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INDUSTRY INSIDER

ACROSS ALL OF OUR DIVISIONS – 
TRAVELSAVERS and the Affluent 
Traveler Collection – agents are 
busier than ever. One change we 
are seeing affect the market is that 
the booking windows continue to 
shorten. This is due to a general 
mindset of waiting for last minute 
deals and safety concerns. In addition, 
unique itineraries and customized 
travel are in strong growth mode, with 
experiential and transformational travel 
leading the way. Despite predictions 
that travel agencies and travel agents are 
struggling to retain customers, a recent 
survey shows our agents are seeing 
a significant gain in new clients, and 
are very optimistic about the coming 
year and in the future of their business. 
Almost all of our agents are seeing new 
customers across the board from all 
generations, which is very encouraging 
for the industry.  
– LEWIS-HARDY

TO BE HONEST, I’M NOT SURE ANYONE 
was sad to say goodbye to 2016. The 
year came with its own set of unique 
challenges. Thankfully, 2017 seems to 
be on a more positive track and, overall, 
we’re looking to be up four to five per 

cent year-over-year. Advance bookings 
are pacing about the same or even a little 
better, and we are planning for a stronger 
year than we saw in 2016.  
– UPCHURCH

OVERALL I’M VERY OPTIMISTIC FOR 2017 
(in a cautious manner, of course). The 
numbers indicate things are looking 
good. Year-over-year bookings are up 
for Ensemble members and Europe is 
coming back strong. The premium cruise 
segment is getting a big boost over last 
year as well. In general, 2016 is finishing 
as one the best years we have had and, so 
far, 2017 is tracking well.  
– PEARLMAN

DEFINITELY OPTIMISTIC. WE ARE 
truly in the golden age of travel 
– it’s never been easier to travel 
nor has it been more affordable.  
– MILLER

ADVANCE BOOKINGS FOR 2017  
are generally ahead of the 

same time last year so we are 
cautiously optimistic. Ontario and 

Quebec are trending ahead of last 
year; we continue to be challenged 
due to market conditions in Alberta, 
Saskatchewan and Manitoba. 
The Paris terrorist attacks of 
November 2015 and the unusually 
mild December of last year pulled 
general demand down for 2016 
travel. Thankfully, neither of these is 
a factor at this time.  
– ADAMO

BASED ON THE FEEDBACK FROM 
our membership and future sales 
reporting from our key suppliers,  
I would have to say that the outlook 
is positive. That said, sustaining  
this trend is naturally dependent  
on any unforeseen global or 
economic issues.   
– JAMES

Are you easing into 2017 

with cautious optimism or 

skepticism? At CT Magazine, 

we wanted to get a sense of 

what our readers can expect 

in the coming 12 months, and 

to do so, enlisted the help of 

travel industry executives, who 

have shared their insights and 

perspectives. The good news? 

Things seem to be looking up!

MATTHEW D. UPCHURCH 
Chairman & CEO 

Virtuoso

LINDSAY PEARLMAN 
Co-President 

Ensemble Travel Group

CATHIE LEWIS-HARDY 
VP, international Marketing 

TRAVELSAVERS

CHRISTINE JAMES 
President – Canada 

Vacation.com

FLEMMING FRIISDAHL 
President & Founder 

The Travel Agent Next Door

GAVIN MILLER 
VP, Leisure 

Flight Center

JOE ADAMO 
President 

Transat Distribution Canada

OUR
PANELISTS

2017

WHAT IS YOUR  
OUTLOOK FOR THE  
TRAVEL INDUSTRY  

IN 2017?
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1. THE STRONG U.S. DOLLAR IS HAVING AN 
impact on both cruise bookings, and trips 
to Florida and other U.S. destinations.
2. The travel industry is resilient; people 
have become more aware of their 
surroundings and travellers are once 
again considering all destinations.
3. Health factors surrounding Zika have 
not really been a deterrent to bookings.
4. We are confident that the travel 
industry will be one of a number of 
priorities for the new U.S. president. In 
general, we feel that Donald Trump’s 
presidency will not really impact 
Canadian travel. For Canadians, there 
is pent-up demand for travel due to the 
perceived and real travel restrictions 
encountered in 2016.  
– LEWIS-HARDY

AT VIRTUOSO WE TALK ABOUT VUCA, 
which stands for volatile, uncertain, 
complex and ambiguous; it’s a term 
coined by the U.S. government in the 
wake of the Cold War as a means of 
explaining the new unknown. There’s 
no doubt that 2016 had its fair share of 
VUCA, but even so, we still came out 
ahead. This industry is resilient and we 
see consumers still favouring experiences 
over goods, which bodes well for luxury 
travel.

What happens as a result of VUCA 
– this feeling of uncertainty – is that it 
actually creates a stronger, intensified 
craving for authentic human connection 
and we see that manifesting itself in 
two ways. First, there is a desire to 
connect with an actual human being 
during the travel planning process. The 
thought of having plans go awry, or 
being caught without a net, is driving 
consumers to seek out the expertise and 
comfort of working with a professional 
travel advisor. This doesn’t mean that 
consumers have stopped doing their 
own online research. However, they are 
looking to advisors to provide clarity  
and validation, because not knowing 
if you’re asking the right questions is 
the biggest uncertainty. And, travellers 
are looking for advisors to deliver 
experiences that they might not know 
how to achieve on their own. They’re 
willing to pay for it, too.

The other outcome is that people 
want customized travel that allows them 
to see/taste/touch a destination in a 
different way and above all else, connect 
with locals and their culture on a very 

personal level. Dine at a restaurant where 
only residents frequent or, better yet, 
dine in someone’s home. Stay in hotels 
that have been decorated with local art 
and textiles that give a deeper sense of 
place or rent out a staffed villa/private 
home. Each experience will ensure guests 
feel like citizens and not tourists.  
– UPCHURCH 

IN SPITE OF A GREAT 2016 AND PROMISING 
2017 for Ensemble, there are still both 
challenging and positive takeaways 
facing our industry in the coming year.

The challenges have to do with the 
unknown. No one can predict what 
the future holds except that there will 
be struggles and tough times ahead. 
Whether it’s related to a natural disaster, 
political ramifications, economic 
downturn, or more, those challenges 
have become the norm in recent times. 
The one thing we do know, regardless 
of the circumstances, is that people 
will travel, especially Canadians. It’s 
just what we do. The uncertainty is the 
impact of those circumstances on the 
closing cycles. That’s the heartburn part, 
especially for the suppliers.

The good news is that travel is 
becoming more complex and consumers 
are becoming smarter. To get the most 
out of the travel experience, they are 
reaching out to travel professionals to 
help them sort through airline fares and 

new rules, the influx of capacity within 
the cruise industry and tour operations, 
and the ongoing “deals” in the market. 
It’s good to see that people are seeking 
out professional advice before spending 
significant dollars on this type of 
investment.  
– PEARLMAN

THE BIGGEST FACTOR FOR ME IS SUPPLIERS 
and their support of their biggest 
partner, travel agents. We all know 
that bad things happen in the world, 
but historically Canadians have been 
more understanding of this and while 
the destinations to which they venture 

may change, they still travel. Thus 
my main concern sits with suppliers 
and reminding them how important 
this partnership is, both short-term 
and long-term. The good news is 
the majority of suppliers do see the 
value we bring to the table.  
– FRIISDAHL

THERE ARE SEVERAL FACTORS WE 
monitor on a regular basis that relate 

to industry performance. Certainly 
terrorism and health outbreaks can have 
an immediate short-term affect but what 
we’ve learned over time is that travellers 
are pretty resilient and rarely make 
the choice to stop travelling altogether. 
Politically, Donald Trump being voted 
in as president will be interesting to 
watch over the coming year given our 
proximity to the U.S., however whether 
that will actually deter a significant 
number of Canadians from travelling 
there is doubtful. People will still travel; 
in fact we expect travel to the U.S. to 
grow in coming years.  
– MILLER

WHILE IT HAS BEEN BROADCAST THAT 
several areas are now Zika “free,” we 
believe it will take some time to regain 
consumer confidence. This particularly 
affects the destination wedding 
market. In addition, the possibility that 
the Canadian dollar may drop even 
further against the U.S. dollar is always 
concerning, particularly for companies 
who operate in U.S. currency (i.e. river 
cruises). The market is generally resilient 
and I am looking for a much stronger 
summer season for travel to Europe 
– provided the general public is not 
spooked by senseless acts of terror.  
– ADAMO

WHAT FACTORS  
WILL YOU BE KEEPING  
A CLOSE EYE ON, AS IT  
RELATES TO INDUSTRY  

PERFORMANCE?
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THE CURRENT TREND FOR AUTHENTIC 
personalized experiential travel – for 
all generations from millennials to 
multigenerational families – is very 
strong for 2017. Our agents have reported 
that romance and adventure travel are 
the two top picks right now. The tried 
and true destinations that are receiving 
a lot of interest are the Caribbean and 
Mexico along with Spain, Portugal, South 
America and Asia. And let’s not forget 
the “I’s” – Iceland, Italy and Ireland, all 
of which are reporting strong booking 
trends. With 2017 being Canada’s 
150th birthday, many wholesalers have 
developed or enhanced their product 
line to spotlight Canada’s beautiful 
and unique destinations. Canadians 
will embrace their own country 
and encourage visitors from out-of 
-country and abroad.  
– LEWIS-HARDY

1. SEEKING OUT DESTINATIONS WITH 
a sense of urgency; those that are 
changing rapidly or even disappearing. 
Cuba topped the list as both an emerging 
destination (for Americans), as it has for 
several years now, and one in danger 
of losing its character. Advisors also 
named the polar regions of Antarctica 
and the Arctic due to the threat of global 
warming. Australia’s Great Barrier Reef 
is losing its coral due to pollution, and 
Venice’s deteriorating lagoon also made 
the list. The UN has declared 2017 the 
International Year of Sustainable Tourism 
for Development, making this topic 
particularly relevant, on top of being a 
personal passion of mine.
2. Adventure travel continues to be a 
dominant trend. African safaris, which 
are incredibly popular due to pent-up 
demand, swimming with whale sharks 
in Mexico or Australia, hiking the Swiss 
Alps – we’re seeing travellers of all ages 
out there having fun adventures.
3. Exclusive-use is a key trend for 2017, 
whether it’s a round-the-world by private 
jet, renting a villa in a prime destination 
such as St. Barths or even a private  
island, or chartering a yacht to sail 
Croatia’s coast.
4. People are travelling farther and for 
longer periods of time. Exploring new 
destinations was the lead travel motivator 
and we’re seeing increased demand for 
international trips of two weeks or longer. 

Multigenerational travel was again the 
top trend, but now we’re seeing countries 
like Japan rising as a less traditional 
locations for family travel.  
– UPCHURCH 

DOMESTIC TRAVEL SHOULD SEE A BOOST  
for those concerned about safety and 
health issues. And, as Canada celebrates 
its 150th anniversary, we expect many 
Canadians will decide to discover all that 
our great and diverse country has to offer.

We also expect consumers’ interest 
in authentic experiences to continue to 
grow, both at home and to international 
destinations. The appeal of cultural 
immersion has never been stronger.

In terms of destinations, we are seeing 
an increased interest in Croatia, Ireland, 
and Iceland internationally, in addition to 
the traditional European favourites like 
France and Italy. Destination weddings 
continue to grow at a rapid pace and 
we are seeing more and more Ensemble 
member agencies focus on this very 
targeted segment of the market.  
– PEARLMAN

I BELIEVE THAT THE TRAVEL INDUSTRY – AND 
travel agents in particular – will continue 
to grow. Yes, many consumers do book air, 
hotel and car online but as boomers start 
taking vacations without their kids and as 
many of my friends have grown-up with 
all-inclusive holidays, they now want other 
experiences. They will want adventure, 
voluntourism and life experiences so I 
believe the FIT segment is going to grow. 
This is where travel agents will continue 
to shine.  
– FRIISDAHL

WE ARE SEEING A GROWING DESIRE FOR  
more authentic and unplugged 
experiences while travelling and true 
immersion in the local culture, free 
of the things that keep travellers 
connected to home (i.e. smartphones, 
computers, etc). The need to truly 
“get away” has never been more 
challenging and the desire to be a 
traveller – not just a tourist – has never 

been so strong. People are also looking 
much for a blend between personalized 

service like Uber and AirBNB with 
traditional hotel and tour offerings. People 
don’t want one or the other – they want it 
all and they want to talk about it.  
– MILLER

IN ADDITION TO THE TRADITIONAL  
vacations (sun and sand, visiting friends 
and family), consumers are seeking 
longer haul destinations such as Iceland, 
South Africa, Australia, New Zealand, 
India. Demand is driven primarily by 
two consumer segments: boomers and 
millennials. In the traditional products – 
mass market cruises, package vacations 
– consumers are seeking unique options 
such as ecotourism, adventure experiences, 
unique local interactions, health and 
wellness, variety (i.e. waterparks, rock 
climbing, etc. plus a variety of food and 
wine options etc). I also see the shift to 
more upmarket vacations continuing as 
baby boomers take increasing advantage of 
their relative wealth.  
– ADAMO

MEXICO, ESPECIALLY THE MAYAN RIVIERA, 
as well as the Caribbean – in particular 
Jamaica – still seem to be in high demand. 
Cuba is on a slight decline due to the 
USD’s impact on pricing.  
– JAMES

WHAT DO YOU  
SEE AS THE  
TOP TRENDS  
FOR TRAVEL  

IN 2017?
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THE CURRENT TREND FOR AUTHENTIC 
personalized experiential travel for 
all generations from millennials to 
multigenerational families is very strong 
for 2017. Our agents have reported that 
romance and adventure travel are the 
two tops picks right now. The tried and 
true destinations that are receiving a 
lot of interest are the Caribbean and 
Mexico along with Spain, Portugal, South 
America and Asia. And let’s not forget 
the “I’s” – Iceland, Italy and Ireland they 
are all reporting strong booking trends. 
With 2017 being Canada’s 150th birthday, 
many wholesalers have developed 
or enhanced their product line to 
spotlight Canada’s beautiful and unique 
destinations. Canadians will embrace 
their own country and encourage visitors 
from out of country and abroad.  
– LEWIS-HARDY

1. SEEKING OUT DESTINATIONS WITH a sense 
of urgency; ones that are changing rapidly 
or even disappearing. Cuba topped the 
list as both an emerging destination, as 
it has for several years now, and one in 
danger of losing its character. Advisors 
also named the polar regions of Antarctica 
and the Arctic due to the threat of global 
warming. Australia’s Great Barrier Reef 
is losing its coral due to pollution, and 
Venice’s deteriorating lagoon also made 
the list. The UN has declared 2017 the 
International Year of Sustainable Tourism 
for Development, making this topic 
particularly relevant on top of being a 
personal passion of mine.
2. Adventure travel continues to be a 
dominant trend. African safaris, which 
are incredibly popular due to pent-up 
demand, swimming with whale sharks 
in Mexico or Australia, hiking the Swiss 
Alps – we’re seeing travellers of all ages 
out there having fun adventures.
3. Exclusive-use is a key trend for 2017, 
whether it’s a round-the-world by private 
jet, renting a villa in a prime destination 
such as St. Barths or even a private island, 
or chartering a yacht to sail Croatia’s 
coast.
4. People are travelling farther and for 
longer periods of time. Exploring new 
destinations was the lead travel motivator 
and we’re seeing increased demand for 
international trips of two weeks or longer. 
Multigenerational travel was again the 
top trend, but now we’re seeing countries 

like Japan rising as a less traditional 
location for family travel.  
– UPCHURCH 

DOMESTIC TRAVEL SHOULD SEE A BOOST  
for those concerned about safety and 
health issues. And, as Canada celebrate 
its 150th anniversary, we expect many 
Canadians will decide to discover all that 
our great and diverse country has to offer.

We also expect consumers’ interest in 
the experiential, authentic experience to 
continue to grow, both at home and to 
international destinations. The appeal 
of cultural immersion has never been 
stronger.

In terms of destinations, we are seeing 
an increased interest in Croatia, Ireland, 
and Iceland internationally, in addition to 
the traditional European favourites like 
France and Italy. Destination weddings 
continue to grow at a rapid pace and 
we are seeing more and more Ensemble 
member agencies focus on this very 
targeted segment of the market.  
– PEARLMAN
I BELIEVE THAT THE TRAVEL INDUSTRY – AND 
travel agents in particular – will continue 
to grow. Yes, many consumers do book 
air, hotel and car online but as boomers 
start taking vacations without their kids 
and as many of my friends have grown 
up with all-inclusive holidays, they 
now want other experiences. They will 
want adventure, voluntourism and life 
experiences so I believe the FIT segment 
is going to grow. This is where travel 
agents will continue to shine.  
– FRIISDAHL

WE ARE SEEING A GROWING DESIRE FOR 
people to have a more authentic and 
unplugged experience while travelling 
and truly immerse themselves in the local 
culture, free of the things that keep them 
connected to home (i.e. smartphones, 
computers, etc). The need to truly “get 
away” has never been more challenging 
and the desire to be a traveller – not just 
a tourist – has never been so strong. 
People are also looking much for a blend 
between personalized service like Uber 
and AirBNB with traditional hotel and 
tour offerings. People don’t want one or 
the other – they want it all and they want 
to talk about it.  
– MILLER

IN ADDITION TO THE TRADITIONAL vacations 
(sun and sand, visiting friends and 
family), consumers are seeking longer 
haul destinations such as Iceland, 
South Africa, Australia, New Zealand, 
India. Demand is driven primarily 
by two consumer segments: boomers 
and millennials. In the traditional 
products – mass market cruises, package 
vacations, consumers are seeking unique 
options such as ecotourism, adventure 
experiences, unique local interactions, 
health and wellness, variety (i.e. 
waterparks, rock climbing, etc plus a 
variety of food and wine options etc). 
I also see the shift to more upmarket 
vacations continuing as baby boomers 
take increasing advantage of their relative 
wealth. – ADAMO

MEXICO ESPECIALLY THE MAYAN RIVIERA 
as well as the Caribbean – in particular 
Jamaica – still seem to be in high demand. 
Cuba is on a slight decline due to the USD 
impact on pricing. – JAMES

E X C E P T I O N A L

The renowned brand Meliá Cuba is enhanced with its 
Royal Service & The Level, offering guests amazing 

experiences in a paradise-like setting. It is the perfect 
combination for an exceptional stay.

WWW.LUXURYMELIACUBA.COM

PARADISUS I Paradisus Princesa del Mar  I Paradisus Varadero I Paradisus Río de Oro

MELIÁ I Meliá Cohiba I Meliá Habana I Meliá Santiago de Cuba I Meliá Buenavista I Meliá Marina Varadero I Meliá Varadero

R OYA L  S E R V I C E  &  T H E  L E V E L

EXCEPTIONAL
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high-end      
clientele

WHY DO I  WANT HIGH-END CLIENTS?
Having a solid base of high-paying  
clients is beneficial to both you and the 
client. As the travel advisor, catering 
specifically to affluent travellers allows 
you to concentrate solely on the upmarket 
niche, giving you a clear focus and 
weeding out extraneous products that 
do not pertain to you. The client, in turn, 
knows that he or she is dealing with a 
true specialist and will be more likely to 
return for your service, not to mention 
recommend you to his or her well-off 
friends. 

Furthermore, a specialization in luxury 
means you can give more attention to a 
smaller set of clients while making more 
money, rather than spreading yourself 
too thin with a broader database of mid-
market customers.

“The obvious answer is ‘profits,’” says 
Lynn Lefebvre, an independent travel 

advisor with The Travel Network, part 
of Worldview Travel. “Most high-end 
customers are easy to please if you  
take the time to know what they want 
and give them a little extra. It’s not about 
the price. It’s about value and service. I 
find that most of them respect your time, 
as you respect theirs. Most, but not all,  
are loyal.”

If you yourself prefer high-end 
experiences, having high-end clientele 
allows you to specialize in something that 
you are passionate about, as well. 

“I want a luxury clientele because that 
is the way I like to travel,” says David 
Lowy, president of Renshaw Travel.  
“I’d rather have fewer clients with  
higher spending, where I can add value. 
On a lower priced itinerary, there isn’t  
a lot of value you can add, so you 
compete on price, as opposed to 
experience and service.”

How to  
find & 
secure

WHEN IT COMES TO 
building your client 
rolodex, quality means 
more than quantity. While 
mid-income clients may 
be more readily available, 
finding high-end 
business is a whole other 
game, and one where 
service is measured in 
experiences delivered 
more so than scoring 
low prices. Luxury travel 
– which doesn’t need 
to mean spa treatments 
and butler service, 
exclusively – is about 
insider access, one-of-a-
kind experiences, and the 
very best in hotels, tour 
operators, and suppliers. 
And, let’s not forget the 
sizable profit increase 
you can attain. If you’re 
considering selling 
high-end travel, here 
are tips to keep in mind 
for securing the right 
clientele.
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HOW DO I  SECURE THEM?
So now that you know why you want them and where to find 
them, how do you get them to put their dreams in your hands and 
their dollars in your pocket?

FOR ONE, DRESS THE PART. 
We’ve heard the adage about not judging a book by its cover, but 
when it comes to selling luxury travel, appearance is everything. 
You want to give the impression that you value quality in all areas 
of your life. If you work in a brick-and-mortar office, make sure it is 
always clean and well-kept, furnished with touches that convey the 
level of luxury you aim to sell. Your outfits should also be reflective 
of whomever you are trying to cater. Your website should be user-
friendly, clean, and image-heavy. Invest in a web designer who will 
deliver a product that is attractive and sexy to your prospective 
clients.

TREAT THEM LIKE THE VIPS THEY ARE. 
The stakes are higher with selling high-end travel because the 
expectations are higher. “You have to let people know that you 
specialize in luxury. It is a very underserved part of the market,” 
Lowy says. “Make sure they are getting the VIP experience from 
beginning to end. Clients can’t VIP themselves. This is your job.” 

“It’s all about service and caring,” Lefebvre suggests. “The 
experience is all about them. They will often know more than you 
do about certain destinations, so take the time to consult them on 
their experience.”

NETWORK. 
Making yourself a figure of the community will build your 
reputation as the true expert in high-end travel, and before you 
know it, clients will be flocking to you. 

“What it mostly takes is one luxury client,” Lowy says.  
“Satisfy them, and soon they will be referring you to everyone  
in their circle.”

WHERE CAN I  F IND HIGH-END CLIENTS?
Buyers of high-end travel are more likely to 
be buyers of other high-end products, as well. 
Having a presence at local luxury purveyors is 
a good place to start. 

“I am a member at a private golf course and 
at a high-end ski resort,” Lefebvre says. “Many 
of my high-end customers are my friends and 
sports buddies.”

As a travel advisor, delivering on promises 
and having customer service that goes above 
and beyond is imperative. Your clients are 
likely to refer you to their friends if they are 
more than satisfied with the job you have 
done. 

“I get all my clients by word of mouth,” 
Lowy says. “Because your clients are your best 
advocates and they know the type of business 
they do, they will recommend you.”

In addition, staying on top of your 
marketing is important. Social media has 
proven to be extremely effective in getting 
the message out there. Sharing photos of the 
spectacular experiences you can create help to 
sell the message, and travellers can visualize 
themselves living the dreams that you build. 
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EXAMINING THE OPTIONS
Though the all-inclusive concept was never one to resonate with  
high-end travellers in the past, the tide is changing. All-inclusive brands  
have evolved – and continue to evolve – to the point where many are 
becoming the preferred vacation option for wealthy travellers. Paradisus  
and properties within the Playa Hotels & Resorts portfolio are among the  
top contenders. Here’s why:

PARDISUS IN CUBA:
Paradisus properties offer a consistent standard of high-end service and 
fine dining, says Brenda Bradley, sales executive, Melia Hotels International 
– Cuba. For ultimate luxe and exclusivity, travellers can upgrade within the 
hotel to the adults-only Royal Service section or Family Concierge section at 
Paradisus Varadero. What’s more is that Paradisus properties in Cuba all offer 
a YHI Spa, ideal for those clients seeking an extra level of indulgence.  
As for who the client is, Bradley says the brand is perfect for travellers 
seeking a luxurious, all-inclusive holiday in Cuba, “filled with sophisticated 
touches, culinary excellence, premium beverages and dedicated staff helping 
to ensure a memorable experience.”

PLAYA HOTELS & RESORTS:
Unparalleled locations, authentic cuisine and the brand’s tradition of “service 
from the heart” are among the top reasons Playa Hotels & Resorts would 
appeal to your high-end clientele, according to Rose Cosentino, director of 
sales – Canada. With careful attention to detail – not to mention upscale room 
options that are ocean-accessible or have ocean views (including those with 
swim-up pools and swim-up infinity pools) – clients are sure to be treated to 
a premium experience at all properties within the portfolio. “The experiential 
traveller wants to feel like they are away from home, and we deliver the 
freedom to experiment and try something new in luxurious surroundings 
with exceptional service,” Consentino says, noting that Playa guests are also 
known for exploring the destinations in which they are visiting. 

WHAT DO I  NEED TO DO TO ENSURE THEIR LOYALTY?
Ultimately the goal is to have these high-end clients return satisfied 
so they will continue to use you for all of their travel needs. To do 
that, it’s important that the first experience go off without a hitch. 
It might seem obvious, but it’s worth repeating that being the best 
at your game will take you the distance. This means staying on 
top of your education, having face time with suppliers, building 
relationships, and networking. 

“Provide the best service, the best value, the best knowledge on 
destinations,” Lowy says. “I get things for people that they didn’t 
know were possible. I travel a lot. I visit the best hotels and the 
best tour operators. I get to know people. Luxury travel is all about 
relationships. It is not order taking.”

And, after your client returns from the perfect vacation that you 
constructed for them, it is important to keep the relationship going. 

“Keep up the service and communication. All of my high-end 
customers are on the Virtuoso mailing list so they regularly receive 
magazines from me,” Lefebvre says. “Little touches like calling 
your clients before and after a trip, sending ‘thank you’ notes, or 
using your connections for upgrades go a long way. I bring many 
of my clients Christmas cookies every year and call them on their 
birthdays.”

Finally, be available. Constant availability is important to 
travellers who might be used to a little extra hand-holding, 
especially if they are off to a far-flung destination. If you aren’t 
personally available 24/7, consider hiring someone to take calls 
for emergencies when you are not able to handle them yourself. 
Respond to every message. Make sure your clients know that you 
are a priority, even if the only response you can give at the moment 
is, “I’m looking into that for you.”  ❋

Paradisus Princesa del Mar - Varadero Cuba
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Now — book your dreams

PlayaResorts.com

Kick off your sandals

Your toes on our beaches

Whisper your secrets

We’ll make you breathless
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Your guide  
to selling  
Adventure Canada

Compi led  by  Ter r i l yn  Kunopask i
COLLABORATIVE FEATURE

Describe the Adventure Canada client.
Our clients are simply superb. Well-trav-
elled, well-educated and with a true spirit 
for adventure, our guests are an interesting 
and engaged collective. Many are Can-
adians looking to learn more about their 
own country. We’re also seeing a growing 
number of guests from around the world 
as our global eye turns towards the Arctic 
and specifically the Northwest Passage. 
Our guests demand genuine experiences, 
something we are well-suited to deliver, as 
our handpicked teams include staff from 
the very regions to which we travel. They 
often have specific passions that have led 
them to Adventure Canada. Our reputa-
tion for delivering exceptional natural his-
tory experiences, photographic instruction, 
cultural immersion and musical offerings 
attract specific interest groups and highly 
discerning clients.  

What are the booking patterns of Adventure 
Canada travellers?
Our clients are booking anywhere from 
six to 18 months in advance. Arctic pro-
grams are often close to sold out a year in 

F
or travel advisors seeking to 
offer truly unique experiences 
to clients, expedition travel 
may be just the thing. Not only 
are commissions lucrative, but 
working with the right partners 

and pairing the right experiences with 
your clients will nearly guarantee repeat 
business and referrals in the segment.

One company interested in expanding 
its relationships with travel advisors is 
Adventure Canada, a family-owned and 
operated business, which is celebrating its 
30th anniversary this year.

“With only 200 passengers and fleet 
of 20 Zodiacs, our expedition vessel, 
The Ocean Endeavour, is welcoming, 
comfortable, safe and appealing to those 
who seek the road less travelled,” Matthew 
James Bradley-Swan, director of business 
development for Adventure Canada, tells 
CT Magazine. “Each of our voyages offer 
access to remote locations, opportunity 
for learning from engaging experts and a 
healthy dose of humour.”

What more should you know about 
Adventure Canada? We asked Bradley-
Swan a few questions to help guide your 
product knowledge and sales growth.

INTERESTED IN WORKING with Canada’s 
leading small ship expedition cruise 
company? We spoke with Adventure 
Canada’s Matthew James Bradley-Swan 
about what travel advisors should know 
about the product & how to sell it.

advance. Programs in the Maritimes and 
throughout Newfoundland & Labrador 
have a shorter booking window, with 
clients booking four to eight months in 
advance. Each expedition is only run once 
each season, and guests look to secure 
their specific cabin needs well in advance. 
Adventure Canada often has a waitlist 
in anticipation of our catalog release, so 
if you have clients interested, be sure to 
get their name on it to ensure they don’t 
miss out. 

For travel advisors interested in growing 
their business in this segment, where can 
they find these clients?
Special interest groups are a good 
place to start. There are many travel 
clubs that look for new and interesting 
opportunities. These can be university 
and college alumni associations, musical 
ensembles, photography organizations, 
recreation groups, book clubs and social 
clubs. Usually there is a ring leader 
looking to travel the world and has a 
good following of people ready to trust 
their judgement. 
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What questions should travel advisors ask 
clients to qualify them for an Adventure 
Canada experience?
Asking questions is definitely the best 
way to help your client determine if the 
Adventure Canada experience is right for 
them. Here are a few to start with:
Do you have a sense of adventure?  
What fills you with wonder?
Are you interested in connecting with 
real people? Do you enjoy connecting over 
music, art, sport and through community 
gatherings?
What do you know about Canadian 
geography? Do you know that it is some of 
the most stunning in the world and some 
of the least explored? How does in-the-
field learning complemented with advance 
presentations and reflective discussions 
appeal to you?
How comfortable are you with itinerary 
changes and flexible plans?

What must travel advisors know about Adventure Canada and its 
product to properly sell it?
Our expeditions are true adventures, and weather, sea and ice 
conditions may alter the presented plan.
The Ocean Endeavour has 20 Zodiacs, four loading platforms 
and a shallow draft. This allows unparalleled access to remote 
destinations.
The quality and number of expedition staff on any  
Adventure Canada expedition is higher than the industry 
standard; with 130 expedition staff and crew, that is one helping 
hand for every 1.52 guests..  
Expedition staff are available to guests in the field, onboard, on 
deck, at meals and in the Zodiacs. 
We welcome all age groups onboard our expedition. However, 
guests must be in good health due to uneven terrain, limited 
infrastructure and remote destinations we visit. Our programs are 
not wheelchair accessible.
We have special promotions for single travellers, families and 
multi-trip clients.
Our Environmental Discovery fee of $250 USD is added to each 
guest. This goes to support local and national organizations in the 
regions we visit.
Pricing is in USD, however payments made in CAD are 
accepted and incentivized.

 

2017 ADVENTURE CANADA EXPERIENCES
What unique opportunities are available for Adventure Canada  
guests in 2017? Here’s a sampling:

�Circumnavigate Newfoundland June 5-15 with The Once, a local musical 
sensation.

�Celebrate Canada’s birthday in the historic Saint Lawrence with Canada Day  
on the Magdalene Islandss, onboard the Mighty Saint Lawrence itinerary,  
June 25-July 4.

�Sail with internationally renowned author Margaret Atwood, Inuit activist  
Aaju Peter and explorer Les Stroud on Heart of the Arctic, July 18-30.

�Join special WWF Canada guests, Alanna Mitchell and internationally 
acclaimed photographers David Doubliet and Jennifer Hayes on the  
Arctic Safari, July 30-Aug. 10. Special emphasis will be placed on exploring  
the complexities of conservation work in the Arctic while searching for wildlife.

�Explore Canada’s most remote parks through a partnership with Parks Canada 
on the Out of the Northwest Passage expedition, Sept. 7-23, and Greenland & 
Wild Labrador, Sept. 23-Oct. 7.

TOP SALES T IPS: 
Help your clients understand the cost of travelling in the Arctic.  
They will see that an expedition is a cost-effective way to visit with the 
added bonus of internationally recognized educational content. 
Help your clients understand the array of  
education they’ll experience.  
The onboard teams of 30-plus covers everything from geography, 
geology, natural history, culture, politics, climate change, 
photography, music, art and local perspectives. Staff are only 
onboard for one or two expeditions, which is almost unheard of in 
the expedition industry. It allows for a level of energy, dedication and 
daily engagement not met elsewhere. 
Adventure Canada truly cares.  
Founded by Matthew Swan in 1987, Adventure Canada is now run by the 
second generation – Matthew James and his two sisters, Cedar and Alana – and 
office staff, who have worked together for years. The shipboard staffers are like family, 
too. Together, the team ensures its programs are ones that they are proud of and that 
clients are getting excellent value.
Local ties make Adventure Canada stronger.  
Adventure Canada works closely with communities, and depends on culturists with local 
connections to interpret and enhance its experiences. 
Travellers build the business.  
Past travellers and personal recommendations have helped establish an enviable 
reputation; Adventure Canada’s repeat and referral rate is 35 per cent.

TIP! Training, webinars, FAM opportunities, promotional 
materials, online booking and effective communications  
are tools that Adventure Canada can provide to travel 
agents. Quick reference documents, price lists, vessel 
briefings, destination briefings and field guides are also 
available. Visit adventurecanada.com or contact Matthew 
James Bradley-Swan, director of business development for 
Adventure Canada — matt.james@adventurecanada.com 
— for more information.

TIP! Adventure Canada will begin booking its 2018 season 
soon; keep an eye out for details. Look for programming to 
the Scottish Isles, the Faroes and Iceland, in addition to a 
stellar line-up of Canadian product. 
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The basics: what you need 
to know to start selling 

Mauritius

By CT Sta f f
PRODUCT EDUCATION

summer and winter months are opposite 
to Canada’s. But even its winter doesn’t 
match ours, with the lowest temperatures 
typically only dipping to 20 degrees 
Celsius. 

WHERE TO STAY
From small- and mid-sized hotels to 
charming villas and luxury resorts, there 
is a wealth of accommodation options 
in Mauritius. Some of the major hotel 
groups represented in the destination 
include: Accor, Centara Hotels & Resorts, 

WHEN TO GO
According to Tourism Mauritius, the best 
periods in which to visit the island are 
between April and June and between 
September and December, thanks to 
ideal temperatures and minimal rainfall. 
However, the summer season (particularly 
December through to March) is the best 
time for scuba divers and deep sea fishers 
to plan a visit, while surfers may want to 
plan a summer visit – that is, between June 
and August. Keep in mind, Mauritius is 
located in the southern hemisphere, so the 

Located in the Indian Ocean (855 kilometers east of Madagascar and about  
3,900 kilometers southwest of India), there might be no more a secluded vacation 
destination than Mauritius. But so little known to Canadian travellers, what exactly 
is it about this island nation that might pique your clients’ interests and what must 
you know to sell it? We have the low-down:

Club Med, Four Seasons, Hilton, Veranda 
Resorts, Oberoi, and One&Only Resorts, 
among many others.

WHAT TO DO
Each region of Mauritius is unique in its 
own right. The north is considered to be 
action-packed with a variety of activities 
on offer, while steep cliffs of the south 
make for stunning sights. The west and 
south-west are hot and dry (perfect for 
surfing and kitesurfing) and in the east, 
clients can revel in the large turquoise 
lagoons.

But of course, the destination is best 
known for its white coral sand beaches, 
some of the top recommended of which 
are Pereybere, Flic en Flac, Le Morne, 
Be lle Mare, Blue Bay and Ile aux Cerfs. 
Clients can enjoy a range of watersports, 
from catamaran cruising and big game 
fishing to kayaking and windsurfing 
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collette
specialist

B E C O M E  A

...with Collette University

Collette’s agent e-learning program 
has been updated with a new course 

and increased incentives. 

Now you get MORE than ever!

Earn more, travel more

For more information, contact your 
Business Development Manager 

or call 855.232.8687

Sign up today at gateway.gocollette.com
/collette_university

– and everything in between. The adventurous type might 
also be interested in an underwater walk, submarine trips and 
parasailing.

No trip to Mauritius would be complete without seeing the 
seven-coloured earth of Chamarel, a world-famous geological 
phenomenon whereby seven colours of earth swirled together to 
create a beautiful feature.

Culture and history are also a part of the island’s appeal; clients 
may be interested in visiting either of the two UNESCO world 
heritage sites on the island –  Aapravasi Ghat and Le Morne – 
as well as the Vieux Grand Port historical route, which houses 
several historical monuments including the Dutch landing site. 
The Government House, the Port Louis Theatre, the Central Post 
Office and Court of Justice buildings are also recommended.

And while the island may be small, it is mighty in its culinary 
offering, serving-up everything from dishes prepared by Michelin-
star chefs to enticing roadside snacks. A local’s tip: the heart of 
palm salad is famous in Mauritius and something to recommend 
clients try, if their budgets allow. 

HOW TO GET THERE
Canadian travellers can connect to the destination with Air 
Mauritius from  gateways in Europe, Asia, Australia, Africa and 
the Indian Ocean. The airline currently operates a fleet of four 
A340-300, two A340-300E, two A330-200, two A319-100 and three 
ATR72-500. 

OTHER DETAILS
Travellers using Canadian passports do not require a visa to enter 
Mauritius for tourism or business stays less than 90 days.
If clients are interested in renting a car during their stay, be aware: In 
Mauritius, driving is done on the left-hand side of the road. Visitors with a 
driving licence issued by a competent authority in their respective countries 
are allowed to drive during their stay in Mauritius.
Mauritius allows foreign visitors to enjoy island-wide duty-free shopping. 
Approximately 50 shops in Mauritius provide duty free and duty paid 
facilities, and to benefit from these facilities, goods must be purchased 
from shops displaying the Tax Refund logo.

This article was brought to you by Air Mauritius. 
Visit airmauritius.com for more information, or 

contact your SITA rep at at the toll free number, 1-800-537-1182.
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By CT Sta f f
OFFICE LIFE

Why you should be  

DRESSING  
BETTER  

at work
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effects of a lucky tie or a killer pair of heels, 
there’s also something to be said about the 
cognitive benefits which result from liking 
the way you look. 

A recent study published in the journal 
for Social Psychological and Personality 
Science found that dressing formally not 
only made people feel more powerful, 
resulting in an overall increase in personal 
confidence, it also enhanced their ability to 
think in broader and more abstract terms.

So next time you’re dreading the act of 
tightening your belt in the name of your 
appearance, remember: it could also be the 
difference between simply looking smart – 
and the real thing.

IT  CAN MAKE ALL THE  
D IFFERENCE TO YOUR CL IENTS.
While the phrase “dress to impress” implies 
that your professional achievements are 
directly tied to the thread count of your 
button-down, there’s also value in the idea 
that adhering to a certain mold inspires 
confidence. 

Even if you’re not a travel advisor who 
buys into the idea of dressing-up (wearing 
what you want is a great perk of being 
your own boss, after all), if you want to 
pursue high-spending clients, a good way 
to earn their trust is having an appearance 
to which they can easily relate. And every 
good travel expert knows that once a client 
trusts you, they tell you all sorts of things 
that become useful in booking their current 
– and future – getaways.

So don’t reject the idea of a good suit or 

I
T’S A TRUTH that’s as undeniable as it is 
irrational: when it comes to business, 
those who dress well are more likely 
to be successful. The concept has been 
embraced by the masses since before 
boardrooms were even a thing, and 

has typically – except in the case of the 
occasional Silicon Valley billionaire – been 
taken as law.

It’s no surprise then, that even the dream-
fueled world of travel – which is largely 
comprised of big businesses – is not immune 
to the mindset that a polished veneer 
and confidence are both hallmarks (and 
measures) of success. In short: when it comes 
to earning the respect of a high-paying client 
or valued supplier partner, it makes more 
sense to dress up, not down. 

However, the idea that “dressing to 
impress” is a reflection of your professional 
–  and by association, mental – worth, while 
commonly accepted, is in many ways a 
misconception. Truth is, the key to finding 
success through your appearance is not so 
much about about earning the approval of 
others as it is understanding the power that 
lies in perception. 

There are many reasons for travel 
advisors to adhere to a dress code, though 
not the ones you might expect. Here’s a look 
at why you should occasionally consider 
throwing on a pressed pair of slacks:

IT  ACTUALLY MAKES  
YOU SMARTER.
While many professionals will enthuse about 
the inexpressible physical and emotional 

tailored dress when the situation calls for 
one, because inspiring confidence in current 
– and prospective – clients can be worth its 
weight in gold.

BLENDING IN  CAN  
HELP YOU STAND OUT.
Another common saying is, “Dress for the 
job you want, not the job you have,” and 
it bears repeating for a reason – especially 
when someone else has the job (or client) 
you want.

Even if you already have everything 
your heart desires (you sell dreams for a 
living!), making the effort to, say, iron your 
clothes (or invest in increasingly popular 
wash and wear fabrics) – especially in a 
word-of-mouth business like the travel 
trade – is arguably a forward-thinking 
competitive necessity.

Sure, being the travel agent who always 
wears your grandfather’s fish print tie or 
neon pink kicks may be a great way to 
get noticed in a crowd, but subscribing to 
a simpler, more easily acceptable form of 
dress – particularly one which resembles 
that of your professional opponents – is 
an effective way to inadvertently redirect 
a potential clients’ attention away from 
appearance and more toward recognizing 
the best travel expert to handle their next 
vacation.

IT  MAKES ROOM  
IN  YOUR SCHEDULE.
Another argument against adhering to 
an office (home or otherwise) dress code 
is that fashion, while a fun and creative 
form of self-expression for some, can be an 
expensive and time-consuming pain in the 
butt. 

That’s why more and more executives 
and CEOs are beginning to free themselves 
of the obligation of planning a new outfit 
every day. Instead, they opt for a personal 
uniform, such as dark jeans and a white 
shirt, or even a simple rotation of outfits, 
in the interest of reserving their minds for 
more important matters. 

It’s an agreeable – and affordable – 
workplace trend that’s catching on, and 
it’s well worth considering; if people in 
the travel industry were able to dedicate 
the same time and energy to their 
accomplishments as they do the labels and 
statements of their clothing, who knows 
what we could achieve? ❋

SELECT THE CORRECT ANSWER FROM  
THE MULTIPLE CHOICE QUESTION BELOW:

DRESSING FOR SUCCESS. . .

A)   Is  an important  d isplay of  respect  toward cl ients ,  
co l leagues and business associates.

B)   Is  crucia l  when i t  comes to  f i rst  impressions, of ten inf luencing 
a  cl ient ’s  ear ly  conf idence in  their  advisor  as  a  t rustworthy, 
l ike-minded, re l iable  resource.

C)  Is  of ten an expensive, t ime-consuming pain  in  the… 

D)  Al l  of  the above.
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By Ter r i l yn  Kunopask i
PRODUCT EDUCATION

ARIZONA HAS LONG BEEN A TOP CHOICE FOR CANADIANS, 
particularly those more discerning travellers. Among the 
State’s top destinations is Scottsdale, which continues to 
evolve its appeal to a range of clientele. CT Magazine spoke 
with Nicole Krekeler, tourism sales manger at Experience 
Scottsdale, for her insight as to what travel advisors should 
know to better-sell the destination in the luxury segment.

How to sell luxury in  

Scottsdale

What’s new in Scottsdale?
Scottsdale is thrilled to welcome Andaz Scottsdale 
Resort & Spa to its roster of luxury accommodations. 
In addition, two other new resorts are opening in 
2017 and 2018 – Mountain Shadows and Ritz-Carlton 
Paradise Valley respectively. Plus, four of Arizona’s 
100 wineries opened tasting rooms in downtown 
Scottsdale where visitors can sample the flavours of 
Arizona wine. 

How does Scottsdale appeal to luxury travellers?
As a warm-weather escape, luxury travellers 
visit Scottsdale to enjoy sunny skies and idyllic 
temperatures, as well as the vibrant Sonoran Desert 
terrain that can’t be experienced anywhere else. 
Combined with an abundance of fine dining options, 
top-end resorts and spas, world-class golf and 
designer shopping, Scottsdale appeals to luxury 
travellers looking for a getaway that is easy to travel 
to while still feeling worlds away. In fact, air service 
from Canadian gateways via American Airlines, 
WestJet and Air Canada makes travelling to Arizona 
easy with daily and weekly flights to Phoenix from 
Calgary, Edmonton, Regina, Toronto, Vancouver, 
Kelowna, Victoria, Saskatoon and Winnipeg.

What are common elements travel advisors should 
include in itineraries for high-end travellers?
Advisors can promote Scottsdale’s one-of-a-kind desert 
experiences that showcase the destination in rarely seen 
ways. Hot air ballooning and horseback riding excursions 
are exclusive experiences that offer magnificent views 
of the desert terrain. For luxury travellers looking for 
more culture, Scottsdale offers various world-renowned 
museums and attractions, including the Musical 
Instrument Museum, Frank Lloyd Wright’s Taliesin West 
and Scottsdale Museum of Contemporary Art. In addition, 
it is also worth noting Scottsdale’s nearly 800 restaurants, 
many of which are garnering national attention for their 
culinary innovation.  
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How to sell luxury in  

Scottsdale
How can travel advisors position 
Scottsdale to high-end clientele, who 
may have not considered the destination 
for a vacation in the past?
Travel advisors can note the beauty and 
experiences that are unique to Scottsdale’s 
lush Sonoran Desert. Visitors will be 
welcomed with towering green cacti, 
colourful desert wildflowers and sunsets 
that paint the sky. Resorts, restaurants, 
spas and other attractions are also 
incorporating desert elements into their 
menus, offerings and experiences to truly 
provide the essence of the destination. 

What are your top sales tips for travel 
advisors when it comes to selling 
Scottsdale?
Scottsdale is the perfect destination for 
all travellers and while we are still well 
known for our world-class golf and spas, 
Scottsdale has become so much more. 
There are now so many family options 
available from resorts with lazy rivers and 
waterslides to Odysea in the Desert, which 
includes the Odysea Aquarium (the largest 
aquarium in the Southwest) and Butterfly 
Wonderland. In addition to family and 
relaxation activities, Scottsdale has an 
energetic nightlife in the Entertainment 
District and a dynamic downtown area. ❋

877.281.1458 | SanctuaryAZ.com | Scottsdale, AZ

Savor the tranquil luxury of Sanctuary’s spectacular views from the top.  

Stay three nights or more* and save 10%, plus enjoy a $100 resort credit 

toward food & drink or spa treatments during your visit.

*Subject to limited availability through December 30, 2017. Credit not valid toward room rate, tax or future stays. Cannot be combined with any other of fer; not valid for groups.

Elevated perspective.

7300 E Gainey Suites Drive
Scottsdale, AZ 85258 

800.970.4666 • 480.922.6969
gaineysuiteshotel.com

Your Sunny Suite Spot
Ranked “One of Scottsdale’s Best” 
by TripAdvisor
• Lush, oasis-like pool area and Terrace Bar
• Full hot breakfast and evening reception daily
• No resort fees, and free Wi-Fi
• Next door to great shops, restaurants, The Spa  

at Gainey Village, and surrounded by great golf

16-GAIN-2231_CanadianGuideToAZ_4.5625x4.8125_R03.indd   1 12/6/16   4:28 PM
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T R AV E L S AV E R S
PLATFORM: TRIPXPRESS

TRIPXPRESS IS AMERICAN 
Marketing Group’s (AMG, of which 
TRAVELSAVERS is a part) content 
search and booking platform.  
The program features robust  
content from preferred suppliers that 
enables travel professionals to build 
a complex itinerary, compare choices 
and provide pricing and exclusive 

offers – all on one platform. The tripXpress platform aggregates content from 
AMG’s proprietary cruise booking platform, cruiseexpress, along with content from 
more than 120,000 hotels that are available in tripXpress and over 40,000 hotels 
in AMG’s global hotel program for agents to search and book all in one place. The 
platform enables agents to customize each itinerary, add flights and transportation, 
and select additional segments such as guided tours, activities, transfers 
and more. The easy-to-use interface includes automated and customizable 
communications about destinations to keep clients engaged. And, once your 
booking is complete, you will automatically have a super itinerary that you can 
provide to your client, complete  
with photos and descriptions.

V I R T U O S O
PLATFORM: VIRTUOSO.COM

VIRTUOSO.COM IS A PLATFORM 
for all Virtuoso participants – 
from prospects and clients to 
the advisors themselves. For 
prospects, the website is a great 
way to find the perfect Virtuoso 
travel advisor. Virtuoso attracts 
nearly 100,000 visitors a month 
to its website, where these 
visitors are then redirected to 
member agencies as leads. For 
clients, Virtuoso.com is a way 

to learn about Virtuoso’s products and services. While advisors can 
easily share information from Virtuoso.com with clients, the platform 
also has password-protected features available only to them. These 
include everything from single sign-on access to its hotel, cruise, 
and air booking engines, as well as the Virtuoso Travel Academy for 
professional development. Advisors can manage their own online 
reputation with their profile and take advantage of the Reviews & 
Recommendations service, which 
offers automated verified reviews 
of Virtuoso advisor services.

T L  N E T W O R K  
(formerly vacation.com)

PLATFORM: AGENTMATE

AGENTMATE IS A CRM SOLUTION 
that’s fully integrated with all 
TL Network programs, including 
CruisePRO, PinSIGHT and 
Engagement. It allows complete front- to back-end invoicing and control on all 
line items. Members can easily manage commission payments to independent 
contractors, track their leads, reassign leads and evaluate close ratios. In addition, 
it includes a group management tool to maximize cruise yields. AgentMate is 
designed to manage nearly every component of an agency’s business.

E N S E M B L E
PLATFORM: NAVIGATE

ONCE COMPLETED, NAVIGATE 
will aggregate all travel products, 
making sourcing inventory easier 
and faster for the Ensemble 
travel professional. The premise 
of this technology is fairly simple; as travel becomes more complex 
and consumers have a clearer picture on what, when and how 
they choose to travel, the travel professional needs access to tools 
and resources to meet these demands. Navigate will provide that, 
including the ability to build dynamic packages for their customers. 
Ensemble began with the cruise segment, providing members access 
to real-time inventory in multiple currencies. With Navigate, members 
can market to their clients directly from the platform and book in real 
time. The platform also allows members to load any product they 
may have, including access to Ensemble groups or their programs for 
greater selling opportunities.

THERE’S A LOT TO CONSIDER FOR TRAVEL AGENTS AND 
agencies when looking into consortiums with which to work. 
Regardless of whether we’re talking database management, 
marketing, education or anything in between, technology is a 
key factor to the value proposition of these various groups.  
To gauge what’s out there, CT Magazine asked a few of the 
major contenders what they consider their top tech tool and 
how it benefits their members.  

By  CT Sta f f
TECHNOLOGY

What do various consortia offer to set themselves  
apart from the pack & help their members get ahead?

Exploring  
TECHNOLOGY  
for travel agents
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MEMBER-OWNED • MEMBER-RUN

soar above 
your competition
Does your Consortium provide you with:
   • Top profit-sharing levels in the industry?
   • Award-winning marketing programs?
   • Tools that make YOU money and drive efficiencies?
   • New products and services with YOU in mind?
   • A VOICE in the direction of your Consortium?

Curious about your growth and earning potential as an Ensemble member?

Contact us through www.JoinEnsemble.com or call 416.367.3660

Untitled-1   1 2017-01-13   10:50 AM
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LESSON:  Create an experience that your customer will value. We all 
love to get something extra and it is these unexpected touches that 
create treasured memories, and allow your clients to get to know, 
like, and trust you even more.
4. MANY POLYNESIANS HAVE TATTOOS. 
But these works of art are truly meaningful and have genealogical 
origin. The tattoos are uniquely designed with significance of 
their ancestry and are quite costly. The island ink works are done 
by hammering carved bone into the skin; painful, expensive and 
significant.
LESSON:  Do you have clients who would invest in a trip that would 
connect them with their roots?
5. BLACK PEARLS CAN ONLY BE FOUND IN TAHITI . 
They are valued based on their colour, size and imperfections. 
If you visit the local black pearl market, you may go in with an 
idea of what you wish to spend but after having learned of their 
value, often leave having made a bigger investment than originally 
planned.
LESSON:  Clients may come to you with a certain budget in mind for 
their holiday, but show them the options, upgrades, and additional 
services available, and you may be surprised how quickly they find 
additional funds. Let them see what is possible – what you can do 
to save them time, give them more legroom, faster check-in, quality 
views and inclusions – to make their vacation more unique and 
memorable.
6. DISCONNECT TO RECONNECT. 
WiFi is limited and many bungalows do not even offer satellite 
TV. People travel to paradise to disconnect, allowing them time to 
actually reconnect to themselves, to their love ones and to nature.
LESSON:  Do you take time to pamper yourself and to unwind each 
day? I understand how busy life can get, especially in our busy 
winter season, but I now value my quiet time each day; I meditate 
and set intentions, away from the “busy-ness”.  We all need to 
recharge to be of service to our clients and our loved ones.

I will personally treasure many things about my time in this 
South Pacific paradise and I am incredibly grateful for each lesson 
along the journey.  ❋

1. TAKE PRIDE IN WHAT YOU OFFER. 
The islands are impeccably clean and crime is virtually non-existent. 
With a small town feel, everyone knows each other; if one person is 
not available to care for their property, neighbours step-up to help.
LESSON:  Pride in our profession and our fellow associates creates 
an upscale feel; not threatening, but cohesive. When we help others 
in the industry, we also help ourselves to look better.
2. TAHITI  IS  AN ELITE DESTINATION. 
It is not about the quantity of tourists that the islands receive; it 
is about the experience. French Polynesia is not a “mass market” 
destination and it shows.  Guests see the value in an authentic 
vacation with quality, chef prepared, fresh cuisine; untouched 
scenery; no pressure vendors; and the opportunity to disconnect in 
paradise.
LESSON:  You do not have to appeal to everyone. When you know 
who your customer is, you can provide a unique product and still 
thrive.
3.  MAKE A GOOD FIRST IMPRESSION AND SHOW YOU CARE. 
Upon arrival at your luxury accommodations, you are greeted with a 
fresh flower lei and when you depart the resort, you are sent-off with 
a souvenir shell necklace. Throughout your stay, you are constantly 
greeted warmly, surprised with extra amenities, and entertained by 
Tahitian dancers, fire throwers and conch shell blowers.

WE’VE ALL HAD THOSE bubbly brides float into the 
office with visions of their perfect honeymoon; relaxing 
in a romantic over-water bungalow in some exotic locale, 
all within their $10,000 budget. Tahiti is not a destination 

that profits from a Stag and Doe will cover, but if they can afford it, 
it is a dream with so many unique experiences.

Having just returned from French Polynesia and experiencing 
six of the 118 islands, I want to share some lessons I learned, in 
the hopes that we can create attainable holidays for those who 
will appreciate Tahiti’s genuine people, proud heritage and truly 
authentic settings. 

The Tahiti Tourism Exchange is held annually in Papeete for 
invited travel professionals to learn about the Polynesian culture 
and connect with suppliers on a personal level. The Society Islands 
are encouraging visitors, but not too many; for perspective, their 
annual number of visitor arrivals is comparable to that which 
Hawaii receives in a week. You can believe it then when I say 
“authentic and untouched” is an understatement. Here are a few of 
my take-aways from the event::

The lessons  
I learned in  
paradise 

BY MARION ROSE 
Owner, E lg in  Trave l  &  Cru ises
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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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14 Front Street South  Mississauga, Ontario  L5H 2C4 Canada    TICO Reg# 4001400

We are pleased to present our 2017 Travel Agent Contest! To reward our valued trade partners, we 
are offering passage for two on select 2017 Ocean Endeavour expeditions. Educate yourself about 
these incredible products while experiencing a voyage of a lifetime for yourself!

Prizes include: passage for two aboard our Into or Out of the Northwest Passage 2017—a value of 
over $50,000 cad, and passage for two aboard our Heart of the Arctic or Arctic Safari 2017—a value 
of over $37,000 cad

Bonus Prizes! For every passenger booked, agents receive an entry into our spring draw. Draw prizes 
include passage for two aboard select east coast itineraries, AC swag, and cash.

For complete terms and conditions, visit adventurecanada.com/agent-contest.

A D V E N T U R E
C A N A D A

© Andrew Stewart

SELL TRIPS – WIN TRIPS

WIN A NORTHWEST PASSAGE EXPEDITION FOR TWO

2015 WINNER
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