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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
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Having worked in the travel industry for a few years now, 
I’ve seen hundreds of e-mails about specialist programs, 
inviting travel advisors to educate themselves and perhaps 

even earn a few extra perks along the way. I truly believe that 
education is power, and if there’s further incentive on top of 
learning something new, all the better. In the June issue of CT, 
we discussed how to choose and develop a specialization. 
This month, it’s all about why. We also have an insider’s look at 
Universal Orlando’s Volcano Bay, sales tips for destinations like  
St. Kitts and Las Vegas (as featured in the front of this magazine), 
and a great piece provided to us by Salesforce about why 
customer service is a part of every salesperson’s job — that means 
you! We invite you to enjoy the read and share your thoughts with 
us by e-mailing terrilynk@mypassionmedia.com.

Terrilyn Kunopaski, Editor-in-chief
terrilynk@mypassionmedia.com
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 CRUISE & TOUR•

NORWEGIAN FEELING FINE ABOUT WINE CRUISE SERIES
Norwegian Cruise Line has popped the cork on the remaining dates 
in its fall-winter Meet the Winemaker Cruises, in which guests on the 
Norwegian Escape and Norwegian Dawn have the rare opportun-
ity to wine and dine with “leaders and legends of the winemaking 
industry.”

Running from September 2017 through March 2018, guests aboard 
these select sailings will be able to engage with the wine makers and 
experts at a variety of enriching seminars and activities, open-forum 
question and answer sessions, and, of course, taste and purchase 
featured vintages. For an additional cost (US$59.95), passengers can 
also attend an exclusive dinner, hosted by a vintner or industry ex-
pert, that includes wine pairings for each of the five courses. For more 
information, visit ncl.com.

INDUSTRY INSIDER

 CRUISE & TOUR•

CELEBRITY EXPANDS ‘ALL-INCLUDED’  
CRUISE OPTIONS FOR CANADIANS
Once the domain of sun and fun resorts, Celebrity Cruises has taken 
to the concept of “all-included” vacations in recent years, and its 
packages have been so popular in Canada that the cruise line is 
expanding them significantly in 2018. Toronto, Calgary, Edmonton, 
Regina and Saskatoon are new gateways, joining Hamilton, London 
and Ottawa. Passengers can choose either the Celebrity Silhouette 
or Equinox, which sail eastern or western Caribbean itineraries on 
alternate weeks out of south Florida. While food and drinks are nat-
urally included in the package, Celebrity adds round-trip flights on 
its own branded charter planes (operated by Canadian North or First 
Air), pre-cruise hotel night (for Alberta and Saskatchewan guests), 
transfers, gratuities and taxes – plus the cruise, of course. An added 
bonus is that guests are looked after by Celebrity from start to finish, 
and have the advantage of meeting and travelling with like-minded 
vacationers. The program, including flights from Canada into West 
Palm Beach or Miami, will operate from Feb. 3 to April 1, 2018.  CRUISE & TOUR•

GOWAY, THAILAND TOURISM OFFER  
SAVINGS ON FOODIE TOUR
In conjunction with the Tourism Authority of Thailand, Goway 
is offering a savings of $400 on an independent food-themed 
trip, Classic Thailand for Foodies. This 11-day tour includes a 
choice of first class or deluxe accommodations in Bangkok, 
Chiang Mai and Koh Samui, a mix of private and group touring, 
domestic airfare, and international airfare on Cathay Pacific 
from select gateways. Specifically, travellers will enjoy walking 
and tasting tours of Bangkok and Chiang Mai’s best street food 
and markets, and a full-day cooking class in Chiang Mai. Other 
guided touring will include cultural treasures such as Bangkok’s 
top temples, and Doi Suthep, a mountainside temple just outside 
Chiang Mai. Finally, passengers will fly south to Koh Samui for 
rest and relaxation before returning home. An added bonus for 
Goway travellers who will be in Bangkok on Oct. 30 or Nov. 2 
is a dinner hosted by American celebrity chef Andy Ricker at 
one of his favourite local Thai restaurants. For reservations and 
information, visit Goway.com or call 1-800-387-8850. 

 CRUISE & TOUR•

GLOBUS HAS FAITH
The Globus family of brands in Canada 
has released its 2018 Religious Travel 
brochure, featuring 14 tours in both the 
new and old worlds, each designed to 
allow Christians to explore the roots 
and stories of their faith with fellow 
believers. Many of the itineraries are 
geared to Roman Catholic travellers and 

include masses. Available through both Globus and value-
oriented Cosmos, the six- to 20-day tours range from traditional 
destinations like Italy, Israel and Jordan, to more unexpected 
countries such as Mexico and Poland. Globus tours feature VIP 
access to must-see sites and behind-the-scenes local experiences, 
while with Cosmos, there are opportunities to ”Get Out and 
Give Back” with a half-day of light volunteer work in its Israel 
and Jordan itineraries.

 INDUSTRY•

ARE CANADIAN MILLENNIALS BUYING TRAVEL INSURANCE?
According to Allianz Global Assistance, more than 40 per cent of Can-
adian travellers who report not acquiring travel insurance every time 
they leave the country were aged 18 - 34. The data, gathered for Allianz 
by The Conference Board of Canada, shows that for those surveyed 
who weren’t otherwise protected, 15.8 per cent felt travel insurance 
was unnecessary, while 15.3 per cent thought it was too expensive, and 
14.9 per cent felt their trip was too short to warrant getting insurance. 
“Millennials and other young Canadians make up the majority of 
Destination Canada’s ‘Free Spirits’ category – travellers looking for ad-
venture and more ‘authentic’ experiences. But the off-the-beaten-path 
travel experiences can also result in increased risks regardless of age,” 
says Dan Keon, senior director – market management, Allianz Global 
Assistance. “When you boil it down, accident probability isn’t deter-
mined solely by age, time or the destination of your trip. Risk exists as 
a part of life and travel and everyone needs to be prepared to ensure 
they aren’t stuck with a much larger vacation bill than planned.”
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 HOTELS•

A NOD TO NEW POD HOTEL IN WHISTLER
Whistler’s newest accommodation option 
proves that good things come in small 
packages. The Pangea Pod Hotel, located 
in the centre of the pedestrian village, 
is designed for “the discerning solo 
traveller seeking a boutique hotel feel, 
impressive design and a prime location at 
an affordable price-point.” Moreover, it is 
expected to fill Whistler’s void between 
hostels and hotels. The hotel has a series of 
custom suites housing a total of 88 private 
sleeping pods, each lined in wood and 
comfortably outfitted with a memory foam 
double mattress and high-end linens, as 
well as being equipped with individually 
controlled LED lights, multiple charging 
points (including USB ports) and an 
integrated fan for ventilation and white 
noise. There’s also storage, a café/bar, and 
communal space. 

 CRUISE & TOUR•

TRAVCORP BRANDS LOCK IN 2018 
EUROPE PRICES 
With a successful summer season in the 
books, several The Travel Corporation 
brands are already looking ahead to 
2018 with special “Preview” offers that 
allow clients to lock in travel to Europe 
next year at this year’s prices or even 
lower. Trafalgar and Insight’s respective 
Preview offer guarantees 2017 prices on 
select itineraries when booked by Sept. 
24 (based on a $200 deposit) for travel 
in 2018. Furthermore, a 10 per cent early 
booking bonus discount applies if paid 
for by Jan. 11. Contiki, meanwhile, is 
offering 10 per cent off on its Europe 
Summer 2018 preview trips when 
booked by Sept. 7 (plus additional 10 per 
cent off if paid for by that date as well). More than 10 itineraries are available. Not to be 
left out, Busabout, HAGGiS and Shamrocker Adventures will reduce their 2017 prices 
by 15 per cent on a selection of 2018 European tours when booked by Sept. 30 with 
prices being protected against any possible drop in price if deposited by Sept. 20.  

 INDUSTRY• 

HOME-BASED IS WHERE THE HEART IS 
FOR FLIGHT CENTRE
Flight Centre Canada is kicking its home-
based business up a notch with a name 
change and major resource and technology 
investment in the almost decade-old 
division formerly known as Flight Centre 
Associates.

Officially rebranded to Flight Centre 
Independent (FCI) in July, the company 
is determined to be the best host solution 
in the business, according to FCI GM Lee 
Zanello, who says that independent agents 
will receive full support from the company, 
including the aid of 100 support staff; be 
treated like part of the Flight Centre family; 
and benefit from the company’s strong 
brand recognition in the market. Flight 
Centre’s Group and Cruise centres reflect 
the FCI model, with teams designed to help 
agents manage bookings from the enquiry 
stage right through to after travel.
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CAREER DEVELOPMENT
By Michae l  Bag insk i
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Are you special?
Specialist programs and their benefits

S
PECIALIZING IS A GREAT WAY 
to find and retain clients, and 
ultimately boost sales. From the 
competitive advantage that comes 

from separating yourself from the pack to 
the satisfaction of fulfilling an individual 
passion for a destination or a niche like 
adventure or cruising, there are plenty 
of reasons to take the plunge and make 
the investment of time and (sometimes) 
money it requires to do so.

The key to specializing, says Louise 
Gardner, senior director, Carlson Wagonlit 
Travel Canada, is to increase your 
knowledge base. “Travellers value people 
and knowledge,” she says. “Knowledge 
is key. You want to learn about things 
that you never thought existed, because 
that’s what’s going to bring value to your 
customers.”

Of course, one of the most direct – and 
easiest – ways of successfully narrowing 
one’s focus is to take a “specialist 
program.” All manner of organizations 
– from attractions to tour operators, 
hotel and resort companies, cruise lines, 
insurance companies and tourist boards, 
as well as agency chains and independent 
“institutes,” offer courses that ultimately 
lead to increased knowledge, greater 
compensation, personal perks, and those 
cherished credentials. And all of that is 
good for business.

WHAT ARE THEY?
Specialist programs come in all shapes 
and sizes, but they are generally free and 
available online (some even tailored for 
tablets and mobile phones). Travel advisors 
can usually do the course at their own pace, 
although often there are set time frames to 
start and finish the curriculum. Sometimes 
live training events – or, in the cruise 
industry, ship inspections – help fast-track 
course completion.

Programs may also have multiple tiers 

with increased levels of both education 
and benefits. Tourism New Zealand, for 
example, has gold, silver and bronze levels. 

Tourism Australia has two tiers: general 
Aussie Specialist plus the enhanced Premier 
Aussie Specialist, the latter designed “for 
those Aussie Specialists with an established 
record of selling Australia and who wish 
to be more actively involved in marketing 
and promoting Australia.” Criteria to 
become a “premier” is quite stringent, 
including meeting yearly sales targets. 
However, successful agents (there are only 
14 in Canada) earn enhanced benefits, 
such as a profile on the tourist board’s 
consumer web site and invitations to annual 
tourism exchanges in both Los Angeles and 
Australia. 

On the other hand, Switzerland 
Tourism’s basic course can be completed in 
as little as three hours, yet it fully covers a 
top 10 list of experiences, such as lifestyle, 
scenic trains, outdoors, winter, food, and 
tours.

Upon completion of a course, the 
successful agent is afforded “specialist” 
status with a corresponding certificate, as 
well as a host of varying benefits that go 
along with it.  

WHY BECOME A 
SPECIAL IST?
KNOWLEDGE: “Knowledge is power,” says 
Chris May, managing director of U.K.-based 
Equator Learning, which powers Travel 
Uni, a specialist program aggregator that 
operates in Canada. “With the plethora of 
online information the client has become 
rapidly confused. Personal advice and 
interaction is the key differentiator in 
achieving consumer confidence in your 
services. The more you know, the more you 
will sell. It really is that simple.”
CONFIDENCE: “The more familiar travel 
professionals are with a destination and its 
experiences, the more ease and efficiency 
they have to convert potential travellers,” 
says Karyl Leigh Barnes of Visit California 
in Canada, adding, “The California STAR 
program is designed to instill the confidence 
needed to sell California’s diverse product of-
ferings, even if these travel professionals have 
little former knowledge about (the State).”

Tourism New Zealand trade director 
René de Monchy notes that, in addition to 
education, the 100% Pure New Zealand 
Specialist Program give agents “access 
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to a range of benefits to help grow your 
New Zealand business” – tools like online 
training modules, webinars, and videos on 
the South Pacific nation.
PROFESSIONAL VALIDATION: “Qualified 
agents attract the attention not only 
of suppliers but more importantly 
consumers,” says Travel Uni’s May. “A 
good reputation is a hard-won skill.” 
Aida Vincelli, executive vice-president 
of Tully Luxury Travel, adds, “(Specialist 
status) makes you the expert like no other. 
People will feel that they will miss out on 
something if it’s not arranged by specifically 
you, the true specialist!” 
IMPROVED SALES SKILLS: “(We) spend an 
incredible amount of time on e-learning,” 
says Collette Canada President Doug Pat-
terson. “We build accreditations into it and 
it really allows you to have an understand-
ing of the product itself, how to evolve 
with the product, and, in most cases, how 
to help close that sale. ”Meanwhile, some 
programs like Allianz Global Assistance, for 
example, go beyond basic product know-
ledge to teach general sales skills, such as 
best practices for social media and using the 
latest technology.
CREDENTIALS: In addition to becoming 
the likes of an Aussie Specialist, Melia Pro, 
or California STAR, agents might also earn 
credits towards other industry certification 
credentials, such as ACTA, CLIA, or U.S.-
based The Travel Institute, though as the 
latter points out: “It isn’t just letters after 
your name; they are a statement about who 
you are and the commitment you have 
made to your career. Customers like dealing 
with a recognized professional.”
REPUTATION: Anyone who has ever at-
tended a Sandals road show knows that 
Certified Sandals Specialists feel the love 
from company execs. Indeed, specialists 
are the obvious go-to agents for tourist 
boards or suppliers, and some, like Tourism 
Australia, will even go so far as to provide 
referrals from consumers. “There have been 
some recent large bookings generated by the 
leads from our website (a single reservation 
worth over $100,000, for example),” says 
Paul Larcher of Tourism Australia in Canada, 
who adds, “Premier Aussie Specialists are 
recognized for their expertise and high level 
of Australia sales by all North American 
wholesale distribution partners, inbound 
tour operators and Australian sellers.”

“The more engaged that you are with 
the tourism board, the greater the benefits 
to you and your business,” adds New 
Zealand’s de Monchy.

PROFITABILITY: “I think a lot of agents 
realize that in this day and age, it’s tough 
to make a great living off of booking seven- 
and 14-night packages to the Caribbean 
and Mexico, so really successful agents 
are looking to find a niche that they are 
interested in and are becoming specialized 
in that area,” Larcher says. “Their expertise 
is invaluable and it’s not easy to find on the 
web. These agents reap the benefits – mostly 
by word of mouth from happy customers.”
PERKS: From booking bonuses to gift 
certificates, discounted travel and FAM 
trips, personal perks are plenty. Similarly, 
business benefits can range from marketing 
support and client referrals to incentives 
and deals from industry partners. (See 
sidebar). “The more you book and report 
your bookings to that supplier, the more 
incentives you will get,” advises Laurie 
Keith of Romantic Planet Vacations.
FUN: Switzerland Tourism promises 
“studying with a smile,” with the tourist 
board’s trade manager Pascal Prinz 
stating, “Our program is very interactive, 
educational and fun.” California, 
meanwhile, has a newly revamped course 
“rich in content and video, vivid imagery 
and amazing content layout, with fun, 
interactive question and knowledge tests 
throughout to ensure you remember what 
you learnt along the way.” Accoding to 
Nexion Canada President Mike Foster, 
“There is a lot of training out there. People 
are learning to take that training to a whole 
other level.”

FOCUS YOUR SPECIALTY
Some destinations are pretty big places 
and some sub-industries are quite varied 
as well. Being a specialist in river cruising 
within the bigger field of cruising, for 
example, can take your skill and knowledge 
level to even greater heights. 

Even within a destination, there are 
chances to specialize. For instance, with 
the Switzerland Travel Academy, travel 
agents have the opportunity to focus on 
niche markets such as families, luxury and 
outdoor activities.

“My personal experience of being a 
destination specialist has proven to be very 
beneficial to my career,” says Darlene St. 
Louis, air department and UK product 
manager at Ontario-based Senior Discovery 
Tours. “I have grown my area of expertise 
into several tours that take in specific 
events, some focus on regions, and really 
indulge in that area’s history and traditions. 
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PROGRAMS  
WITH BENEFITS
Besides general knowledge and enhanced selling 
skills, many specialist programs come with a 
suite of benefits upon completion. Some are 
specifically business oriented, while others might 
be considered personal. Here are just a few of 
the benefits:

BUSINESS 
�Specialist status
�Insider knowledge
�Access to marketing data & latest trends
�Sales tools and training
�Preferred marketing support from tourist 

boards and suppliers
�Opportunity to attend annual conference  

or events
�Direct lead referrals/consumer website listings
�Earn points towards industry credentials, 

such certified travel counsellor/manager, 
CLIA cruise specialist, The Travel Institute 
designations, etc.

�Access to loyalty programs
�Ability to liaise with or influence  

organization officials
�Share tips with other agents who are  

“part of the community”
 
PERSONAL
�Booking bonuses
�Discounted travel or passes
�Incentives and deals from industry partners
�Fam trips
�Chance to win prizes, including trips

These have (led to) repeat clientele based on 
what they have heard.”

TWO-FOR-THE PRICE OF ONE
Savvy agents might combine two programs 
into one. Earlier this year, Goway, for 
example, partnered with Tourism Australia, 
whereby its own Goway Aussie Specialists 
who also completed Tourism Australia’s 
specialist program qualified for double the 
prizes, including a $2,000 gift certificate 
towards a trip Down Under, along with 
other prizes ponied up by not one, but two 
partners.

AGGREGATORS
Of course, there’s a lot to keep track of,  
with so many courses available. To aid in 
efficiencies, the ACTA Campus platform 
offers a “catalogue” of close to three-dozen 
travel learning courses, including the Air 
Canada Global Sales University. Specialist 
programs range from the College of 



Disney Knowledge to the Holland America 
Line Academy.

On Travel Uni, agents will similarly 
find “an easy one-stop shop” of specialist 
programs, like Alaska, Florida and Jumeirah 
Hotels. “The more courses that an agent 
completes, the more their status increases,” 
May says. “It really is win-win for you 
personally and for your business.”

YOU’RE SPECIAL
Once you’ve distinguished yourself, don’t 
be afraid to share it. Hang the certificate on 
your office wall and include your creden-
tials, supplied logos, etc. in your e-mail 
signatures, on LinkedIn and anywhere else 
you use your professional name.

Romantic Planet’s Laurie Keith 
personally holds close to 20 specialist 
program designations, and suggests being 
engaged on social media pages for the 
products and destinations in which you 
specialize. She also recommends answering 
relevant consumer questions on review sites 
like TripAdvisor. 

“Be sure that you are added to that 
suppliers’ lead generation program if they 
have one,” she adds.

Nexion’s Foster agrees. “Tell the world 
that you’re a specialist. You don’t want to 
just say, ‘I’m an expert in Paris,’ but maybe 
tell the reasons why you’re an expert. I 
think some of the best web traffic we’ve 
seen are people who have taken their 
profiles and made them a little bit more 
expansive – where I’ve been lately, what 
specialist programs I’ve taken.”

KEEPING UP WITH THE CREDENTIALS
Be aware, however, that achieving a 
designation isn’t the end of the road. 
Having “regular engagement” with a 
program may be required to maintain 
specialist status, including possibly passing 
new course modules or attending supplier-
hosted events.

Indeed, most courses are updated every 
year or two, but include new information 
on a much more regular basis.

Celebrity Cruises, for one, continually 
updates its Five Star Academy with news 
and new product offerings. “The Celebrity 
Cruises brand is always evolving based on 
the desires of our guests,” says VP of Sales 
North America, Keith Lane, “so it is very 
important that our travel partners  
stay informed.” ❋ 
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TAKE 5 
WITH MARCO POZZOBON 

Director, Market ing , Communica t ions  & Par tnersh ips  
–  Assoc ia t ion  o f  Canad ian  Trave l  Agents  (ACTA)

1. Why is  i t  important  for  t ravel  agents  to  take part  in 
suppl ier/dest inat ion specia l is t  programs?
Supplier and destination training and specialist courses increase 
an agents’ knowledge and gives them insight into current 
programs being offered, what is new and exciting, and benefits 
for customers and the industry. In an ever-changing industry, 
continuing education is critical as we need to keep up to date and 
fine tune our expertise and product/destination knowledge.
 
2 . What  are  some of  the benef i ts?
The biggest benefit is being able to leverage the support of the 
suppliers who invest in education for travel agents and gaining 
access to insider knowledge that offers a competitive advantage 
over competitors that can help you close the sale. Successful 
completion of training and specialist programs may also qualify 
travel agents for additional incentives, FAM trips, free night stays, 
theme park day passes and discounts for their own personal 
travel.   
 
3. What  are  the advantages of  doing so through an 
aggregator  l ike  the ACTA Campus?
The ACTA Campus offers more than your traditional aggregators 
in our industry, which typically hosts product/supplier/
destination training as content. The ACTA Campus also offers this 
but goes beyond by offering compliance training (PCI, CASL), 
exams to obtain your Travel Health Insurance License for BC & 
SK, modules to attain the professional designation of Certified 
Travel Counsellor (CTC) and Certified Travel Manager (CTM), Air 
Canada Experts (ACE) certification through Air Canada Global 
Sales University, and training on how to prevent and fight fraud! 

4. What  about  cont inuing educat ion?
By enrolling in programs on the ACTA Campus, travel 
professionals that are working to earn their Certified Travel 
Counsellor designation accumulate continuing education credits 
towards industry experience that is required to complete the CTC 
program.
 
5. How can agents  make the most  of  their  credent ia ls  and 
any re lated incent ives they have earned or  qual i fy  for?
Market your credentials! It’s your competitive advantage. Add 
them to e-mail signatures and display on your social media pages, 
frame and hang certificates and add credentials to business cards. 
Be proud of your accomplishments!



PROFESSIONAL DEVELOPMENT
By CT Sta f f

What you need to know about  
Air Canada’s Global Sales University

The Certification exam consists of three case studies, which  
cover the content in the courses. The case studies have a time 
allotment of 90 minutes. Once all three certification exams are 
complete (again, with a score of 80 per cent of higher), participants 
receive their ‘ACE status.’
Partners are asked to complete the initial core curriculum and 
achieve their certification within one calendar year. 
A re-certification program runs parallel to the core initial one. 
This is referred to as “Express Re-Certification” and consists of three 
modules (What’s New 1, What’s New 2 and New Destinations). 

WHAT DO TRAVEL ADVISORS RECEIVE UPON  
COMPLETION OF THE PROGRAM?
Once participants achieve their ‘ACE status,’ they will receive: an 
official Global Sales University Certificate; a marketing kit to add 
their designation to business cards/stationary; a recognition lapel 
pin; and for those agencies where 80 per cent of the staff certify on 
the GSU, an ACE Certified Expert Agency designation and a decal 
for display in the agency/on storefront windows is provide to the 
agency owner. The ACE designation also makes travel advisors 
eligible for FAM trip contests. As an example, travel advisors who 
completed the program with certification by Jan. 31, 2017 were 
eligible to win one of 30 trips to three new AC destinations (air and 
land costs fully covered). We also have run incentive contests giving 
away Apple iPads.

WHAT DO TRAVEL ADVISORS HAVE TO GAIN BY PARTICIPATING?
It is a challenge for travel advisors to be on top of each carrier, 
cruise line, hotel and car rental chains. However, if we can provide 
them with an engaging way to learn about Air Canada’s products 
– ranging from our premium and leisure offerings to our business 
solutions – we set them up for success, which will result in an 
increased revenue opportunity for them. It is an increasingly 
complex industry and if we can provide this as a tool in their kit, 
we are confident that they will be in a better position to provide 
the customer with appropriate buying guidance. Referring to our 
maxim of “Learn More – Earn More,” we have received feedback 
from our partners that the program has indeed been helpful in 
helping them achieve this end. 

ULTIMATELY, WHY SHOULD TRAVEL ADVISORS  
COMPLETE THE LEARNING PROGRAM?
Current ACEs will gain access to these new courses, in addition, 
to reference information we will be adding, such as social and 
professional selling content. All of these pieces will formulate a tool 
kit for advisors from which they may avail themselves and provide 
them with a competitive advantage. ❋
To enroll, visit learninglibrary.com/aircanada or acta.travellearningcampus.ca.  
Find our extended interview with Puzzo at canadiantraveller.net.  

T
hey say, “knowledge is power,” and it’s a concept that Air 
Canada is trying to leverage with its Global Sales University 
(GSU). A program designed to educate travel advisors about 
the airline, its network and its destinations, the idea is “learn 

more, earn more,” according to Rob Puzzo, Air Canada’s manager, 
alliances sales strategy and sales effectiveness. “We believe that the 
further we can enhance our partners’ knowledge of our product, 
the more successful they will be.” But what exactly is the GSU and 
how does it work? Puzzo gave CT Magazine an in-depth overview.

TO SUMMARIZE, WHAT IS  AIR CANADA’S  
GLOBAL SALES UNIVERSITY?
The Air Canada Global Sales University is an online learning 
management system that provides our Global Sales team and 
our travel partners with in-depth knowledge about Air Canada’s 
wide range of products and services. The objective of the Global 
Sales University is to equip our travel partners with the tools they 
need to enhance their Air Canada product knowledge and become 
brand ambassadors, focused on selling the value of Air Canada’s 
impressive suite of products.

GIVE US A BASIC RUNDOWN OF HOW IT  WORKS. 
The foundation of the GSU curriculum is based on the core six 
courses, which contain 16 modules. 
Courses are: Air Canada Leisure Group; Premium Products & 
Priority Services; Network & Connectivity; Fleet & Cabin Comfort; 
Business Solutions; and Air Canada Orientation.
Each module has been designed to be no longer than 30 minutes 
in duration, followed by a 20-minute quiz (though data shows most 
participants are completing modules and the quizzes in half of the 
allotted time). 
Once all modules have been completed (and an 80 per cent or 
higher score is achieved), participants receive a ‘Captain’s Badge,’ 
which will qualify them to complete the Certification exam.
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Enjoying a plum position in the tropical waters of the Indian Ocean’s Mascarene 
Archipelago, the French island of Réunion resides just east of Madagascar, south west 
of Mauritius, and is an unexplored miracle for many of the world’s true travellers. This 
place of volcanoes, lush jungle slopes, and fish-filled lagoons represents a confluence of 
France, Africa and Asia, resulting in a Créole culture that’s replete with natural wonders – 
and only a quick jaunt from its sister island, thanks to regular service from Air Mauritius.

DESTINATION DIARY

Réunion, realized

By Br i tney  Hope

WHO SHOULD GO
A territory of France since 1642, Réunion’s culture is rooted in 
its identity as a plantation island. Its long history of colonialism, 
slave revolts and Tamil immigration live on in the music and 
cuisine of the present day, making it a remarkable place to visit 
for cultural connoisseurs and gourmands alike. Adventurers of all 
kinds will be unstoppable in this natural paradise; 42 per cent of 
Réunion is a UNESCO World Heritage site, meaning that much 
of its volcanic slopes, tropical trails and reef-rich coastlines are 
untouched and primed for all manner of hiking, canyoning and 
diving. Visitors who prefer to experience Réunion at their own 
speed can do so as well; it offers a wide array of world-class spas, 
golf clubs and striking sandy beaches.

UPSELLING TIP
For Canadian travellers,  

Réunion is an often-overlooked  
but utterly unmissable add-on  

destination for trips to Mauritius,  
South Africa, Kenya,  

and Madagascar.

Waves lapping on 
the sandy beach  
at Boucan Canot 
on Réunion Island
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WHEN TO GO
Réunion is best experienced during its austral summer, which runs 
from November to April. The average temperature at this time of 
year is 30°C, perfect for outdoor activities of all kinds. While May 
to October tends to be the cooler (and less crowded) winter season, 
particularly at altitude, the waters along the coast and western side 
of the island can still climb up to 25°C. Visiting during winter is 
a smart move for whale watchers as well; the island’s humpback 
migration season falls between June and September.

WHAT TO DO
Réunion’s delightful combination of tradition-steeped heritage and 
untouched natural resources pave the way for everything from 
jungle walks to cycling, fishing, volcano-viewing and much more. 
Lava-lovers have their pick of experiences; the island is home to 
Piton des Neiges, a dormant volcano and UNESCO World Heritage 
Site, and its very un-dormant counterpart, Piton de la Fournaise – 
one of the most active volcanoes in the world. 

For the Jurassic Park fan in all of us, Réunion’s craggy cirques 
make for spectacular hiking, providing avid trekkers with a scenic 
selection of waterfalls, mountain villages and deep canyons. 
Meanwhile, those yearning for a life aquatic can soak up the 
bustling underwater scene at Réunion’s marine reserve, which 
extends along 40 kilometres of untouched coral reef coastline. 

On the cultural side, the many flavours of Réunion’s Créole 
culinary stylings cannot be missed; in addition to boasting excellent 
coffee, vanilla and rum, the island’s signature spicy rougail, 
simmered carri dish – and perhaps surprisingly, tropical wines – are 
all must-sample scene stealers on the island.

WHERE TO STAY
As a European territory only an 11-hour flight from Paris, Réunion 
is considerably well-developed; visitors to the isle can choose from 
a wide range of three- to five-star hotels, jungle lodges, beachfront 
resorts, rustic campsites and hiking houses across the island.

HOW TO GET THERE
Air Mauritius offers flights from Mauritius (MRU) to the cities of St. 
Denis (RUN) and St. Pierre (ZSE) 26 times per week. The airline’s 
reach also makes it possible for Réunion-bound travellers to depart 
from multiple cities in Europe such as Paris, London, Amsterdam 
and Madrid and connect in Mauritius en route to Réunion. ❋

AGENT RESOURCES
Official website: www.airmauritius.com/en.reunion.fr

MICRO SITES:
Ocean escapes: en.reunion.fr/discover/by-the-sea
Natural retreats: en.reunion.fr/discover/in-the-mountains
Volcanic liaisons: en.reunion.fr/discover/the-volcanic-side
Créole Culture: en.reunion.fr/discover/reunion-island-traditions

More to

experience
From the lush rainforests of Costa Rica 
to the captivating cities of Australia and 
New Zealand, there are so many sights 
and sounds to experience. Send your 
clients beyond the beach to experience 
a new world and become immersed in 
the culture in the world’s most intriguing 
destinations.

*Use  offer code 7ZMXW for savings. Call or visit gocollette.com for more details. Offer valid 
on new bookings only and can expire earlier due to space or inventory availability. Savings 
amount varies by tour and departure date and is only available on select departures. 
Space is on a first come, first served basis. Offer is not valid on group or existing 
bookings or combinable with any other offer. Other restrictions may apply, call for details.  
Travel Industry Council of Ontario Reg. # 3206405; B.C. Reg. # 23337

For more information or to book a Collette 
tour contact your local Business Development 

Manager or call 800.468.5955

Save     $500* 
Use offer code 7ZMXW

per  
person

up  
to

View of the interior of Réunion  
Island from the Maido viewpoint



Selling dual-destination  
vacations with 
Meliá Cuba
M

ore and more, sun-bound Canadians are venturing off-
resort to experience the authentic, non-contrived side 
of the destinations in which they are travelling. Thanks 
to its balance of beautiful beaches and rich history and 

culture, Cuba is a great choice for mixed experiences. 
And the beauty of booking the dual-destination vacation on 

their behalf, explains Gina Mallamo of Meliá Cuba in Canada, 
is that you’ll be offering them peace of mind since everything is 
booked prior to departure, which means no surprises and no hid-
den cost. Plus, Mallamo adds, by combining two properties from 
the same hotel chain, travel advisors can ensure their clients enjoy 
a similar quality of stay, and better coordination between hotels.

HOW TO STRUCTURE THE TRIP:
While some travellers plan day trips to Havana from Varadero, Mallamo suggests that 
the excursion can be tiring, not to mention that it doesn’t allow for enough time to truly 
enjoy the UNESCO World Heritage City. As such, she recommends clients book three 
nights in Havana and four in Varadero, though this should be adjusted based on client 
interests. For example, those who love music and dancing might want to spend more 
time in Havana.

That said, while many Canadian tour operators can help you customize a tour, 
many also have pre-packaged stays that pair Varadero and Havana. But what basic 
information should you know to start selling? Mallamo provides a few insider tips:

CHOOSE THE HOTEL IN HAVANA ACCORDING TO YOUR CLIENTS’ 
WISH LIST OF THINGS TO DO IN THE CITY. 
MELIÁ HABANA has three freshwater pools, one of which is the biggest in the 
country, making it an ideal place for relaxation or for families. It’s also known for having 
the best Italian restaurant in the city.
MELIÁ COHIBA is home to Habana Café nightclub, where many Cuban bands 
come to perform. The vibe here is truly that of a city hotel, because of its close 
proximity to downtown. 

WHEN BOOKING CLIENTS IN VARADERO, ASK THEM WHAT SORT 
OF AMBIENCE THEY ARE SEEKING, AS WELL AS ABOUT THEIR 
PREFERRED HOTEL CATEGORY.
Suggest Paradisus-branded properties for a more upscale stay, which will also include 
diving, among many other activities and sports, ideal for an active holiday. Also at 
Paradisus resorts, clients should opt for Royal Service upgrades for the most luxurious 
and exclusive 18-plus experience in Cuba. This will provide access to an exclusive 
section – a “hotel within a hotel” – designed with superior comfort and extra privacy. 
Elegant accommodations are enhanced by butler service and exclusive access to 
additional fine dining restaurants and bars, in addition to other VIP services such as 
late check out. For similar perks, suggest The Level at select Meliá-branded properties, 
which is also open to children. 

For families who might have larger budgets to invest in their vacation, customize 
a combo to include Paradisus Varadero. This resort has recently introduced a 
Family Concierge section, with 284 luxurious junior suites and suites, three exclusive 
restaurants plus exclusive bars and pools. Family Concierge guests can also access 

a Baby Club and a Mini Club, a games room, and have a specially-assigned Family 
Concierge available to assist during their stay. Paradisus Princesa del Mar, located 
on a beautiful section of beach in Varadero, is an adults-only property, perfect for 
couples or groups seeking a child-free escape.

The contemporary Meliá Marina Varadero and Meliá Peninsula Varadero are 
great options for families looking for a more affordable resort on the beach without 
compromising on quality. Both offer accommodations for up to six people per room. 

Meliá Las Antillas is an adults-only property and a good fit for a group of friends 
looking to enjoy the best beach in Varadero. And for those who prefer a centrally 
located resort, Meliá Varadero is the perfect choice.

By Ter r i l yn  Kunopask i
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TIPS
Wifi is included in Havana hotels, and in Royal Service and The Level sections.

Meliá hotels in Havana offer free daily shuttle service to Old Havana.

� If your clients are waiting on a deal, advise them not to, as package prices are 
not expected to go down, Mallamo says. “Since space is limited, we suggest 
your clients book in advance.”

SOME COMBINATIONS AVAILABLE ON THE MARKET 

Length of  s tay : 
Three nights in Havana and four nights in Varadero (transfers included) 

TRANSAT – Propert ies :
Meliá Cohiba (buffet breakfast) and Meliá Marina Varadero (all-inclusive)
Meliá Habana (buffet breakfast) and Meliá Peninsula Varadero (all-inclusive)

SUNWING – Propert ies :
Meliá Cohiba (buffet breakfast) and Meliá Las Antillas (all-inclusive)
Meliá Habana (buffet breakfast) and Meliá Varadero (all-inclusive)

HOLA SUN – Propert ies :
Also includes one excursion per city:  
Tropicana in Havana & Bellamar caves in Varadero
Meliá Cohiba (MAP) and Meliá Varadero (all-inclusive)
Meliá Cohiba (MAP) and Paradisus Princesa del Mar (all-inclusive)
Meliá Habana (MAP) and Meliá Marina Varadero (all-inclusive)

Melia Habana Pool
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Selling luxury in 
St. Kitts

W
HEN I ARRIVED IN ST. KITTS FOR MY FIRST VISIT 
to the island, I just knew something was different. 
Aside from the absence of all-inclusive properties, 
the upscale-yet-laid-back vibe was evident from the 

moment I got there. Indeed, St. Kitts is a perfect recommendation 
for tropical travellers seeking anything but the typical island 
getaway; those wishing to enjoy a vacation that’s as stimulating 
and culturally immersive as it is charming and relaxing. 
Undisturbed by the mass tourism industry, it’s a place to 
luxuriate, though there is plenty of adventure to be had; volcanic 
mountains, rainforests and sun-kissed beaches contribute to the 
island’s unspoiled natural beauty.

So what do travel advisors need to know when it comes to 
selling St. Kitts? Here’s the lowdown:

THE CLIENT: 

St. Kitts appeals to travellers who have “all-inclusive fatigue,” says 
Paul Minich, market consultant for the St. Kitts Tourism Authority 
in Canada. “It’s great for those who have grown disinterested 
in cookie cutter ‘all-in’ resorts and are eager to explore an entire 
destination for all its culture, adventure, history and warmth.”

Golfers should also be target prospects, Minich adds. St. Kitts 
has been actively marketing directly to Canadian golfers for two 
years now and Canadian golfers travel frequently – especially to 
golf destinations. “With three designer championship courses and 
a fourth under construction, St. Kitts is very much an emerging 
golf destination.”

APPEALING TO HIGH-END TRAVELLERS: 

ACCOMODATIONS:

�PARK HYATT: Opening later is 2017 is the new Park Hyatt St. Kitts. 
“Every single design detail captures the authenticity and feel of 
St. Kitts,” Minich says. Of course, guests can also indulge with the 
signature Park Hyatt service and experience.

�KITTITIAN HILL: At the north end of St. Kitts is Belle Mont Farm on 
Kittitian Hill, where 84 luxury A-Frame units are tucked into the 
rain forest with stunning sightlines, a sustainable mandate and 
incredible farm-to-table dining experiences.

�IN NEVIS: On St. Kitts’ neighbouring island, find the Four Seasons 
Resort and a smattering of exclusive plantation-style options.

EXPERIENCES:

YU LOUNGE: To really impress your clients and set the bar high 
on arrival, suggest they invest in passes to Yu Lounge. With this 
exclusive service, travellers are first welcomed on the runway and 
escorted by a concierge to the YU Lounge in a Porsche Cayenne, 
where they can then relax and enjoy gourmet dishes, not to mention, 
expedited customs and immigration services.
CHRISTOPHE HARBOUR: This luxury Caribbean beachfront property 
in the southeast peninsula of St. Kitts boasts a marina, yacht club, 
retail shops and the soon-to-be-opened Tom Fazio golf course. A 
sunset visit to SALT Plage for live local music and handcrafted 
cocktails in an absolute “must do.” 

By Ter r i l yn  Kunopask i
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EXPLORING THE ISLAND:
 
Suggest clients take time to enjoy the St. Kitts Scenic Railway. 
The trip navigates along the entire north coast of the island, 
narrated by stories of the its sugar plantation history. Wave to 
locals, sip a pina colada, and take-in the beauty of sheer cliffs 
sharply dropping to the stunning beaches below. 
For more great views and a different perspective on St. Kitts 
history, pay a visit to Brimstone Hill Fortress and National Park, a 
well-preserved fortress and UNESCO World Heritage Site.
Outdoor activities, such as zip lining and hiking in the rain forest, 
are very popular on the island, but visitors can just as easily chill on 
the many beaches.
Everyone must go to the “The Strip” — great food and cocktails, 
beach fires and music; it’s part of the St. Kitts landscape both for 
locals and visitors.
And don’t forget a day trip or stayover in Nevis, where travellers 
can spend a day exploring or kicking-back at the Four Seasons 
Resort.

GETTING THERE:

Air Canada Vacations offers seasonal service to St. Kitts, Saturday 
to Saturday, December through April.
There are also solid connections via American Airlines in Miami 
for all other needs. 
Note: United and Jet Blue service from other American gateways, 
however the Miami connection is most popular with Canadians. ❋
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Q&A WITH PAUL MINICH, MARKET CONSULTANT, 
ST. KITTS TOURISM AUTHORITY

What questions do you frequently receive from travel 
advisors about St. Kitts and how do you respond? 
Travel advisors know and recognize our seasonal relationship with Air 
Canada Vacations and our success with that service. The questions 
we often get relate to off-season travel – especially for golf holidays 
– or air routings and packages outside the ACV scheduling. This is 
where Sunspots Holidays plays an important role, especially with 
their relationship with American Airlines, which flies daily to SKB from 
Miami.

What makes St. Kitts a beneficial destination for travel 
agents to sell versus other Caribbean islands? 
St. Kitts has recently embarked on a new awareness campaign in 
Canada having been a bit quiet over the past cycle of Canadian 
winters. This has resulted in a feeling of something new, something 
different and certainly something very authentic yet totally upmarket. 
The selling angle is that clients may not have had St. Kitts on their 
collective radar before and now there is this “new” destination with 
so much to see and do, plus top drawer accommodations. St. Kitts  
is rapidly emerging as both a golf and luxury destination, and a  
totally new storyline is available to entice travellers looking for 
something different.

What misconceptions might exist in Canada about St. Kitts 
and what is the reality? 
It’s not a misconception, but a memory: many baby boomers travelled 
to St. Kitts early in their careers for MICE trips and fondly remember 
the Jack Tar Village. Travel professionals of a certain vintage will also 
remember that same period – regular charters feeding SKB. Today 
the Jack Tar property is the beautifully refinished Royal St. Kitts Hotel, 
and adjacent to that the St. Kitts Marriott Resort and Royal Casino. 
New additions are Park Hyatt, Belle Mont Farm and the Yacht Club 
at Christophe Harbour. There is a lot of new in St. Kitts and that’s the 
message we have moving forward.

WANT TO KNOW MORE? 
The St. Kitts Tourism Authority has a dedicated Canadian office in 
Canada. Marketing officer Jack Widdowson (who is Kittitian but 
studied at university in Canada) is a passionate resource for advisors: 
jack.widdowson@stkittstourism.kn.



Getting a taste for 

VEGAS
T

HERE WAS A TIME WHEN “WHAT HAPPENS IN  
Vegas, stays in Vegas” was a mainstream mantra and while 
it might still ring true for some travellers, the destination 
has evolved to heighten its appeal among sophisticated 

travellers seeking more refined experiences. With world-class 
restaurants and entertainment, it’s fair to say that the Las Vegas 
clientele goes far beyond gamblers or bachelor and bachelorette 
parties.

For example, foodies. CT’s Maggie Gilmour recently visited 
Las Vegas for “Vegas Uncork’d,” the city’s premier food and wine 
event, where she discovered the extent to which the city appeals to 
food and wine lovers.

A range of dining options are there to be discovered, from 
French to barbecue, not to mention for a range of budgets, and 
unique experiences for discerning palates.  

SO, HOW CAN YOU POSITION VEGAS TO APPEAL TO FOODIE CLIENTELE?
�Emphasize the spectacular dining experiences in a place where 

world-famous chefs and world-famous restaurants come 
together in uniquely luxurious locations and venues.

�Note the impeccable wine lists and sommeliers, like  
Harley Cardbery at Aureole in Mandalay Bay.

�Sell them on foodie tours (vegasfoodietour.com/ won  
“Best tour in Las Vegas” in 2016) and other niche events,  
like the annual Uncork’d festival.

�Explain that Las Vegas is an international destination with 
international flavours. For example, Lucky Dragon Hotel and 
Casino has its own tea sommelier.
 

By CT Sta f f
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FUN FACTS:

Canada is the number one international market for visitors.

�Less than 15 per cent of Canadians go to Vegas for 
gambling/gaming.

�Las Vegas has a new NHL hockey team, the Golden 
Knights, taking to the ice next season.

�For those who want to go off the Strip, there are a lot of 
things to do in the area such as hiking, touring, zip lining 
and mountain biking.

�Hundreds of shows take place in Vegas each week. In fact, nowhere 
else in the world do so many top name performers and stars entertain 
people every week, including Celine Dion, Cher, Rod Stewart, Backstreet 
Boyz, Britney Spears, Ricky Martin, Elton John, and more. 

PRODUCT EDUCATION



Other clientele that you perhaps 
have yet to consider for Las Vegas 
vacations include:

MOUNTAIN BIKING ENTHUSIASTS:

Because of the sweeping desert landscape 
and varied terrain, the Las Vegas area has 
plenty of mountain biking trails for all ex-
perience levels. Among the most popular 
options is Cottonwood Valley, comprised 
of about 225 kilometres of singletrack 
trails, including routes through the Red 
Rock Canyon National Conservation area. 
There’s also Blue Diamond Loop, Badgers 
Pass, Dead Horse and many others. 

 
HEALTH NUTS:

The hiking around Las Vegas is considered 
some of the best in the area. Red Rock 
Canyon is famous and often with cooler 
temperatures than the scorching Strip. 
Mount Charleston, Valley of Fire, and Ash 
Meadows National Wildlife Refuge are 
all top hiking destinations a short (30-60 
minutes) drive from the Strip. Adventure 
enthusiasts can have their fill, then return 
to their hotel for an afternoon at the spa. 

 
SHOPPERS:

North and South Outlet malls, Miracle 
Mile, Fashion Show Mall and the Shops 
at Crystals are only a few of the many 
shopping outlets offering deals, high-
end luxury, and glamourous shopping 
experiences.

 
LGBTQ+ TRAVELLERS:

Las Vegas ranks in the top five 
destinations in North America for the 
LGBT traveller, in spite of not having a 
gay village or “gay-bourhood.” This is a 
testament to the openness and friendliness 
of Las Vegas. Pride Week takes place in 
October, but the Luxor hosts a “Gay Pool 
Party” every Sunday, which is always a 
good time.
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Surprised? The Las Vegas Conventions 
and Visitors Authority is often tasked 
with clarifying misconceptions about 
the destination. Here are a few myths, 
debunked:

LAS VEGAS IS  EXPENSIVE BECAUSE OF THE 
EXCHANGE RATE AND THE RESORT FEES.

The reality is that clients can do Las Vegas 
on a budget. There are value hotels, resorts, 
motels, condo-stays, and low season/
low weekday rates, not to mention, trendy 
restaurants that appeal to the budget-
conscious. A few tips: If you have a client 
looking to do Vegas without breaking the 
bank, look-out for seat sales with Air Canada 
Vacations and WestJet Vacations, or book 
Sunday-Wednesday during off-season. 
Staying off the strip, perhaps in condo 
accommodations with a kitchen (for eating-
in), is also a good suggestion, and finally, 
suggest clients purchase show tickets at the 
last minute when they go on sale. 

LAS VEGAS CAN BE TRASHY AND CHEAP.

The reality is that while travellers can visit 
Las Vegas on a budget, the city is also very 
high class; it is oozing with luxury and 
high-end opportunities. For example, clients 
can find world-class spas, restaurants and 
accommodations, not to mention high-end 
shopping and exclusive experiences, like 
taking a private helicopter to the Grand 
Canyon or racing a luxury car around a local 
track.

EVERYTHING IN LAS VEGAS  
IS  ABOUT GAMBLING.

The reality is that there are non-gambling 
and non-smoking hotels; there are also hotels 
off-Strip that that are party-free – providing 
a more relaxing, spa-like and down-tempo 
experience.

THE FOOD IN LAS VEGAS IS  TOO EXPENSIVE; 
I .E . , H IGH-END RESTAURANTS CHARGE  
US$40 FOR A BOWL OF PASTA.

As a world-famous destination, Las Vegas 
prides itself on the best quality food and 
beverage experiences. Sometimes, that means 
higher prices; however, there are value 
restaurants as well. Downtown restaurants 
offer cheap and cheerful fare and there are 
several grab-and-go cafés and pizzerias, 
among other options. ❋

 

FOR MORE INFORMATION  
ABOUT LAS VEGAS, VISIT: 
www.visitlasvegas.com
www.lvcva.com
travelpros.visitlasvegas.com/ 
travel-professionals



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. 

Taking the plunge at  
Volcano Bay
Making the most of Universal Orlando’s new water theme park
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W
ATER PARKS ARE NOT NEW TO ORLANDO, 
but Universal Orlando Resort (UOR) has taken 
the concept to the next level with the opening of 
Volcano Bay. Such is the scope of the 10-hectare 

site, at the centre of which is a 61-metre tall volcano with 
cascading waterfalls during the day (and lava flows at night). 
The entertainment giant has quickly declared this place a 
“completely, radically innovative theme park” to be on par 
with its other offerings, Universal Studios and Islands of Ad-
venture. Indeed, company execs even claim to have invented 
the term “water theme park” to describe it.

Moreover, the new water park is part of the “epic 
transformation” of Universal Orlando, which now includes 
three theme parks, five on-site hotels (with another on the 
way next year), and the CityWalk entertainment district, and 
is the latest in a line of 25 new attractions introduced in the 
past seven years. 

“We’re fanatics when it comes to the theme park 
experience,” boasted UOR Senior Vice-President Thierry 
Coup at the opening of Volcano Bay back in May, adding that 
there is much more in the pipeline, including a partnership 
with Nintendo. “And you can only imagine what will come 
out of that!” he smiled.

THE BACK STORY
Built to replace Wet ‘n Wild, Volcano Bay follows UOR’s “im-
mersive” branding protocol with a Polynesian theme, which 
is all-encompassing, from its storyline of mythical Waturi 
islander inhabitants to décor to food. Invariably aimed at 
Universal’s teens and tweens target demographic, the water 
park was nevertheless carefully designed to appeal to all age 
groups, and even those who don’t like water parks.

“We could have just gone and put in a bunch of slides… 
and guests would have loved it,” said Universal Orlando 
Resort Senior VP of Sales Frank Belzer, “but our creative team 
looked at this and reverse engineered it where we said,  
there’s a huge portion of… theme park lovers who don’t like 
water parks.” So, the team surveyed those people to ask, 
“What don’t you like about water parks?” And the list  
was quite long:

PRODUCT EDUCATION



ATTRACTIONS
Including those incorporating the Krakatoa volcano, there are 18 
attractions featuring 30 experiences within the park, including a 
multi-directional wave pool with sandy beaches, peaceful winding 
river, twisting multi-rider raft rides, speeding body slides that 
drop from the top of the volcano into the waters below, and more. 

It should be noted that some of the rides aren’t for the feint of 
heart (or pregnant woman, those with high blood pressure, neck 
or back problems, or who don’t meet height requirement, etc., 
for that matter); in other words, while there is plenty for all ages 
and even the lowest levels of derring-do, thrill-seekers will not be 
disappointed.

The Krakatoa Aqua Coaster through the heart of the volcano 
and a shimmering waterfall is good, but the “holy sugar” moment 
is clearly the Ko’okiri Body Plunge’s near vertical (70-degree) 
drop speed slide through the volcano via a trap door start that 
falls fully 38 metres. 

TAPU TAPU
Designed to eliminate the “biggest dissatisfier” of guests – 
waiting in line – UOR has introduced a watch-like waterproof 
wearable device that allows guests to “virtually” queue for slides. 
TapuTapu also enables users to access lockers, link photos to 
an account, pay for items in the park (i.e. cash or credit cards 
not required), and “play” in the park – like controlling streams 
of water spurting from whales in Tot Tiki Reef, shooting water 
cannons at visitors snaking down Kopiko Wai Winding River, and 
illuminating images in the volcano’s hidden caves and more, all 
with a simple tap.

CABANAS
�Guests can reserve cabana space that not only offers respite 

from the sun, but from the crowds. Accommodating up to six 
people (there are also family units for up to 16), the wooden 
hut-like structures come with an attendant, lounges, cushions, 
curtains, towels, fridge with water, fan, locker, welcome 
basket, phone charging outlet and GET (guest experience 
tablet), which enables users to book a virtual spot in line from 
the cabana. Daily rates start at approx. US$400 depending on 
time of year.

�Premium seating – a canopy on the beach – with limited 
amenities can also be reserved from US$100 per day.

�Reservations can be made online and should be made  
ahead of time.
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�People did not like standing in line in the sun. In response,  
UOR decided to elimate that barrier (with virtual technology).

�People said the food is always lousy at theme parks. So, at 
Volcano Bay, you can find high-end gourmet Polynesian food and 
other dishes you typically don’t get at a theme park.

�People said they don’t like carrying tubes around. “We said, 
‘We’re going to get rid of that,’” Belzer said.

�And people wanted to be able to find shade, and rest and relax – 
which is why you’ll find plently of areas with actual vegetation 
and shade. 

Volcano Bay’s marketing mantra is “thrills and chills,” Belzer 
added. “It’s got some thrills for the young people – it’s got some 
slides and innovative content. But in addition to that, there’s a lot of 
relaxing things for parents… It’s the kind of waterpark where you 
can go without wearing a bathing suit and still have a good time.” ❋

WHERE TO STAY
�All UOR on-sites hotels have frequent 

shuttle service to the water park, and 
Loews Sapphire Falls is walkable, but 
Cabana Bay Beach Resort is “the place 
to stay” for water park enthusiasts 
thanks to its proximity right next door, 
including direct entrance from the 
hotel into the park. 

�Two new towers at Cabana Bay also 
offer “volcano view” rooms with 
amazing vantages over the water park.

�Guests at all UOR on-site hotels  
can take advantage of early entry  
to the park.

BOOKING DETAILS
Passes can be bought individually (walk-up from US$67, adults; US$62 
kids, 3-9) or on a multi-day, multi-park basis. Passes are sold in Canada 
by WestJet Vacations, Air Canada Vacations, Sunwing, Transat, and 
TravelBrands. For more information about Universal’s Volcano Bay,  
visit www.UniversalTravelAgents.com.



S
ALES LEADERS KNOW CUSTOMERS PURCHASE 
from specific companies because of relationships, 
but what’s less understood is the link between these 
relationships and customer service.

Customers don’t just enter into these relationships 
for fun. They do so with a specific expectation that 

their needs will be effectively serviced. When there are gaps in 
this expected level of service, they may begin to feel unhappy 
with the relationship. However, when your salespeople are able 
to execute your company’s vision of outstanding service, you will 
see better customer retention, increased customer lifetime value, 
and exceptional buyer satisfaction.

YOU MUST PRESENT A UNIFIED CUSTOMER SERVICE VISION.
The classic “weak link in the chain” metaphor is apt in many 
situations, but especially so when it comes to customer service. 
One department, team, or employee in your company can excel at 
delivering an exceptional experience across every interaction with 
the customer, while another fails to fulfill the same promise. In the 
end, the customer will remember the lowest level of service they 
received. Unfortunately, that may be what they associate with your 
organization.

When every representative of your company adheres to the 
same service techniques and procedures, you deliver a cohesive 
message to the customer. This message resonates from their 
first experiences with your brand all the way through the sales 
and onboarding process and beyond. This is one of the most 
compelling reasons to instill in your team that customer service 
isn’t just a concept occurring in a single unit and during a phase in 
the buyer’s journey. Proactive customer service must be a constant 
presence in the relationship.

CUSTOMER SERVICE IS  DIRECTLY TIED  
TO CUSTOMER RETENTION.
It’s obvious that salespeople have a vested interest in making sure 
their clients remain with the company. However, many of them 
still overlook the importance of customer service, which is often a 
determining factor in an organization’s retention rates. In fact, over 
two-thirds of buyers indicate a negative service experience has 
been a primary reason for terminating a business relationship.

When your business is able to retain a greater percentage 
of existing customers, it sends positive ripples throughout the 
company. You have a steady, predictable stream of revenue that can 
help you scale growth and forecast for the future. Higher customer 
lifetime value means you get better bang for your marketing buck, 
and your salespeople are able to build lasting relationships that can 
lead to consistent commissions.

UPSELL OPPORTUNITIES ABOUND,  
BUT ONLY WHEN THE LEVEL OF SERVICE IS  HIGH.
For companies that excel at customer service, upselling isn’t 
a way to wring more revenue out of customers and increase 
sales commissions: It’s a conduit for delivering additional value 
to buyers who have already established a mutually beneficial 
relationship. Upselling is an incredible opportunity for both parties 
— the company gets the ancillary benefit of additional revenue 
per customer, and the customer discovers additional solutions to 
ease their pain points — but it’s only consistently possible with a 
foundation of excellent service.

In a B2B landscape, where 80 per cent of future sales can 
come from 20 per cent of your current clients, maximizing these 
opportunities is crucial to long-term success. Driving additional 
value through upselling is a similar principle to retention. When 
customers see your sales reps demonstrate superior service skills, 
including proactively handling problems, double-checking the 
details, and listening intently before working out solutions, they’ll 
be more likely to increase their commitment to your company.

Why customer service  
is a part of every salesperson’s job

BUSINESS DEVELOPMENT
By Danny Wong, Sa les force
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AN EXCEPTIONAL CUSTOMER EXPERIENCE  
IS  THE BEST WAY TO EXCEED EXPECTATIONS.
You make explicit and implicit promises to your prospects in 
multiple ways throughout their relationship with your company. 
To do this you rely on brand development, marketing, the sales 
process, and so on. Of course, these aren’t just promises about 
your product. They’re deeply tied to your ability to provide a 
specific level of service in your interactions. These promises 
automatically work to create a set of expectations in the minds of 
the customers, which means it’s up to you to develop strategies 
for regularly exceeding these expectations. It’s one of the surefire 
ways to stand apart from your competition: According to survey 
results published in the Harvard Business Review, 84 per cent of 
customers said their service expectations had not been exceeded in 
a recent buying situation.

The best way to ensure your customers are thrilled with your 
service is to train your sales team members to anticipate customer 
needs at every level of the decision-making journey and to respond 
accordingly. When customers see you solve problems before they 
become serious issues, they’ll trust you will successfully take care 
of all of the details during the sales and onboarding process.

CUSTOMER SERVICE IS  A CONTINUATION OF  
THE MOST IMPORTANT RELATIONSHIP IN BUSINESS.
Ultimately, delivering outstanding customer service is a vital 
responsibility for salespeople because sales is a service business. 
Being a great salesperson requires empathy, listening, creativity, the 
ability to recall details, and a dedication to putting the customer’s 
needs first. These are all skills that translate easily to customer 
service interactions. Great sales leaders understand their reps build 
relationships that make up the foundation of the organization, and 
that service is at the root of these relationships. ❋

This article is brought to you by Salesforce. Find more relevant content at  
www.salesforce.com/ca/blog. 

YOU GET BETTER BANG  
FOR YOUR MARKETING BUCK,  
AND YOUR SALESPEOPLE ARE  
ABLE TO BUILD LASTING 
RELATIONSHIPS THAT CAN  
LEAD TO CONSISTENT 
COMMISSIONS.



I was once sailing on a two-day Sunquest junket to inspect a 
Carnival ship that was faced with the decision of staying at sea for 
two extra days or turning back to another port – a day away. The 
problem? The two-day solution would have made me miss son’s 
christening.

Certainly, I’m not alone, and the travel industry is full of people 
subject to far crazier schedules than me – both by choice and not. 
I recall a conversation with one former exec for an Indian airline, 
who flew regularly from YYZ to New Delhi for meetings. I asked 
how he liked India, but he didn’t know, having never had the time 
to leave the airport hotel.

When it comes to the fun, crazy part of travel, today’s road 
warriors have nothing on the golden age of the travel industry 
in the ‘60s and ‘70s when the industry was flush with marketing 
money and airlines didn’t know the meaning of the word 
overbooked. I can recall stories of folks jetting off to Finland for the 
weekend as casually as going to the cottage; and many more stories 
of and in places that can’t be repeated.

Perhaps my favourite anecdote belonged to former trade editor 
Pat Dineen, who told the tale of once jetting off to Australia for the 
weekend for no other reason than to see his favourite Aussie rules 
football team play. It was a journey, he could say without hyperbole, 
that was simply for kicks! ❋

M
y first travels were summer-long affairs, spread out in the 
back of a massive Chrysler with comic books and snacks 
– I think my sister may have been back there somewhere 
– as the family crossed the continent multiple times with a 

pop-up StarCraft camper.
In university, backpack attached, I wandered through Europe 

and Down Under for six to eight weeks at a time.
Then work intruded and holidays became limited to weekly 

affairs, which was OK for the U.S. and Caribbean, but Europe for a 
week? That wasn’t even worth going! 

Funny now that sentiment after a couple of decades in the travel 
industry. In early May, I travelled to Germany for a travel show; 
arrived Saturday midday, flew out Wednesday afternoon – three 
non-travel days in destination. Luxury!

Over the years, I’ve done some trips that would – and did – make 
the head spin. There has been many two- or three-day FAMs to the 
Caribbean or Mexico and two-day cruises to nowhere (or even no 
cruise, like the Saturday-Sunday Celebrity Cruises’ Florida junket 
in January). 

The shortest, at least based on distance travelled? That would 
probably be flying from Toronto to Frankfurt in 2002 for the naming 
of the Lufthansa plane Gander, to honour the Newfoundland city’s 
role as a haven for airlines during the 9/11 crisis. We were supposed 
to go just for the hour-long ceremony, though saner heads prevailed 
and at least we ended up overnighting. I learned on that trip to 
never travel with a bad head cold. Not only was it agony flying 
there, but I didn’t have enough time to get over it before having to 
endure the sneeze-sniffle-honk-repeat on the way back.

The craziest? To Seoul, Korea, for a weekend to mark an Air 
Canada inaugural in 2005: left Friday, arrived Saturday, returned 
home Monday. All I really recall is eating out at the city’s most 
famous chicken soup restaurant and that it rained so hard all 
weekend that I had to toss my shoes.

Of course, the process can work in reverse. A former colleague 
attending a conference got stuck in the U.K. for weeks after 
the Iceland volcano erupted and flights over the Atlantic were 
cancelled. Fortunately (or unfortunately), he was able to camp out 
at mom and dad’s back home, which was a trying situation on both 
accounts no doubt. 

BY MICHAEL BAGINSKI
WHAT NOW?

Selling  
travel short
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VACATIONS ARE 
ABOUT MEMORIES.
Make more here.
VENTURE OUT.

VENTURACOUNTYCOAST.COM
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DISCOVER A WORLD 
OF COMFORT.
Premium Economy Class.

Designed to enhance your travel experience, Premium Economy 
Class offers superior comfort and personalized service. Inside this 
exclusive, quiet cabin, you’ll have ample room to stretch out – 
in a larger seat with more recline and extra legroom.
Experience dining service you’ll love, an 11" personal touch TV,
and a variety of airport priority services along the way. 

Discover the Air Canada Experience at aircanada.com 
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