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In this issue of CT, the resounding theme is about demonstrating 
your value as a travel professional. Whether in the way you 

present trip options to clients to the trip options themselves, the way 
you conduct yourself at the office to the way you conduct yourself 
online, the end goal should always be emphasizing that message of 
what makes you a better choice for travellers than any website out 
there. Flip through and take time to absorb the content, first with 
tips on how to present and position product, “how to sell” guides 
with Collette and Porter Escapes, plus other great professional 
development pieces such as managing your online social profiles. 
As always, we invite you to engage with us online at @CTproMag on 
Twitter and CT Pro on Facebook, and please share your feedback 
and insight with me at any time: 

Terrilyn Kunopaski
terrilynk@mypassionmedia.com
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INDUSTRY INSIDER

 HOTELS•

SANDALS TO OFFER OVER-WATER  
BUNGALOWS IN SAINT LUCIA
After successfully debuting the Caribbean’s first-
ever over-the-water villas in Jamaica last year, 
Sandals Resorts has announced that the concept 
will be rolled-out at Sandals Grande St. Lucian. 
Now available to book for travel beginning in 
May 2017, the nine new over-the-water bungalows 
boast glass floor panels, a private outdoor 
Tranquility Soaking Tub for two, a king-size bed 
and over-water hammocks. The bathrooms are 
equipped with his and hers sinks, a large backlit 
mirror adorned with mosaic tile, and a walk-in 
rain shower. Outside, the private patio is equipped 
with an extended sun deck, outdoor shower, 
sun loungers, and a bistro set for two. Butler 
Elite service, which handles every detail of your 
clients’ vacation, as well as 24 hour room service, 
are included. For more details, contact your local 
Sandals BDM or visit www.sandals.com/main/
grande/gl-home/.

 HOTELS•

THE CURTAIN TO OPEN IN LONDON IN MAY 2017
Clients seeking an exclusive experience in one of London’s hottest up-and-
coming neighbourhoods should look no further than The Curtain, opening its 
doors in May 2017. This is the first European property by New York hotelier 
Michael Achenbaum. The Curtain – located on the corner of Curtain Road in 
East London’s de facto capital Shoreditch – fully embraces the area’s striking 
art, design and technology culture, whilst encompassing New York’s modern 
industrial feel. Acclaimed New York chef and restaurateur Marcus Samuelsson 
will launch his iconic Red Rooster restaurant at the hotel, alongside an all-day 
taqueria & bar. A 24-hour gym will be accessible to all guests, while on the roof, 
a Moroccan-styled heated pool and all-day brasserie are set against the backdrop 
of East London’s urban skyline. 

 HOTELS•

GRAND VELAS INTRODUCES NEW SPA CONCEPT
Clients seeking true relaxation during their next all-inclusive 
getaway might want to consider Grand Velas resorts in 
Riviera Maya, Riviera Nayarit and Los Cabos, which recently 
introduced SE SPA by Grand Velas. The new spa concept is 
inspired by the changing pattern of the seasons, and rooted 
in Mexican culture. Meaning ‘one’ in Aztec, the word SE was 
chosen by world renowned spa consultant Diana Mestre to 
symbolize the human journey to self-discovery and renewal. 
SE SPA revolves around nature and the four seasons, providing 
spa guests with subtle changes in flavours, aromas and other 
elements of each season to create new experiences. For more 
information, visit www.grandvelas.com.
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 TOUR OPERATORS•

THE TRAVEL CORPORATION LAUNCHES TTC AGENT ACADEMY
The Travel Corporation (TTC) has launched a robust new training initiative, the 
TTC Agent Academy, asserting its ongoing commitment to travel agent partners. 
The singular platform showcases the four core brands of Trafalgar, Contiki, Insight 
Vacations and Uniworld via a series of interactive, user-friendly modules and is 
complemented with a 60 second inspirational video highlighting the key benefits of the 
scheme. The Agent Academy has been created with the aim of facilitating sales, and the 
new eLearning platform offers a simplified manner in which agents can easily build 
their knowledge of the family of brands to make their roles more financially rewarding 
and to keep their clients coming back. Currently comprising four introductory courses 
of immersive information, TTC’s industry-leading eLearning program will be updated 
at frequent intervals, across each of the four brands. For further information, contact 
your local Trafalgar, Contiki, Insight Vacations or Uniworld sales manager or visit 
http://ttc.com/agentacademy.
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 AIRLINES•   

AIR TRANSAT CELEBRATES 30 YEARS
Air Transat has unveiled its 30th anniversary aircraft, displaying the 
recently introduced anniversary logo that highlights the company’s 30-
year history and the Transat group’s star emblem. The special livery will 
be displayed on three of the carrier’s Airbus A330-300 aircraft, which fly 
Montréal–Paris and Toronto–London routes, and also serve Punta Cana 
and Cancun.

To highlight how far it has come and to celebrate the future, the 
company has a variety of surprises and special activities planned 
throughout the year for vacationers, for its partners (including travel 
agencies), and for its 5,000 employees in North America and Europe.  ❋

 AIRLINES•   

WESTJET SHAKES UP QC WITH  
NEW ROUTES, INCREASED CAPACITY
WestJet has made a significant investment 
in Quebec’s travel and tourism market 
with increased service and new routes to 
and from Montréal–Pierre Elliott Trudeau 
International Airport, as well as Quebec 
City’s Jean Lesage International Airport. 
Overall, the airline is adding 105 more 
flights per week in the province, a capacity 
increase of 74 per cent. Starting June 15, 
WestJet will begin point-to-point service for 
the first time within the province with four 
daily flights between Montreal and Quebec 
City. On March 15, WestJet will launch 
twice-daily service between Montreal 
and Halifax, and on Oct. 15, will begin 
twice-daily service between Montreal and 
Boston. In addition, the airline will increase 
its number of non-stop flights between 
Montreal and Vancouver from six per 
week to 12. WestJet’s operations between 
Montreal and Calgary will increase from 14 
flights per week to 19. Finally, its Quebec 
City and Toronto service will add one 
more daily flight for a total of three. With 
the addition of WestJet’s new services, the 
airline will operate 195 weekly departures 
from Montreal and 50 departures from 
Quebec City by October 2017.

 AIRLINES•   

AIR CANADA INCREASES  
CONNECTIONS TO ISRAEL 
There has been a significant 
expansion in connections between 
Canada and Israel, most recently 
with Air Canada’s introduction 
of a seasonal non-stop service 
between Montreal and Tel Aviv 
and an increase in its current 
Toronto-Tel Aviv non-stop service 
to a daily frequency year-round. 
With the new services beginning 
this summer – a 28 per cent 
capacity increase over summer 
2016 – Air Canada will be the 
airline offering the most seats and 
frequencies between Canada and 
Israel. Toronto’s current service 
will increase this summer to daily 
from six days a week while the 
new Montreal-Tel Aviv flight will 
operate twice weekly from June 22 
to Oct. 16, 2017. 
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Now, it’s time to share the fruits of your labour with your clients, 
who are eager to see what you’re going to bring to the table.

This is the moment that will determine the future; where your 
clients will go (should they decide to book with you), if they’ll 
work with you again in the future, and how likely they’ll be to 
recommend you to family and friends. 

It all comes down to this.
So what is the best way to proceed when presenting the options? 

Let’s start with the basics:

IF  POSSIBLE, ARRANGE FOR AN IN-PERSON MEETING.
There’s no denying that face-to-face is the most effective way to 
communicate. Your clients might request that you e-mail them 
instead, but keep in mind the time you’ve invested in putting these 
options together; if you want your client to be as excited as you are 
about the opportunities, let them see the enthusiasm on your face 
and hear it in your voice. If this is simply not possible (your client 
lives in a different city, province or country, or is travelling at the 
moment), make alternative arrangements such as a Skype meeting. 
Remember that the message itself is a small part of your delivery; 
your body language, voice and tone will all influence your clients’ 
attitudes and perceptions of your presentation as well, which is 
why the in-person strategy is most likely to pay-off.

DEMONSTRATE THE VALUE OF THE PRODUCT  
AND OF YOUR SERVICE.
Your client has come to you because they are interested in 
your service and expertise; when it comes time to present the 
options, make sure that the value you – as a travel professional 
– are offering is clear, whether it be access to exclusive sights or 
excursions, hotel upgrades or other special services that they 
would have had a hard time arranging on their own. Just the same, 
focus on the value and inclusions of the product you are presenting 
before focusing on the dollar figure attached. 

START WITH THE TOP-SHELF AND WORK YOUR WAY DOWN.
When you’re out at a fancy bar and order a martini, the 
bartender never comes back with the question, “Smirnoff 
or Absolut?” No, they offer you Grey Goose or Kettle One, 
and if you’re not interested in paying the premium for a 
better drink, you let them know you’d prefer whatever their 
“house” option is. The same is true when selling travel; your 
client has presumably given you a budget to work with, and 
while you should respect their wishes, take some liberties 
to show them what more they can get out of their vacation 
should they spend a few extra dollars. Walk through your 
proposal and address any objections they may have. The 
first options you present should be the best of the best; these 
may be a bit beyond the budget they’ve suggested you work 
within, but delve into what that trip will look like. Paint a 
picture so enticing that regardless of how good the other 
options you have prepared within their budget are, they just 
won’t measure up and as such, if there’s any chance they 
have extra discretionary funds laying around, you’ll not only 
close the sale at a higher price point that initially anticipated, 
your clients will see your value more clearly.

What to consider when  
presenting &  
positioning product

You’ve gone through the process of questioning and qualifying your 
clients, and as such, understand their interests and motivations, 
and have a sense of their expectations. All of this helps you to 
determine the type of itineraries you should present to them when 
the time comes. Your research is done, you have looked-up relevant 
product options available with your preferred suppliers, and you 
may have even connected with appropriate sales managers, hotel 
representatives or other partners to better decide the match.

CAREER DEVELOPMENT
By Ter r i l yn  Kunopask i
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HELP YOUR CLIENTS VISUALIZE THEIR TRIP.
Some travel advisors like to put together a physical presentation 
for their clients, not only to enhance the professionalism of the 
process but also as a visual aide to help in closing the sale. If this 
is part of your sales process, be sure that you are doing it right. 
Above all, colour is important; you can’t sell travel using black and 
white images; the impact just isn’t there. Use vibrant colours, like 
blues and greens, and images that accurately depict the experiences 
that await them upon booking. Keep the design clean, and make 
sure the options are organized in a clear and concise manner. Some 
travel agencies have invested in hiring professional designers to 
prepare this sort of material on behalf of their agents, as a way to 
ensure efficacy. If you’re not so lucky but design is not your strong 
suit, just remember the KISS method (keep it simple, stupid).

With these strategies front of mind, you also want to consider 
how to best address the wants and needs of your clients when 
presenting them with the trips you’ve curated. At this stage, there 
are three points of focus: features, advantages and benefits (which 
we’ve previously delved into in CT). Let’s look at each element 
using the example of a coach tour:

FEATURES:

This is the item or service that you’re going to present. Think of 
the lists you see in brochures – group size, type of coach, hotels, 
destinations on the itinerary, sightseeing options, etc.

ADVANTAGES:

The advantages are what that item or service does. For example, 
group size will determine the type of access your clients will gain 
to various sights. The destinations included should align with 
what your client wants to see. The “advantages” are basically what 
value different pieces of the proposal offer your clients. And while 
brochures often include a list of features and services with a brief 
description, don’t make the mistake of reading things off, hoping 
that clients will be impressed by the array of options and activities 
available. In doing this, you’re missing the most important step. 
Which brings us to… 

BENEFITS:

This is where you’ll truly be able to demonstrate your value 
and expertise. The benefits are why each feature matters to your 
individual clients. To determine benefits when crafting your 
proposal, ask yourself: “So what?” For example:

This  coach tour  l imits  i tse l f  to  20 passengers . So what?  
Well, if your client is interested in exclusive experiences, such as 
having dinner at a local’s home when touring Tuscany, small group 
touring is the way to go. Plus, not only will they have access to 

CanadianTraveller.net      MARCH 2017

APPLYING THIS  KNOWLEDGE

WHEN SELLING TRAVEL INSURANCE:
Travel insurance is all too often something travellers see as an extra cost 
rather than an investment, so when it comes to closing the sale, travel 
agents really have to focus on the “so what?” Depending on the package, 
advantages likely include emergency hospital and medical, follow-up 
visits, accidental dental and dental emergency, emergency return home, 
accidental death and dismemberment, and more. So what? 

According to Debbie Robinson of Allianz Global Assistance, travel 
agents should enlighten clients to examples of costs that could have 
been incurred by travellers, had they not made the investment. Here’s an 
example of how you might go about presenting and positioning, according 
to Robinson:

“I recently had a client whose mother was here from Spain on a 
SuperVisa to get to know her newly-born granddaughter. She was 
experiencing chest pains and was diagnosed with a heart attack. 
Her medical costs were over $35,000 but her travel insurance only 
cost just over $2,000. Travel insurance covered her eligible medical 
expenses. My client was so grateful that she had purchased it for  
her mom.”

Secondly, make the dollar figure less of a hindrance by breaking  
down the cost per day.

“The cost is only $x per day, which in the bigger scheme of things 
is priceless to get the protection you need. From my experience 
with travel, I highly recommend it.”

Of course, product education is paramount to closing the sale as well. 
“Become well-versed in various plans so you can efficiently and effectively 
match the need,” Robinson said. This will enable agents to simplify the 
case for purchase, and more easily guide clients to an understanding of 
the value of travel insurance.

WHEN SELLING CRUISES:
Of course, presenting and positioning cruise options is vastly different 
from that of travel insurance, as the features, advantages and benefits 
vary based on company, ship and destination, in addition to many 
other factors. That said, some cruise lines have established verbiage 
to help travel agents on the path to understanding the advantages and 
determining the benefits, as they apply to different clients.

Celebrity Cruises, for example, introduced Celebrity Distinction in 
2016, which defines its commitment to continuously provide guests with 
unique, leading-edge experiences. Enhanced destination experiences 
(including Chef Market Discoveries and a greater variety of Signature 
Event Sailings to the hottest global events) and onboard enhancements 
(multi-million dollar refreshes of various vessels and new Suite Class 
services and amenities) are great advantages, which, when positioned to 
a client by highlighting the benefits as they relate to one’s unique vacation 
desires, can propel a booking.

Let’s take Celebrity’s all-included options as an example. The 
advantage is that travellers make one payment to cover cruise, air, taxes, 
transfers, gratuities and a chosen beverage package. So what? This will 
be particularly valuable to travellers who want to know the full cost of their 
vacation upfront, or have a very limited budget. The “so what?” for some 
will be the peace of mind in knowing that once they take off, all costs are 
covered; there’s no need to worry about surprise bills while onboard.
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unique opportunities, they will be led with 
the skill and knowledge of an experienced 
guide along the way.

Al l  hote ls  throughout  the tour  are 
s i tuated in  centra l  locat ions. So what? 
Your client wants to be able to explore 
independently when the opportunity 
arises, so this will allow them to do so 
with ease, whether by foot, taxi or local 
transport. Want to take it the extra mile? 
Offer them recommendations for off-the-
beaten path sites or restaurants so they 
don’t waste any time researching  
once there.

You get the point; a list of features 
means nothing to your prospect unless 
you explain how those features are 
going to help them make their dream 
trip a reality. So before you go into the 
presentation stage, make sure you review 
the features and truly understand (and are 
able to articulate) the benefits of each. If 
at any point you’re at a loss, reach out to 
appropriate sales managers and ask them 

to explain the value of various elements — 
the “so what?” 

But above all, make sure you position 
the benefit based on what your clients are 
looking for. Say the tour visits five different 
destinations over a two-week period 
(feature). This means they’ll be seeing a lot, 
at a relatively relaxed pace (advantage). 
Delivering the benefit by saying, “So you’ll 
be on the move every few days” sounds very 
different than saying, “So you can enjoy a 
few guided experiences while also taking 
some time to explore different areas on your 
own.” This is the same feature and same 
advantage but positioned differently; the first 
would work for someone wanting variety, 
the second for someone seeking balance and 
cultural immersion.

Keep all of this in mind to effectively 
demonstrate your value, close the sale and 
ensure client satisfaction. Happy selling!  ❋

Do you have your own tactics for 
presenting and positioning product?  
Let us know what works for you: 
terrilynk@mypassionmedia.com.

IF YOU WANT YOUR 
CLIENT TO BE AS 
EXCITED AS YOU 
ARE ABOUT THE 
OPPORTUNITIES, 

LET THEM SEE THE 
ENTHUSIASM ON YOUR 

FACE AND HEAR IT  
IN YOUR VOICE.
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The who,  
what,why  
& how of  
Meliá  
Hotels

By Ter r i l yn  Kunopask i
RESORT REPORT

I was a bit dazed as our transfer 
hauled us from Madrid Barajas 
International Airport to our 
hotel, having just arrived after an 
overnight flight from Montreal 
with Air Transat. Still, the stunning 

architecture that we passed along the way 
was not lost on me, though it only really 
hit me that I was in Madrid (!) when we 
arrived at the first stop of our trip, the Gran 
Meliá Palacio de los Duques. The stunning 
property – riddled with recreations of 
Velázquez’s most famous paintings and in 
close proximity to some of Madrid’s best 
attractions – was kicking this trip off with 
high standards; Gran Meliá is one of Meliá 
Hotels’ premium brands, after all. But as we 
made our way from one point in Spain to 
another (and one Meliá property to another}, 
it became immediately apparent that the 
various brands cater to different types of 
travellers. Here’s a bit of what I learned:

   

With seven brands within the Meliá Hotels 
International portfolio, travel advisors 
need to understand the brand well in order 
to effectively sell it. CT Magazine recently 
had the chance to experience various 
Meliá properties in Spain first-hand; here 
we share the basic information you should 
know to get started.

Gran Melia Palacio Duques, Lobby

GRAN MELIÁ HOTELS
Gran Meliá Hotels & Resorts, the most premium properties within 
the Meliá Hotels International portfolio, are located in the heart of the 
world’s most popular urban centres. It’s the locations, paired with 
stunning style and design, that make this brand the best fit for your most 
discerning clients. Enhancing the traditional luxury and avant-garde style 
of the Gran Meliá experience is RedGlove Service, which combines the 
traditional white glove and red carpet concepts with the Spanish passion 
embedded throughout the Meliá portfolio.
UPSELLING TIP: Have clients invest in the RedLevel experience, for an 
ultra-luxe getaway. The RedLevel is a boutique hotel within a hotel, 
offering access to exclusive spaces in order for guests to enjoy a privileged 
sense of exclusivity, privacy and tranquility, as well as more personalized 
service. The RedLevel Lounge in every Gran Meliá property has a private 
reception area, lounge-library with TV and music, private breakfast area 
and an open bar with premium brand drinks.
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ME BY MELIÁ
A lifestyle brand comprised of 
contemporary resorts and urban hotels, 
anywhere you find a ME hotel, you 
can be assured this is the place to “see 
and be seen.” ME by Meliá hotels are 
meticulously designed to meet the 
demands of the most contemporary 
guests; recommend it to clients who 
enjoy life, travel, work and business  
as part of the same journey. Find  
these properties in the global capitals  
of culture and cool, such as Ibiza  
and Miami.
UPSELLING TIP: Offer clients a more 
personalized experience with ME+, 
whereby they’ll enjoy VIP features, 
including a personal Aura Manager, 
at their complete disposal throughout 
their stay. Other benefits of ME+ suites 
include: in-suite check-in and check-
out, complimentary high speed WiFi,  
assistance in unpacking and packing 
luggage; complimentary ironing; 
priority access to hotel facilities and 
bars; sundown service; and more.

 

MELIÁ HOTELS 
With more than 90 upscale hotels 
located in major cities in 22 countries 
across the globe, Meliá Hotels 
& Resorts combines design and 
functionality with privileged location 
in some of the top tourist and business 
destinations. This particular brand is 
in the midst of reinvention, with new 
premises, experiences and services 
being introduced to meet guests’ needs. 
UPSELLING TIP: Guests of Meliá Hotels 
can take it one step further with The 
Level category of rooms, in order to 
enjoy privileges such as early check-in 
and the flexibility of a late check-out, 
amenities from brands such as Loewe 
or Nespresso, a welcome gift in the 
room, pillow menu, the Level bathrobe 
and slippers, personalized minibar 
content, and (in some hotels) a Wii 
console with games on request, among 
many other advantages. The Level 
includes access to private hotel areas 
like The Level Lounge, The Level Pool 
in resort hotels, and depending on the 
property, these guests may also have 
access to exclusive restaurants.

SOL HOTELS
For families or groups seeking a mid-scale experience, Sol Hotels throughout the 
Mediterranean, the Caribbean and the Canary Islands are always located in a simple, 
functional environment, without compromising on comfort. These beachfront hotels 
offer comfortable rooms, and endless day and night-time activities, whether your clients 
want to interact with other guests or relax in peace. These fresh, contemporary hotels 
offer a huge range of cuisine, place an emphasis on variety and are always staffed by 
friendly, helpful employees.  ❋

Sol Beach House Ibiza, lobby

ME Ibiza, Terrace Vip Rooftop Pool

Melia Barcelona Sky, JuniorSuite, CityView



12   MARCH 2017      CanadianTraveller.net

Your guide to selling small group tours in 
Europe with Collette

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

So, what is Explorations?
Explorations is Collette’s small group touring option, 
hosting about 18 passengers on average. As such, 
travellers get to enjoy sights and experiences that 
aren’t typically accessible through traditional coach 
tours, while enjoying a more personal and culturally 
immersive vacation, veering off the beaten path to 
capture the spirit of the region. Guests of Explorations 
tours stay in boutique accommodations, enjoy authentic 
culinary experiences like specialty tastings and chef-led 
demonstrations, and are in constant contact with local 
people, who truly reveal the essence of a destination.

The client:
Explorations tours attract travellers who:
…are looking to take-in a destination 
with a more hands-on approach, 
immersing themselves in local culture, 
whether through food, people, or off-the 
beaten path experiences. 
…are well-seasoned travellers looking 
to get more out of the destinations they 
visit – i.e. more authentic experiences 
than what they’ve had before.
…simply want a small group 
experience. Many times, guests have 
done larger group tours and now want 
a tour with fewer people.

How Explorations differs from  
Collette’s Classic tours:
The big differentiator is the size of the 
group. With Collette’s Classic product 
line, tours are designed with a full coach 
that hosts about 40 to 44 passengers. 
With the Explorations option, the 
maximum number of passengers 
is 24 (the average is about 18). The 
Explorations tours may also have 
more immersive elements (depending 
on the tour), where guests have the 
opportunity to participate in more 
cultural- and culinary-focused activities 
while on tour.

To appeal to different types of travellers, Collette offers 
up various tour styles, whether to appeal to those 
seeking river cruises, faith-based tours or city stays. 
Explorations is Collette’s small group tour option and 
in high demand, as more travellers seek the type of 
trips this style represents, which are more personal and 
authentic experiences. How do you know if Explorations 
is right for your client and what do you need to know to 
close the sale? Collette and CT Magazine have compiled 
this useful sales tool for your information:
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Questions to qualify your clients for Explorations tours: 
�Have you taken a guided tour before? (To gauge their  

travel experience and/or comfort level with travelling.)
�Are you looking for a more intimate experience with a 

smaller group?
�Are you looking for a culturally immersive and/or local 

authentic experience? 
What kind of accommodations do you want?  
�Is the culinary experience important? (Explorations 

incorporates more local cuisine and inclusions.) 

A SAMPLING OF UNIQUE 
EXPLORATIONS EXPERIENCES:
TUSCAN & UMBRIAN COUNTRYSIDE: 
11 DAYS – Visit a family-owned winery for a tasting and have a home-hosted 
lunch in a charming country home. Spend time in the hill town of Volterra to 
visit the Guarnacci Museum and witness an alabaster carving demonstration 
at a local workshop.

ITALY’S TREASURES:
12 DAYS – Explore a local farm and indulge in a cheese and wine tasting. 
Explore the rugged coast and remote fishing villages of the Cinque Terre.

COUNTRYSIDE OF THE EMERALD ISLE:
11 DAYS – Tour Kilkenny’s Medieval castle. Feel like special guests of royalty 
when spending two incredible nights in an elegant historic castle. 

JOURNEY THROUGH SOUTHERN FRANCE:
13 DAYS – Stroll amid the narrow streets and half-timbered houses of  
Saint-Antonin-Noble-Val. See Provence, through the lens of artists like 
Cezanne and Picasso.

NORTHERN ITALY FEATURING THE TREASURES OF PIEDMONT:
10 DAYS – Venture by boat to the stunning Borromean Islands, pausing at the 
enchanting town of Pallanza to explore its colourful streets. A truffle hunter 
and their dog demonstrate gathering techniques of this rare delicacy.

EXPLORATIONS SUMMARY:
�Small groups
�Boutique accommodations
�Interact with locals
�Authentic culinary experiences
�Culturally immersive adventures

The top four performing Explorations itineraries are:
�Tuscan & Umbrian Countryside
�Italy’s Treasures
�Countryside of the Emerald Isle
�Journey through Southern France 

OTHER COLLETTE TOUR STYLES:
CLASSIC: Collette’s flagship collection of tours, these itineraries blend 
must-see sights with other exclusive inclusions travellers might never 
experience on their own.

SPOTLIGHTS: Travellers immerse themselves in one destination and enjoy 
in-depth exploration, with a single hotel stay.

RIVER CRUISE: These inclusive itineraries feature small, intimate vessels 
for travel through a variety of beautiful waterways, with guided excursions 
to introduce travellers to the people and places along the river. 

FAITH: Collette’s collection of religious tours capture the reflective and 
humble surroundings of the world-famous spiritual places they visit.

TAKE 5 
WITH NALIN IE  SHARMA

Market ing  Manager, Co l le t te 

What  are  the top European dest inat ions  for  Col let te  th is  year? 
Iceland, Spain, Portugal, Italy and Britain/Ireland always remain 
strong for us.

What  should t ravel  agents  know about  Col let te ’s  Europe 
program to  best  present  the opt ions to  their  cl ients  and then 
to  close the sale? 
Among other things, we offer best in class travel protection (guests 
can cancel up to one day prior to departure and get a full cash 
refund), free airport-to-home private sedan service on air-inclusive 
bookings, hundreds of guaranteed departure dates for peace of 
mind, and travel loyalty credits for repeat travellers.
 
How can t ravel  advisors  upsel l  cl ients  
on European i t inerar ies?
As a few options, agents can sell clients:
�different pre- and post-night extensions to our tours
�various on-tour optional excursions
�book them on back-to-back tours, or
�air upgrades to Elite �Airfare.
 
What  is  the value of  booking European programs with  Col let te?
At Collette, we pride ourselves on offering inclusive itineraries 
(we include a lot of the must-sees and experiences as part of the 
tour) and the authenticity that comes with our amazing culinary 
and dining experiences. In addition, our professional tour 
managers – those with Collette and our local guides – know the 
destinations fully, so travellers always get the most out of any tour. 

How does Choice on Tour  apply  to  Europe i t inerar ies? 
Choice on Tour is also a definite value-add for travel agents to 
emphasize, as it allows guests to choose options that best suit 
their tastes, rather than being stuck on an excursion they wouldn’t 
necessarily choose, if they had the option. For example, on the 
Portugal, Spain & France tour, they can either opt for a walking 
tour of Hapsburg Madrid or take a leisurely panoramic tour 
with included entrance to the Prado Museum. In Ireland, they 
can choose between a trip to Killarney National Park or enjoy a 
Muchross House Tour – so clients really get to make the most of 
their touring experience.



Introducing  
Le Boat  
& its new Canadian offering

By CT Sta f f
PRODUCT EDUCATION

What is it exactly? Le Boat offers self-
drive boating vacations, which means 
travellers can journey at their own pace 
through lakes, rivers and canals, stopping 
whenever and wherever they want while 
traversing from point A to B. Le Boat offers 
a large selection of suggested routes for 
every duration in each cruising area (both 
one-way and round-trip).
One sample sightseeing itinerary, starting 
from Hindeloopen, Holland, could go on to 
include a visit to the Amsterdam Royal Pal-
ace, the clock museum in Utrecht, Elburg’s 
St. Nicolaaskerk Church, and the Miller’s 
house in Woudsend.
France is Le Boat’s number one destina-
tion, with nine different cruising areas. 
Other tours are available in Italy, England, 
Scotland, Ireland, Belgium, Holland and 
Germany.
This year, the company is introducing 
three new Horizon model cruisers, built 
exclusively for Le Boat, which will add to 
its fleet of more than 40 models.
The Horizon caters to a growing market 
of couples, small families, and business 
groups. It features a large master suite and 
expansive social space inside and out. The 
new models include the Horizon 2-S, which 
sleeps up to five people; the Horizon 3, 
which is larger than the original and sleeps 
up to seven people; and the Horizon 4, also 
larger, which sleeps up to nine people. They 
will be available for the first time this year 
in Ireland and Belgium, as well as Brittany 

Le Boat has been in business for more than 45 years, yet still a relatively 
unknown name among the travel trade community in Canada. That’s expected 
to change as the company brings its boating vacations, which are currently 
available in various European destinations, to this side of the Atlantic. In the 
interest of product knowledge, here are a few key facts about Le Boat:

and Charente in France. With Canada’s 
150th being front and centre, Le Boat has 
announced that it will be breaking ground 
for a new base in Canada as a first step 
toward expanding in North America. 
With the Horizon, Le Boat plans to sail 
Ontario’s Rideau Canal beginning in May 
2018, running through October every year. 
The waterway is a UNESCO World Herit-
age site that stretches from Kingston to 
Ottawa (about 200 kilometers). 
Le Boat’s new base represents an invest-
ment of $16 million and is expected to 
spark economic opportunities for local 
business while attracting thousands of 
visitors from across Canada and the U.S. 

It is also expected to attracted European 
visitors, 88 per cent of whom said they 
would travel to Ontario for a boating vaca-
tion, according to a Le Boat survey of its 
customers.
Le Boat appeals to different sets of travel-
lers, such as the affluent 55-plus retiree 
seeking unique vacations; clients who like 
watersports and outdoor activities; experi-
enced boaters (even though you do not 
need to be a boater to enjoy the product); 
and adventurous families.
Although not a preferred supplier with 
any major consortiums, Le Boat offers 10 
per cent commission, as well as a 10 per 
cent discount to travel agents. ❋
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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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How Porter Escapes  
brings your clients added value

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

she points out, is that all clients receive 
the “flying refined” service that Porter 
is known for, from access to the lounge 
at YTZ (including complimentary WiFi, 
beverages and cookies) to complimentary 
onboard snacks, beer and wine.

The client is…
The small business owner/manager who 
is travelling for work; bonus if they are 
interested in extending and enhancing the 
trip to make it a “bleisure” escape (perhaps 
even bringing a friend along!). 
Leisure clients looking for a getaway, 
whether it be for a sports event, concert or 
special escape such as a bachelor or bach-
elorette party. 
Families embarking on a vacation, 
whether independently or to visit family 
elsewhere (but prefer to stay at a hotel).

S
o what do travel agents – 
particularly those who work 
with clients within Porter’s 
network of destinations – need 
to know and why should they 
be interested in selling the 

product? CT Magazine spoke with Sandra 
Costa, commercial manager – vacations 
and packaged products at Porter Escapes, 
for more insider info to help answer those 
questions.

Here’s what we learned:

What sets Porter Escapes apart in the market?
According to Costa, Porter Escapes pro-
vides flights and hotels exclusively pack-
aged with Porter Airlines for any duration 
in a wide range of urban and fun North 
American cities, starting from one-night 
stays (based on availability). What’s more, 

Offering a simple and streamlined approach to packaged vacations, Porter 
Escapes was introduced at the end of 2012, a natural complement to Porter 
Airlines’ service from its hub at downtown Toronto’s Billy Bishop Airport. With 
carefully curated flight and hotel combinations – and à la carte add-ons available 
in some markets – Porter Escapes found a way to leverage the refined service 
that Porter had become known for, while completing the booking cycle for 
travellers who were also seeking out hotel nights. 

What’s the benefit of Porter Escapes  
for travellers?
“Porter Escapes offers access to great 
prices, flexible durations and flight times, 
and great product choices,” Costa said.

And the benefits for travel agents?
Porter Escapes provides eight per cent 
commission, plus its package prices are 
“great alternatives” to booking separate 
components. “We simplify the process,” 
Costa explained, noting that Porter Escapes 
is available on all GDS platforms and pro-
vides B2C access for all registered agencies. 

Travel agents can make more money by…
Firstly, upsell, of course. Some of the  
higher-end product (such as four- and 
five-star luxury hotels) are usually offered 
at only a slightly higher price, so clients 
receive added value for a minimal added 
investment. Secondly, Costa suggested 
extending the duration of the trip and 
adding attractions to the package, with op-
tions such as ski lift tickets, golf tee times, 
theatre shows, museum visits, city tours 
and other popular outings.
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WHAT’S NEW TO THE PORTER ESCAPES LINE-UP?
Porter Escapes is constantly looking for great value in the hotels it offers in all destinations. Recently, various 
properties in New York have been added, such as the brand new hotels Arlo Nomad and Arlo Hudson Square; 
and the Omni in Chicago. In Canada, travellers can look-out for Ottawa signature events to celebrate Canada’s 
150th birthday in the Nation’s Capital, which travel agents can add to their Ottawa bookings.

Boston

Chicago 
(Midway)

Halifax 

New York 
(Newark)

North Bay

Moncton

Montreal

Ottawa

Pittsburgh

Quebec City

Sault Ste. Marie

St. John’s

Sudbury

Thunder Bay

Timmins

Toronto

(Billy Bishop)

Washington 
(Dulles)

Windsor

SEASONAL:

Burlington

Mt. Tremblant

Myrtle Beach

Orlando-
Melbourne

Stephenville

WHAT YOU  
NEED TO KNOW:
�Porter Escapes offers 23 destinations  

(eight U.S. and 15 Canadian cities).
�Travel agencies must be registered with 

Porter Escapes (even if they’re already 
registered with Porter Airlines)  
: https://porterescapes.com/ 
Agencies/Registration.
�Commission payments are made 

electronically.
� Earn more by adding to the packages. 
�Clients can earn up to 2,800 VIPorter 

points per traveller on a Porter Escapes 
package booking.
�Commissions are earned on packages, 

whether booked via GDS or if an agent 
calls into Porter Escapes’ Travel Planners.
�Look out for incentives throughout  

the year.
�Porter Escapes has a dedicated team  

and phone number (separate from that 
of the airline) to assist with package 
inquiries. They are available Monday 
through Friday 9 a.m. to 8 p.m.  
or Saturdays 10 a.m. to 4 p.m. at  
1-855-372-1100 or by e-mail: 
agentsupport@porterescapes.com  
or info@porterescapes.com. 

DESTINATIONS:



MARCH 2017      CanadianTraveller.net18   

These days, the lines between our on- and off-line lives have 
become pretty fuzzy.

We can measure our popularity by counting friends we’ve 
never met; find validation in our most private beliefs by way 
of positive, hand-shaped icons; and would-be employers can 
determine our hiring suitability (or lack thereof) without ever 
calling to see if we’re looking for a job. What a time to be alive!

By  Br i tney  Hope
TECHNOLOGY

In fact, even certain world leaders are enjoying the fruits of 
these blurred lines when it comes to knowing what and what not 
to tweet (although they don’t seem to be letting that stop them…), 
and increasingly, celebrities and service people alike are brought to 
task for missteps on their public pages, making one thing about the 
world of social media very clear: no one is immune (regardless of 
what certain Fanta-coloured elected officials will have you believe).

As a result, the question about whether or not to separate 
personal and professional profiles on social media is a critical one. 
Should your clients and colleagues be able to read and comment 
on your political views, or bear witness to your ill-advised selfie 
habits? When is giving connections a glimpse into your personal 
world helpful, and when might it be hurtful?

There are a few schools of thought: some professions – like 
those of teachers, lawyers or (most) politicians – require firm 
boundaries, due to the weight and responsibility of their roles. DJs, 
yoga instructors and hair stylists, on the other hand, can arguably 
benefit from a more public work-life blend, because their jobs are 
lifestyle-based, and personable in nature.

For travel advisors, the debate becomes somewhat stickier. 
As licensed consultants exchanging money for expertise, 
professionalism is paramount. But as dream-making confidants 
who turn vague concepts into lasting memories, building good 
relationships are everything – and a two-way street.

Some would argue that agents should aim for a polished 
public persona, while others say that in the dog-eat-dog world of 
business, all roads lead to leads. Many, however, have taken a more 
inclusive approach by amalgamating the purposes of two profiles 
into one, and finding the balance therein. After all, when it comes 
to in-person work events, it’s not like you leave your personality at 
the door.

So which approach is right for you and your business? Consider 
the following tips before you post:

 
WHAT ARE YOUR OBJECTIVES?
Do you want to build a brand known far and wide, or are you 
trying to narrow your niche? Are you looking to grow your roster 
of clients, or improve your company’s image? When using social 
media for business purposes, having a firm goal for what you 
hope to achieve is a must. If you are starting out in travel and 
looking to take every job that comes your way, authentic, self-
promotion through your online communities is a great way to 
bolster your reach. However, just trying to avoid the hassle of 
having two accounts may not be a good enough reason to post 
moronic memes alongside a blog post featuring your favourite 
luxury hotels.

DOES YOUR LIFESTYLE MATCH YOUR BRAND?
If your forte is bespoke travel, your clients may not want to buy 
their luxury safari from a guy who posts pics of his “Sunday-
Funday” escapades. If, however, you specialize in group 
getaways and weekend escapes, photo evidence of your talent 
for getting parties off the ground may inspire a client to pick-
up the phone. At the same time, consider your work-life habits 
before starting multiple online personalities – if you’re too busy 
booking flights to stay on top of your posts (or vice versa), having 
an extra profile on your plate probably won’t help things.

Social media:  
Separating the  
personal &  
the professional
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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 2016-12-02   10:01 AM

ARE YOUR CLIENTS CONNECTED?
One of the biggest challenges of being a travel advisor is 
regularly checking-in on clients. There never seems to be a good 
time to call, and e-mails easily go unanswered. Being plugged-
in to an online community can prove useful when it comes 
to casually communicating with your clients, and using your 
personal profile can make reaching out with an inquiry about 
their last vacation (and their next one) seem even more organic. 
If your clients are more likely to respond to a comment on their 
profile picture than an annual voicemail asking about their winter 
plans, merging your personal profile with your business can’t 
hurt. Just remember: digital interactions are not the same as 
in-person communication. Make time for both, and let the former 
inform the latter.

 For some, having a personal profile (for food, baby and cat 
photos) and a professional page (for travel-related food, baby and 
cat photos) can help define a brand’s image, and maintain the same 
sort of mental boundaries which used to be prompted by a suit 
or briefcase. Boundaries are important in work and play, after all, 
and there’s no better way to keep yourself in check than by having 
multiple usernames.

But for others, blending business with pleasure is one of the 
reasons advisors sell travel in the first place. Our clients are  
our friends, and our bucket lists are meant to be shared across 
multiple platforms.

Besides, merging your social profiles can result in higher-quality 
posts and engagement – not to mention a broader audience of 
potential clients who never even knew you were a travel advisor. 
And a united front doesn’t have to mean you can’t be yourself; in the 
end, having a single, well-maintained profile really just comes down 
to balance, good grammar, and knowing when not to tweet.  ❋
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By Cand ice  Walsh
OFFICE LIFE

Be your most  
professional self
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B
ooking travel and planning 
vacations are meant to be 
exciting experiences for your 
clients, and as a travel agent, 
you get to help build and 
share in that excitement. But 
maintaining a certain level of 
professionalism in the office will 

go a long way in impressing your clients. A good 
experience will have them booking with you 
over and over again, and they’ll be much more 
likely to refer you to their friends and family.

Here are a few simple things you can do to 
boost your professionalism.

LOOK SHARP.
As an authority on travel, looking the part is 
important. Dress appropriately to suit the office 
environment. A conservative style is ideal, but 
that doesn’t mean you can’t express your own 
personality. Being approachable is the goal! If 
you’re worried about coming off as too serious, 
remember that dress clothes don’t have to be 
boring – pops of bright colours, patterns and 
accessories can go a long way. (See CT’s January 
issue for more on dressing for success.)

BE FR IENDLY.
Safe to say, there are rarely times you’ll sit with 
clients who are not eager in anticipation about 
their upcoming trips. While it’s great to engage 
these clients with open, friendly conversation, 
there are small ways you can politely accommo-
date their needs as well. If you’re busy when your 
client arrives to your office, acknowledge him or 
her and let them know if you’ll be a few minutes 
before you can give them your undivided atten-
tion. Offer coffee or water, and a comfortable seat. 
If possible, keep a few magazines around (might 
we recommend Canadian Traveller?). 

KEEP AN ORGANIZED WORKSPACE.
Having a clean workspace not only benefits your 
clients, but your own personal well-being, too. 
Is your desk cluttered with papers, empty water 
bottles, pens, and other odds and ends? If you’re 
finding it hard to concentrate, your cluttered 
desk might be the problem. Keep things tidy 
and your clients will certainly appreciate it when 
you’re able to easily locate files and documents 
for them. We all want our desks to feel 
comfortable or familiar – perhaps with framed 
family photos or basic greenery. Keep things 
organized and orderly, and you’ll maintain your 
own sanity as well.

MASTER GOOD PHONE &  
E-MAIL  ET IQUETTE.
In a world that’s more digitalized than ever, it’s 
not much of a surprise that phone etiquette isn’t 
common sense anymore. When it comes to talking 
to your clients – or anyone in the travel industry 
– an upbeat, friendly tone and attitude will serve 
you well. The same principles of good customer 
service apply: be patient, be optimistic, and be 
accommodating. Informal is great, but keep the 
language clean and respectable. Addressing your 
caller formally is always a great idea, unless 
you’ve already established a first-name basis. 
E-mail etiquette is a bit easier to master, since you 
have more time to think about your word choices. 
There is nothing more irritating than when a 
sender gets your name wrong – so double-check 
your information! Good spelling and grammar 
are also vital, if you want to be taken seriously. 
There are plenty of apps available for your 
web browser that will automatically check for 
grammar and spelling, and some browsers (like 
Chrome) have this service built-in.

GIVE YOUR CL IENTS  
YOUR FULL ATTENTION.
Cut out the distractions when your clients are 
sitting in front of you. Put your cellphone away, 
ignore any social media, and if you absolutely 
must answer your office phone, try to keep it brief. 
Your clients have likely taken time out of their 
busy schedule (possibly even their workday) to 
come talk to you about their vacation. Feed their 
excitement! They want to feel assured that they’re 
getting the best care possible; that’s why they’ve 
chosen to work with a travel agent.

BE HONEST.
You’re the expert here, and chances are your 
clients are going to hang onto your every 
word. They need to trust you, and they need 
self-assurance. That’s why they’ve come to 
you. But being transparent in everything from 
transaction fees to potential travel risks will 
really earn your clients’ trust, and that’s an 
asset that can’t be undervalued. If you don’t 
know the answer to a certain question, make 
it clear. Saying, “Let me look into that and get 
back to you” is so much better than offering 
false information; don’t pull an answer out 
of thin air. A little effort goes a long way in 
optimising your professionalism. Treat your 
clients like you would prefer to be treated: with 
respect and warmth. After all, you could be 
sending them on a life-changing journey!  ❋
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entitled, “Think Like an 
Entrepreneur.” So many 
lessons have led me to this 
point, and I love sharing the 
journey in the hopes that you  
can get away from that crazy  
pace as well.  

When I reflect on the steps, I can tell 
you that it does not have to be hard. This was the biggest story 
that I had been telling myself since childhood; I thought that to be 
successful in anything, it took long hours, nose to the grindstone, 
dedication and hard work, but it’s not totally true!  

Here are the three steps to my freedom:

HAVE A VISION:
Know what you want! It sounds pretty simple, doesn’t it? But how many 
of us don’t actually follow-through on this? We know what we don’t 
want: stressful days, unhealthy lifestyles, lack of time, demanding 
clients, unrealistic employer expectations. So, just turn it around: peace, 
health, happiness! How does this look in your life? Take the time to feel 
it, see the end results, and picture the freedom. You do not have to live 
your life by default but you do have to make a plan for it to unfold.

SET UP A STRATEGY:
Now that you have the feeling and you see the destination, you have to 
lay out the steps to get there. I suggest a one year plan. (You want to 
start seeing these things unfold quickly, but you need a little patience.) 
Do you want to lose 10 pounds, have time for lunch with friends, 
increase your sales, or focus on a particular niche? Lay out a strategy 
for what needs to change in your life in order for these things to happen. 
Do you have to get up earlier to go to the gym? Prepare your lunch in 
advance so you don’t end up eating fast food? Block your appointments 
around time for friends? Advertise to the people that would appreciate 
your knowledge? Whatever it is, make time to just visualize this 
happening.   

PAY ATTENTION TO THE SIGNS:
That’s right! No work, no extra effort; just notice! If you can be more 
aware of how you attract these requests, you will be amazed at how 
effortlessly things begin to show up for you. When I finally gave-up the 
struggle and took the time to lay out my plan, I was smiling all the time, 
as I aligned with energy it took to create a new reality.

We work in such an amazing industry; remember the fun, feel 
the joy, and go out and manifest the life you were meant to live.  ❋

 

A
s I write this column, I am sitting in Business Class on 
my way home from the “Book More Travel Workshop” 
(BMTW2017), held annually in Charlotte, North Carolina.  
Of course I am in Business Class! I manifested the upgrade 

this morning, having aligned my energies with wishes beyond what 
I imagined. My meditations this morning were for a safe journey 
and on-time arrivals, so I was not worried when I learned at check-
in that the plane was oversold and my seat would be assigned at 
the gate.

You’d probably assume that because I am a travel professional, I 
would have checked-in online 24 hours prior to my flight. But, quite 
honestly, I want to experience the chaos at the airport kiosks to 
remind myself of my clients’ frustrations and to allow great things 
to unfold. Sharing an Uber to get there with two fellow workshop 
members was just another bonus, when my driver had mistakenly 
picked-up someone else headed to the airport that morning.  

It is so much fun to allow and acknowledge these gifts that 
unfold for me each day. I love my new-found enjoyment with 
customer service situations, knowing these are all lessons presented 
for my benefit. If I have a complaint, I realize that this is something 
put in my path as a learning opportunity. It may put me in 
connection with a BDM that will assist me in the future; it may 
teach me about a service that I had not known existed; or it may just 
prepare me for a bigger issue down the road. Ultimately, I trust that 
all is well and I see each perceived problem as a blessing.

I mean, it is all about the journey. One thing emphasized at 
the conference (which was hosted by GIFTE – Global Institute for 
Travel Entrepreneurs) was, “If you are not happy on the journey, 
you will not be happy at the destination”.

You get that, right? You see that in your clients every day! Think 
of clients who make inquiries for travel arrangements but question 
your suggestions or worry about limited budgets or things that are 
out of anyone’s hands, like safety concerns, etc. It breaks my heart 
to hear these thoughts, but I understand where they come from, and 
how I can learn to attract a different customer; the type who will 
trust and value my advice.

It was only four years ago that I came to this understanding. 
I was creating my own reality, and attracting what I was putting 
out into the universe. I was – like many of you – on a hamster 
wheel, and I did not know how to get off. I was overwhelmed in 
the “busyness” of being an entrepreneur, working seven days a 
week, being manager, top seller, bookkeeper, cleaner, all the while 
attracting clients who always seemed to be missing something.

Fast forward to this weekend, where I was a featured “Expert 
in Action,” telling my story to inspire others who attended a panel 
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It’s time to get your clients 
jumping for G-Normous!

For the month of March, travellers can enjoy 
15% off all Active tours. Whether they want to see 
the world from a bike seat, river raft, or on hiking 
boots, we’ve got the tour for them.

Remember, every G Adventures tour you sell until 
April 30, 2017 gets you closer to winning free tours, 
cash prizes, and more – all valued at $100K! So make 
sure to quote promo code 17GA015ACT03 when 
booking any Active tour, and you could win big.

Learn more about you chance to win at 
gadventures.com/gnormous
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