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Terms & Conditions: Save 10% off per person. Offer is valid on trips departing in September and must be paid in full by June 
30, 2017. Deposit of $200 per person must be applied at time of booking. Not combinable with Trafalgar, custom groups or 
any other offers. Valid on new bookings only; subject to availability and may be withdrawn at any time without notice. Other 
conditions apply. Must mention promo code PPCSSEP17.

EXTRA 

10% 
BOOK BY 30  JUNE

SAVOUR SEPTEMBER & SAVE
In September the crowds have gone, the weather is mild, 

and you can enjoy plenty of free time to indulge in your interests.

Exceed your expectations, not your budget

For the month of June only, we’re o� ering an extra 10% OFF of our remaining 
September Europe and Britain tours.

Enter promo code PPCSSEP17 when booking to secure your savings.
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In the interest of addressing issues that are important to our readers, we wanted to 
survey you about travel agent-supplier relationships, so this month, I present you with a 
few questions: 

�Assuming you have your favourite suppliers, why have you chosen to work primarily with 
them and what do they do to maintain your business?

What attributes make a supplier a good partner to you as a travel agent?
�What does it take for a supplier to lose your business? Can you give an example of when 

this happened?
�What do you see to be the biggest challenges in travel agent-supplier relationships and 

why? What do you think the resolutions are?
�How much of your business would you say you book through Canadian tour operators 

vs. direct-to-supplier, or inbound tour operators?
If you’re open to sharing your thoughts, please send responses to terrilynk@

mypassionmedia.com. We won’t quote anything without your permission but would love to 
hear your insight. 

Thanks, as always, for your readership,

Terrilyn Kunopaski, Editor-in-chief
terrilynk@mypassionmedia.com
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INDUSTRY INSIDER

 AIRLINES•

WOW AIR ANNOUNCES NEW CANADIAN ROUTE TO TEL AVIV
Connections between Canada and Israel continue to expand, most 
recently with the addition of service from Iceland’s WOW air, 
which is offering four weekly flights from Montreal and Toronto 
to Tel Aviv, starting Sept. 12, 2017. The announcement comes as 
WOW comes up to its first anniversary in Canada. The airline is 
encouraging guests to take advantage of Wow Stopover, which 
includes a visit to Iceland for an unlimited amount of time before 
heading on to destinations in Europe and beyond. 

 AIRLINES•

FEDS PROPOSE AIR PASSENGER RIGHTS
With airline passenger rights in the spotlight after a series 
of high profile incidents, including the forcible removal of a 
U.S. doctor on an United Airlines flight, the government of 
Canada has introduced legislation designed to “provide a better 
experience for travellers…” While not yet specifically detailed, 
measures are expected to address overbooking practices by 
airlines, lost bags and delays – all the bane of the travelling 
public.

 After a year of consultation with consumers and 
stakeholders, the proposed Transportation Modernization 
Act (which also addresses Canada’s freight rail system) 
promises “transparency, system efficiency and fairness.” Key 
air measures include establishing new air passenger rights and 
liberalizing international ownership restrictions for Canadian 
air carriers to provide travellers with more choice through 
increased competition.

 “In a vast nation like Canada, Canadians rely on 
economically viable modes of transportation to travel... The 
time has come to modernize our policies and practices to 
provide a safer, more competitive and respectful system 
that can respond to modern conditions and to Canadians’ 
expectations,” said transport minister Marc Garneau. “When 
Canadians purchase an airline ticket, they expect the airline 
to provide the service that they paid for and to be treated 
with respect. When things don’t go the way they are planned, 
travellers deserve clear, transparent, fair and consistent 
compensation.”

 The so-called passenger bill of rights is expected to come 
into effect in 2019. - Michael Baginski 
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 CRUISE & TOUR•

FAIRMONT, VIA JOURNEY CELEBRATES CANADA 150
Two of the most iconic names in Canadian travel have 
combined to create a classic itinerary to celebrate this country’s 
150th birthday. The Great Canadian Railway Adventure is a 
20-day cross-country luxury train trip designed by VIA Rail 
Canada and Fairmont Hotels & Resorts departing weekly 
through Oct. 11, 2017.

During the journey from Vancouver to Quebec City, 
participants will see the best Canada has to offer while staying 
at landmark Fairmont hotels, including the Fairmont Hotel 
Vancouver, Fairmont Jasper Park Lodge in Alberta, Fairmont 
Winnipeg, Fairmont Royal York in Toronto, Fairmont Chateau 
Laurier in Ottawa, a choice of Fairmont The Queen Elizabeth 
(upon re-opening in June) or Sofitel Montreal Golden Mile in 
Montreal (a sister brand to Fairmont), and Fairmont Le Chateau 
Frontenac in Quebec City. Four nights are also spent on the 
train.

Guests can follow a pre-curated itinerary or create their 
own custom experience, with experiences such as strolling 
the beaches of English Bay or cycling through Stanley Park in 
Vancouver, attending performances in Winnipeg and visiting 
the CN Tower in Toronto, to touring the National Art Gallery 
in Ottawa, exploring the Notre-Dame Basilica in Montreal and 
taking in the majesty of Niagara Falls.

Of course, between stops, Canada’s changing landscape, 
from the Rockies to the farmhouses of rural Quebec will 
unfold. The price of The Great Canadian Railway Adventure 
starts at $11,988 per person, and includes a special VIA Rail 
commemorative bundle. - Michael Baginski 

 CRUISE & TOUR•

DISNEY CRUISE LINE EXPANDS 
In fall 2018, Disney Cruise Line will sail on new itineraries and 
to new ports, including first-time visits to Bermuda and Quebec 
City – both with multiple days to experience these destinations. 
In addition to the new itineraries from New York to Bermuda and 
Canada, three special sailings from New York will take guests to 
Walt Disney World and Disney’s private island in the Bahamas, 
Castaway Cay. Sailings from California, Texas and Florida round-
out the 2018 fall season. Bookings are now open. Details on 2018 
itineraries can be found on the ‘Ports and Itineraries for 2018’ page 
of disneycruise.com.

 CRUISE & TOUR•

ADVENTURE CANADA SETS SIGHTS ON 2018
Adventure Canada has released 
its 2018 Expeditions brochure, 
highlighting everything from 
trip dates and descriptions 
to pricing information, route 
maps, charter flight details, 
and important notes about 
exciting partnerships and 
programs. The 2018 brochure 
also takes a detailed look at 

each of the nine expeditions offered next year, including Arctic 
Safari, Newfoundland Circumnavigation, Greenland & Wild 
Labrador, Tanzania’s Great Migration Safari, two Northwest 
Passage sailings, a return of Scotland Slowly, and two new 
departures, Iceland Circumnavigation, and North Atlantic Saga: 
Scotland, the Faroe Islands, & Iceland. On every itinerary, local 
culturalists, recognized experts, best-selling authors, visionary 
artists, knowledgeable historians, and inspiring musicians 
will support the itinerary, all dedicated to making every trip 
an opportunity to fully engage with nature, culture, and one 
another.

To receive your copy of Adventure Canada’s  
Expeditions 2018 brochure, call 1.800.363.7566 or visit  
www.adventurecanada.com/brochures.

 AGENCIES & CONSORTIUMS•

VIRTUOSO SHARES FIVE SECRETS OF  
SUCCESS FOR ITS TOP 25 AGENCIES
Research by Virtuoso has uncovered the five factors shared by its 
top-producing agencies that can serve as a model for others to 
improve profitability, which was unveiled at its annual Symposium 
held this year in Vancouver, B.C., with 530 of luxury travel’s 
most prominent figures in attendance. The secrets of success for 
Virtuoso’s top 25 agencies are:
1. They engage in the luxury travel industry.
Ninety per cent of these agencies attend Virtuoso Forum and 
Symposium executive events, and 45 per cent have representatives 
serving on Virtuoso committees. Their advisors seek out 
opportunities to get involved in the industry, thereby raising their 
profile with partners, increasing their product knowledge and sales 
results, and furthering their career path.
2. They hire the right people and prioritize training.
Their advisors are twice as likely to use Virtuoso’s professional 
development offerings. In addition, these agencies bring 25 per 
cent of their advisor workforce to Virtuoso Travel Week, and 80 per 
cent of the agencies send at least one advisor to a Virtuoso Travel 
Week On-Tour event.
3. They are savvy marketers.
These agencies take full advantage of the array of marketing 
products available to them and use it to drive more sales. They 
have 48 per cent more clients opted in for Virtuoso marketing, 55 
per cent more clients receiving e-mail travel offers and 75 per cent 
more clients receiving the network’s magazine, Virtuoso Life. These 
agencies know that for clients who receive Virtuoso’s full suite of 
marketing vehicles, their annual travel spend is four times more 
per year than those who do not.
4. They have a strong digital presence.
Two-thirds of the advisors at top agencies display profiles on 
Virtuoso.com, which is 30 per cent higher than other agencies. 
Virtuoso.com receives more than 100,000 unique visitors per month 
and its advisor profiles display on a Google search, ensuring 
consumers can easily find these advisors. They also have nearly 
three times the number of client reviews displayed on the site as 
other agencies.
5. They sell Virtuoso preferred partners.
Seventy-three per cent of their leisure production is with preferred 
suppliers, showing the power of partnerships. Top agencies know 
that working with the high-caliber partners that Virtuoso has 
vetted and accepted into the network saves them time and money.
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Standing out  
from the crowd:  
How to choose &  
develop a specialization

To specialize or not to specialize? That is the question for many travel 
counsellors. In an age where consumers literally have the world at their 
fingertips via the Internet and can research and book their own choices, 
and the retail industry increasingly depends on anonymous websites and 
call centres to process the mass market, more and more agents – good 
ones – are choosing to stand apart and are carving out lucrative careers 
as experts in a particular field.

CAREER DEVELOPMENT
By Michae l  Bag insk i
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WHY SPECIALIZE?
Expertise: Clients prefer talking to 
someone who knows more about the 
product than they do; and more than the 
Internet! You will also be able to provide a 
better experience for your client through 
your knowledge. They’ll be happy, and 
you’ll have repeat customers and word-of-
mouth advocates.
Differentiation: Simply put, if you’re 
an expert, you have an advantage over 
someone who isn’t.
Competitive advantage: You can often use 
your contacts to cut out the “middle man” 
in order to negotiate a better package rate 
and overall pricing for your clients, creating 
more value.
Additional revenue: The ability to sell based 
on knowledge rather than price will lead to
higher-priced sales; and many clients are 
willing to pay for expertise and time saved 
on their own research.
Fulfilling a passion: While a choice to focus 
on a certain industry niche, destination or 
activity can be a smart business decision, 
the best jobs are often ones that are built 
around personal interests; and earning 
money to fulfill that passion is even better.

CHOOSING YOUR SPECIALTY
There’s no limit to what a travel seller can 
specialize in, but it’s best to pick from the 
heart, say experts. 

“The best tip I will give is to choose a 
place that you love and that you yourself 
will not hesitate to go back to a hundred 
times in your life, without being bored, 
ever! It needs to become a passion,” says 
Patricia Fargeon of Toronto-based tour 
operator Planet France.

Darlene St. Louis, UK product manager 
at Senior Discovery Tours (SDT), agrees, 
adding that many people may have the 
skills and knowledge to organize good 
tours in areas outside their specialty, but 
personal experience and natural interest 
will be innately lacking. 

“I have such an affection for my area that 
I want everyone who visits to take away 
the cherished memories, unforgettable 
experiences and make friends along the 
way – just as I have!” she says.

Of course, finding success through practi-
cality can be as good a reason as any to pick 
a particular niche. “Adventure travel is the 
fastest growing vertical in travel,” points 
out Aizaz Sheikh, Canadian marketing man-
ager for G Adventures. Similarly, the cruise 
industry is booming with new cutting edge 

Standing out  
from the crowd:  
How to choose &  
develop a specialization

ships and greater capacity continually com-
ing on to the market, plus approximately 23 
million people around the world setting sail 
in 2016.

OBSTACLES
The biggest obstacle to becoming a special-
ist is not recognizing the opportunity. The 
population of Canadians over the age of 65, 
for example, is expected to exceed six mil-
lion by 2021. That’s a lot of potential clients 
with the time, money and better health 
than ever to travel, hence an opportunity to 
cater to senior travellers. 

While cruising is clearly popular and the 
industry is expecting 10 per cent passenger 
growth in the next couple of years, Cruise 
Market Watch reports that, “All the cruise 
ships in the entire world filled at capacity 
all year long still only amount to less than 
half of the total number of visitors to Las 
Vegas.”

Agents wishing to specialize must also 
have the right mindset and be prepared to 
put in the effort. “It’s about commitment 
and being prepared to step out of your 
comfort zone and learn something new,” 
says G’s Sheikh.

DEVELOPING YOUR NICHE
Immerse yourself: “It is imperative for 
an agent to immerse themselves into the 
specialized area,” says SDT’s St. Louis, 
while Aida Vincelli, EVP of Tully Luxury 
Travel, adds that agents should know their 
destination or type of trip “like the back of 
your hand.”
Specialist programs: One of the best ways 
to do a deep dive into a particular niche 
is completing a specialist program offered 
by a destination or industry supplier. 
Many travel agency groups also offer 
their own training. Invariably available 
online, programs can be completed at the 
participant’s preferred pace and often offer 
various levels that can further enhance a 
graduate’s basic knowledge and, with luck, 
offer a FAM trip to boot. In recent years, 
there has been a proliferation of a specialist 
program aggregators, such as the ACTA 
Campus, which group and link many 
industry programs in one place.
Diversify: “Specializing in adventure 
travel doesn’t mean just specializing in 
adventure travel,” Sheikh says. “Agents are 
quite familiar with selling products such as 
sun, so adding specialization for adventure 
travel is just another string in the bow.”
Get specific: Lynda Falcone, travel trade 

COMMON 
SPECIAL IZAT IONS
There is no shortage of destinations, niches and 
activities in which to specialize. Here are just a 
few to consider:
�Destinations
�Cruise
�Weddings/Honeymoons/Romance
�Active/Adventure
�Families
�Seniors
�Students
�Millennials
�Meetings/Incentives
�Luxury/Spa
�Food/Wine
�Sports/Golf

development manager – Canada for Visit 
Britain, points out that agents can drill 
down beyond the obvious to “create 
itineraries that speak to clients’ passions.” 
For example, a Beatles tour in Liverpool, 
or Shakespeare and Harry Potter literary 
tours. Other unique possibilities in Britain: 
film and TV (“set jetting”), knitting, 
battlefields and Royals watching. “Some 
things work together, like golf and 
whiskey,” Falcone says. “The ideas are 
limitless!” 
Find clients: “Knowing your speciality 
is one thing, but where to go to find 
your customers is another,” says Tully 
Travel’s Vincelli. “You can be a heli-hiking 
specialist but you cannot go after a ‘cruise 
loving’ market base if that is not their 
interest. Researching and finding your 
market is extremely important.” Vincelli 
suggests targeting special interest groups, 
clubs, even postal codes to find potential 
clients. 
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RISKY BUSINESS?
While there are enormous benefits and 
advantages to specializing, there can be 
drawbacks too, notably having all one’s 
eggs in just one basket should something 
go wrong.

“There are risks involved in specializing 
in one thing or area,” Vincelli says. “For 
example, the specialist of Turkey might be 
suffering in the business of tourism at the 
moment.” 

Fargeon has been able to take that 
country’s recent troubles in stride. “I will 
say it is riskier now than before, where 
unfortunately anything can happen 
anywhere anytime, and when you are 
specialized in one destination it can 
be dangerous. But depending on the 
destination, it can be viable; Planet France 
opened in 1998 and we are still alive 
and well, selling only France and French 
Polynesia.”

COMMUNICATION
What good is a specialty if no one knows 
about it? Display your specialist certificate 
where clients and potential clients can 
see it, put the designation in your e-mail 
signature and on your business card. 

“Social media is great for that,” Fargeon 
says. “Share your experience with your 
clients, post pictures of the places you visit, 
recommend a restaurant, a museum, a 
special place. The more you communicate 

about the destination, the more people will 
want to go there.”

KEEPING IT  FRESH
 So, you’ve taken the leap, hung the 
certificate and you’re a specialist. It doesn’t 
end here. By nature of the designation, 
you’ve got to keep on top of your game, 
keep ahead of the competition. Here are 
some tricks of the trade:
Travel to your destination as often as pos-
sible. Says Fargeon: “You can learn so much 
with books, pictures, slide shows and mov-
ies, but your experience will never be com-
plete till you go to the destination, and live 
like the people there. You need to feel it.”
Attend industry trade shows and 
conferences, talk to suppliers and 
participate in webinars. Further, don’t be 
afraid to pick the brains of co-workers, 
industry colleagues, friends and clients. 
Return to your agent specialist program 
periodically for updates and new material, 
and stay in contact with the locals 
representing you so that you are always on 
top of anything new or changing.

“Never think that you know everything 
about your destination and you have no 
more to learn about it,” Fargeon says. “A 
country is like a person; it changes over the 
years. If you want to be a specialist in one 
destination, you have to be able to grow up 
with this destination, otherwise you will 
die before it.” ❋

Q&A WITH
Keith Lane, VP of Sales,  
North America, Celebrity Cruises

Why specia l ize  in  cruise?
We believe that agents should 
specialize in what they love to sell 
along with what fits their business 
model and expertise. Working with 
the right brand partner and having 
the proper training will position 
agents as the expert their client 
relies on and trusts, increasing the 
repeat ratio and profitability for 
the travel partner. The right brand 
partner is instrumental to success. 
Guests who return from their cruise 
vacation satisfied will have booked 
another cruise onboard as is the 
case with Celebrity Cruises’ Future 
Cruise onboard booking program. 

Is  i t  a  compet i t ive  advantage?
Yes, a travel partner’s understanding 
of how to sell cruise will ensure 
their client gets the best value 
and experience. The competitive 
advantage in selling Celebrity Cruises 
is in our pricing strategy called Go 
Big, Go Better, Go Best. This allows 
the client, via the travel partner, 
to choose from our all-inclusive 
amenities (beverage package, 
unlimited WiFi, gratuities, etc.) built 
into the cost of the cruise; therefore, 
the travel partner makes more 
commission selling our brand. 

“I f  you want  to  be a  specia l is t  in  
one dest inat ion, you have to  be able  

to  grow up with  th is  dest inat ion”
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Celebrity Cruises Solstice in Tracy Arm, Alaska
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A beautiful celebration of unity. 
And diversity.

Man. Woman. Gay. Straight. Or undecided. Whoever 
you are, wherever you’re from, Key West has always 
been a place where people can come together to 
celebrate their differences. 

fl a-keys.com/gaykeywest  305.294.4603



By Br i tney  Hope
PRODUCT EDUCATION

It’s no secret that tourism is constantly evolving as an 
industry, accounting for one in every 11 jobs in the world. 
And yet, there are still areas within this enormous industry 
that are only just beginning to blossom. The LGBTQ+ 
travel market, while by no means new, is one such sector 
that has experienced significant growth in recent years. 
According to the UNWTO’s Second Global Report on LGBT 
Tourism 2017, as travel becomes more experientially-
focused, so too are LGBTQ+ travellers searching for more 
fulfilling travel specific to their individual interests and 
personalities.

As such, the LGBTQ+ market (long considered to be 
made up of wealthy, childless professionals) is becoming 
increasingly complex. Today, it presents an opportunity 
for advisors to provide customized itineraries, book large 
group packages, and create new, specialized services to 
cater to a burgeoning sector that is becoming bolder and 
travelling more, and has no intention of slowing down.

We spoke to some of Canada’s top LGBTQ+ travel 
specialists for their insights on this flourishing market:

Understanding the 
LGBTQ+ traveller

Many believe the LGBTQ+ community 
only wants to travel with [other 
LGBTQ+ people] and want a party 
atmosphere. In fact, they are looking 
for what most mainstream travellers are 
looking for.
These days, more and more of our 
clients want a vacation that is more of a life 
experience. Many still like to lay on the beach, but they’re also 
looking at Machu Picchu, The Galápagos Islands, river cruises, 
culinary tours, yoga retreats – transformational trips.
LGBTQ+ travellers tend to book online a lot, mostly because 
they want to remain anonymous. They may be just coming out or 
they may be transitioning, and feel it is safer to book online. It’s 
important to maintain a safe and welcoming environment where 
clients can come in and chat about their travel needs.

LYNNE & LINDA’S TOP TRENDS
New York, Las Vegas, Fort Lauderdale, Berlin, 
Paris: Those will always be popular amongst 
the LGBTQ+ community, but we’re seeing 
more travel to South America, Thailand and, 
of course, different parts of Europe.

LINDA R. BURNDORFER, Pres ident 
LYNNE ROBIDOUX BURNDORFER, Owner

Out ’n  About  Trave l  Inc .
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These interviews have been edited for brevity and clarity.

TAKE 5 
WITH ANGUS PRAUGHT 

Pres ident , Gayvan.com Trave l  Market ing

What  is  the key to  se l l ing LGBTQ+ travel  products 
successful ly?
There are many players in this market these days, so you need to 
be visible in the community. A consistent presence in LGBTQ+ 
media and support for LGBTQ+ events or non-profit organizations, 
developed over a number of years, is key to demonstrating 
genuine interest. Staff education is also a key component when 
looking to work with LGBTQ+ clients, as is knowledge about the 
political and social situation in specific destinations with regards to 
LGBTQ+ rights. Also, familiarity with genuinely LGBTQ+ friendly 
accommodation is helpful, and there are educational programs 
available to hotels, such as TAG Approved, and Out Now  
Business Class.

What  are  common misconcept ions about  th is  market? 
One common misconception is that LGBTQ+ travellers are all 
high-end. Yes, there are many upscale single professionals as well 
as couples with double incomes and no kids, but there is also a 
wide range of age groups and income levels. There are also many 
LGBTQ+ travellers who do have children, and may be looking for 
different experiences than the single male, for example. LGBTQ+ 
travellers come in all shapes, sizes, ages and ethnicities, and have a 
very diverse range of interests.

What  are  examples of  unique buying behaviours  or  serv ice 
expectat ions that  def ine LGBTQ+ travel lers?
Many consumers in this market will travel in the low and shoulder 
seasons, and take more trips per year than average. Others will 
travel annually for specific events, such as for Pride celebrations, 
film festivals, conferences, etc. Overall, this clientele expects their 
advisor to understand LGBTQ+ community infrastructure, events, 
or activities in a destination, or to be able to recommend emerging 
destinations and new events.

Is  there  any part icular  dr iver  for  growth in  th is  market?
Legalization of same-sex marriage has had a significant impact 
on travel and travel decisions, especially in recent years. When 
Ontario and B.C. became the first jurisdictions in Canada to 
legalize in 2003, there was a sudden rush of international visitors 
wishing to tie the knot legally, as they could not yet do it at home. 
This has evolved over the years, with many more destinations now 
offering legal marriage, including the U.S.

How has th is  speci f ic  t ravel  market  changed  
over  the last  10 years?
The sheer number of destinations now available to LGBTQ+ 
travellers has increased dramatically in the past 10 to 15 years.  
This includes increasingly more exotic or somewhat off-the-beaten-
path destinations, such as Vietnam, Cambodia, Peru, Uruguay, 
Florianopolis Brazil and Tahiti, to name a few. ❋ 

The LGBTQ+ community is fiercely 
loyal, which can be fantastic for 
already-established advisors but it 
can also make for a difficult road 
for those just starting out in the 
market. These consumers want to 
know that their advisor “gets” the 
unique expectations that come with 
being an LGBTQ+ traveller. This can mean 
navigating the oft-discussed bedding issue at check-in; 
knowing the location of the “gay neighbourhood” in any 
given destination, and having a good understanding of 
experiences which won’t present social, cultural or legal 
issues for travellers.
It’s important that agents looking to sell in this market are 
prepared to field as many diverse requests as they would 
receive in other segment of their business. The LGBTQ+ 
market is just as diverse as the “mainstream” market and 
their travel interests reflect that. Some travellers may be 
looking for a budget beach vacation in gay-friendly Puerto 
Vallarta, while others might want to take their kids on a 
glamorous African safari.
Always keep in mind: Word of mouth is incredibly import-
ant in the LGBTQ+ community. A great travel planning 
experience with a knowledgeable consultant is very likely 
to be shared with others through social media and through 
referral, while on the other side of the coin, a negative travel 
planning experience will also spread quickly. 

MILES’ TOP TRENDS
Events like Mardi Gras in Sydney, White Party in Palm Springs and 
Miami, Circuit Festival in Barcelona, as well as annual worldwide 
pride celebrations are always popular, and are a great opportunity for 
advisors to create specialized packages.

Lately, some previously quiet destinations appear to be emerging as 
popular LGBTQ+ travel hotspots:
Croatia • Greece • Israel • Chile • Argentina • Brazil

MILES MITCHINSON,  
Owner  & Adventure  D i rec tor

Detours  Trave l
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W
HEN IT COMES TO BRAND MESSAGING, THE  
Florida Keys and Key West has long positioned itself as a 
place of inclusivity and diversity, factors which contribute 
to its position as a top vacation spot for LGBTQ+ travel-

lers. In fact, executives at the Key West Business Guild report that an 
estimated 20 per cent or more of Key West’s annual visitors self-
identify as LGBTQ+.

“The residents of the Florida Keys & Key West embrace the ‘one 
human family’ philosophy, which is that all people are created 
equal,” Greg Tromba for the Florida Keys tourism office tells CT 
Magazine. “Although the LGBTQ+ community has made great strides 
in gaining acceptance around the world, we still have a long road 
ahead of us. With that said, LGBTQ+ travellers know that they can let 
their guard down, relax and feel free to be themselves in the Keys.”

Expanding on this idea, Tromba took some time to provide further 
insight on the Keys’ appeal to this niche market.

What makes the Florida Keys / Key West an LGBTQ+-friendly destination? 
Whether you enjoy mainstream or LGBTQ+ surroundings, 
you can feel comfortable here in the Keys. We have many 
special events and activities designed specifically for LGBTQ+ 
travellers throughout the year, including special theme weeks 
such as Womenfest, Key West Pride, Tropical Heat and even 
some events for naturalists if you are so inclined. LGBTQ+ 
water sports and sunset sails are so incredible in the Keys and 
also a wonderful way to meet other LGBTQ+ travellers. In 
the evenings, visitors can attend a drag show, dance at one of 
our LGBTQ+ clubs, enjoy karaoke with friends, or just take a 
quiet stroll on the beach under the stars. Whenever I attend 
an LGBTQ+ event and see such a large percentage of our 
straight population joining us, it reaffirms what a gay-friendly 
destination we truly are and the special relationships and 
unity that has been forged in our little slice of paradise. 

PRODUCT EDUCATION

Why the Florida Keys & Key West 
appeal to LGBTQ+ travellers
Aside from an inclusive environment, there’s plenty to see, do and enjoy

Aside from an inclusive environment, there’s plenty to see, do and enjoy
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Why should travel agents suggest the Keys for 
their LGBTQ+ clientele? 
I would suggest the Keys for its laid-
back island lifestyle, the extensive array 
of quality dining choices and vibrant 
nightlife. Visitors can enjoy our unique 
history and architecture by bike or foot 
and leave the stress of driving at home. 
Another very attractive attribute is the 
thriving arts and culture scene in the 
Florida Keys. We are home to the only 
living coral barrier reef in the continental 
United States. From snorkelling to scuba to 
paddle boarding to bike riding, the Florida 
Keys excels in its natural beauty and an 
abundance of activities whether on land 
or sea. 

Let’s talk accommodations.
We have a very wide range of 
accommodations ranging from budget to 
luxury. I think qualifying your client is 
key! It is important to assess the traveller’s 
vacation budget. Ask if they prefer an 
exclusively LGBTQ+ property or an 
all-welcome property. Inquire if they like 
hotels that are beachfront or is a pool more 
important. And last but not least, ask what 
they like to do while on vacation. Chances 
are very good that we can fulfill at least 
part of their wish list if not all here in the 
Florida Keys. 

What travel trends do you see with this market? 
We are seeing a lot more girlfriend and 
boyfriend getaways, where groups of 
friends come to Key West to celebrate 
special occasions such as birthdays and 
bachelor or bachelorette parties. I also see 
a shift in demographics, i.e. an increase 
in LGBTQ+ millennials staying at higher-
priced hotel properties (and not necessarily 
LGBTQ-exclusive). Week-long stays remain 
the norm in high season with shorter 
weekend trips in the summer months. 

What insider tips can you offer for travel advisors 
to pass on to their clients (special events, time to 
visit, things to do, etc.)?
Sometimes it can be so tempting to just 
lie on your lounge chair, relax by the 
pool, read, or work on your tan at one of 
our many LGBTQ+ and LGBT-friendly 
accommodations. However, there are so 
many amazing things to do and see in 
the Keys. I would suggest stopping by 
the Key West Business Guild & LGBTQ+ 
Visitors Center and speaking with one of 

its staff. They are the perfect resource for 
everything that is the Keys. You can ask for 
guidance on various locations, attractions, 
and activities that you find particularly 
interesting. Key West can be accessed by 
air, car, ferry or various South Florida 
airport shuttles. It’s always a good idea to 
explore your options and see which one is 
the best fit for your budget and schedule. 

What sales tips can you offer travel advisors as it 
relates to selling the Keys, and additionally, selling 
the Keys to LGBTQ+ travellers? 
I would mention the four reasons I moved 
to the Keys over 13 years ago:
�A vibrant gay-friendly community.
Year-round warm weather.
A beautiful tropical island setting with a 
dress code requirement of tank tops, shorts 
and a pair of flip-flops.
You can leave your car at home!
For more information, visit www.fla-
keys.com for real-time accommodations 
availability, detailed attractions info, 
webcams, a comprehensive and often-
updated calendar of events, and plenty 
of insider tips on how to plan the best 
vacation possible for your clients. ❋

GREG’S  
IN-DESTINATION 
GUIDE
Visit the Key 
West Butterfly & Nature 
Conservatory, the Tennessee Williams 
Key West Exhibit and the Ernest Hemingway 
Home & Museum. 
Popular water activities include snorkel and 
sunset trips on the Blu Q or Venus Charters. 
Paddle boarding in the backcountry has become 
a stand-out favourite in The Keys as well.
The Saturday pool party at the Bourbon St. 
Pub and the Sunday pool party at Island House 
Resort are well-attended daytime activities. In 
the evenings, find drag and cabaret shows at 
several LGBTQ+ establishments that make for a 
hilarious and sometimes outrageous night out. 
The Sunday Tea Dance at La Te Da is always a 
hit among LGBTQ+ travellers.
Popular male-only hotel properties include 
the Island House Resort, Equator Resort, and 
the New Orleans House guesthouse. Alexander’s 
Guesthouse is a very well acclaimed LGBTQ+ 
property that welcomes friends of the LGBTQ+ 
community. It is a great choice for your LGBTQ+ 
clients that would like to invite family or friends 
who are 18 and over to stay with them. 

ASK A  TRAVELLER
Andrew Hudson has been travelling to the Florida Keys & Key West 
for eight years and counting. Here, he tells us why:

1. Why do the Keys appeal to you? 
Key West and the Florida Keys give me a rare opportunity to “downshift” 
from my busy life at home. The minute I arrive, I begin to relax and 
enjoy the laid back pace. It’s an absolutely wonderful feeling and much 
needed. My partner and I often find ourselves saying to one another, “It’s 
time to go back to Key West,” when things get particularly hectic and busy 
at home. 

2. Why do the Keys appeal to LGBTQ+ travellers?
Key West and the Florida Keys is fundamentally a welcoming community 
with a small-town soul. It’s steeped in architecture, history, and one-of-a-
kind personality that begs to be explored. It’s a friendly, open place where 
it’s easy to make acquaintances and friends during your visit. It has a strong LGBTQ+ community that welcomes 
visitors and never disappoints in terms of entertainment and hospitality. It’s a place where you can do a lot or nothing 
at all, depending on your mood!

3. What are your top recommendations for LGBTQ+ travellers to see/do in the Keys?
Enjoy a night out on Duval street, grabbing dinner at any of the amazing restaurants that line the historic street, 
then off to any of the bars where you can meet new friends and catch up with old ones. I also recommend the Blu 
Q sand bar and snorkel trips, which is an amazing opportunity get off the islands and out into the natural waters 
that surround the Keys. Sunday brunch at Hot Tin Roof followed by happy hour and a pool party at Island House is 
always a great opportunity to enjoy drinks, the pool, and catching up on local happenings around town. I also highly 
recommend renting a bike at Eaton Street Bikes and going out to explore all corners of this small, easily-accessible 
town. I absolutely love hopping on my bike with friends, peddling around town, people watching, stopping for drinks, 
and seeing what’s new. Key West is my favourite place to ditch the car and explore by bike down the historic, tree-
lined streets. I also love biking over to the cemetery and watching the famous iguanas that live there. 
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Dominica 
boasts a different side  

to the Caribbean
There’s a reason they call it  

“The Nature Island”

A
S MORE CANADIANS SEEK UNIQUE  
vacation experiences with immersive cultural 
experiences and outdoor adventure, the Caribbean 
region is often overlooked. However, Dominica is 

increasing its efforts in the marketplace to share its story 
as “the nature island” – a destination that offers equal 
parts adventure and relaxation.

Often confused with the island of the Dominican 
Republic, make no mistake – these two islands share little 
in common. 

“We offer a completely different type of tourism 
experience,” says Lise Cuffy, marketing executive with 
the Discover Dominica Authority, noting first that it’s 
pronounced ‘Do-min-eek-a,’ not ‘Do-min-ika.’ “Dominica 
is immersed in nature and connected with a community 
that lives simply, focuses on the health and wealth of the 
land, and ensures the sea life is always cared; this is what 
draws interest, versus a more ‘sanitized’ approach to 
vacationing.

“Getting back to rugged roots and being unplugged 
is something that more and more people want to 
experience,” she adds.

Aware that there’s a lot for Canadian travel agents to 
learn about Dominica, Cuffy spoke with CT Magazine 
about the island and its offerings:

By CT Sta f f
COLLABORATIVE FEATURE
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WHAT SETS DOMINICA APART FROM  
OTHER CARIBBEAN DESTINATIONS? 
Dominica offers lush, breathtaking natural beauty that 
is unspoiled and uncrowded. The island is a haven for 
adventure travellers seeking a unique vacation consisting 
of hiking and adventure, cultural events/festivals, diving 
and water sports, whale/dolphin watching, canyoning 
adventures, plus dining and food specialties.
 
DESCRIBE THE IDEAL CLIENT/TYPE OF TRAVELLER  
WHO SHOULD VISIT  DOMINICA.
Travellers interested in Dominica would be those who 
enjoy and appreciate nature, adventure, culture and great 
underwater activities. It’s a destination for individuals who 
actively seek-out authentic experiences, personal growth and 
the possibility of the unknown, and who understand that in 
order to maintain physical, mental and spiritual wellness, 
they must be in contact with nature.
 
WHAT ARE TRAVEL HABITS OF TRAVELLERS TO DOMINICA? 
The overall average length of stay by Canadian visitors is 10.6 
days (2016), however leisure travellers in hotels and similar 
accommodation stay on average 7.88 days (2016). The average 
spend by visitors to Dominica is approximately US $150 per day.

WHAT ARE “MUST DO” ACTIVITIES IN DOMINICA? 
�Hike a Segment of the Waitukubuli National Trail
�Take a photo at the Emerald Pool
�Visit the majestic twin Trafalgar Falls
�Trek to the world’s second-largest boiling lake
�Snorkel in Champagne Pool
�Relax in one of our natural sulphur spas
�Take an Indian River boat ride
�Explore the historic Cabrits National Park
�Immerse yourself in the Kalinago experience
�Picnic on a black sand beach

WHAT EDUCATIONAL RESOURCES ARE AVAILABLE  
FOR TRAVEL ADVISORS INTERESTED IN LEARNING  
MORE ABOUT THE DESTINATION?
Dominica conducts webinar trainings, sales calls and online 
training programs to enable travel advisors to learn more 
about the destination. Travel advisors have the opportunity to 
take the Dominica course and become a Dominica Specialist 
or Dominica Master Specialist, and also win attractive 
prizes. Canadian agents can sign-up here:  
www.dominicaexpertscanada.com.

NEED TO KNOW
�Dominica is the only Caribbean destination with a 

walking trail that extends the length of the island. The 
Waitukubuli National Trail Dominica is 185 kilometers 
long and is divided into 14 contiguous segments that 
can take an experienced hiker nearly two weeks to 
complete in its entirety.

�Dominica is known as the Whale Watching Capital of the 
Caribbean and is the only country in the world where 
sperm whales reside year-round.

�For visitors with a passion for flora and fauna, the 
island is home to more than 170 bird species, more 
than 1,000 species of flowering plants, 74 identified 
species of orchids and 200 types of ferns.

��The Kalinago Indians are the last indigenous people of 
the Caribbean. Kalinago Barana Aute provides a unique 
experience to learn about and appreciate the customs, 
practices and heritage of the Kalinago (Carib) people.

�The Morne Trois Pitons National Park (a UNESCO 
World Heritage Site) has nearly 500 kilometers of 
footpaths, countless streams and waterfalls, and a well-
established national park system.

��Dominica’s Indian River, near Portsmouth, served as an 
exotic backdrop for filming portions of the Pirates of the 
Caribbean movie franchise.

�With a mountainous terrain and up to 300 inches of 
rainfall annually, Dominica boasts several majestic 
and breathtakingly beautiful waterfalls. The island’s 
abundance of fresh flowing water is fed by up to 300 
inches of rainfall annually to give credence to the 
legend of its 365 rivers.

�The island’s major annual events include: Carnival 
(February/March), Jazz ‘n Creole (May), Hike Fest (May), 
Dive Fest (July), World Creole Music Festival (October) 
and Independence Day (November).

SALES TIP
Interested in building your Dominica sales? Connect with yoga studios 
and outdoor groups in your neighbourhood, whose members’ interests 
align with those of visitors to Dominica.

LIAT flies to Dominica directly from Barbados, Antigua and San Juan. 
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Why Wait? Explore
‘The Nature Island’
with Buddy Dive!
www.buddydivedominica.com
Toll Free US/Canada: 1-866-GO-BUDDY

The island 
experience
Unsure where to  begin when i t  comes to  p lanning your  cl ients ’  
accommodat ions and act iv i t ies  whi le  in  Dominica? Here are  a  few ideas:

BUDDY DIVE DOMINICA 
Dominica is equally wild, undiscovered and untouched 
below water as it is above. For clients interested in 
diving, Buddy Dive is a padi five-star idc and universal 
referral dive centre, located on the premises of the 
fort young hotel. The capital city of roseau is only five 
minutes walking distance away with its many sites and 
attractions. Here’s what you need to know: 

�The Buddy Dive shop is located at the waterfront 
and is fully equipped with a retail and equipment 
rental centre, showers and rinse tanks to offer all the 
conveniences needed for a dive vacation. 

�The dive staff teaches a variety of courses in multiple 
languages, from common padi courses to specialty 
dive courses and kids diving. 

�Travellers can join-in on one of the daily departing two-
tank boat dives to explore the northern & southern dive 
sites, where knowledgeable staff guide the way. 

�With the island rated one of the world’s top 10 
dive locations, Dominica’s unique champagne reef 
provides a rare experience for divers and snorkellers. 
In shallow water – just five meters – volcanic vents 
spew forth hot water and bubbles creating the effect 
of diving in a giant glass of champagne.

�For non-divers or those looking to combine land and 
sea excursions, the activity desk can arrange various 
tours, from visiting waterfalls, hiking the rainforest, 
snorkelling, swimming in hot pools and much more. 

�Want to go whale watching? Join the Buddy Dive 
team for a whale watching trip by boat. 

�Buddy Dive offers packages that include 
accommodation, breakfast, airport transfer, marine 
park fees and the combination of diving and activities 
of your clients’ choice.

www.buddydivedominica.com 

DIVE DOMINICA
Dive Dominica is the first company to 
establish an organized, world-standard dive and whale 
watching operation in Dominica some 30-plus years 
ago. Its tours visit the island’s top dive sites in the 
Soufriere Scott’s Head Marine Reserve [SSMR]. What’s 
more?

�Situated on the southwest coast just a mile south of 
Dominica’s capital, Roseau, Dive Dominica is only a 
15-minute boat ride from the Reserve. 

�The volcanic forces that formed the island’s vertical 
topography continue uninterrupted in this area, 
creating vertical walls that drop from lava pinnacles, 
representatives say. Seahorses, frogfish and a 
plethora of macro creatures are the highlight for 
divers in Dominica, though naturally, there are turtles 
and larger fish as well. Snorkellers can accompany 
the divers on the dive boats, or opt for a special Dive 
Dominica snorkelling tour to Champagne Reef. 

�After a two-tank boat dive or snorkelling excursion, 
travellers still have afternoons free for topside 

adventures, such as a whale watching tour.
Dominica’s sheer underwater drop-offs create deep 
sheltered bays that provide feeding grounds for 
22 of the known 33 species of Cetaceans in the 
Caribbean. 

�Dive Dominica’s accommodation partners, Castle 
Comfort Lodge and The Evergreen Hotel, can advise 
guests on the best options for their interest and 
fitness levels and arrange guided land excursions. 

�Castle Comfort Lodge is a small, intimate Caribbean 
dive lodge located on the same property as Dive 
Dominica. The lodge has only 12 rooms, ideal for 
individuals, couples or small groups. A casual, 
waterfront restaurant and bar is also located on-site. 

�The Evergreen Hotel is a charming sea-front hotel 
located adjacent to Dive Dominica. Facilities include 
14 rooms plus one Ocean Side Hut, a waterfront 
restaurant and bar, fresh water swimming pool and 
conference room. 

www.divedominica.com
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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

DIVEDOMINICA.COM

FORT YOUNG HOTEL
The Fort Young Hotel is a three-star property located 
on the outskirts of Roseau, nestled at the edge of a cliff 
overlooking the Caribbean Sea. Built around the walls of 
an old 18th-century fort, many of the original features 
have been retained in the public areas of the property. 

�With 73 guest rooms, the property is suited for both 
business and leisure travellers, and specializes in 
hosting small meetings and orchestrating large group 
events. All rooms are fully air-conditioned, and all 
feature a terrace or balcony offering beautiful sea and 
sunset views. 

�Room categories include Fort, Oceanfront,  
Deluxe Oceanfront and Oceanfront Suite.

UPSELL TIP:  
�While the Fort Rooms offer the lowest price, upgrade 

your clients to the Ocean Front rooms for extra 
comfort and better sea views.

�Among the amenities and facilities, guests can enjoy: 
free Wifi throughout, an outdoor pool, jacuzzi, lending 
library, business centre and fitness centre. 

�Not to mention, the Fort Young is perfectly situated to 
go whale watching, hike through the rainforest, and 
see the waterfalls that stretch up behind the property. 
Activities and excursions are available on-site with 
Buddy Dive Dominica. 

www.fortyounghotel.com
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An insider’s look at  

Palladium  
Hotels & Resorts

Your guide to improving Palladium sales & product knowledge

E
ARLIER THIS YEAR, PALLADIUM HOTELS & 
Resorts announced plans to invest an additional 
$21 million in upgrading the guest experiences 
at its Grand Palladium and The Royal Suites by 
Palladium properties in the Dominican Republic, 
Jamaica and Mexico. Soon thereafter came a 

decision to implement a hotel management model in the 
Caribbean, Mexico, South America and Europe in addition 
to its current ownership model. 

The plan is to build upon the positive momentum and 
reputation throughout Palladium’s 12 all-inclusive hotels 
(located in Riviera Nayarit and Riviera Maya, Punta Cana 
and Montego Bay), which has been established thanks to 
its intimate suites, top-notch kids’ programs, world-class 
wellness and spa facilities, a variety of global cuisines and 
tranquil infinity pools.

So with all eyes on the ever-evolving hotel group, CT  
Magazine spoke with representatives of Palladium Hotels 
& Resorts to get a better sense of what travel agents should 
know to effectively sell the product. Here’s what we found out:

Compi led  by  Ter r i l yn  Kunopask i
COLLABORATIVE FEATURE
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THE CL IENT
Because of the diverse range of options within its resorts, 
Palladium Hotels & Resorts has positioned itself to appeal to 
various types of travellers. Among them:

DISCERNING ADULT TRAVELLERS:
�Adult travellers, whether travelling with friends or family, will 

enjoy The Royal Suites, which are the Palladium’s premium 
and exclusive adult-only establishments located within Grand 
Palladium Hotels & Resorts. Here, guests can enjoy the best of 
both worlds: the privacy and personalized attention of a small 
VIP resort in addition to unlimited access to the services that are 
available in the neighbouring resorts. 

�If there’s still a need to be plugged into reality, guests can  
utilize the resorts’ free WiFi throughout the resort. 

�Athletic enthusiasts can enjoy activities including  
volleyball, basketball, aerobics, archery and dance lessons; 
adventurers will enjoy scuba diving, snorkelling, kayaking, 
windsurfing and more. 

�All resorts offer nightly entertainment options, including live 
music in the lobbies and on the beach.

UPSELL TIP: Guests can enjoy various experiences at the 
Zentropía Palladium Spa & Wellness, with options for massage, a 
dry or wet sauna, vapour bath, eco-meditative cold bath or Jacuzzi. 
In addition, a selection of beauty treatments like manicures, make-
up services and hair treatments are also available.

FAMILIES
�All Grand Palladium Hotels & Resorts have tiered kids’ clubs 

(Baby, Mini and Junior Clubs) to cater to different age groups, 
with programs designed to be both fun and educational. Fun 
fact: Castillo del Pirata (Pirate’s Castle) at Grand Palladium 
Punta Cana Resort & Spa is one of the largest kids’ clubs in the 
Caribbean. What’s more is that the kids’ clubs are open until 11 
p.m. Not only does this mean young guests will be entertained, 
it allows for mom and dad to enjoy themselves independently as 
well.

�The five Raggs TV characters are on-site ambassadors, hosting 
Mini Club activities, poolside events, a disco party, breakfasts 
and a 50-minute live show spectacular called the Raggs Pirate 
Show, all part of the “Play at Palladium with Raggs” program. 
The interactive Raggs Pirate Show is performed once a week at 
all the Grand Palladium Hotels & Resorts’ on-site theatres.

�Family room categories with connecting rooms cater to family 
travellers and multi-generational groups. 

UPSELL TIP: Upgrade guests at Grand Palladium Bávaro Suites 
Resort & Spa to the Master Family Suites, which include amenities 
and services for families travelling with small children. This limits 
the number of items with which parents need to travel, and allows 
the experience to be tailored to each family’s needs. 

RESORT BREAKDOWN
What are the resorts and who is the primary market?

RIVIERA MAYA:
Grand Palladium Kantenah Resort & Spa – Families
Grand Palladium Colonial Resort & Spa – Families
Grand Palladium White Sand Resort & Spa – Families
Grand Palladium Riviera Resort & Spa (Will no longer exist as of July 1, 2017)
The Royal Suites Yucatan by Palladium – Adults-only

RIVIERA NAYARIT:
Grand Palladium Vallarta Resort & Spa – Families & Adults  
The Royal Suites Punta de Mita (Will no longer exist as of Dec. 20, 2017)

JAMAICA:
Grand Palladium Jamaica Resort & Spa – Families
Grand Palladium Lady Hamilton Resort & Spa – Families & Adults

DOMINICAN REPUBLIC:
Grand Palladium Bavaro Suites Resort & Spa – Families
Grand Palladium Palace Resort Spa & Casino – Families
Grand Palladium Punta Cana Resort & Spa – Families
The Royal Suites Turquesa by Palladium – Adults-only
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GROUPS & MICE:
�Premiere facilities are available to accommodate large corporate 

events and small business meetings. An expert team of 
coordinators throughout the Caribbean and Mexico help to 
ensure a successful and hassle-free event, no matter the size. 
Special events and incentive programs for groups can also be 
organized. 

UPSELL TIP: Palladium’s convention centre in the Punta Cana 
complex is designed with seven multi-purpose halls, with a 
total area of approximately 6,512 square feet and maximum 
theatre capacity for 500 people. The tropical gardens around the 
convention centre provide the perfect backdrop for a reception, 
gala dinner or wedding.

WEDDINGS & ROMANCE:
�Palladium offers a dedicated “Weddings by Palladium” website 

(www.PalladiumWeddings.com) and on-site wedding concierge 
for couples who wish to get married in the Caribbean or Mexico. 

�Working with New York City wedding planner, Karen Bussen, 
four packages are available to choose from, or clients might opt 
for “Simple Stunning Weddings,” which are custom-tailored to 
fit the unique needs and desires of couples. 

UPSELL TIP: Suggest your clients opt for the aforementioned 
Royal Suites by Palladium, thanks to their exclusive Cabaret 
Restaurant, beach clubs, lifestyle settings, and relaxed atmosphere. 
Butler service and 24-hour room service are also provided.

 

INSIDER SECRETS
�All resorts have real chapels for weddings.
�One of the world’s most famous surfing waves is right in front of the Grand 

Palladium Vallarta.
 The Grand Palladium hotels in Montego Bay have some of the best secluded 

beaches on the Island.
�The wildlife at Grand Palladium in the Riviera Maya is spectacular and diverse.
�The Zentropia Spas at Grand Palladium are amongst the best in North America.
 

PALLADIUM BY THE NUMBERS
�With some resorts spanning over 173 acres, there is plenty for guests to 

see and do. 
�Palladium’s largest resort is in Punta Cana, which has 2,000 guest 

rooms, eight pools, 15 dining experiences and 26 bars, yet by separating 
the resort into four different hotels, there is a sense of intimacy with 
access to a great deal of choice. 

�Five million dollars is being invested in improving food and beverage 
offerings, which will include upgrades in steak quality to use Angus and 
cowboy cuts, upgrades to the quality and presentation of food at the 
buffets, higher-quality liquors at all bars including Absolut, Stoli, Havana 
Rum, Bombay Sapphire, Courvoisier, Don Julio Blanco and Reposado, and 
better mini bar snacks.

�For staffing, Palladium Hotels & Resorts is increasing the number of staff 
by 13 per cent over 2016, which will total 8,243 staff at all 12 properties 
in the Caribbean and Mexico, which includes the Grand Palladium 
Resorts & Spas and The Royal Suites by Palladium.
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TAKE 5 
WITH JACQUES DEPAEP

Sales  & Market ing  Nor th  Amer ica , Pa l lad ium Hote l  Group

What  do t ravel  agents  need to  know about  Pal ladium in  order 
to  start  se l l ing the product  ef fect ive ly?
Well, to get started, I think travel agents should know:
�There’s something for everyone including a wide variety of accommodations, 

entertainment, cuisine and amenities.
There are different hotels within each resort offering different price points.
�The Royal Suites offer upscale adults-only hotels, with access to Grand Palladium 

hotels nearby for multi-generational group travel. Guests can enjoy adult-only 
sections at each destination. 

�Each hotel is allergy-friendly and offers special diet menus.
��Each hotel stresses ecologically responsible hospitality with  

immersion in local culture.
�Palladium is consistently improving facilities, guestrooms and restaurants in 

order to stay ahead of trends and be a leader in hotel quality and delivery while 
surpassing guest expectations.

�There is free WiFi throughout all the resorts and hotels.
�Palladium is a growing hotel chain with a young and dynamic management team 

eager to provide the best experience for guests.

What  are  your  top sales  t ips  for  Pal ladium propert ies?
Firstly, let your clients know that there’s something for everyone. Each property offers 
specialty programs such as wellness, water-based activities (SUP, Spa, Sports…), 
themed weddings and family programs. We also cater to guests of all ages and 
different types of travellers – again, whether it be families, couples, singles, etc. For 
parents travelling with children, lead with our exciting offerings within Kids Programs 
(two- to 17-years-old), with the added benefit that our Kids Clubs are open until 11 
p.m. Also notable is that all hotels and resorts are either recently renovated or offer 
completely new facilities; each property offers a wide and international variety of food 
options both in à la carte and buffet style restaurants at all resorts; and there are top 
shelf products, both in restaurants and bars, at The Royal Suites & Grand Palladium 
Hotels. 

What  d i f ferent iates  Pal ladium from other  a l l - inclusive 
opt ions in  the market?
Firstly, we have a young, energetic and inventive management team and we’re 
totally dedicated to hospitality in every sense of the word. PHG associates are always 
available to the travel agent community (BDMs, marketing, product, managers…) 
and to ensure client satisfaction, we are continually investing in product 
improvements and innovation. Finally, to appeal to a wide range of clientele, our 
various price options and room categories help close the sale regardless of budgets 
or traveller interests.

What  quest ions should t ravel  advisors  ask their  cl ients  to 
bet ter  determine their  f i t  for  the product?
Do you prefer an adults-only or family-friendly atmosphere?
Would you prefer to be closer to the lobby or the beach?
�When choosing a resort, what is your top priority: beach, pool, or room type?
�Is food and restaurant experience a priority?
�Do you prefer staying at a resort with a butler or concierge service?

Any f inal  points  for  t ravel  agents?
We encourage travel advisors to consider Palladium as your “go to” hotel for 
individuals, weddings, groups and events and contact your BDM with any questions. 
Palladium has the newest, best and most avant-garde developments within the 
existing portfolio of hotels and travel advisors should always be on the look-out for 
new existing hotels to open in the very near future. And if nothing else, when in 
doubt, call Palladium! We are dedicated to the travel agent community.

TRUE OR FALSE?

We asked Palladium what misconceptions  
travel advisors might have about the product. 

MISCONCEPTION: 
Palladium is a cheap and old/dated product.

REALITY:  
Palladium offers room categories at different price points  

and is continuously updating its product offerings.

MISCONCEPTION: 
Palladium properties are always under construction.

REALITY:  
Improvements are constantly being made to the product but 
Palladium Hotels & Resorts always ensures guests are not 

affected by construction by closing off all sections of hotels 
that will be affected, including all surrounding guestrooms.

MISCONCEPTION: 
Food options at all-inclusive hotels are limited and unhealthy. 

REALITY:  
Healthy options as well as special diet menus, even 

adventurous cuisine tastings, are available at each of 
Palladium’s buffets and à la carte restaurants.

MISCONCEPTION: 
Palladium is a group of large and impersonal properties.

REALITY:  
Palladium properties consist of separate hotels, each with 
a limited number of rooms, so guests at each hotel enjoy 

personalized attention with the added bonus of being able to 
eat, drink and play at all the public venues the resort offers.

For more information about Palladium’s loyalty program for agents, go 
to PalladiumConnect.com and sign up to receive “cash” rewards for 
every booking you make at PHG regardless of the channel you use.
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All you need to know  
about the Azores

WHO SHOULD GO?
The islands, which are designated as an 
autonomous region of Portugal, are ideal 
for those enthused by unique culture and 
traditions, gastronomy and nature. Active 
travellers, honeymooners, families, seniors 
and youngsters will all find plenty to do, 
in a safe and friendly environment where 
English is widely spoken. Canada also 
boasts a large diaspora from the islands, 
including second and third generation 
Canadians who return to visit relatives or 
discover their roots. 

WHEN TO GO?
The Azores boast a mild climate throughout 
the year. Temperatures rarely dip below 14 
degree Celsius in winter and average 22 
degrees Celsius in summer. The latter is the 
sunniest time of year.

Exotic, volcanic, lush, safe, quaint, and drenched in European charm, Portugal’s  
Azores archipelago is a set of nine islands in the north Atlantic Ocean approximately 
two-thirds of the way between Boston and Lisbon and 1,925 kilometers southeast  
of Newfoundland. And with direct, non-stop service by Azores Airlines from two 
Canadian gateways taking only five hours, the islands rival Iceland as the closest point 
in Europe to this country. Here’s a quick primer to get you going on selling the Azores:

WHAT TO DO
In addition to taking-in spectacular scenery 
and enjoying the local culture, there’s no 
shortage of things to do in the Azores:  
golfing, fishing, diving, paragliding, surf-
ing, canyoning, canoeing, kayaking, sailing, 
cycling and mountain biking, horseback 
riding, walking, bird and whale watch-
ing, swimming with dolphins, diving 
with sharks, and much more. Nine active 
volcanoes make the islands a hot spot for 
geo-tourism, and the associated hydro-
thermal resources have lent themselves 
to health and well-being activities since 
the 16th century. Gastronomic highlights 
include local products such as cheese, wine, 
tea and pineapple. 

WHERE TO STAY
Visitors can choose from a wide range of 
lodging, including three-, four- and five-
star hotels, as well as charming boutique 
properties, plus local and rural options 
away from the bustle of the urban centres.

By Michae l  Bag insk i
DESTINATION DIARY
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Official website: visitazores.com/en 
MICRO SITES: 
Scuba Diving: dive.visitazores.com/en  
�Meetings & Incentives:  

mi.visitazores.com/en  
Surf: surf.visitazores.com/en  
�Marinas:  

marines.visitazores.com/?lang=en  
Cruises: azorescruise.visitazores.com/en/  
Gastronomy: taste.visitazores.com/en  
Canyoning: cima.visitazores.com/en/  

DIGITAL BROCHURES  
(available for download): 
visitazores.com/en/kiosk 

UPSELLING TIP
With easy connections to Portugal,  

the Azores can make a perfect add-on  
to a holiday on mainland Europe.

HOW TO GET THERE
Azores Airlines flies direct from Canada 
to the Azores on both a year-round and 
seasonal basis. All flights are approximately 
five hours:
�Toronto to Ponta Delgada, São Miguel 

island – non-stop year-round
�Toronto to Terceira island – non-stop 

June to September
�Montreal to Ponta Delgada – non-stop 

June to September
�European connections are available 

through Lisbon. ❋
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WHAT ABOUT FAMILIES?

If your clients want to bring the kids along, Paradisus’ Family Concierge 
program is an exclusive section that was added to the Paradisus Varadero 
Resort in 2016, with 284 Junior Suites and Suites designed to impress 
families seeking the ultimate luxury in accommodations. Among those, 
40 rooms offer direct access to the pool and a private garden terrace. 
Three exclusive restaurants, not to mention exclusive bars and pools, 
are available to Family Concierge guests as well. A Baby Club and a Mini 
Club, in addition to a games room, are some of the features in place 
to ensure young guests will enjoy their holiday, while allowing parents 
to have their space as well. A specially-assigned Family Concierge is 
available to assist guests during their stay, tasked with coordinating the 
services and reservations required. 

Why Cuba’s Paradisus 
properties make for an  
ideal luxury getaway

By Ter r i l yn  Kunopask i
COLLABORATIVE FEATURE

Personalized service and upscale amenities paired with modern 
and luxurious accommodations will be more than enough to 
satisfy your clients who are simply seeking an escape

I
N A SOCIETY PLAGUED BY THE “BUSY EPIDEMIC” 
where people are challenged to find time to unplug and 
unwind, Canadians are seeking simple escapes in worry-free 
environments. Appealing to this demand, Meliá Cuba has 

launched a new campaign for its Paradisus properties based on 
the theme, “Where you want to be.” Positioning its three five-
star properties in Cuba (Paradisus Princesa del Mar, Paradisus 
Varadero and Paradisus Rio de Oro in Holguin) as the ultimate 
choice thanks to their upscale all-inclusive accommodations 
paired with top-notch dining and spa experiences, the campaign 
inspires travellers who are seeking a carefree vacation.

Here are a few reasons a Paradisus vacation might be just 
what the doctor ordered:
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ROYAL SERVICE (18+): 
Royal Service is an exclusive adults-only section at 
Paradisus properties. Designed with superior comfort 
and extra privacy, these exclusive “boutique hotels 
within the resorts” provide a unique travel experience. 
Elegant all-suite accommodations are enhanced by 
butler service, assuring your clients can bank on 
personalized attention that caters to their every want 
and need. Gourmet à la carte dining and exclusive 
facilities will ensure a truly upscale holiday. 

ACTIVITIES:
Whether on the golf course, underwater or on the 
beach, travellers will have plenty of ways to let off some 
steam…or do nothing at all. Golf is included for all 
Royal Service guests at the two Paradisus properties in 
Varadero, while diving is included (one immersion per 
day) regardless of which of the three properties your 
clients choose for their vacation. Beginner courses are 

available for first-time divers (travellers must be at 
least 14 years old in order to join the initiation 

course in the pool and 18 years old for 
immersions in the sea). With various coves, 
coral reefs, grottos and sunken ships – not 
to mention diverse sea life and warm, 
transparent waters – diving is a unique way 
to see a different side of Cuba.

WHAT ABOUT FAMILIES?

If your clients want to bring the kids along, Paradisus’ 
Family Concierge program is an exclusive section that was added to 
the Paradisus Varadero Resort in 2016, with 284 Junior Suites and 
Suites designed to impress families seeking the ultimate luxury in 
accommodations. Among those, 40 rooms offer direct access to the pool 
and a private garden terrace. Three exclusive restaurants, not to mention 
exclusive bars and pools, are available to Family Concierge guests as 
well. A Baby Club and a Mini Club, in addition to a games room, are some 
of the features in place to ensure young guests will enjoy their holiday, 
while allowing parents to have their space. A specially-assigned Family 
Concierge is available to assist guests during their stay, tasked with 
coordinating the services and reservations required. 

WANT TO CL INCH THE DEAL?
If your clients are on the fence about booking a Paradisus vacation, the 
summer Resort Credit promo could help close the deal. When booking a 
stay of seven nights or more (for vacations up until the end of October 
2017), clients will receive discount vouchers that they can exchange on 
selected items such as a room upgrade, treatments at the Yhi Spa, off-
menu drinks, private dinners and other services. For more information, 
visit meliacuba.com or contact its Canadian office at 1.866.SOL.MELIA.
In addition, travel advisors can benefit from the Meliá PRO rewards 
program: Accumulate points for your Meliá sales made through the 
Canadian tour operators (not applicable on group bookings) and earn free 
nights, discounts on personal reservations, and special services at Meliá 
Cuba properties.

YHI SPA: 
The Meliá Hotels International brand for well-being is 
named after the native goddess Yhi, who, according to 
legend, appeared in a world of darkness and filled it 
with light. Each Yhi Spa has been designed as a true oasis 
set in the midst of tropical gardens, meant to awaken the 
mind and revitalize the body. Its mission is to introduce 
a new sense of well-being and serene tranquility, topped 
off with exquisite attention to details. 

THE FOOD:
Paradisus is shattering stereotypes about food quality 
at Cuban resorts, offering an array of dining options 
prepared by international chefs. Clients will have no 
shortage of choice, including Cuban, Italian, French, 
Japanese and other global cuisines. ❋
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WHAT ARE SOME TIPS FOR REDUCING YOUR 
CLIENT’S IMPACT ON A DESTINATION?

Advise them to be mindful of where 
they are travelling and respecting the 
environment they are visiting. Suggest 
they get involved with local initiatives on 
the ground. – MARSH

Have your clients stay in locally-owned 
accommodations and try not to eat 
pre-packaged food, opting for local 
restaurants instead. Dining at local 
restaurants with locally sourced food 
reduces the energy it would take to 
eat imported food, gives back to the 
community, and is usually a healthier 
option. – WILSON & MONTGOMERY

Encourage clients to respect local 
culture, even it means conforming to 
traditional dress or customs they would 
find uncomfortable at home. Refuse to 
participate in programs or activities that 
interrupt the natural balance of nature 
(elephant riding, swimming with captive 
dolphins, bullfighting, etc). And, utilize 
local transportation; not only does it 
immerse you in local culture, taking 
trains and buses is less harmful than 
internal flights. – MANCHESTER

WHY IS TRAVELLING RESPONSIBLY 
IMPORTANT TO YOU AS A TRAVEL ADVISOR?

Travel creates bonds across countries and 
cultures and travelling responsibly shows 
respect and gratitude for the country and 
the people you are visiting. – MARSH

We’ve experienced everything from the 
amazing to the disturbing and have seen 
the impact (positive and negative) that 
tourism has on a place. It’s so important 
that people are sensitive to the impact 
they have on communities when they 
travel. – WILSON & MONTGOMERY

Travelling responsibly has the potential 
to empower local communities to nourish 
their own future generations, both socio-
economically and environmentally.  
– MANCHESTER

HOW DO YOU EDUCATE YOURSELF ON 
SUSTAINABLE TOURISM DEVELOPMENTS?

We have great local partners in 
each country that help keep us 
informed about sustainable tourism 
initiatives. The more you travel 
responsibly, they more you are 
introduced to different charities 
and organizations within each 
destination that will keep you 
informed on initiatives. – MARSH

We belong to the Adventure Travel 
Trade Association (ATTA), which 
often holds educational forums 
for travel professionals who focus 
on sustainable travel. We also 
partner with local operators in 
each destination who believe in 
supporting local communities and 
protecting our planet.  
– WILSON & MONTGOMERY

I follow a number of sustainable 
travel blogs like Greenglobaltravel.
com, Sustainabletravel.org and 
Travindy.com. I attend training 
sessions with sustainable travel 
brands like G Adventures, Intrepid 
Travel and World Expeditions. I also 
attend trade conferences to network 
and learn about new initiatives 
across the travel & tourism industry. 
– MANCHESTER

By Br i tney  Hope
IMPACT

Who better than travel advisors 

to lead the way in encouraging 

widespread sustainable tourism? 

We approached some of Canada’s 

top responsible travel-touting 

advisors to get the scoop on  

how they suggest sustainable 

choices to clients.

JORDANA MANCHESTER
Personal travel manager, 

Tripzter Travel

VICTORIA MARSH
Luxury travel planner, 

Trufflepig

NICOLA WILSON &  
KERI MONTGOMERY

Owner/Founder,  
Finisterra Travel

THE PANEL

Travel experts who sell sustainability 
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WHAT SUGGESTIONS DO YOU GIVE TO 
CLIENTS WHO ARE LOOKING TO MAKE A 
POSITIVE IMPACT WHEN THEY TRAVEL?

I always suggest clients research 
the destinations they are visiting 
beforehand, hire local guides, be 
mindful what they buy (locally, 
environmentally-friendly items), and to 
always ask before taking photographs. 
Also, bring your own water bottle!  
– MARSH

Having a positive impact on 
destinations you visit doesn’t 
necessarily have to be a huge 
commitment or require much effort. 
Start small and encourage your clients 
to learn a bit about where you are 
visiting – culture, history, language, etc..  
– WILSON & MONTGOMERY

READ: Sustainable Tourism on a Finite Planet, 
by Megan Epler Wood 
Epler’s book provides insight on how to lessen a traveller’s 
impact throughout their stay, from airline practices to hotel 
business models, preferred travel styles and everything 
in between.

LISTEN: Costing the Earth, BBC Radio 4
This free podcast examines our ever-changing relationship 
with the environment, covering topics such as the sinking 
Solomon Islands, heroines of the rainforest, and the dirty 
secrets of the cruise industry. Access all the episodes 
on BBC.co.uk.

WATCH: The Cove,  
directed by Louie Psihoyos
This game-changing, Oscar-winning documentary reveals 
the dark truths behind one of tourism’s longest-running 
and most lucrative attractions: swimming with dolphins.

WHAT ARE SOME OF YOUR FAVOURITE 
SUSTAINABLE DESTINATIONS OR ACTIVITIES 
WHEN LEADING GROUP TRIPS?

I think that Costa Rica has really set the 
bar high as a sustainable and eco-friendly 
destination. There are fantastic hotels that 
work with and hire community locals, 
and keep on-site vegetable gardens for 
their restaurants. I’ve been to some that 
even produce their own electricity and 
are completely self-sufficient – without 
sparing a single creature comfort. – MARSH

Peru is one of our favourite destinations 
anywhere in the world because we can 
lead groups with local guides, stay in 
eco-hotels, hike to ancient ruins, visit 
women’s weaving cooperatives, eat in 
local restaurants, and so much more.  
– WILSON & MONTGOMERY

DO CLIENTS EVER COMPLAIN ABOUT 
COST WHEN IT COMES TO CHOOSING A 
SUSTAINABLE TOURISM OPTION OVER A 
CHEAPER, MORE MAINSTREAM ALTERNATIVE?

Quite honestly, I haven’t had this 
problem. My clients like unique, off-
the-beaten-path travel and responsible 
tourism is part of that. They are usually 
searching for authentic interactions with 
local communities and are willing to take 
the extra steps to achieve this. – MARSH

Clients who are new to the idea of 
sustainable travel do sometimes suffer 
a bit of sticker shock. But it’s important 
to understand that the cost of an all-
inclusive beach holiday in Mexico is often 
incomparable with that of an eco-lodge in 
Costa Rica. Once I explain the actual costs 
of running a lodge sustainably, of sourcing 
of local food options, paying staff fair 
wages and using sustainable building 
materials, clients start to appreciate the 
big picture. – MANCHESTER

WHAT CHALLENGES DO YOU FACE WHEN 
IT COMES TO HELPING CLIENTS MAKE 
RESPONSIBLE TRAVEL CHOICES?

Although we do our best to educate our 
clients on the benefits of sustainable 
travel, we realize that the more 
sustainable route isn’t necessarily the 
least expensive. Sometimes the most 
economical choices can have the most 
detrimental effects on local communities. 
It’s hard for some people to find a balance 
of price and sustainable choices.  
– WILSON & MONTGOMERY

Some travellers don’t always know what 
to believe. Initially, the responsible travel 
industry sector was unregulated, so 
various airlines and tour operators went 
around making inaccurate claims about 
sustainability, which eroded the trust of 
travel consumers. Clients need to see how 
their sustainable choices are making a 
positive impact firsthand – often before 
they make their purchase. – MANCHESTER

DIGEST

Travel experts who sell sustainability 
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BREATHE. Take a few deep breathes to appreciate your health, your 
body, the clean air and the sunshine out your window.

GIVE THANKS. Be grateful that you can breathe; that you are alive; that 
you have great clients who need your service; that you get to work in 
such an exciting industry. You have so many things to appreciate, but 
start here and you will be amazed at all the miracles you find that you 
had not before taken the time to notice.

SET INTENTIONS. See your day unfolding seamlessly, your family 
healthy and happy, an uneventful drive to work, or a new group inquiry 
specific to your niche. You get to decide what you want to show up. Now 
pay attention to what does. All you have to do is set the intention.

SPEAK KIND WORDS OF AFFIRMATIONS INTO YOUR LIFE. ”I am 
abundant and healthy and “I love my clients,” or “I get paid for being 
me.” When you truly feel these words in your body, you attract good 
things into your life. My daily mantra is taken from The Big Leap by 
Gay Hendriks. “I expand in abundance, success and love every day, 
as I inspire those around me to do the same.” I have it posted on my 
computer and at work, and I breathe in this affirmation, as I repeat it 
confidently to myself. It is amazing how empowering these words can be. 

SMILE. Look in the mirror and smile. Appreciate what is being 
reflected back to you. Remember that you are on this earth to enjoy the 
journey. Your beauty comes from within, so take the time to value your 
uniqueness.

ALLOW. Go about your day but pay attention to the synchronicities. 
When you are more conscious of the signs, you will begin to see that the 
positive steps you set up in the morning will bring ease into your day.

It will be bigger and brighter than you imagined. ❋ 

W
hat I know for sure is that words have power.  
What we say to ourselves and what we say aloud shapes 
our realities and in recognizing this truth, we can change 
the dialogue and reflect on what we have brought into 

our lives.
Case in point: I was recently seeing one of my favourite groups 

off on a French river cruise. These awesome people have travelled 
to some truly amazing destinations and I am honoured to craft 
each new adventure for them. A number of years ago, I had booked 
a limo bus for their transport to the airport; a two-hour transfer 
marked the beginning of their holiday. Imagine my horror when 
I learned that the back latch to the luggage compartment came 
unhooked en route, and some of their belongings were left strewn 
down the highway. 

So, as I was seeing them off on their annual journey this time 
around, I appealed to the coach driver: “Please make sure that this 
door for the suitcases does not open!” Well, I received a text several 
hours later. The group had arrived safely to the departures terminal 
in Toronto, however, the door to the luggage compartment would 
not open!

What had I done?! I had meditated on this latch so intently, that 
it actually stuck closed – even when they needed it to open. Just 
another stark reminder that our words have power!

What are you saying to yourself each morning? Are your 
words creating a life you love? Are your words creating ease and 
abundance in your day? Are your words, “Thank you for this 
beautiful day,” “Thank you for the loyal and valued clients that I 
will assist today,” “Thank you for my good health and the ability to 
do work that I enjoy”?

Or, are you dragging your sorry self out of bed before you set 
any intentions? Are you begrudging the alarm, the weather, and 
the time constraints in your morning? Are you rushing to make 
lunches, get kids ready for school, checking e-mails, deadlines and 
demands?

I truly believe that a few small adjustments to your morning 
routine can change the way your day unfolds, and it starts with 
honouring yourself with your words. Give yourself just five 
minutes each day before your feet hit the ground to breathe, 
appreciate, set intentions and smile.

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

MANIFEST WITH MARION

You have the power
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the audience mumbled “famine.” But after the short presentation, I 
was hooked and mentally scribbling a new entry on my bucket list: 
Cradle of civilization, home of our ancestor, Lucy; nine UNESCO 
world heritage sites; the fascinating rock-hewn churches of Lalibela; 
epic landscapes and unexpected wildlife; birthplace of coffee; world 
class cuisine. Who knew Ethiopia was so amazing? 

I wanted – nay! – needed, to go there (like Ireland) to grasp it on 
a cellular level. Even if I never do, I had the moment, and in the 
basement of the Drake Hotel no less; this is why I’m in travel – that 
exotic Ethiopia exists and I might experience it.

And then there are the people – the travel industry truly 
spawns a special breed. Earlier that same week, I attended a 
retirement event for Frank LaFleche, face of the Jordan Tourism 
Board in Canada for almost 15 years and a long-time industry 
good guy. Friends and colleagues from the trade turned out to 
share memories, stories, tears and especially, smiles, such as when 
Malia Asfour, director of the JTB in North America, presented the 
guest of honour with a customized “Where’s Frank?” t-shirt. She 
explained that in her many years working with him, she had come 
to learn that, “You can never find Frank! Frank is never where 
he’s supposed to be.” She laughed, “Frank is usually at a bar 
somewhere!” Another moment. It was good to be alive, and living a 
travel industry life.

In trying to explain the rather abstract essence of this column and 
the underlying meaning of the Where’s Frank? t-shirt to my teenage 
son, how it underpins the intangible nature of the amazing travel 
industry we are all devoted to, Brendan pondered for a moment 
and eventually offered a simple but thoughtful reply: “Isn’t that 
where you usually are when you travel… in a bar?”

Every once in awhile, a moment of truth! ❋

E
very once in awhile,” the old Flintstones’ character Hot 
Lips Hannigan once memorably observed, “a moment of 
truth!” And while the perspicacity of the “old goat face,” 
as Wilma had called him, might date to a bygone time for 

those of us of a certain age, it’s an indelible piece of pop culture 
wisdom that still resonates in everyday life today. Like the timeless 
Jack Nicholson admonition, “You can’t handle the truth”; Monty 
Python’s plea to “Pray that there’s intelligent life somewhere up 
in space ‘cause there’s bugger all down here on Earth!”; and even 
Homer Simpson’s epiphany: “Ah, beer! The cause of, and the 
solution to, all of life’s problems!”

In a recent online column, I recalled how I was inspired to my 
current profession by the late travel writer Percy Rowe while on 
my inaugural FAM trip. But I didn’t mention how, on that same 
excursion, I also experienced my first travel “moment of truth” – a 
mere flicker of a larger truth that travel was what I simply had to do, 
not merely wanted to. 

I had been walking on a Florida beach under an exquisite blue 
sky, temperature ideal, soft breeze – a picture perfect moment that 
we’ve all experienced at some point. But the moment seemed more 
than that. Some might deem it a calling.

Over the years, this exhilarating sense of purpose has popped-up 
just enough times to balance out all the crazy days at the office, the 
deadlines, the deficit of intelligent life here on Earth… 

Certainly, a life travelling the world offers a backdrop more likely 
to produce such moments than a life in, say, accounting, but the 
moment is not always about the destination. Sometimes it’s simply 
the anticipation of travelling, or merely the possibility afforded by 
somewhere far away that is different from here. (I won’t go so far as 
to say that getting there is half the fun anymore).

As a youngster, I recall not being able to comprehend the 
existence of Ireland: a silly notion, perhaps, because intellectually 
I understood that the country existed – I could see it on TV; but I 
knew that I had to go there to truly recognize its reality for myself.

Recently, older and apparently little wiser, I had a similar 
sensation over Ethiopia as I watched an eye-opening video at 
a tourist board trade presentation in Toronto. Like most in the 
audience, I had never given too much thought to the African nation; 
indeed, when asked for a first impression of the country, most in 
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We make plans in advance. We attempt to orchestrate details. 
That’s not how this world works. Beauty lies in the unexpected. 
Awe strikes randomly. We won’t know when. All we know is where. 
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