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CELEBRITY
REWARDS  
IS NOW LIVE.
Turn work into play. Here's how.

Register. Be a Celebrity Five Star Academy 
graduate and register for our Celebrity Rewards 
program at CelebrityRewards.com.

Earn. Receive 500 points just for registering  
and 500 points—worth $5—for each booking 
you make after January 1, 2017.

Spend. Use your Celebrity Rewards card  
to redeem your reward dollars.

Register your booking on www.CelebrityRewards.com

Visit CelebrityRewards.com for full terms and conditions.  
©2017 Celebrity Cruises Inc. Ships’ registry: Malta and Ecuador.  
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I         just spent a lot of money on a pair of running shoes. More money, I think, than 
I’ve ever spent on any pair of shoes, ever. (I’m a thrifty shopper). They are called 
Ultra Boost, made by Adidas, and retail for about double the price of most other 

Adidas shoes. When I tried them on, I let out a deep sigh and a “whoa!” — indicative 
of my surprise at just. how. comfortable. they are (seriously, check them out). It was 
a beautiful upsell, as the associate introduced me to this premium shoe, after which 
point, nothing else seemed like a viable option. Presenting clients with top-end 
options and working backwards from there is one of the upsell tactics we discuss 
in our Business Development article this month, found on pg. 6, along with many 
other strategies courtesy of top industry insiders. In this issue, we also share great 
resources for your continued education, product education for Yukon Wild and 
Celebrity Cruises, and a new piece called IMPACT, which introduces sustainable 
tourism and why you should care. 

Terrilyn Kunopaski
terrilynk@mypassionmedia.com
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INDUSTRY INSIDER

 AIRLINES•

MORE ROUTES FOR AC 
Air Canada has 
introduced the return of 
daily year-round service 
between Montreal and 
Washington Dulles 
(IAD), starting June 19, 
2017. The airline has 
also introduced daily 
summer seasonal service 
between Vancouver and 
Boston starting June 
23, 2017 until Sept. 4, 
2017. In addition to these routes, so far in 2017, 
Air Canada has launched non-stop U.S. services 
from Vancouver to Dallas-Fort Worth and Denver; 
Toronto to San Antonio, Memphis and Savannah; 
and Montreal to Dallas-Fort Worth.

 CRUISE & TOUR•

GLOBUS FAMILY INTRODUCES NEW AGENT GUIDE 
The Globus family of brands has introduced its 2017 
Travel Agent Guide, in which agents can find discount 
policies, free marketing tools, and insights on how 
to connect clients with the right Globus brand. The 
66-page brochure, featuring Globus and its sister 
companies –  Cosmos, Monograms and Avalon 
Waterways – is packed with insider info, intended to 

help close sales. “Not all agents are aware that as few as eight clients constitutes 
a group with us,” said Stéphanie Bishop, managing director for the Globus 
family in Canada, offering up other insider info. “Our four-day Monograms City 
Getaways are offered in 29 cities around the world – a great way to start or round 
off a longer tour or cruise. Also, Cosmos is less expensive than Globus, yes, but 
also includes more free time so it’s perfect for the independent client looking 
for the security and convenience of an escorted tour.” For a copy of the guide, 
contact your BDM or visit www.agentlingo.ca.    

 DESTINATION•

CALL IT THE “TRUMP SLUMP”?
NYC & Company, New York City’s marketing 
tourism agency, is projecting 300,000 fewer 
international visitors to Manhattan and 
its boroughs in 2017. A negative political 
environment, anti-immigration policies, travel 
bans and restriction rhetoric are all factors they link to the anticipated decline. 
To reassure international travellers whose interests in travelling to the U.S. have 
been deterred, the agency has launched a new international communications 
and marketing campaign titled, “New York City – Welcoming the World.” “New 
York City’s experiences and values remain the same,” NYC & Company said in 
a news release.

 DESTINATION•

GERMANY HAS A RECORD YEAR
In 2016, Germany registered more than 80 million 
overnight stays by international visitors for the 
first time, marking the seventh consecutive record 
result. From January to December, the German 
Federal Statistical Office recorded 80.8 million 
international overnight stays in accommodation 
establishments with a minimum of 10 beds – an 
increase of 1.1 million compared to the previous 
year. This constitutes a 1.4 per cent rise in the 
volume of German incoming tourism compared to 
2015. Growth from Canada specifically has been 
substantial; for the period 2010 to 2015, Germany 
saw a near 75 per cent increase in Canadian 
visits, according to Statistics Canada. Antje 
Splettstoesser, director of the German National 
Tourist Office in Canada, says river cruising is a 
major motivating factor in the growth. 

Rhine Valley, Germany
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 HOTELS• 

NEW SPA OPENS AT SONESTA  
RESORTS ST. MAARTEN 
After extensive renovations, the all-inclusive 
Sonesta Resorts St. Maarten has debuted 
a new full-service Serenity Spa, located on 
the third floor of the Sonesta Maho Beach 
Resort. Serenity services guests of both the 
family-friendly Sonesta Maho Beach Resort 
& Casino and the adults-only Sonesta Ocean 
Point Resort. The 2,500-square-foot spa now features eight treatment rooms, and two 
dedicated pedicure and manicure stations, along with a menu of facials, body treatments 
and massages. Various treatments at the Serenity Spa use indigenous ingredients native 
to St. Maarten. A brand new fitness facility is also now open at Ocean Point. 
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 PEOPLE•

ROCKY MOUNTAINEER’S  
CHAMY MOVES UP 
Rocky Mountaineer has announced 
the appointment of Anthony Chamy 
as national sales manager, Canada. 
Based in Montreal, Chamy will 

lead Rocky Mountaineer’s Canadian sales team in their 
business development and growth initiatives across all 
trade channels. He joined Rocky Mountaineer as regional 
business development manager in 2014. Prior to that, 
Chamy co-founded Kepri Expeditions, a sustainable and 
educational group tour company. With a focus on business 
development, he drove revenue for the company during his 
eight-year role.

 PEOPLE•

NEW SALES MANAGER FOR TRAFALGAR
Kelsey Wormstone has joined Trafalgar 
Canada as the new sales manager for Ottawa 
and northern/eastern Ontario. Wormstone 
worked several years as a travel agent for 
Flight Centre and most recently, worked for 

Scenic Tours in the U.K. She recently moved back to Ottawa after 
living in Manchester, England for two and a half years, in which 
time she crossed 19 countries off her bucket list. In her new role, 
Wormstone will be responsible for overseeing sales, as well as 
nurturing relationships with agents and agencies in her assigned 
regions for Trafalgar Canada. Wormstone can be reached at 
kelsey.wormstone@trafalgartours.com or via telephone at 1-866-
666-1423 ext. 7611.

 HOTELS• 

SECOND SANDALS SET TO  
OPEN IN BARBADOS
A second Sandals Resorts property in 
Barbados is set to open, and will be named 
Sandals Royal Barbados. This all-suite 
resort is now available to book for stays 
beginning Dec. 20, 2017. The new, stand-
alone resort was originally conceived 
as an expansion of the nearby Sandals 
Barbados, however, according to Sandals 
Chairman Gordon “Butch” Stewart, “After 
reviewing the scope of the project, we felt 
that expanding may compromise intimacy, 
essential to a romantic setting, and possibly 
service standards, so we established a 
management team dedicated exclusively 
to Sandals Royal Barbados and designed 
the new resort to complement Sandals 
Barbados, where in Sandals’ style, guests 
may ‘stay at one, but play at two.’” Sandals 
Royal Barbados will offer 222 rooms, which 
will all be concierge and butler-level suites, 
including the brand’s signature Rondovals, 
Millionaire Butler Suites and Skypool 
Suites. All will include private Rolls Royce 
transfers to and from the airport, along with 
an extensive Crystal Lagoon pool complex 
with Swim-Up Suites.

 HOTELS• 

STARWOOD RECOGNIZED WITH  
GAY TRAVEL AWARD
Starwood Hotels & Resorts in Hawaii has 
been named Hotel Collection of the Year 
by GayTravel.com, a trusted resource for 
LGBT travellers across the globe. This is 
the inaugural year for the awards, which 
recognize global travel and hospitality 
providers that exemplify the spirit of 
inclusiveness, as well as innovators that 
constantly improve their amenities and 
service levels for the LGBT community. 
GayTravel.com editors, gurus and travel 
experts visited and experienced all 11 
Hawaiian properties, and say that “the 
spirit of inclusiveness and aloha was 
evident across each and every one.” A 
twelfth Starwood property is set to open 
in Hawaii, specifically The Westin Nanea 
Ocean Villas, situated on Maui’s famed 
Kaanapali Beach.
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In a world of online travel agencies, direct bookings and Airbnb 
leaching travellers from the retail trade, every dollar counts and 
maximizing the spend of clients is simply sound selling strategy. 
Indeed, some experts estimate that travel sellers leave as much as 
30 per cent on the table by not offering clients a higher seat, cabin 
or package category, or any number of add-ons, from travel insur-
ance to a session at the spa. And that doesn’t even take into account 
core values like selling a higher-priced destination or supplier.

“I think upselling is taught at every travel school and by every 
supplier, and expected by every manager,” says Mark Crone, 
president of Uniglobe Plus Travel Group, Mississauga, ON., who 
considers offering “the next trip up, the next-most expensive trip” 
and/or a preferred supplier as best practice.

Finnair’s Tommi Korhonen points out the obvious: “The higher 
you sell, the higher the commission; the higher class [you book], 
the more money you can make.” And, he adds, “The client is going 
to have a more comfortable experience, which allows agents to 
build a relationship with them.”

That’s to say, a higher class fare could limit or eliminate change 
fees, save money on baggage, give more loyalty points, a free meal, 
lounge access and more, creating significant value for a client.

“There’s all kinds of things when you start thinking about it,” 
Korhonen says. “You’re helping the client and getting a higher 
commission!”

Brent Carnegie of Ontario-based Canlink Travel, which 
represents a number of high-end resorts in the Caribbean, says, “As 
an agent, there are huge benefits to upselling. You’ll have a client 
who feels special and enjoys their holiday even more because of the 
little extras they’re experiencing…and you’ll make more money! 
Chances are they’ll come home raving about their experience and 
the suggestions you’ve made. After all, they don’t go on vacation 

everyday; why not make the most of it?” 
Indeed, by upselling the client, “They get more value for their 

money,” points out Rick McCauley, senior director of sales & 
marketing and M.I.C.E – Canada for the Barcelo Hotel Group. 
For example, Royal Level guests at Barcelo, Occidental and 
allegro brands have access to a private pool and special à la carte 
restaurant during their stay, while Premium Level clients have 
access to a dedicated lounge with breakfast, premium brand 
drinks, afternoon canapes, Internet access and a concierge service.

Both Premium and Royal Level guests also get the best located 
rooms, extra amenities in the room, free WiFi, and more.

“This is just not an upgrade but an experience for the 
consumer,” McCauley says.

THE BASICS
“If you don’t ask, you don’t get,” Uniglobe’s Crone reminds agents, 
while Korhonen adds, “Be helpful. It’s more than just selling a 
ticket.”

But travel execs also suggest setting the bar higher at the start; 
sell high and backtrack if necessary rather than the other way 
around.

“My line of thinking is, the front line should always be 
upselling and not go from mass to premium. Open the sale from 
the higher price point,” says Collette Canada president Doug 
Patterson. “Don’t assume clients want cheap; it’s a compliment and 
qualifying the client.”

How (and why)  
to upsell  
your client
It’s mostly, but not only, about the money…

“Do you want fries with that?” The upsell is as common as 
ordering a fast food burger, and has been around as long as 
buyers and sellers have been exchanging shekels for seashells 
by the seashore. But that doesn’t mean the process should be 
taken for granted, or forgotten, when it comes to travel. 
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Carnegie agrees: “Never assume a client is looking for the least 
expensive product out there. When selling, start with the upgrade: 
‘Shall I book you in Business Class?’ or, ‘The oceanfront rooms are 
fabulous, let’s take a look!’ You can always move down in price if 
the client feels that the product you’re offering is too expensive. 
Explain the benefits of paying a few dollars more for an ocean view 
room or a Business Class seat.” 

“While most consumers start out talking about price, it’s really 
about getting the best holiday and they will spend a bit more to get 
it,” Crone adds.

Here are just a few basic opportunities to consider:
�Class of airline (sked vs. charter), tour operator/tour class; hotel; 

cruise line
�Length of stay/extra night
�Fare/seat upgrade
�Room/cabin/car upgrade
�All-inclusive vs. standard hotel

TECHNIQUE
“Upsell is about ‘framing,’ creating a view in the mind of the 
consumer that they’d be better off with the better (more expensive) 
product,” Crone says. “On the package tour side, ‘For $100 more 
per person (or the price of a really good dinner out), you get the 
better beach and twice as many restaurant choices. You’ll have a 
better holiday.’” 

Goway business development manager Aubrey Schmidt says 

it’s simply a matter of “doing the math,” noting that comparing 
tours is not always comparing “apples to apples.” In fact, 
overselling a tour (for example, a value product) runs the risk of it 
not living-up to a client’s expectations, whether it’s hotel category, 
locale, meal quality or the number of included excursions offered. 
Instead, sell the value of the premium tour. “I ask flat out, ’Do you 
want to stay at the Taj?’” he says.

Sometimes the value may not be immediately apparent – such 
as if a tour company offers city centre hotels versus ones on the 
outskirts, which can save clients both time and money getting 
to must-see sights during free time; similarly, they may include 
more meals and entrance fees, such as the cost of ascending the 
Eiffel Tower or visiting the Vatican Museum in Rome. Though the 
upfront cost may be more, the overall cost may be the same, or less.

All of which is to say…

KNOW THE PRODUCT
Schmidt says agents must be prepared to pick apart the product 
they are selling and know where their clients will gain value, save 
money, or where they themselves can find opportunities to upsell 
the experience, such as suggesting a core add-on to an Australia/
New Zealand trip, like a stopover in the Cook Islands, Tahiti or Fiji.

Agents should also know what’s pre-bookable and what their 
clients are likely to encounter on tour, such as invariably being 
approached to take a helicopter ride at the Franz Joseph Glacier 
in New Zealand, which is “not cheap,” but eminently worth it in 
comparison to what already may be a $30,000 tour price package.

Or consider that tour leaders of some companies may be in line 
for their own commissions for steering group members to local 
excursion operators, to which Schmidt says, “The hell with that! 
They’re your clients, you should get the cash!

The solution?
“Know the product,” Schmidt says. “Absolutely!”

LOCK IN COMMISSIONS
Clients are going to do and buy stuff. Whether it’s eating, drinking, 
going to shows or buying theme park tickets, booking a session at 
the spa or going on a local tour or excursion, in most cases agents 
can pre-book the experience for clients and earn commission on 
them. 

Whether it’s effectively earning commission on the food and 
drink portion of an all-inclusive booking (versus clients  
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DON’T FORGET
There’s virtually no limit to the kind of things that can enhance a client’s trip 
package, from airport transfers to a pre- or post-cruise tour, all of which can 
significantly boost an agent’s overall compensation when added on or pre-
booked. Here are a few not to forget:

�Cruise line shore excursions
�Rental car (with toll packages where applicable)
�Rail tickets/passes
�Local tour packages; private tours
�City stopovers (airlines)
�Spa treatments
�Tickets: theme parks (including character breakfasts, front-of-the-line 

VIP passes, behind-the-scenes tour, onsite hotels that offer early park 
entry), theatre, concert, sports events/stadium tours, golf green fees and 
tee times, cultural passes (such as Royal Historic Palaces in the UK)

�Shopping mall excursions (yes, they exist in some places)
�Airport lounge passes
�Premium restaurants at all-inclusives
�Wine, Internet, spa packages on cruise ships
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paying out of pocket at a hotel) or simply adding on a trip compon-
ent or in-destination experience, agents can lock-in commission 
they would otherwise miss, and at the same time, provide a certain 
level of cost certainty ahead of time for their client.

INSURANCE
From trip cancellation to medical, one of travel’s most lucrative (yet 
neglected) add-ons is insurance. Debbie Robinson, senior manager 
of marketing and sales support for Allianz Global Assistance, offers 
some tips: 
Don’t be afraid to recommend travel insurance: i.e. “I strongly 
recommend travel insurance to protect your investment and well-
being.”
Get to know your travel insurance products as well as you know 
your clients so you can match product features and benefits.
Be prepared to handle objections.
Offering travel insurance shows you have the best interests of 
your client in mind, helps build relationships and is a good way to 
generate some additional revenue.

SPECIAL OCCASSIONS
Weddings, honeymoons, milestone anniversaries, birthdays, 
graduations, and other special occasions all create opportunities 
to increase group sizes and add-on amenities to any tour. Multi-
generation tours are a staple, not a trend, and have been known to 
ring up six-figure price tags.

As Goway’s Schmidt says, he practically insists that his 
honeymoon couples do a (pre-booked, commissionable) paddle-
up breakfast excursion in Tahiti, through a lagoon in front of lush, 
green volcanic peaks. “It’s a total Kodak moment that they’ll never 
get at home.”

VALUE
As much as you may want to upsell, Schmidt warns that with some 
clients, it just won’t happen. “There are a lot of times you just won’t 

break them. There are a lot of people who are not prepared to spend 
the money, they just have a magic number in their head.”

Nevertheless, just remember that “the key is value,”advises 
Canlink’s Carnegie. “No matter what the price, the client just needs 
to be assured that he/she is getting great value regardless of the 
price tag. This is no different whether they’re buying a $699 all-
inclusive or a $20,000 luxury getaway.”

“We regularly offer enhanced service to our clients, which, in 
many cases, turns out to be the most treasured memories of their 
vacation,” the former Conquest and ALBATours exec explains. 
“Maybe it’s a private helicopter transfer from the airport to St. 
Lucia’s Jade Mountain (resort) that offers spectacular views and cuts 
the transfer time from an hour to eight minutes, or the upgraded 
suite high on the hill at Hermitage Bay in Antigua that gives guests 
an unparalleled view of the one of the Caribbean’s most spectacular 
sunsets. These are the thing your clients will never forget. It’s money 
worth spending and they’ll be back.”

WHAT’S IN IT  FOR ME?
More commission, sure. But as Maureen Barnes-Smith, director 
of sales and marketing for Unique Vacations (Canada), which 
represents Sandals and Beaches Resorts, points out, there’s so much 
more: “Agents who upsell get more rewards from suppliers and are 
more known and recognized. That builds their own personal brand 
with suppliers and this normally transfers over to the clients they 
book.”

In summary, she says, “Upselling equals more satisfied guests, 
equals repeat guests, equals increased business.”

And there’s no better upsell than that. ❋

TRAFALGAR’S TRICKS OF THE TRADE
Wolf Paunic, president of Trafalgar Canada, spends considerable time 
coaching agents on how to sell his company’s tour product. “In the every-day 
sales routine, many retailers rely on a direct/rational approach, which yields 
limited and price-based opportunities,” he says. “Those closed questions 
– Where/when do you want to go? How much do you want to spend? – do 
not create a dialogue or opportunity to upsell based on emotional aspiration/
experience.”

Following is Trafalgar’s experiential-, not price-, based, five-step “emotional 
selling technique” for its sales managers to share with travel agent partners to 
help improve sales:

STEP 1 . Get to know the customer. Every person has a story to tell.  
Ask questions to uncover their story. Being interested in the customer 
builds trust. Each story has a past (What kind of trips have you done 
before?), present (What do you need from me?) and future (What does this 
next trip look like in your mind?).

STEP 2 . Check for basic needs (What can I help you with?  
How much research have you done already?). Enter the “where” question, 
i.e. Where are you thinking of travelling? What is your ideal holiday?

STEP 3 . Establish what the real emotional needs are and ask, “What 
does that mean to you?” If, for example, the answer is, “It just wastes so 
much time,” then proceed to…

STEP 4 . Position Trafalgar as a solution to the emotional need and test 
the reaction. “If I could tell you about a trip that would take away all that 
time wasting and still give you what you are looking for in the trip, would 
that be of interest to you?” If you get a positive response, the job of closing 
the sale becomes so much easier since the client is talking themselves 
into what you are suggesting because it is based on a very real, very 
precise need.

STEP 5 . Make the booking, take the deposit and get rich selling Trafalgar!

Q & A: HOW TO UPSELL WITH ADVENTURE CANADA
Matthew James Bradley-Swan, director of business development, weighs-in 
with upselling tips specific to Adventure Canada expeditions.

WHAT ARE THE UPSELL OPPORTUNITIES  
FOR ADVENTURE CANADA PRODUCT?
Cabin upgrades are the best opportunity to upsell Adventure Canada 
expeditions. Commission on upgrades start at $100 USD per person and go 
up from there based on the cabin category and expedition. With 10 different 
cabin categories, the Ocean Endeavour offers a wide range of options for 
your clients that include: family cabins, solo cabins (no single supplement), 
two-room cabins, cabins with two bathrooms, and interior/exterior cabins.

GIVE EXAMPLES OF POPULAR UPSELLS.
We find the upgrade from a category three (INTERIORTWIN, deck five) 
to category four (EXTERIORTWIN, deck four) an easy upsell. The primary 
reason for this is because guests can be upgraded from an interior to an 
exterior porthole window cabin. The other upgrade option that generates 
plenty of interest is the upgrade from a cabin category six (COMFORTTWIN, 
deck four) to a cabin category seven (SELECT TWIN, deck five), mainly 
because guests can enjoy a picture window with unobstructed view and a 
larger room. Another opportunity is with single travellers; we have a limited 
quantity of single cabins in various categories (3 to 7). This is an excellent 
way to upsell from the lead-in options. What’s more is that there are no 
single supplement fees for these cabins.
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O R  N O T  T O  D U KO R A L ?

T O  

DUKORAL® is a drinkable vaccine that may help you spend your vacation 
where you want – and not in the bathroom.

VALNEVA Canada Inc.
600-3535, Saint-Charles Blvd.
Kirkland (Montreal), Quebec  
H9H 5B9

© 2017 VALNEVA Canada Inc.
All trademarks used under license.

DUKORAL® is indicated for the prevention of and protection against cholera and diarrhea caused by enterotoxigenic Escherichia coli (ETEC)-producing heat-labile enterotoxin (LT) 
(either LT alone or both LT and heat stable enterotoxin (ST) together).
DUKORAL® does not treat ETEC diarrhea once it develops. Not everyone who gets vaccinated will be fully protected. DUKORAL® will only protect against cholera and LT-producing 
enterotoxigenic E. coli (ETEC). Therefore, precautions to avoid contaminated food or water should be taken. Allergic reactions and side effects such as abdominal pain, diarrhea, 
fever, nausea and vomiting may occur. Rehydration measures must be taken in case of diarrhea.

Visit dukoralcanada.com
for more information. 

ASK YOUR HEALTHCARE PROFESSIONAL ABOUT  BEFORE TRAVELLING

DUK_4556_Journal ad_7-75x10-5_E01.indd   1 2017-01-31   3:21 PM
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Compi led  by  Ter r i l yn  Kunopask i
COLLABORATIVE FEATURE

Why should travel agents be interested in selling this collection?
2017 is the UN Year of Sustainable Tourism for Development 
and more than ever, travel companies are taking a hard look at 
their role in selling travel. G Adventures has long been at the 
forefront of sustainable tourism, and animal welfare became a 
much bigger part of this mix in the last few years. Animal welfare 
is important to our customers and it is important to us. Working 
with third party animal welfare organizations allows us to 
strengthen industry practices to ensure all trips meet the criteria. 
In 2016, Dr. Jane Goodall publically endorsed G Adventures’ 
animal welfare policy, and each of the 20 wildlife trips in the Jane 
Goodall Collection by G Adventures has been endorsed by Dr. 
Goodall herself.

Who is the client for these specific trips?   
The trips within the Jane Goodall Collection fall under different 
G Adventures travel styles, including Classic, Yolo, Local Living, 
Active, Family, Marine and National Geographic Journeys. 
As such, different itineraries might appeal to different types 
of travellers. Travel agents should first qualify their clients 
to understand which travel style would work best for them, 
and then find out if they have an interest in wildlife, nature, 
or conservation, which will help identify a few Jane Goodall 
Collection trips that best suit the individual. 

Travellers who have a natural curiosity to see wildlife but 
in a manner that respects their freedom are the perfect 
fit for trips available with the Jane Goodall Collection 
by G Adventures. The specially curated itineraries, 
launched last September, offer a selection of 20 wildlife 
trips, all endorsed by renowned primatologist Dr. Jane 
Goodall. To better empower travel agents with the 
knowledge required to most effectively sell this unique 
product, CT Magazine spoke with Robyn James, brand 
manager at G Adventures, for her insider expertise.

What are some of the highlights travellers can find as part of the  
Jane Goodall Collection?
A few highlights that can be found in these itineraries include:
� Join expert guides to observe Madagascar’s famed and diverse 

lemurs, search for wild geckos, chameleons, birds and insects, 
take to the seas to spot migrating whales and dolphins, and 
swim in hidden blue canyon pools.  

�On a National Geographic Journeys with G Adventures tour, 
stop in at a turtle conservancy program co-founded by a 
National Geographic grantee, learn the art of tortilla-making in a 
local home, or soak in volcanic hot springs.

�Search for roaming polar bears, lounging seals, grazing reindeer, 
and colonies of birds aboard the G Expedition in the Arctic.

�Head into the wild of Uganda and Rwanda to look for chimps, 
gorillas, elephants, and hippos, while also gaining a deeper 
understanding of the history of the region.

Your guide to selling the  
Jane Goodall Collection  
by G Adventures
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TOP SALES T IPS FOR THE  
JANE GOODALL COLLECTION:
1. REINFORCE WHO THESE TRIPS ARE FOR:
Although the demographics of the customer will depend on what type of travel 
style they are interested in, these trip are for anyone interested in wildlife, nature or 
conservation.

2. DESCRIBE ACTUAL WILDLIFE EXPERIENCES: 
For example: “Imagine exploring Darwin’s playground in the Galapagos Islands by 
snorkeling with sea lions and other marine life, or observing marine iguanas and 
seabirds along the beach.”  

3. EXPLAIN G ADVENTURES’ STANCE ON ANIMAL WELFARE: 
G Adventures recognizes the importance of animal welfare to the tourism industry and 
believes it is an essential part of its commitment to responsible tourism and to making 
the world a better place. 

4. DESCRIBE JANE GOODALL’S INVOLVEMENT IN THE 
SELECTION OF THE JANE GOODALL COLLECTION:
All 20 trips in the Jane Goodall Collection have been personally endorsed by Jane 
Goodall. Dr. Goodall also supports the overall animal welfare approach used for all  
650 G Adventures tours. 

5. MENTION HOW THESE TRIPS GIVE BACK:
Travel agents should take pride in knowing that this collection of tours not only 
supports G Adventures’ community development initiatives worldwide, but travellers 
who take a Jane Goodall Collection trip are helping G Adventures to support the  
Jane Goodall Institute’s mission to protect wildlife and empower local communities.

EDUCATIONAL RESOURCES AVAILABLE
�Ongoing support and travel talks with G Adventures’ GPSs 

(Global Purpose Specialists) are available, as are flyers 
and materials to support agent sales.

�Visit gadventures.com/Sherpa to sign-up for  
upcoming webinars.©
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FYI: THE 20 TRIPS OF THE  
JANE GOODALL COLLECTION,  
ACCORDING TO TRIP STYLE, INCLUDE:

CLASSIC
�Botswana & Victoria Falls Adventure
�Highlights of Madagascar 
�Galapagos Island Hopping with Quito
�Highlights of Alaska 
�Experience Borneo 
�Culture & Wildlife of Uganda & Rwanda
�Mozambique, Kruger, and Swaziland Discovery

YOLO
�Galapagos Camping Adventure
�Uganda & Gorillas Overland
�Victoria Falls and Serengeti Adventure

LOCAL LIVING
�Local Living Ecuador: Amazon Jungle 

ACTIVE
�Costa Rica Kayaking Adventure 

FAMILY
�Family Land Galapagos

MARINE
�Amazon Riverboat Adventure
�Galapagos – Central, South & East Islands 
�Realm of the Polar Bear

NATIONAL GEOGRAPHIC JOURNEYS
�Kenya Safari Experience
�Tanzania Safari Experience
�Explore Costa Rica
�Canadian Polar Bear Experience

What are common questions your sales team is being asked about the 
Jane Goodall Collection? How do you respond?
Our sales teams are often asked questions about who Jane 
Goodall is, what her institute does, and whether funds from the 
Jane Goodall Collection trips are donated back to the Jane Gooall 
Institute. Here’s what you need to know to best respond:
�Jane Goodall is a world-renowned primatologist who is most 

famous for her work on chimpanzees that she started in 1960, 
at 26-years-old. She was equipped with a notepad, a pair of 
binoculars and a dream of living in Africa and observing wildlife 
firsthand. The research she started over 50 years ago has led 
to generations of new scientists contributing to the ongoing 
research of the world’s most famous chimpanzees, and helped 
promote the conservation of the now endangered chimpanzees.

�The Jane Goodall Insititute is a global non-profit organization 
focused on improving the understanding, welfare and 
conservation of great apes and their habitat through research, 
community-centred conservation and youth-led action projects.  

�Travellers who take a Jane Goodall Collection trip are helping  
G Adventures to support the Jane Goodall Insititute’s mission to 
protect wildlife and empower local communities.



The lowdown: 
Celebrity Cruises’  
All-Included
What is it, how you can sell it,  
and secrets to success from  
travel advisors

By Jenn i fe r  Prendergast
PRODUCT EDUCATION

In January, CT Magazine accompanied Celebrity Cruises’ Canadian 
sales team and more than 130 travel agents on the first-ever Jet Set 
FAM, designed specifically to familiarize agents with Celebrity’s 
special All-Included offering. This gives travellers the ability to 
purchase a cruise package that includes air, coach transfers to and 
from the cruise port, the cruise itself, as well as all beverages and 
gratuities – all paid in Canadian dollars.

YOUR CLIENTS CAN EXPERIENCE THE FOLLOWING:
�A chartered flight operated by First Air out of Hamilton, ON; 

London, ON; or Edmonton, AB; and into West Palm, FL. In 
Ontario, flying out of the smaller regional airports means the 
check-in and security processes are quick and as painless as a 
security screening can be. 
�An all-included experience that begins when passengers step on-

board the aircraft, with drinks and hot and cold breakfast options.  
CT’s note: Being on a flight that’s dedicated to an entire group going on 
the same trip is a blast! They’ll get to meet some of the fellow cruisers 
that they’ll be seeing onboard, which makes for a lively and exciting 
atmosphere.

�Like the departure, a comparatively quick customs procedure in 
West Palm (as opposed to the larger Miami or Fort Lauderdale 
airports). 
�Coach transfer from PBI to the Port Everglades cruise port. Only 

77 kilometers away, this straight shot down the highway will 
have your clients ready to embark on the Celebrity Solstice in no 
time.
�One-week cruise with the peace of mind that comes with not 

having to monitor a beverage tab and knowing that attendants 
and serving staff tips have already been taken care of. 
This product is unique to Canada and was developed by 

Celebrity’s sales team, which recognized that Canadians love all-
inclusive vacations and that a lack of all-inclusive cruising options 
is a major reason why people shy away from it. 

For years, most cruise companies have focused on drawing 
cruisers to their brand; but with this product, Celebrity made the 
decision to try something new – to develop a new pool of first-time 
cruisers. Rather than market existing product, they created the All-
Included program to appeal directly to those who know and love 
inclusive vacations.
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On the flight home, CT caught up with Brenda Yeomans, strategic 
market manager with Celebrity Cruises, to glean a bit more about this 
product, the reasons for its success, and some tips that you can use to 
present it to your prospects.

WHAT ARE THE CHARACTERISTICS OF THE IDEAL CLIENT?
40-60 years old
First-time cruisers, but who enjoy all-inclusive vacations on land
Looking for a luxury experience with good value
Enjoy a high-end food and wine experience but without stuffiness
They want luxury, but a fun luxury
They want a five-star premium product or are ready to upgrade to one
�People who are drawn to, and have an affinity for, the lifestyles 

eschewed by some of the brands they’ll find in the shops on board; 
refined, trendy yet classic, attentive to detail and modern luxury. Think 
Michael Kors, Tiffany, Kate Spade, etc.
�They may be people who haven’t travelled a lot and who appreciate 

the ease, and security, of being taken care of from start to finish 

WHAT IS CELEBRITY DOING TO CREATE AWARENESS  
OF THIS PRODUCT?
Celebrity actively markets to consumers in both traditional media and at 
food and wine events to educate potential new cruisers on the brand and 
the All-Included product. Celebrity’s call to action includes encouraging 
people to contact their travel professional.

HOW DO YOU RECOMMEND POSITIONING THIS PRODUCT?
Travel agents can position the All-Included option by highlighting the 
following features and advantages:
�One price all-in with payment in Canadian dollars makes it an easy 

alternative to all-inclusive resort vacations, with the added benefits 
that they can experience multiple destinations.
�They’ll be taken care of from start to finish, which means it’s worry-

free travel.
�All staterooms/categories are available to give them as much choice 

as they’d have at an all-inclusive resort.
The food and wine selections are consistently top-notch.
�For prospects who may be worried about things like timing, the 

chartered flight to bring them home is coordinated with the ship and 
with the coach service, so in the rare case of a delay in getting back to 
the airport, the flight isn’t leaving until the group is all onboard.

WHAT ADDITIONAL MARKETING/INCENTIVE SUPPORT IS  
CELEBRITY ABLE TO PROVIDE?
Celebrity’s Canadian sales team is always available and happy to work 
out incentives for repeat and referral business. In regards to repeat 
bookings, travel agents get credit/commission if their clients rebook 
while on board.

WHAT’S THE TYPICAL BOOKING WINDOW?
In 2017, this program was available in peak cruising season from Feb. 
4 through April 8. Most clients book four to six months out, though with 
limited space available on the flights, the sooner the better! Stay tuned 
for details of the 2018 season.

FROM TRAVEL AGENTS 
We also caught up with a few top-selling agents to seek out  
a few helpful tidbits from those in the field. Here are strategies  
to consider:

CINDY GODIN, EXPEDIA CRUISESHIPCENTRES OAKVILLE SOUTH, ON:
Always positions it as “a worry-free way to travel.”
�Points out that the value of the beverage package alone is about 

$1,200 per couple; when clients say they don’t drink, she asks 
them to think about any and all drinks they consume, including 
water, pop and juice.
�Almost always upsells to Aqua class, which includes breakfast 

and dinner in Blu restaurant; this means there’s no buffet or 
lining up, and there are no set dining times.
�Another easy upgrade is to Concierge Class, which gives the 

benefits of priority lines at check-in, priority tenders, a dedicated 
concierge desk on board and an exclusive pre-departure lounge.

ELIZABETH COOPER OF BLOWES TRAVEL AND CRUISE CENTRES, 
STRATFORD, ON:
�Always makes sure to point out that WiFi is included  

in the package.
�Stresses the ease and speed of travelling to and from  

smaller airports.

LISA METZGER, EXPEDIA CRUISESHIPCENTERS, KITCHENER, ON:
�Sees the product is ideal for a first-time cruiser who appreciates 

knowing that much of their upfront costs are covered and that 
there will be no surprises or upcharges along the way.
�Fits the bill for cruisers who prefer to fly in and out the same day 

of embarkation/disembarkation.
�Points out that, because the cruise line is running the whole 

package from start to finish, everything will be up to Celebrity 
standards.
�Does a side-by-side cost comparison of the package versus its 

individual components to illustrate that the prices are very 
comparable.
�Works with her BDM to promote the product and the flyers 

available on cruising power.
Always looks to add on a pre- or post-cruise stay in Florida. ❋



How to sell Canada’s North  
with Yukon Wild

By CT Sta f f
PRODUCT EDUCATION

To capture this audience and available 
as a resource for travel agents, Yukon Wild 
is a group of licensed, professional Yukon 
adventure travel companies offering pre-
mier guided, customized, and independent 
wilderness trips in the Yukon, Alaska and 
surrounding northern Canada. Through 
Yukon Wild, you connect to a range of 
different outdoor adventure activities, ex-
perienced guides, top lodgings, equipment, 
and amenities for the ultimate adventure 
vacation in Canada’s Yukon. 

“Visitors from around the world 
travel here each year to experience its 
vast wilderness, the wildlife, culture 
and unique place in Canada’s history,” 

When it comes to clients seeking exotic, bucket list experiences, travel agents 
might often recommend travelling abroad – Peru or Patagonia, for example. 
But Canada itself is chock full of its own incredible offerings, many of which 
await in the “true north” – specifically, the Yukon.

says Kalin Pallett, co-chair of the Yukon 
Wild Marketing Committee. “With the 
Canadian dollar being the currency and the 
safe nature of the destination, the Yukon 
provides adventurous travellers a bucket 
list destination for good value and the 
’wow‘ factor. It is unlike any other place in 
Canada.”

What do you need to know to get your 
Yukon sales off the ground? Here’s the 
lowdown:

THE BASICS
The Northern lights are seen from late 
August until April, offering flexibility to 
travellers as to the season in which they 
choose to view them.
Most operators offer gear (for free or 
rent, depending) for clients doing outdoor 
experiences, so there’s no need for clients to 
purchase or pack big bulky outdoor clothes.
The midnight sun means long days for 
touring and even golf tee times as late as 10 
p.m.! The longest day is June 21; as such, 
May, June and July are ideal for travellers to 
experience Yukon summer and spring.
Temperatures in the summer are warm 
and it is not unusual to have days reach 25 
degrees Celsius. With little wind and low 
rainfall, blue skies are the norm.
Yukon is an excellent add-on for guests 
visiting the Rockies or B.C. Many guests 
disembark and fly up from Edmonton 
directly after travelling on either VIA Rail 

or Rocky Mountaineer.  
Yukon is much more easily accessible 
and affordable than many other adventure 
destinations. As a Canadian destination, it 
is safe. The history and culture is part of the 
fabric of every experience. 

THE CLIENT
The Yukon appeals to those looking for 
extended trips that are once in a lifetime 
and allow them to experience locations 
and activities few ever will. They tend to 
be slightly more adventurous, like to go off 
the beaten path but also enjoy professional 
and guided trips; those who would visit the 
Yukon are the same travellers who would 
visit Machu Picchu, Patagonia and the great 
rivers of the world. Trips may include flights 
into remote destinations, glamping in yurts 
and wall tents, and meals cooked outside  
by guides. 
Travellers looking for soft adventure, 
wildlife viewing and escorted trips that allow 
them to see and experience wilderness in a 
safe and familiar way. These travellers are 
more likely to be interested in shorter itiner-
aries, staying in nice lodging with day trips 
to activities suited for any level of fitness.

GETTING THERE
There are four airlines with direct flights 
to Whitehorse: Air Canada, and Air North 
both year round, while WestJet and Condor 
are seasonal. Air North offers flights from 
Ottawa, Yellowknife, Calgary, Edmonton 
and Vancouver. Air Canada flies from 
Vancouver with up to three flights a day 
direct in summer. WestJet also flies from 
Vancouver in summer and Condor offers a 
direct flight from Frankfurt, Germany in the 
summer season.

Visit www.yukonwild.com for more 
information. ❋

TRUE OR FALSE?
FALSE. YUKON IS TOO FAR. 
TRUTH: Whitehorse, the capital, is only a 2.25-hour direct flight from Vancouver, Calgary and Edmonton.
FALSE. YUKON IS COLD. 
TRUTH: With long sunny summer days and a low rainfall, the Yukon is a great summer destination. In winter, 
clear blue skies and clear nights mean while it can get cold, the scenery is spectacular, the sun warm and the 
operators ensure guests have all the gear they need.

TOP EXPERIENCES
Northern lights viewing
Dog sledding
Multi-day river trips (rafting or paddling)
�Lodge-based vacations with day trips 

including hot springs, wildlife preserves and 
national parks
�Escorted van trips along iconic highways like 

The Alaska Highway, The Dempster Highway 
and the Top of the World Highway, including 
crossing the Arctic Circle and ice roads.
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CAN YOU SELL THE WORLD?
Goway challenges you to 
complete a Goway passport 
to receive a FREE FAM TRIP*

IT’S AS EASY AS 1, 2, 3
1: Book each of Goway’s 6 regions
2: Book a group to anywhere in the world 
    and you can apply it to ANY destination
3: Claim your free FAM TRIP

*Valid on land bookings deposited 1 April 2017 – 31 March 2018. To claim the free fam trip, agents must make one booking to 
each of the following regions: Africa & the Middle East; Asia; Australia & New Zealand; Central & South America; Europe; Idyllic 

Islands Worldwide. A Group booking is a “wild card” and can be used for ANY of the 6 destinations. FAM trip to be advised 
within 7 days of claim. Excludes taxes and fuel surcharges. CST#2016613-20. 

To receive your passport, contact your local Business Development Manager,
or download the form at gowayagent.com

BACK
FOR 

2017/18
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Compi led  by  Ter r i l yn  Kunopask i
COLLABORATIVE FEATURE

As the Europe booking season gets into swing, Alitalia is one option for transporting 
Canadian travellers across the Atlantic. The airline flies from Toronto to Rome between 
April and the end of October with a three-class Airbus A330 featuring Business Class, 
Premium Economy and Economy Class, and for those looking to go further afield, the 
airline serves 26 destinations in Italy and 68 international destinations from its hub  
at Fiumicino airport (FCO), as part of their Summer 2017 schedule.

What you need  
to know about 

UPSELL TIP: 
Travel agents booking clients in Economy Class 
should always check the availability in the 
Premium Economy cabin, as in many cases,the 
upsell from the mid-level economy fares can 
be marginal, though come with a considerable 
increase in comfort and space.  

ADDITIONAL BENEFITS TO BOOKING ALITALIA
As a member of the SkyTeam alliance and as an Etihad Airway Partner, members of Alitalia’s 
loyalty program MilleMiglia enjoy many benefits, including access to hundreds of lounges 
and reciprocal ‘earn and burn’ privileges on other partner airlines, spanning across 1,000 
destinations around the globe. In Canada, Alitalia is in a joint venture with Air France / KLM & 
Delta Airlines. Itineraries can include many combinations of routings using codeshare flights. 

For more information visit www.alitaliaagent.com. 

  QU ICK FACTS

 Alitalia flies from Toronto to Rome  
between April and the end of October  
with a three-class Airbus A330 featuring 
Business Class, Premium Economy and 
Economy Class.

�Alitalia is a member of the  
SkyTeam alliance.

 In 2016, Alitalia unveiled newly 
designed cabin interiors, a new in-flight 
entertainment system, new inflight 
amenities, an enhanced Italian dining 
experience, a new livery, and new  
uniforms for flight and ground crew.

 Guests travelling in Business Class enjoy 
seats that convert to the flat-bed position, 
Alitalia’s new “Dine Anytime” service, 
Bulgari amenity kits, and complimentary 
lounge access. 

 Premium Economy guests enjoy a separate, 
private cabin with 40 per cent more overall 
space than Economy Class. 

�WiFi connectivity and international roaming 
is available in all classes of travel, on 
select aircraft, at an additional cost.

Alitalia

B
eyond the connections, Alitalia’s 
service and onboard experience 
are elements travel agents should 
consider when booking flights, 

according to Justin Gosling, Alitalia’s 
country manager in Canada, who pointed 
out the airline’s partnership with some 
of Italy’s leading providers of luxury 
goods and purveyors of fine wines and 
foods. This allows travellers to indulge 
in a uniquely Italian experience from 
the moment they set foot on an Alitalia 
aircraft, he says, or, for those with lounge 
entitlement, from the moment they enter 
one of the new ultra-modern Casa Alitalia 
lounges. 

The “feel” of Alitalia is a strong selling 
point as well, Gosling says, as the airline 

welcomes travellers as “guests,” rather than 
“passengers” – an approach that is at the 
heart of the airline’s focus on hospitality; 
it starts with a welcome smile, recognizing 
that each guest has made a choice to fly 
with Alitalia. The goal? To acknowledge 
said choice, and to position the ’Best of 
Italy’ among the best in the world. 

And why should travel agents care?
The equation is simple, and no secret: 
When travel agents connect clients with 
great experiences and outstanding service 
throughout their journey, clients will 
develop a deeper understanding of the 
value their travel agent offers, which will 
result in a deeper loyalty, and in turn, 
repeat business and referrals.
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5
awesome 
ways to 
always be 
learning

 
Regardless of what role or industry 
you’re in, continual education is  
key to staying sharp and informed.  
How do you go about that?  
Here are a few ideas: 
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BUSINESS DEVELOPMENT
By Lauren McPhi l l ips

EXPAND YOUR DIGI  KNOWLEDGE  
AT BRAINSTATION
For those of you in select major cities 
across Canada, BrainStation is a haven 
for learning new skills in the digital 
sphere. From intensive courses on web 

development and digital marketing, to 
weekend sessions on UX and Lunch & 

Learns with local bosses, BrainStation has a lil’ 
something for everyone. I recently enrolled in the 10-week 
Intro to Web Development course so I would never have to 
pay someone to fix my site again. Hard? You bet. Worth it? 
Hell yeah. I can’t remember the last time I felt so confused. 
But that confusion was immediately followed by utter joy 
and satisfaction each time I figured out how to write a new 
piece of code. If you’re keen to know if BrainStation is right 
for you, head to one of their monthly Block Party nights to 
network and connect with other creatives in the community.

LEARN A NEW SKILL WITH SKILLSHARE
Oh Skillshare – how I love you. One 
of my favourite sites on the entire 
interwebs, Skillshare is a video-course 
platform that allows experts to teach 
their skills to thirsty members. The 

site currently has over 900 classes, with 
experts teaching anything from How To 

Brew An Amazing Cup of Coffee to Getting Started 
with E-mail Marketing to The First Steps of Hand Lettering. They 
offer plenty of free courses, which are great to give you an 
idea of the quality and structure, but also to get you hooked 
– because I guarantee if you’re as knowledge-hungry as me, 
you’ll be gettin’ that Premium membership ASAP ($96 USD 
for the year, which I think is totally worth it because you 
get unlimited courses and can download them for offline 
viewing).
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What are your tips for continuing education?  
Share them with us: terrilynk@mypassionmedia.com 
This piece originally appeared on  
www.thisrenegadelove.com/5-ways-always-learning/.
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DEBATE AND DISCUSS  
WITH A BOOK CLUB
Obviously one of the greatest things 
about book clubs is learning about 
what wine you love (because a book 

club without vino is just sad), but you 
can get so(oooo) much more out of these 

little social gatherings. Not only does joining 
a book club force you to take the time to relax and indulge in a 
new read, but it encourages discussions and debates on related 
topics, always offering up the opportunity to learn something 
new and gain fresh perspective. ❋

GO BACK TO SCHOOL WITH COURSERA
For those of you looking for legit, back-
to-school higher learning, Coursera 
is an online hub for college-level 
education. With free online courses 

from the likes of Yale, University of 
Pennsylvania, Stanford and more, you 

can learn anything from the History of the 
French Revolution to A Crash Course in Data Science. If you 
want to earn a certificate for taking the program, you may be 
required to pay a fee (usually quite nominal – around $60). 
Otherwise, it’s free to take the courses for pure enjoyment of 
learning (you masochist!).

INSPIRE CREATIVITY WITH TED TALKS
Whether you’re interested in attending 
TED events in your area or simply 
binge-watching TED Talks online (I 
can’t be the only one), these thought-

provoking presentations are a great 
way for you to expand your knowledge 

on topics you’re already interested in or 
even introduce you to things you previously knew nothing 
about. TED Talks are the perfect gateway to inspire creativity, 
provoke change and reignite your passion. To get you started, 
check out a few of my faves:

3 Ways to Speak English, Jamila Lyiscott

My Year of Saying Yes, Shonda Rimes

Do Schools Kills Creativity?, Ken Robinson

�Everything You Know About Addiction is Wrong,  
Johann Hari

$150Save per
person*

* Save $150 per person applicable for bookings made 02/01/17 - 07/31/17 on 
Canadian tours, specifi c dates departing 02/01/17 - 04/30/18. Offers are not 
valid on group or existing bookings, and not combinable with any other offer. 
Other restrictions may apply. Offer may be withdrawn at any time. Call for 
details. Travel Industry Council of Ontario Reg. #3206405; B.C. Reg. #23337

Join the celebration and save!

As we approach our 150th 
birthday, it’s a great time 
to stop, look around and 
remind your clients that 
Canada is AMAZING. Travel 
is a part of who we are and 
right here at home you will 
fi nd endless possibilities. 

For more information or to book contact 
your local Business Development Manager 
or call 800.468.5955

O f f e r  C o d e : CANADA150

cheers to
canada
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What is  
sustainable  
tourism  
anyway?

By Br i tney  Hope
IMPACT

of sustainable travel were obscured by 
volunteer travel, or “voluntourism,” where 
well-intentioned travellers could indulge 
their philanthropic tendencies along with 
their leisurely ones. 

Interestingly, sustainable tourism – 
often considered to be a niche sector by 
most industry professionals – has existed 
almost as long as mainstream travel itself. 
In the 1970s, it was referred to as “gentle” 
tourism, falling into step with a number 
of books which explored the potentially 
negative effects of mass tourism. The word 
“sustainable tourism” came into use in 
the 1980s, around the same time as early 
recognitions of ecological preservation and 
economic development. By the 1990s, it 
was a term used by UN agencies to aid in 
the discussion of everything from ethics in 
travel to the relationship between tourism 
and climate change.

More recently, sustainable tourism has 
been used in parallel with terms such as 
“purposeful” travel. A misguided few will 
even equate it with authentic or immersive 
tourism, in an aim to tie the popular 
travel styles to socially or environmentally 
conscious experiences when they are, in 

L
ast December, the United Nations 
declared 2017 as the International 
Year of Sustainable Tourism for 
Development.

Taleb Rifai, secretary-general 
for The United Nations World 

Tourism Organization (UNWTO), stated 
that the adoption of this theme “is a unique 
opportunity to advance the contribution 
of the tourism sector to the three pillars 
of sustainability – economic, social and 
environmental – while raising awareness 
of the true dimensions of a sector which is 
often undervalued.”

For some, this was a long-awaited 
recognition of tourism’s powerful bearing 
on the rest of the world. For others, 
it prompted the question: What does 
sustainable tourism even mean?

If you identify with the latter, you’ve 
likely heard the term used here and there 
over the years in relation to conservation 
and emerging destinations, but haven’t 
given it too much thought. You’ve 
probably noticed it being used more 
frequently in the last year or two, often 
by large travel companies promoting 
“responsible” new products and initiatives.

If you’ve really been paying attention, 
you will have also noticed that the 
definition of sustainable travel has 
fluctuated as it evolves. It has been equated 
with being green, eco-friendliness, and 
occasionally, cultural sensitivity, according 
to circumstance. At one thankfully short-
lived point, the burgeoning principles 

fact, distinctively different (although they 
can, admittedly, complement each other 
when done correctly – but I digress).

The UNWTO provides a more 
definitive definition, outlining sustainable 
tourism as: “Tourism that takes full 
account of its current and future 
economic, social and environmental 
impacts, addressing the needs of 
visitors, the industry, the environment 
and host communities.” 

Forehead still crinkling? Did you 
have to read that more than once? You’re 
not alone. Sustainable tourism enjoys 
its malleable identity in part because 
it’s a term that represents a complex set 
of issues. And like most complicated 
concepts, it’s tricky to sum this one up 
in a catchy phrase or buzzword without 
compromising its integrity.

But regardless of where or how 
it originated and evolved, the UN’s 
decision to dedicate an entire year to 
sustainable travel means that it is a sector 
of significance – perhaps more so than 
many of us ever realized.

It starts with the numbers. According 
to the UNWTO, 2015 saw approximately 
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1.2 billion international travellers, up from 
674 million travellers in 2000. That figure is 
expected to rise to 1.8 billion by 2030. Such 
growth will certainly influence the future 
health and longevity of our planet, and 
with tourism advancing so much and so 
quickly, world leaders and travel experts 
tend to agree that we too, as an industry, 
are at a critical turning point.

With that in mind, when you examine 
events in very recent years, it quickly 
becomes obvious that sustainable tourism 
has not only been growing steadily in 
importance as a driver of change and 
conservation throughout our trade; 
its evolution has been championed by 
travellers themselves. 

Recent operational developments, 
such as SeaWorld’s announcement to end 
its orca theatrics and TripAdvisor’s new 
policy against certain animal attractions, 
is a clear result of consumer preference. 
Films such as Blackfish and Blood Lions tug 
at the hearts of everyday travellers, and 
their jolted awareness spurs them to 
demand more from their choice products. 
Issues like overcrowding and waste 
mismanagement within destinations and 

their famed landmarks contradicts with 
romantic traveller expectations, prompting 
changes in their bucket lists – and thus, in 
industry priorities.

Indeed, more and more travellers are 
beginning to care where and how their 
adventures affect the world. And because 
the concept of sustainable travel has been 
historically challenging to define, con-
sumers invested in curbing their carbon 
footprint are unsure of where to look. What 
is LEED certification? Why is “voluntour-
ism” now considered a dirty word? How 
can one be sure that the money they spend 
in-destination is being put back into the 
community? 

All are common concerns among the 
socially conscious traveller, and rightfully 
so. When contributing to an industry that 
makes up 10 per cent of the world’s GDP, ac-
counts for one in 11 jobs globally and has the 
power to change the face of entire cultures, 
awareness of your impact is paramount. 
Unfortunately at the moment, it’s also woe-
fully difficult to feel confident about it.

So how does this all concern the modern 
travel advisor? Put simply, just as the 
intricate and ever-growing cruise sector 
demands professional expertise for busy 
travellers with particular tastes, this rise 
in global awareness presents a unique 
opportunity to make advisors even more 
essential to their customers.

With this column the singular aim is 
to provide you, our travel expert reader, 
with a reliable, educational insight into 
the expansive landscape of sustainable 
tourism. The IMPACT section will 
feature the latest products, trends and 
trade developments as well as Q&As 
and profiles with industry professionals, 
while respected organizations such 
as Sustainable Travel Network and 
UNWTO will serve as regular resources 
to ensure credibility – all so you can better 
serve your clients.

2017 will be a big year for us all. The 
travel industry is, by nature and neces-
sity, motivated to ensure that safe water 
and sanitation, sustainable agriculture, 
affordable and reliable energy, resilient en-
vironments, gender equality and cultural 
understanding are achieved everywhere. 

After all, when you consider the avail-
able inventory, protecting our industry’s 
merchandise is the only way to secure 
future success. ❋

DEFINE

According to the UNWTO,  
sustainable tourism is:

 

DISTINGUISH

According to the UN, the International 
Year will promote tourism’s role in the 
following five key areas:

 Inclusive and sustainable  
economic growth;

�Social inclusiveness, employment  
and poverty reduction;

�Resource efficiency, environmental 
protection and climate change;

�Cultural values, diversity  
and heritage; and

�Mutual understanding,  
peace and security.

DIGEST

READ: Overbooked, by Elizabeth Becker: 
Where many see only dazzling promise 
in the growth of the tourism industry, 
Becker’s frank and thorough examination 
of the evolution of travel and its impact 
on our world’s culture, conservation, 
and economics is the long-ignored - and 
sometimes deeply disturbing - perspective 
every travel expert needs.

LISTEN: Sustainable Travel with Geoff 
Bolan - Green Connections Radio: The 
CEO of Sustainable Travel International 
talks defining sustainable tourism, who 
sustainable travellers are, and what they 
want from their experiences.

REFERENCE: United Nations World 
Tourism Organization website:  
www2.unwto.org

“ Tourism that takes full account  
of its current and future economic, 
social and environmental impacts, 
addressing the needs of visitors,  
the industry, the environment and  
host communities.”
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1. LET THEM KNOW, L IKE AND TRUST YOU.
Are we too afraid to show our clients who 
we are? Do we dress the part and interact 
on a personal level to let our customers feel 
comfortable?

2. GIVE AWAY GOOD INFORMATION.
I have heard it said that if you give them your best, they will pay for 
the rest! Don’t be afraid to share your hot tips, or best luxury upgrade 
options. Your clients want to be “in the know” and will trust that you have 
more to offer when you provide trusted advice up front.

3. MAKE THEM WANT YOU AND VALUE YOUR SERVICE.
Know your market, offer great testimonials on your website, and be an 
expert in your field. List your awards, your travels, and even provide 
recent unique itineraries you’ve curated to get them excited about their 
options. 

4. WOW THEM.
Show up happy, interested, enthusiastic and prepared. I find that by 
working by appointment, you can be ready with great information prior 
to meeting that can up-level your client’s experience and maybe upsell 
what they thought they could receive in their destination.

5. FOLLOW-UP WITH THANKS.
A week after our meeting, I received a hand written “thank you” note 
from this agent. He knew we had a potential buyer, but he was open to a 
possible referral, or just building more trust for future dealings.

 

Do you ever step back and think about how you are being 
perceived by your potential buyers? I love interactions with other 
sales professionals to learn new techniques and to appreciate how 
I can grow to better service my treasured clients. The final lesson 
here? See yourselves as the experts that you are, and don’t be afraid 
to share what makes you so. ❋

W
e are just a few exciting weeks away from moving 
into our dream home, a lakefront house, which I have 
manifested since understanding this ability.

The process has been a few years in the making and 
I have enjoyed every step along the journey, as I can already see 
myself in the hot tub with my hubby, sipping wine under the stars. 
It is in this knowing and feeling and expecting that my life has 
miraculously unfolded so perfectly. Now that I understand how 
setting intentions works, I want everyone to see their potential.

We are now getting ready to sell our home farm, and we had a 
local real estate agent visit last week for an appraisal. Real estate is 
an industry easily comparable to that of travel, and I want to share 
some of the lessons that I was reminded of in our dealings with said 
agent.

When we contacted this gentleman, it was our intention to 
pay him for his time and insights. He arrived in a nice vehicle, 
professionally attired, and was sincere and friendly.  Even though 
we had grown-up and worked in the same circles, this was our first 
time meeting.

This character was so personable and enthusiastic, that it was not 
hard to get comfortable in his presence. He focused on the details; 
acreage, septic system, structure of the barns and out buildings, 
age of the furnace, etc. He was straight-up about things that could 
be updated and fixed to increase the value and the curb appeal 
to a prospective buyer. He was well-informed, and in less than 30 
minutes, he had us up-to-date on the market trends. He advised us 
on comparables in the area and told us two important things:  
”I sell all my houses by video – no open houses,” and, “I never use 
REDUCED signage; I sell quickly.”

This professional was selling himself, but he was doing it with 
such finesse that he made us want a piece of what he was doing.

After more friendly conversation and insightful suggestions, he 
left us with a hard cover booklet outlining his experience, detailing 
his representation and services as our advocate, laying out the risks 
of overpricing, breaking down the details regarding commissions, 
and with pages of testimonials from satisfied customers, plus 
other frequently asked questions. The booklet included checklists, 
important contact information and had pages for our own notes.

What this real estate agent had done, in very short order, was to 
make us know, like and trust him.

These are five of the top things as sales professionals that we 
can do to make a great first impression with our potential clients to 
cinch the deal:

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

MANIFEST WITH MARION

Lessons  
from our realtor
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Lessons  
from our realtor
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J U S T  T H E  R I G H T  A M O U N T

of  W R O N G
TM

Arrange the unpredictable  /  00 1 702 698 7060

COSMOPOLITANLASVEGAS.COM/TRAVEL     TRAVELAGENTS@COSMOPOLITANLASVEGAS.COM
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