us with a bona fi de 
competitive edge in that our international travellers now 
have a new choice – a choice that delivers on enhancing 
their travelling experience on their terms. For a fractional 
cost, the busy traveller – whether fl ying on business or for 
pleasure – can upgrade to a heightened level of service 
and comfort that allows for arriving at their destinations 
feeling invigorated, rejuvenated and energized – ready to 
make their mark on the world.

From Montreal:
•  London-Heathrow
•  Paris

From Toronto-Pearson: 
•  Beijing
•  Copenhagen
•  Delhi
•  Dubai
•  Frankfurt
•  Hong Kong
•  Istanbul
•  London-Heathrow
•  Madrid
•  Paris
•  Seoul
•  Shanghai
•  Sydney (via YVR)
•  Tel Aviv
•  Tokyo-Haneda
•  Tokyo-Narita
•  Zurich

From Vancouver:
•  Brisbane
•  Beijing
•  Hong Kong
•  London-Heathrow
•  Seoul
•  Shanghai
•  Sydney
•  Tokyo-Narita

From Calgary:
•  Frankfurt
•  London
•  Tokyo-Narita

AIR CANADA ROUGE OFFERS PASSENGERS 
ITS OWN BRAND OF ELEVATED COMFORT 
WITH PREMIUM ROUGE.

Pre-boarding extras include priority check-in, 
complimentary access to Maple Leaf lounges** 
and priority boarding. Once onboard, passengers 
enjoy seats offering greater legroom and added 
recline together with premium cuisine and 
beverages, plus hours and hours of wireless infl ight 
entertainment on a complimentary iPad. Available 
on all Air Canada Rouge fl ights.

S:15.75”

S:10.5”

T:16”

T:10.75”

B:16.25”

B:11”
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GIVE TODAY ’S  WORLD TRAVELLER 
EXACTLY WHAT THEY WANT.
PRESENTING A NEW CLASS 
OF COMFORT.

Originally, Air Canada’s International fl ights offered 
two levels of seating class: International Business and 
Economy Class. Today’s breed of international traveller 
is looking to offset the routine of long-distance travel, 
appreciating the value of arriving fresh, well-rested 
and ready-to-go. Premium Economy is the practical 
solution – offering enhanced levels of comfort and 
service at a moderate price.

What this means to our travel partners is a fresh 
opportunity to grow our business, offering customers 
an added level of choice to further satisfy their needs. 
Premium Economy underlines our ability to deliver on 
each passenger’s appetite for the choice they demand.

WE CALL IT PREMIUM BECAUSE YOUR 
CLIENTS GET MORE.

Premium Economy speaks to our long-distance 
frequent-fl yer on multiple levels. Offering its own 
dedicated cabin, Premium Economy’s commitment 
to greater comfort is realized with a larger 
distance-between-seats pitch (96.5 cm), added recline 
capacity (17.8 cm), a fully adjustable headrest, in-seat 
power for charging electronics – plus reading lights 
and ambient mood lighting, allowing passengers to 
better control their environments. Premium Economy’s 
pampering continues with its increased baggage 
allowance; priority boarding, check-in and baggage 
handling; premium cuisine, including complimentary 
wines and spirits; a hot towel with every meal service* 
plus complimentary copies of preferred newspapers 
and enRoute. An amenity kit (basic toiletries) provides 
a comfortable pillow and blanket while a single-pin 
audio jack offers the option of accessing one’s own 
device or the choice of hundreds of hours of 
top-rated, on-demand entertainment on an enlarged, 
personal screen. 

*International fl ights

Why Economy Class when you can upgrade 
your clients to Premium Economy? Available 
on Boeing 787 and Boeing 777 fl ights across 
these routes:

**Complimentary access to the Maple Leaf Lounge is provided to 
customers travelling in Premium Rouge on fl ights within Canada, to the 
US and SUN destinations. Lounge access for Premium Rouge customers 
travelling to all other destinations as well as Premium Economy 
customers who do not have complimentary access based on eligibility 
can access the Maple Leaf Lounge for a nominal fee.

PREMIUM ECONOMY WITHOUT 
THE PREMIUM PRICE.

Premium Economy provides us with a bona fi de 
competitive edge in that our international travellers now 
have a new choice – a choice that delivers on enhancing 
their travelling experience on their terms. For a fractional 
cost, the busy traveller – whether fl ying on business or for 
pleasure – can upgrade to a heightened level of service 
and comfort that allows for arriving at their destinations 
feeling invigorated, rejuvenated and energized – ready to 
make their mark on the world.

From Montreal:
•  London-Heathrow
•  Paris

From Toronto-Pearson: 
•  Beijing
•  Copenhagen
•  Delhi
•  Dubai
•  Frankfurt
•  Hong Kong
•  Istanbul
•  London-Heathrow
•  Madrid
•  Paris
•  Seoul
•  Shanghai
•  Sydney (via YVR)
•  Tel Aviv
•  Tokyo-Haneda
•  Tokyo-Narita
•  Zurich

From Vancouver:
•  Brisbane
•  Beijing
•  Hong Kong
•  London-Heathrow
•  Seoul
•  Shanghai
•  Sydney
•  Tokyo-Narita

From Calgary:
•  Frankfurt
•  London
•  Tokyo-Narita

AIR CANADA ROUGE OFFERS PASSENGERS 
ITS OWN BRAND OF ELEVATED COMFORT 
WITH PREMIUM ROUGE.

Pre-boarding extras include priority check-in, 
complimentary access to Maple Leaf lounges** 
and priority boarding. Once onboard, passengers 
enjoy seats offering greater legroom and added 
recline together with premium cuisine and 
beverages, plus hours and hours of wireless infl ight 
entertainment on a complimentary iPad. Available 
on all Air Canada Rouge fl ights.
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Selling Galveston to south-bound clientele

product education
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As we approach the 
cold Canadian winter 
season, travellers may 
begin inquiring about 
their winter escape. One 
option is Galveston, 
Texas, a destination that 
offers sun, beach and a 
lot of activities to keep 
travellers engaged and 
entertained. CT Magazine 
spoke with Leah Cast, the 
tourism office’s director of 
communications, for her 
sales insight.

In addition, Galveston offers 
many family attractions, 
including a Pleasure 
Pier amusement park, 
Schlitterbahn Waterpark, 
Moody Gardens, a historic 
downtown shopping district, 
a wide variety of water-based 
tours and more. The island 
blends the relaxation and 
excitement of a seaside city 
with old-world charm. 

describe the type of client 
who would most likely  
choose Galveston for a 
vacation destination.
Galveston draws two main 
demographics: Families 
looking for a warm weather 
destination to explore 
beaches and entertainment/
attractions and couples 
looking for a romantic, 
historic destination to 
explore beaches, arts and 
entertainment. 

what are your top three 
Galveston “how to sell” sales 
tips for travel advisors?

1. Galveston Island is 

easily accessible with 
direct flights from major 
Canadian markets to 
Houston Intercontinental 
Airport, which is 70 
minutes from the island.

2. Galveston offers year-
round warm weather so 
travellers can visit any 
time of year.

3. For a small island, 
Galveston offers so 
much diversity so there 
is plenty to see and do, 
from beaches to historic 
attractions/museums and 
adventure attractions, etc. 

what misconceptions miGht 
exist about Galveston?
I think most people think 
of beach destinations as 
offering just the beach, but in 
Galveston that is not the case. 
It is a lively island with year-
round festivals and events 
and is rich in history. It is also 
home to major attractions, 
museums and outdoor 
adventure opportunities, 
giving people so many 
different options for how 

to spend their vacation on 
the island. Another possible 
misconception would be 
Galveston’s culture, which 
doesn’t really fit in with 
the stereotypical “cowboy” 
culture most people think 
of when exploring Texas 
destinations. Galveston is 
very multicultural (it was the 
second busiest immigration 
station in U.S. history) and, 
being on the Gulf Coast, is 
heavily influenced by Cajun 
culture (the island is home to 
the third largest Mardi Gras 
celebration in the country). 

what are the most popular 
thinGs to do in Galveston?

- Our beaches – there are 
52 kilometers of scenic 
sand and surf, offering a 
plethora of activities for 
those looking to soak-up 
the sun, including surfing, 
swimming, boating or 
simply lounging under an 
umbrella. 

- Family attractions – A 
few options include the 
educational resort Moody 
Gardens, the Galveston 
Island Historic Pleasure 
Pier and Schlitterbahn 
Galveston Island Water 
Park. 

- Downtown Galveston – 
Marked by its beautiful 
Victorian architecture 
and colourfully painted 
storefronts, historic 
downtown Galveston is 
full of charm, offering 
an enchanting blend of 
boutiques, antique shops, 
chic eateries and lively 
entertainment. 

- Historic sites & museums 
– Fly above the island in 
a historic World War II 
aircraft. Take a tour of a 
Victorian mansion. Walk 
the streets of Galveston’s 
charming historic 
downtown district, where 

what makes Galveston 
different from other  
areas of texas?
Galveston stands out from 
other destinations for two 
reasons: It is an island beach 
destination that is also 
historic and family-friendly; 
there is no place else in 
Texas where you will find 52 
kilometers of sparking Gulf 
Coast beaches and one of the 
largest collections of Victorian 
architecture in the country. 
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businessmen once developed this 
port city into  “The Wall Street of 
the South. ” There are so many 
experiences in Galveston that can 
take travellers back in time. 

- Cuisine – Galveston’s culinary scene 
is a fusion of the cultures that have 
come to the island since its time as 
the second busiest immigration port 
in the nation, offering tastes from 
nearly every part of the world. ❋

A different side of texAs
Over 1,200 kilometers north-west of 
Galveston, clients will find a completely 
different experience in El Paso. When visiting 
this in-land destination, travellers will find: 
- Art galleries, featuring traditional  

and contemporary art.
- Family activities, such as visiting the El Paso 

Zoo or biking along the Rio Grande.
- Vineyards and wineries, thanks to the 302+ 

days of sunshine in El Paso each year. 

visitelpaso.com

Get the official app:

HOTTER BURRITOS

WARMER SUN

Time to head south for the best  
Mexican food on the planet.



At
ou

t F
ra

nc
e/

Ro
be

rt 
Pa

lom
ba

, A
to

ut
 Fr

an
ce

/M
au

ric
e S

ub
er

vie
, A

to
ut

 Fr
an

ce
/C

Ød
ric

 H
els

ly

Your guide to booking European  
getaways this winter

product education

inaugurated in 2015 will be 
operating three times a week. 
The winter program of KLM 
Royal Dutch Airlines features 
a daily flight from Toronto; six 
flights a week from Calgary and 
Montreal; four from Vancouver; 
and three from Edmonton.

Here are five reasons your 
clients might be interested in 
visiting Europe in winter:
1. Winter is low-season for 

European travel, meaning clients 
will receive great value for 
dollar and can enjoy amazing 
destinations without the crowds 
you’ll often find on that side of 
the pond in peak season.

2. Thinner crowds allow 
travellers to enjoy a more 
authentic experience within a 
destination. In addition, visiting 
European countries during the 
winter months offers a very 
different vacation from that 

which travellers enjoy during 
the summer.

3. There may be nothing more 
magical or romantic than 
European Christmas markets.   

4. Are your clients looking to 
escape for the duration of 
the Canadian cold? Many 
tour operators are offering 
unbeatable rates on long-
stay packages in warmer 
European countries such as 
Spain, Portugal or the south of 
France, which you can access 
through Air France and KLM’s 
extensive route network.

5. On the other end of the 
spectrum, clients may be 
interested in taking part 
in winter sports outside of 
Canada. There are world-
renowned options for alpine 
and Nordic skiers, from La 
Grave in France to the Murren-
Schiltorn in Switzerland.

Do you have clients who opt for 
destinations further afield than 
Mexico and the Caribbean during 
the winter months? Perhaps they 
are interested in enjoying any 
number of the sunny getaways 
featured in Canadian Traveller’s 
piece on pg. 30, or instead, are 
seeking the romantic holiday 
season in Europe. 

Responding to this demand, Air 
France and KLM will operate 47 
flights a week between Canada 
and Europe, which began Oct. 30, 
2016 and will stretch through to 
March 25, 2017. Specifically, Air 
France will offer 12 flights a week 
between Montreal and Paris, and 
a daily frequency from Toronto. 
The direct Vancouver-Paris route 

Saint-Étienne-de-Tinée

Within the Louvre complex,  
the large glass pyramid by
architect Peï (1989), in the 

centre of the Cour Napoleon

Rue Mouffetard in Paris 
and its many shops

This article is brought to you by Air France/KLM.  
Air France and KLM will operate 47 flights a week  

between Canada and Europe, until March 25, 2017.  
Visit airfrance.ca and klm.ca for more information.

V :

V

LOGO AIRFRANCE KLM
Nº dossier : 2008332E

Date : 09/02/09

alidation DA/DC 

alidation Client 
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Just one of the many destinations KLM and its
partners connect you to. We’ll take you there in
comfort departing from Edmonton, up to 4 times
a week. Visit klm.ca for more information.

Let us take you 
to Amsterdam



Just one of the many destinations KLM and its
partners connect you to. We’ll take you there in
comfort departing from Edmonton, up to 4 times
a week. Visit klm.ca for more information.

Let us take you 
to Amsterdam
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By CT Staff
COLLABORATIVE FEATURE

Catering to niche markets with  
all-inclusive Hard Rock properties 

When it comes to deciding on an all-inclusive option for your clients’ next vacation, finding the 
right property comes down to matching their needs and interests. The all-inclusive Hard Rock 

Hotels aim to appeal to various types of travellers, particularly music lovers, but also those 
seeking to be active and healthy while vacationing, as well as couples planning destination 

weddings and honeymoons. CT Magazine explores the opportunities for these niche markets, 
with insight from all-inclusive Hard Rock Hotel’s Sarah Smith, business development manager.
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MUsIC LOVERs
It’s no secret that music-
based experiences are 
at the heart of each 
all-inclusive Hard Rock 
Hotel stay. Aside from 
memorabilia throughout 
the resort and locally 
and musically-inspired 
design, here are a few 
offerings that may 
appeal to your music-
loving clientele: 

• The Sound of Your Stay: 
The Hard Rock brand 
signature amenity 
program offers guests 
an all-encompassing 
hands-on music 
experience, including 
free delivery of Fender 
guitars for impromptu 
jam sessions, as well 
as DJ equipment, both 
available at no cost at 

all Hard Rock Hotels.

• Live music: Hard Rock 
hosts more than 30,000 
live music events each 
year around the world 
and each property has 
on-site venues to do 
so. PITBULL recently 
performed at the Punta 
Cana property.

• Music Lab: Exclusively 
designed for the all-
inclusive Hard Rock 
Hotels this program 
offers a free, interactive 
and authentic way 
for multigenerational 
families to spend time 
together and connect 
through music-based 
experiences, the Music 
Lab is available to 
vacationers 12 and 
over. The program 

is divided into four 
unique classes: Jam 
Band, Spin Session, 
RockTube and Studio 
Time. Together, these 
parts combine to create 
an unmatched, music-
filled, experience. 

The musical element is 
carried on throughout 
the properties thanks 
to the VIBE - Visionary 
Individual Behind 
Energy, an individual 
responsible for 
overseeing the “vibe” 
and “feel” of every part 
of the hotel at different 
times throughout the 
day. For example, he or 
she ensures Metallica is 
not playing in the lobby 
at 6 a.m., or opera music 
during happy hour. 

Sarah’S Selling pointS
- Clients can rock out 

in their guest room 
with a Fender guitar, 
amp and ‘Soul by 
Ludacris’ headphones 
– part of our The 
Sound of Your Stay 
program. We’ve 
even included guitar 
lessons on the TV.

- Guests can record 
and edit their own 
track, make their own 
music video, perform 
on stage in a band 
or learn how to DJ 
with their Music Lab 
program available at 
Hard Rock Hotel & 
Casino Punta Cana, 
Riviera Maya, and 
Cancun.

- The party doesn’t 

stop after the sun 
sets at our Heaven 
Nightclub at Hard 
Rock Hotel Riviera 
Maya, which is 
complimentary to 
adult guests, or use 
your Resort Credit to 
dance the night away 
at our ORO nightclub 
at Hard Rock Hotel & 
Casino Punta Cana. 
These are definitely 
not your average all-
inclusive discos!

- Enjoy nightly shows 
and entertainment 
in our amphitheaters 
with live music from 
local talent or take 
things to the next 
level and attend one 
of our concerts with 
international artists. 
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ACTIVE & wELLnEss 
VACATIOns
As more travellers seek 
to incorporate active, 
health and wellness 
elements into their 
travel experiences, the 
all-inclusive Hard Rock 
Hotel properties are 
responding with an 
exclusive partnership 
with global fitness 
leader, LES MILLS.

As such, and carrying 
through Hard Rock’s 
mission to keep music 
at the forefront of 
guest experiences, 
guests can now choose 
from various exercise-
to-music group fitness 
classes on-property 
daily at Hard Rock 
Hotel & Casino Punta 

Cana and Hard Rock 
Hotel Riviera Maya. 
There are plans to 
expand to Hard Rock 
Hotel Cancun in 2017.

Led by expertly-
trained instructors, 
daily classes are 
available as part of the 
all-inclusive experience, 
from a collection 
of 14 training 
programs –from 10 
group fitness classes, 
including BODYPUMP 
total body strength-
training program, 
to four 30-minute 
High-Intensity 
Interval-Training 
(HIIT) programs, 
as well as BORN 
TO MOVE – “youth 
fitness” programming 

designed for toddlers 
to teens. Body Rock 
fitness centers at 
each of the resorts 
include state of the art 
equipment. 

Are you wondering 
if your clients need 
to be fitness buffs to 
enjoy the offering? No. 
LES MILLS programs 
take into account 
each individual’s 
capabilities and goals 
to customize classes 
that adapt to a variety 
of fitness levels.

Bonus: After their stay, 
clients will receive a 
10-day complimentary 
trial access to the 
online streaming 
service LES MILLS On 
Demand.

- Our new partnership 
with Les Mills offers 
guests staying at Hard 
Rock Hotel Riviera Maya 
and Hard Rock Hotel & 
Casino Punta Cana the 
opportunity to access 
some of their favourite 
fitness classes while 
on vacation! Our Body 
Rock fitness centers 
at each of our resorts 
include state of the art 
equipment and classes 
for all fitness levels. 

- A variety of healthy 
menu options are 
available on our 
24-hour room service 
menus and at our 
restaurants to meet 
guest’s dietary needs 
and preferences and 
help them to stay on 

track while on vacation. 
Options include fresh 
juice and smoothie 
stations, salad bars, 
gluten free, vegan, 
vegetarian, dairy free 
and nut free options.

- Included non-motorized 
water sports, bikes, 
basketball and tennis 
courts are just a few of 
the many activities we 
have available to stay 
active while on vacation. 

- Golf at one of our 
state-of-the-art Hard 
Rock Golf courses with 
up to $1,800 Resort 
Credit or the option to 
forfeit your credit for 
unlimited golf including 
food and drinks, 
shared golf cart and 
transportation.

Sarah’S Selling pointS
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DEsTInATIOn  
wEDDIngs wATCh
The all-inclusive 
Hard Rock Hotels 
recently renewed 
their partnership with 
celebrity wedding 
designer Colin Cowie 
for three more years to 
provide quality weddings 
and honeymoons at 
properties in Mexico and 
the Dominican Republic. 

Three new customizable 
Colin Cowie Wedding 
Collections created by 
Colin Cowie with regional 

vendors will be available 
at the all-inclusive Hard 
Rock Hotels starting 
Jan. 1, 2017. In addition, 
couples can choose to 
design their wedding 
from scratch. The all-
inclusive Hard Rock Hotel 
Wedding Specialists 
will help each couple 
customize the décor 
with the hotel’s in-house 
décor company based 
on their preferences and 
inspirations pulled from 
Pinterest, Instagram, etc. 

Each Colin Cowie 

Wedding Collection will 
be designed to highlight 
the all-inclusive Hard Rock 
Hotel’s unique features 
and settings. Details 
within each package 
have been handpicked by 
Cowie, allowing couples 
the opportunity to mix 
and match, upgrade 
and customize. The 
final cost (starting at 
$2,500) is set upfront, 
though a Complimentary 
Collection offers couples 
a simple and elegant 
option at no cost. 

As for Colin Cowie 
Honeymoons, “Harmony,” 
the exclusive honeymoon 
collection, gives couples 
the chance to indulge 
in a 50-minute couples 
massage at the Rock 
Spa, romantic dinner 
for two, breakfast in 
bed, chocolate covered 
strawberries, a rose petal 
filled hydro tub and many 
more plush amenities. 

For more details about 
Colin Cowie Weddings, 
visit www.hrhweddings.
com.

- Couples may 
choose from 
three ultra-
chic wedding 
collections 
designed by 
celebrity event 
planner Colin 
Cowie, including 
a complimentary 
package for up 
to 32 guests to 
celebrate their 
union in style. 

- World-class 
entertainment 
and nightlife is 
on-property, so 
guests can take 
their wedding 
celebration into 
the night.

- Symbolic same-
sex ceremonies 
are offered 
at Hard Rock 
Hotel & Casino 
Punta Cana 
while legal and 
symbolic same-
sex ceremonies 
available at Hard 
Rock Hotel Riviera 
Maya, Vallarta and 
Cancun. 

- Ishq Rocks 
program caters 
to South Asian 
couples with 
wedding group 
benefits including 
unlimited private 
functions up to 
five hours per day 
in Mexico or 2 x 
5 hour functions 
in Punta Cana 
with minimum 
room night 
requirement. ❋

Sarah’S  
Selling
pointS
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LOGO AIRFRANCE-KLM
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to December 15, 2016, 
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with Air France and KLM.
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By Marion Rose,  Owner, 
Elgin Travel  & Cruises

Manifest                        with Marion

understand that by using your 
individual talents, you can help 
to inspire others and expand 
goodness into the world. So, let’s 
dig a little deeper today, within 
ourselves; be honest and write 
out the things that bring you 
joy. Think of the things that your 
friends would describe as your 
talents, and use this list to better 
understand your purpose.

Are you detail-oriented? Do 
you constantly read about a 
specific topic, whether it’s history, 
religion, world wars or romance? 
Are you a “foodie” or a wine 
lover? Do you spend your free-
time doing a hobby, or partici-
pating in a sport?

These are all great indicators of 
your brilliance...the genius that 
you came into the world with, 
that you can turn into a niche. 
If it excites you, there is a very 
good chance that you can create 
a following of others who share 
this same passion. Group travel is 
definitely more monetarily ben-
eficial, and if you can hang-out 
with like-minded individuals, you 
can probably attract a healthy 
following of travellers who want 
a customized experience, which 
only you can design. 

When you start to think “out-
side of the box” from the way 
tour packages are created, you 
can offer a unique service, not 
found in a brochure or online; 
unique itineraries that incorpo-
rate the local cuisine and cook-
ing classes, bringing history to 
life, adventure-seeking, vintage 
car shows, or even customized 
Harley bike tours. What is it that 

you would dream of doing, that 
has not been offered previously? 
You have all the resources avail-
able to craft something incred-
ibly special for your followers.

When our associates at Elgin 
Travel & Cruises started digging 
into their gifts and creating their 
business models around these 
details that they enjoy, the result 
was an abundance of clients who 
valued this service and knowl-
edge, and they were willing to 
pay for it. What else happened? 
The customers we attracted were 
people we enjoyed working with 
– those who did not question the 
cost of such unique options.

It’s not an overnight change to 
your business model, especially 
if you have been taught to be 
“everything to everyone;” to not 
turn business away, and to spend 
hours on end researching train 
schedules that offer zero com-
mission. 

Trust me, it is a process. You 
can begin with small steps like 
posting on social media; pictures 
and ideas to attract your ideal 
customer. Hang out in the places 
that your followers do. Buy the 
magazines that your preferred 
client is reading. Organize a wine 
and cheese party or book club, 
or plan a joint venture with your 
local golf club. Set the inten-
tion to be working with people 
that value your knowledge and 
expertise. Honour your purpose 
to enjoy your life and your 
career. It’s not always easy, but it 
is simple, and you are meant to 
be happy! ❋

The choice to be seen as a travel 
professional rather than an “order 
taker” is a big step – a necessary 
step – in the evolution and spe-
cialization in our industry.

Many agents question, “How 
can I serve in such a way to stand 
out?” This desire to be exception-
al and to offer a unique service 
to your clients already sets you 
above your competitors. So, the 
first step is to understand what 
“lights you up” – what makes you 
special, what are your unique tal-
ents, and what can you do in this 
exciting business to stand out?

My truth became apparent to 
me just recently. As I began to 
understand the soul searching 
journey to find my brilliance, I 
started asking myself these ques-
tions to feel more secure in my 
livelihood, and to ensure enjoy-
ment when I interact with clients.

I have always enjoyed learning 
about people; asking questions 
and finding out their “why’s.”  
Why do they wish to travel? Why 
do they contact me? Why do they 
specifically ask for one destina-
tion over another? Why do they 
return to the same destination 
or resort time and time again? 
Why do they always travel with 
friends? Why do they take sup-
plies for the locals?  

These questions and the 
genuine interest in the answers 
creates a bond and a trust in 
sharing, which helps me better 
understand my clients and offer 
direction. By learning more 
details about my clients, I have 
come to a place of wanting to 
teach and share my gifts.

If you have followed my 
journey over the last few months 
in these columns, you should 
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Book any room category and
get double the Limitless Resort Credit.

There’s no catch, 
there’s no caps - only the promise of 

all-out indulgence, which will leave you
wanting nothing but more time.

allinagents.com   888-680-7625

Get up to

20% SERVICE FEES APPLY

AN ALL-INCLUSIVE EXPERIENCE
*Promotion applies for bookings with a 3-night minimum stay or more in any room cateogry. Promotion valid for bookings now through April 30, 2017 and traveling within the following periods: Now - December 21, 2018. No 
blackout dates exist. Applicable to US and Canada markets. Applicable for both land only and package reservations. Applies to NEW reservations only, existing reservations do not qualify. Reservations with overlapping dates 
qualify; Promotion is based on arrival date. 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 social, leisure and wedding group bookings. Not applicable to reservations with employee rate, travel agent rate, FAMS, complimentary or compensatory stays. Promotion code MUST be reported 
at time of booking for reservation to be entered correctly in our system – Promotion will not be honored if promotion code is not reported. Combinable with Free Kids.– All Year Family Category (not applicable at Hard Rock 
Hotel Riviera Maya-Heaven Section) and Book Early & Save. A 20% service fee will apply over the final price of all transactions using the Limitless Resort Credit Promotion on all services or products. Service fee applies to 
Unlimited Golf. Service fee can only be paid with cash, room charge and credit card. Service fee cannot be paid with the remaining Limitless Resort Credit promotion balance. CODE: DRCTA
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