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We know February as “the month of love,” but mostly because of a Hallmark 
holiday that has been brilliantly marketed over the years. Even so, I thought 

it appropriate to take this opportunity to gush about how much I love my job, and 
this industry in general. Meeting new people, the first question that always comes 
up when they find out what I do for a living – as I’m sure is true for you, as well – is 
“What’s your favourite travel destination?” I can never respond with any one answer, 
and think of how lucky I am for that to be my reality. Sailing in Thailand. Spending 
time in the Amazon Jungle. Looking out over Machu Picchu during sunrise. Hot air 
ballooning in Cappadocia… Should I go on? But to have had all these experiences 
would not have been possible, except for the career path into which I’ve fallen. In 
addition and in regards to the day-to-day element, I’m also lucky to work with a 
brilliant team of people who I learn from and collaborate with daily, as well as to 
be surrounded by peers and colleagues from other areas of the business who are 
equally supportive and engaged; that includes you, our readers. The real secret to 
success, as far as I can tell, is to take the love and sheer enthusiasm that comes 
with working in such a brilliant industry, and letting it come through in all that we do. 
As the late Steve Jobs once said, “Your work is going to fill a large part of your life, 
and the only way to be truly satisfied is to do what you believe is great work. And 
the only way to do great work is to love what you do.”

Terrilyn Kunopaski
terrilynk@mypassionmedia.com
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INDUSTRY INSIDER

 TOUR OPERATORS•

WIN WITH G-NORMOUS
More than $100,000 in trips, cash, prizes 
and extra commission are up for grabs with 
the return of G Adventures’ G-Normous. 
Until April 30, 2017, North American agents 
(excluding Quebec) will have a chance to 
take advantage of extra commission and 
win weekly prizes, including cash and free 
trips. The top-selling Canadian agent will 
receive the $7,500 G-Normous jackpot. All 
agents with a G Adventures Sherpa account 
are automatically registered; receive a ballot 
for every client booked on a G Adventures 
tour and two ballots for every client booked 
with National Geographic Journeys. Agents 
without a Sherpa account must register 
through their agency manager at www.
gadventures.com/agents/register/. Winners 
claim their prize from a wall of 25 prizes 
at www.gadventures.com/gnormous. 

 AIRLINES•   

WESTJET INAUGURATES SERVICE TO MESA, ARIZONA 
WestJet has officially inaugurated the start of service to Phoenix-Mesa Gateway 
Airport from Calgary and Edmonton. Service between Calgary and Phoenix-Mesa 
will operate three times weekly and Edmonton and Phoenix-Mesa will operate once 
weekly through April 29, 2017. This winter, the airline has a total of 60 weekly flights 
to Arizona including a recently added second flight on Tuesdays from Edmonton to 
Phoenix. Edmonton now has a total of 12 weekly flights to Arizona while Calgary has 
a total of 22.

 TOUR OPERATORS•

EXPERIENCE ITALY BY RAIL 
For clients interested in seeing Italy from a different 
perspective, consider first-class rail vacations by Monograms. 
Travellers will visit cities and villages, and enjoy a local 
welcome in each destination with hand-picked, centrally 
located hotels. Popular Monograms rail journeys throughout 
Italy include: 13-day Sorrento, Rome, Florence & Venice; 
13-day Rome, Florence, Venice & Lake Maggiore; seven-day 
Rome & Venice; and seven-day Rome & Florence. Three of 
Monograms 10 Italy itineraries are operated on a year-round 
basis. For more information about Monograms, visit www.
monogramstravel.ca.
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 AIRLINES•   

CATHAY PACIFIC TO INCREASE  
TORONTO SERVICE
Cathay Pacific will increase the frequency of its 
summer service to Toronto, with the addition 
of four weekly flights commencing June 24, 
2017. The move will see Cathay Pacific operate 
a twice-daily non-stop flights from Hong Kong 
to YYZ. The extra service will continue until 
Sept. 4. In addition to Toronto, Cathay Pacific 
currently flies twice-daily flights to Vancouver 
from its Hong Kong hub, but will increase this 
service to 17 flights a week from March 28. 
Furthermore, the airline recently announced 
a codeshare agreement with Air Canada, 
enabling Cathay Pacific passengers to book 
domestic flights on Canada’s national carrier to 
major cities across the country. 

 HOTELS•

PALACE UNVEILS OPENING OF  
NEW RESORT CONCEPT
Offering an exclusive look inside its newest resort 
concept, The Grand at Moon Palace Cancun, Palace 
Resorts showed-off what’s to come at the New 
York Times Travel Show in January. The result of 
a $450 million-dollar transformation, The Grand 
at Moon Palace Cancun is slated for completion in 
March 2017. The resort will include more than 1,300 
guest rooms, a new expansive lobby, nine outdoor 
swimming pools (one adults-only with a live DJ 
spinning poolside beats), five swim-up bars, and an 
elaborate beach club. It will also feature a children’s 
waterpark, gymnasium, Awe Spa, more than 
80,000 square feet of meeting and event spaces, a 
six-lane bowling alley, ultra-trendy teen lounge, 
chic nightclub “Unique” and more than eight new 
dining destinations. 

 HOTELS•

NEW GRAN MELIÁ OPENS IN BRAZIL
Meliá Hotels International has launched 
its first luxury hotel from the Gran Meliá 
brand in Brazil, with the official opening 
of Gran Meliá Nacional Rio coming in 
March 2017 – already a member of the 
prestigious “Leading Hotels of the World” 
club. Originally built in 1972 by the world 
renowned architect, Oscar Niemeyer, the 
famous ‘Hotel Nacional’ has reopened 
after more than a decade of being left 
abandoned, as the Gran Meliá brand’s 
flagship property. Following extensive 
renovations, the property has been restored 
to its former glory, maintaining the hotel’s 
original features, with the modern Spanish 
flare of the Gran Meliá brand. 

 HOTELS•

NEW HOTEL OPENING PUSHES SMALL 
HOTEL TREND IN THAILAND 
Soft-opening in the first quarter of this year, 
Hotel Bocage in Thailand’s Hua Hin is taking 
a small-scale approach to the number of 
rooms, but has maxed out room area, privacy, 
views and sophistication. Sleek open plan 
rooms and suites with a crisp colour palette 
of white and grey range in size from 42 to 75 
square meters. Floor-to-ceiling sliding doors 
lead to private balconies, overlooking the 
Gulf of Thailand, in this resort town located 
just 2.5 hours from Bangkok. 
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CAREER DEVELOPMENT
By Jenn i fe r  Prendergast

FEBRUARY 2017      CanadianTraveller.net

Questioning  
& qualifying  
clients 1-0-1
WE TALK A LOT IN SALES ABOUT QUALIFYING OUR PROSPECTS before presenting product; about 
how it’s one of the most crucial parts of the sales process. Qualifying means two things: making sure 
that the product we eventually recommend will match what the prospect wants, but also (and you 
don’t hear this as often), making sure that the prospect is worth your time and energy.

We’ve talked in previous issues of CT about building your sales funnel – that the more prospects 
you have on the go, the more sales you will close. You want to be making sure those going in your 
funnel are high-quality and will likely lead to sales; the sales process for travel can be long and 
labour-intensive, so having “tire kickers” (to use a throwback from my car sales days) occupying 
your mind, voicemail and e-mail will only lead to lost time and frustration.

Let’s look at these two equally important aspects to qualifying your prospects so you can watch 
your sales increase, while freeing-up resources to provide the best customer service to your clients.

To qualify a prospect, it will be helpful to 
create a list of ideal-client criteria in order 
to quickly determine if a prospect is worth 

your time. (If you’ve decided to specialize, this 
will likely be easier, as you’ll have a strong sense 
of your optimal client profile.) Information to 
include could be minimum budget and details 
of past travel experiences. If a prospect doesn’t 
satisfy most of your criteria, there’s a good 
chance they’re not worth your time. 

I know this sounds counter-intuitive to every-
thing we’ve learned in the past about selling; 
sales people have been told time and time again 
to give each prospect equal attention and effort. 
But I’m here to tell you it’s OK to decline pros-
pects when you’re reasonably sure there will not 
be a sale. That said, don’t ignore calls or e-mails 
because we all get surprised from time to time, 
but be comfortable with providing basic pricing 
and information, following-up a couple of times, 
and then moving on.

The more we invest in something – money, 
time, energy – the more attached we become, 
not to mention, the more personal it feels when 
it doesn’t pan out. Who hasn’t been ghosted by 
a prospect after spending hours working-out the 
perfect package for them? Or, perhaps worse, 
finding out that they took your information and 
went ahead and booked elsewhere? It’s insulting, 
infuriating and hard not to take personally. But 
once the sting wears off, you’ll be able to look 
back and see ways in which the prospect didn’t 
match your criteria list.  

However, be aware that you’ll still get ghosted 
from time to time by those who match your 
ideal client criteria, which is even more en-
raging because you’ll have been that much more 
confident in their potential. When this happens, 
remind yourself that you did your best, and be 
aware that people’s situations sometimes change 
unexpectedly, through no fault of your own.

Let’s move on to qualifying prospects for 
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the product you’re going to eventually 
recommend. The travel industry is unique 
in that you have a near endless world of 
options to present to your prospects; in this 
industry, we don’t deal with specific and 
limited inventory, so the qualifying process 
isn’t going to look the same as it would 
for a company selling clothing, cars or 
phone packages, for example. If you can’t 
find product to match-up with what your 
prospects are looking for, you may want to 
consider a career change.

Your first step in qualifying, therefore, 
will be finding out exactly what your client 
wants. The only way to accomplish this is 
to get them talking; ask strong and thought-
ful questions. Open-ended questions will be 
key here; those that can’t be answered by a 
simple yes or no. The more you can find out 
about your prospect, the better able you’ll 
be to find appealing options and present 
said options in a way that speaks to their 
interests and vision. If they say they want to 
go to Machu Picchu, for example, ask them 
why they want to go rather than moving to 
ask about dates, budget and other practi-
calities. What inspired them? What do they 

imagine that trip will look like and how do 
they want to come home feeling? Does this 
trip hold any special meaning to them? 

Travel is an intensely personal thing; 
knowing their motivations will not only 
build a deeper connection, it will also instill 
trust and confidence in you. If they’ve 
spent time telling you about themselves, 
they’ll know you understand them, which 
will establish a level of loyalty.

As an aside, wait three seconds before 
responding once your client finishes talk-
ing. Many people are uncomfortable with 
silence and so will automatically move to 
fill that space; often they’ll expand on what 
they’ve just said and the nuggets they drop 
may be some of the most useful in deter-
mining which product will suit them best.

From here, it’s time to lean on the prod-
uct knowledge you’ve gleaned through 
presentations, BDMs, FAMs and personal 
experience. Looking at your preferred sup-
pliers, for starters, it will be helpful to have 
a list for each one, like the one you make 
to identify your ideal prospect. For those 
travel agents who have been in the business 
a long time, you’ll already have a mental 

list of which product best suits which pros-
pect, but for those just starting out, leverage 
the knowledge of your colleagues and 
your BDMs, and take advantage of FAM 
opportunities. 

Many suppliers say they have something 
for everyone – we hear it all the time – but 
each one has an ideal client, or should 
be able to give you information on their 
typical client (how often they travel, other 
types of trips they’ve done, other destina-
tions they’ve often already visited, their 
typical travel style, etc.).

You’ll eventually establish your favour-
ite suppliers but know that it never hurts to 
learn about new and different options. In 
such a competitive landscape, suppliers are 
constantly growing, evolving and fine-tun-
ing their offerings to suit the ever-changing 
needs and wants of consumers, so stay 
educated and aware of product evolution 
within the industry.

In next month’s column, we’ll talk about 
how to position and present product to your 
prospects and clients, based on the informa-
tion you’ve gathered through the qualifying 
stage. Until then, happy selling. ❋

THE MORE YOU CAN FIND OUT ABOUT YOUR PROSPECT,  
THE BETTER ABLE YOU’LL BE TO FIND APPEALING OPTIONS.

What are your strategies to questioning and qualifying prospects? Share them with us for your chance to be featured on 
CanadianTraveller.net. jenniferp@mypassionmedia.com
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Your guide to selling  
National Geographic Journeys  
with G Adventures

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

How does National Geographic Journeys 
product compare to the G Adventures trip 
styles with which Canadian travel advisors 
have long been familiar? 
National Geographic Journeys with  
G Adventures tours offer specific unique 
experiences such as visiting the Paris 
studio of a world renowned  
National Geographic photographer, or 
meeting graduates from the SASANE 
program in Nepal, a G for Good project 
that empowers survivors of human 
trafficking to become certified paralegals. 
In addition, these trips offer upgraded 
accommodation, more included meals, and 
more private transport than other  
G Adventures travel styles.  

Canadian travel advisors are all too 
familiar with G Adventures – a company 
that championed the adventure travel 
market. Ever evolving to meet the needs 
of various types of travellers, the  
National Geographic Journeys with  
G Adventures collection was introduced 
in early 2016, and continues to expand, 
now offering 83 exclusive tours.

“These trips include hands-on exploration, 
interaction with local experts, and insider 
access to projects supported by  
National Geographic or G Adventures,” 
Robyn James, brand manager,  
G Adventures, told CT Magazine. “With the 
perfect balance of freedom and flexibility, 
they also maintain the peace of mind that 
comes with travelling in a small group.”

But what more should travel advisors 
know in order to better-sell this product? 
James weighed-in with further insight:
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What challenges has the sales team faced 
when it comes to working with travel agents 
in selling the National Geographic Journeys 
product, and how have you overcome said 
challenges? 
One challenge that our sales  
team faces is explaining how  
National Geographic Journeys is different 
from other travel styles offered by  
G Adventures. Our sales team emphasizes 
the exclusive experiences, the special 
access, and the upgraded service level 
compared to other G Adventures tours. 
Accommodation is also a commonly 
asked question from travel agents. Our 
sales team uses sample photos of hotels to 
help travel agents understand the level of 
accommodation travellers can expect on a 
National Geographic Journeys tour.

Who is the National Geographic Journeys 
client?
These trips have been designed for curious 
travellers who appreciate the freedom to 
roam, but seek the structure and security 
that comes with travelling in a small 
group. We see clients of all ages booking 
these tours, but the target client tends to 
be over the age of 35. We often see more 
women booking these tours overall, as is 
the case with most of our travel styles.

What questions should travel advisors  
ask their clients to qualify them for  
National Geographic Journeys?
Most of the tours in the  
National Geographic Journeys collection 
do not have high physical ratings, so travel 
agents should just ensure that their clients 
have an open mind and an eagerness to learn.

What are the top-performing  
National Geographic Journeys itineraries  
or destinations, specifically as they  
relate to the Canadian market?
Not surprisingly, top performing  
National Geographic Journeys destinations 
for Canadian travellers are Peru, Costa 
Rica and South Africa. However, we are 
starting to see a lot more Canadian travel-
lers visiting some of our new itineraries in 
destinations like Namibia and Japan.

What misconceptions might exist about the 
National Geographic Journeys product, and 
what is the reality?
Many of our Journeys clients are surprised 
at how accessible and affordable the trips 
are. Tours start at $1,799 CAD per person 
for a nine-day tour to Costa Rica.

TO GROW YOUR  
NATIONAL GEOGRAPHIC JOURNEYS  
SALES, REMEMBER:

LOCAL EXPERTS 
All trips offer unique learning experiences with local experts  
such as marine biologists, nature conservationists, historians, etc. 
For example, in Israel, travellers will have the opportunity to join a 
dual-narrative walking tour with two guides: one Israeli and  
one Palestinian.

INSIDER ACCESS 
This line-up of trips features insider access to people or projects 
that are supported by National Geographic or G Adventures. 
Travellers could find themselves on a wildlife safari drive in South 
Africa with a National Geographic-supported researcher or having a 
customized experience at a world-renowned aquarium in California.

UNIQUE ACCOMMODATIONS  
The accommodations selected on this product are upgraded compared to other G Adventures 
travel styles. Where possible, the accommodations reflect the local charm of the country.   

CULTURAL EXPERIENCES 
There is plenty of time on these tours to get immersed in the culture and to spend time with 
locals. Imagine having a traditional Zimbabwean dinner in a local family’s home, or walking the 
streets of Delhi with former street youth. 

MAKE A POSITIVE IMPACT 
By going on a National Geographic Journeys tour, travellers are supporting G Adventures’ and 
National Geographic Society’s projects worldwide.  

JOURNEYS CEOS 
Local Journeys CEOs (Chief Experience Officers) are more than just guides; they offer unique 
perspectives, exceptional service, insider access about where and what to explore, and have a 
passion for their country that is literally indescribable.  

EDUCATIONAL RESOURCES AVAILABLE
�Visit gadventures.com/Sherpa to order brochures, sign-up for upcoming 

webinars or to download helpful resources (cheat sheets and consumer  
pass-along flyers about National Geographic Journeys). 

Participate in FAMs: cadfams.com.

�Contact your local GPS (Global Purpose Specialists) for more information.  
Find yours on Sherpa: gadventures.com/sherpa.
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What are your sales tips for travel advisors interested in booking 
more Bal Harbour vacations?
Travel advisors should stay informed of special, unique 
experiences in the Village, whether it is a trunk show or book 
signing. Also, inform clients about one-of-a-kind items that 
may have arrived at Bal Harbour Shops, as a way to offer-
up a unique service. Complimentary  access to the area’s 
leading art museums is another good selling point.

 
What are the best resources available to travel advisors who 
might be interested in learning more or staying updated on  
Bal Harbour Village?
The best resource for travel advisors is to know the Bal 
Harbour sales representative responsible for their area, as 
well as each hotel sales manager. The Bal Harbour website is 
also a great tool for updates. www.balharbourflorida.com ❋

How to sell Miami’s  
Bal Harbour Village

By Jenn i fe r  Prendergast
RESORT REPORT

Ever wonder how you might be able to get more mileage out of a Miami booking? 
Bal Harbour Village could be the answer. CT Magazine spoke with Suzanne Corbo, 
Bal Harbour Village director of sales, U.S. and Canada, for her top sales tips.

What type of traveller does Bal Harbour Village appeal to?
Bal Harbour Village appeals to the traveller who is extremely 
sophisticated and likes upscale shopping, dining, hotels and 
spas. It is ideal for girls’ weekends, couples getaways and 
family vacations.

What accommodations are available in Bal Harbour Village and 
briefly describe the unique value proposition of each.
With four properties in Bal Harbour, there is a hotel for 
every price point and need. The super luxurious St. Regis 
offers its guests a full resort experience. Each room faces 
the ocean and has an oversized terrace. The Ritz Carlton 
offers a residential feel with only two rooms per floor. Being 
located on the furthest point north, the rooms overlook both 
the ocean and intercoastal. As for the Sea View, it is beach- 
front with affordable rates. Several accommodations offer 
kitchenettes, so are ideal for families and long stays. Finally, 
the Quarzo is a great value for the location and also ideal 
for families that seek affordable suites or those coming for a 
long-term stay.

 
Why might travel advisors be interested in selling their clients on 
a Bal Harbour holiday? 
Travel advisors are encouraged to sell Bal Harbour Village to 
their clients for several reasons: Firstly, there is an abundance 
of flight options on a daily basis between both airports 
(Miami and Fort Lauderdale, equidistance to Bal Harbour). 
Secondly, Bal Harbour is close to either hub, and guests 
do not need a car once they have arrived. The destination 
offers something for everyone: beautiful beaches, luxury 
shopping, fine dining, well-known spas and golf nearby, and 
is arguably more affordable than the Caribbean.

The benefit to travel agents is that their clients will receive  
VIP service and return extremely happy. Both The St. Regis 
and Ritz Carlton offer amenities based on the travel agency’s  
consortia affiliation.

FEBRUARY 2017      CanadianTraveller.net10   
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Q&A with  
Brooke Hamlett,  
Visit Tucson

By CT Sta f f
PRODUCT EDUCATION

What are some trends in travel to Tucson, as 
they relate to Canadian travellers? 
As Canadians learn about Tucson’s 
designation as a UNESCO City of 
Gastronomy, there’s been greater interest in 
our vibrant downtown dining scene as well 
as our authentic (and affordable!) Mexican 
food. In addition, Forbes published an 
article in 2016 identifying the top 10 
most bike-friendly cities in America 
and Tucson was number two. Add this 
to our growing list of accolades and 
you’ll understand why more and more 
Canadians are recognizing the city as a 
top destination for mountain biking and 
road biking. From the legendary climb up 
Mt. Lemmon to the smooth rolling hills 
of Saguaro National Park, right down 
to the 100-plus miles (160 kilometers) of 
paved multi-use path known as The Loop, 
this is a destination that can’t be beat when 
it comes to road riding.
 
Describe different types of clientele who might 
be interested in travelling to Tucson, and why.
Tucson is an excellent destination for solo 
travellers, couples, and groups. Visitors 
looking for outdoor adventure love to 

From attractions and casino gaming to plenty of options for  
foodies and adventurers alike, there’s a lot to know about Tucson in  
case the right client comes along. How will you know whom that might be?  
We asked Visit Tucson’s tourism manager, Brooke Hamlett, to weigh-in. 

hike the many trails found in Saguaro 
National Park, play 18-holes of golf on the 
same course as legends Fred Couples and 
John Daly, and explore Tucson’s outdoor 
attractions like the Arizona-Sonora Desert 
Museum. Those who simply want to relax 
and recharge can book a stay at one of our 
exclusive destination spas including Miraval 
and Canyon Ranch, discover outdoor, desert 
yoga classes, or merely unwind with a novel 
while lounging poolside. And with Tuc-
son’s unique borderlands culture – a mix 
of Native American, Mexican, Spanish and 
western – travellers won’t want to miss the 
300-year old mission at San Xavier del Bac, 
events like the Mariachi Conference, Agave 
Fest and La Fiesta de los Vaqueros Tuc-
son Rodeo, or the Tucson Botanical Gar-
dens offering a special Frida Kahlo exhibit 
through May 2017.
 
What are your top sales tips for travel advisors 
when it comes to selling Tucson?
For Canadians looking to escape the cold, 
wet weather, Arizona has more sunny days 
than any other state, and Tucson provides 
the best value for winter getaways. Easy-to-
use Tucson International Airport offers one-
stop service to key gateways across Canada 
and extremely competitive car rental 
rates. Tucson is the second largest city in 
the state and the hub of Southern Arizona, 
making it the perfect spot for day trips to the 
wineries of Sonoita and Elgin, the quirky-
mining-town-turned-funky-arts-community 
of Bisbee and the faithful re-enactments of 
the Old West of Tombstone.
 
How can travel advisors position 
Tucson to clients who may have not considered 
the destination for a vacation in the past?
Tucson is the perfect warm weather 
destination. For those who like to venture 
off the beaten path, Tucson is proud to be 
a little “out there;” a natural oasis from the 
unoriginal and pretentious that inspires the 
free spirit in all of us.
 
What destination education resources are 
available for travel advisors?
The best resource for everything from vid-
eos to property information is our website, 
www.visittucson.org/travel-trade. We will 
continue to add itineraries to the site in the 
coming months. Also, agents can ask their 
agency vendor managers to contact bham-
lett@visittucson.org to schedule a webinar 
or on-site destination training. ❋
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WHAT’S NEW IN TUCSON?
In December 2015, Tucson was named a UNESCO City of Gastronomy (the first city in the U.S. to 
earn the distinction) because of its 4,000 years of agricultural history, active preservation and promotion 
of native/heritage crops and for the wide variety of dining opportunities available in the area today.  
Hilton Tucson El Conquistador Golf & Tennis Resort, nestled at the base of the Santa Catalina 
Mountains, is wrapping up a multimillion dollar renovation that encompassed all areas of the property. 
Loews Ventana Canyon Resort has undergone a comprehensive renovation that enhanced the 
overall guest experience and elevated its presence in the Tucson marketplace. The multimillion dollar 
remastering of the guest rooms, meeting space, lobby, fitness center, signature Lakeside Spa and Flying 
V Bar & Grill was completed in 2016.
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contact the client, when the phone then 
rings and it is that customer. What about 
a customer service issue that you thought 
would never resolve, and your rep happens 
to drop into the office? I have learned now 
to summon these outcomes, and to foresee 
these resolutions. It is so much fun to let 
your guard down and understand how 
your thoughts, opinions and beliefs can 
influence perfect solutions.

Over the Christmas holidays, after 
enjoying a few more restful days than my 
schedule is accustomed to, I fell victim to an 
extremely painful lower back issue. Sitting 
at my desk was agonizing and I began to 
question the problem. I was embarrassed 
to call my chiropractor, who I had not 
seen in more than four years. I was not 
surprised to learn that her calendar was 
full, but she would get back to me if she 
had a cancellation. I was also not surprised 
when my phone rang a few minutes later, 
to be told that a customer had just cancelled 
and she could see me in the morning. I 
had set the intention and now, things were 
happening.

Life is miraculous, and when we notice 
the signs of this support, it can be effortless.

Imagine my embarrassment the 
following morning, when I had slept 
comfortably through the night and could 
not even explain to her where the pain was 
coming from. So, we caught-up on life and 
the conversation turned personal, as she 
questioned if I was still living in our farm 
house. “Well yes, but we are building a new 
home and will be selling our place in the 
spring,” I told her.” She began to inquire 
about the school bus route, the number of 
bedrooms, and several other specifics. Turns 
out, she had always admired our location 
and was interested in possibly purchasing 

the property. There it was! The reason for 
this unpredictable pain: to sell my home to 
the young family that I pictured treasuring 
its history and not having to go through a 
long showing process!

I know now that when we stay present – 
when we learn how pain can serve us, wake 
us up, keep us in “the now” – that there 
are blessings and lessons unfolding every 
minute of every day.

It has been a reflective year, and as I 
revisit the journaling I did in 2016, I notice 
how intentions were set for the year that 
seemed too big. These manifestations have 
unfolded beautifully in my business and 
in my personal life. I want to encourage 
you to “think big” in 2017. See yourself 
one year from now with clients who 
value your worth; who reach out to you 
because of your specialization. See yourself 
earning awards or receiving recognition 
in the industry for something you have 
accomplished. Set two goals, whether 
professional or personal. Keep a journal and 
revisit your intentions throughout the year. 
Appreciate the signs that are presented in 
your path to achieve these goals. Take the 
steps today to “notice what you notice.”

By making this plan – paying attention 
to the signs, taking the action towards 
achieving your goals and allowing the 
universe to unfold before you as it will, you 
will see results that you may never thought 
were possible.  ❋

 

F
or me, it’s “11s”. I see them 
everywhere; license plates, house 
numbers, and on my odometer on the 
drive to work. The “double ones” are 

a reminder to me that “all is well!” I did not 
realise the importance of recurring numbers 
until I started to study them, and found out 
the number one is my “angel number.” As I 
pay attention to how it shows-up on invoices 
or the clock – wherever it may – it makes me 
smile. These signs are a welcome reminder of 
the support that I receive from the universe. 
They allow me to trust in my alignment and 
to recognise a harmonic flow. When I see 
my numbers, I feel relaxed and notice an 
effortless path continue throughout my day.

“Notice what you notice!” This simple 
phrase was my introduction to Quantum 
Physics at a Matrix Energetics Conference I 
attended on my 50th birthday; it was around 
the same time I started realizing how easily I 
could manifest my desires and – I’ll elaborate 
later – the last time that I ever had to see my 
chiropractor. Once I started paying attention 
to the signs, the synchronicities in my life 
and the reminders of the forces working for 
us – keeping us safe, supporting and guiding 
us – became clear.

If you are still reading, thank you! Not 
everyone is on the same path, and that is a 
good thing. We all have varying realities and 
we do not all believe that we create the lives 
we live. Manifesting our desires may seem 
foreign to many, just as paying attention to 
numbers might be interpreted as hokey. For 
those of you ready to manifest the clients you 
want to attract, the bank account balance you 
wish to have, the relationships you long to 
develop, the healthy life you want to live – 
then I invite you to “notice what you notice.”        

Think of how many times you have had 
deadlines for bookings but are too busy to 

BY MARION ROSE 
Owner, E lg in  Trave l  &  Cru ises

MANIFEST WITH MARION

If you’re looking  
for a sign, this is it
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VARIDESK® is an affordable way to convert your
current desk into a height-adjustable desk so you 

can switch easily between sitting and standing. It
ships fully assembled and ready-to-use, so you’re up 

and working in minutes. All models include free shipping.

ACTIVE OFFICE
† Mfg & photo: aeris GmbH.

Work Sitting
or Standing

CoreChair

VARIChair

3Dee Chair

Standing Platforms

†

www.fitter1.com
1-800-fitter1

®

Revive Your 9 to 5
®
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1.800.363.7566
adventurecanada.com
info@adventurecanada.com
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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