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WE’RE IN THE BUSINESS OF YOU
Enjoy the ultimate end-to-end experience in Business Class.

At Air Canada, we believe in catering to all kinds. Whether you’re a wine aficionado, art lover,  
movie buff, or all of the above, we have something special for you. Enjoy an extensive range of 
priority services, exclusive access to our Maple Leaf Lounges, a wine list curated by our sommelier 
Véronique Rivest, 1000+ hours of entertainment on your personal screen, and much more.  
Our network connects you to over 220 destinations worldwide, and we always make sure you  
arrive refreshed and inspired. That’s how we’re in the business of you. 

aircanada.com/businessclass



Whether relating to 
your personal or 
professional life, is 
there any worse 
feeling than sitting 

in the anticipation of making a dreaded 
call, admitting to a mistake or breaking 
bad news? Unfortunately, the most 
important conversations we need to have usually require the 
most amount of bravery. This is why we were so thrilled to 
present Communicating for Success: Dealing with Difficult 
People and Difficult Conversations with Charmaine 
Hammond, a resiliency expert and former corporate 
negotiator. Hammond offered Key Notes On Travel members 
invaluable tips and advice for leading courageous dialogues, 
but she also lent us scripts for the occasions when we struggle 
most to find the right words. 

Difficult Conversations was a natural segue into our 
quarterly KNOT panel: overcoming discounters, presented in 
partnership with Collette. Over the course of an hour, three 
experts offered real world strategies for retaining clients and 
recovering business after losing a sale. (Yes, it can be done. 
And yes, it requires some courageous dialogue.) They also 
squared off on the hot topic of whether advisors should 
charge service fees. Read all about it on page 8 or better yet, 
watch the video recording: bit.ly/31x7zCz. 

Finally, it is with great pleasure that I introduce our next 
Key Notes On Travel speaker: Dan Chappelle, otherwise 
known as “The Wealthy Travel Agent.” He is a former agency 
owner and industry executive, and the author of Get Your 
S.H.I.P. Together: The Wealthy Travel Agent Guide to Sales, so 
he’s uniquely qualified to present his series: Bulletproof your 
travel business. Chappelle’s first installation kicked off in 
August but it’s not too late to catch up. Join our community 
of motivated travel advisors; register today:  
keynotesontravel.com.
  Jenn Hubbert, Editor-in-Chief 
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#FYIFRIDAY
#FYIFriday / You know what to 
do. Drop a hot tip below so we 
can benefit from shared learning! 

#FYI When it comes to 
interpersonal conflict, the 
overwhelming reason people 
disagree isn't because they have a 
difference of opinion, it's the way 
a message has been delivered.

COMMUNITY CAPTURE

EXCLUSIVE FREEBIES  
FROM CHARMAINE:
  (eBook) Bounce Forward:  
Teamwork by Design, Not by Default
  (eBook) Bounce Forward:  
Courageous Dialogue 
  (eDocument) 5 Steps to  
Resolving Workplace Conflict

Locate these freebies in the KNOT private 
Facebook group under the “Files” tab. 

FACEBOOK LIVE
SNEAK PEEK SHIP TOUR
We travelled to Rotterdam to sneak a  
first look at Celebrity Flora, the first  
luxury mega yacht purpose-built for 
the #Galapagos. And holy ship - your  
clients are going to love it. 
5 reasons luxury travellers will love Flora: 

1. Every state room is a suite 
2. Max passengers: 100 
3. Full room automation 
4.  Menu curated by a Michelin- 

starred chef 
5. Naturalists & expert-led excursions 

Watch the video tour: bit.ly/2Mubqfo

We chatted with G Adventures about their 
exciting new program National Geographic 
Family Journeys. Departures start in March 
2020, but bookings can be made right now. 
Here’s what travel advisors need to know so 
they can help families share the world with 
their children: bit.ly/2YF1lCL 

TOP COMMENT
BY LESLEY ANGELA 
“Travel plans are something that most 
clients are emotionally invested in – 
and yet, travel planning itself involves 
a lot of moving parts. So the possibility 
of “difficult conversations” is something 

all travel professionals need to be 
prepared for. Congrats to KNOT 

for addressing this topic head 
on. Charmaine delivered 
excellent, industry-relevant 
tips and advice.”

Subscribers to Key Notes On 

Travel receive access to an 

exclusive Facebook group, 

whereby travel advisors share 

ideas, insights and processes for 

the sake of helping their peers, 

most often relating to the most 

recent KNOT keynote 

presentation. Here’s a bit of 

what’s been discussed over the 

past few months. 

MEME MONDAY
 

Need fodder  
for  your  social  

media  account?  
Swipe one of  our  

travel  memes. 
One meme,  

two ways:

DON’T MISS OUT 
Get the most out of your 

KNOT membership. Navigate 
to Facebook.com/groups/ 

KeyNotesOnTravel and 
join the conversation.

KEY 
NOTES 
on travel
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Tammi Ruffini: 

An agent’s agent
By Alison Karlene Hodgins 

 

ALTHOUGH TRAVEL HAS ALWAYS been a part of 
Ruffini’s life, her journey to agency owner began in 2015 
with a single cup of coffee.

“I worked in health care for over 24 years,” Ruffini says. “I 
always loved travel, but I never saw myself as an agent. There 
came a point when I was done [with health care]. My friend 
Deanna Byrne (the then-owner of The Destination Experts) 
reached out to me. We met over coffee and she asked if I’d be 
interested in a job working in head office with The Destination 

Experts. I started doing 
administrative work and after a 
month or so I said [to Byrne], ‘I 
think I should be trained if I’m 
going to be helping agents; I 
need to understand what 
they’re dealing with.’”

Following the training, 
Ruffini started selling 
part-time on evenings and 

weekends, while balancing life as a single mother of two.

BUSY HANDS FIND PLENTIFUL WORK
After two years in head office, Ruffini had another life-chang-
ing chat with Byrne – this time, over lunch. Byrne challenged 
her to service her clients full-time. 

“I had to decide: stay at head office and not sell travel or 
take a jump and go full-time as an agent,” Ruffini recalls. 

The risk of relinquishing a steady salary weighed heavily 
on her, but she credits the support of her (now) husband in 
helping make the switch. 

“It’s just gotten busier from there,” she laughs.
This past July, Ruffini faced yet another critical decision. 

Her host agency – The Destination Experts – would be 
acquired by Nexion Canada. Should she transition to an 
independent home-based advisor or should she start an 

affiliate agency with Nexion? She chose the latter, recruited 
12 of her favourite colleagues and got right to work 
branding her new venture: Envision Travel. 

PAYING IT FORWARD 
This September, Ruffini will visit Mexico on a FAM trip 
– but not as an attendee; instead, she will be leading it. She 
has travelled to Mexico a staggering 24 times (climbing to 
26 by year-end) and one of those past trips includes her 
own wedding. No surprise, Mexico travel and destination 
weddings have become her niches. And because Ruffini 
salutes her own mentors in part for her success, she pays it 
forward by supporting new advisors. Over the course of  
10 days, she will share her beloved Mexico with agents who 
sell the destination but have never been themselves. Ruffini 
is an agent’s agent. 

EXCELLENCE OR BUST 
She is also dedicated to her craft and values professionalism 
– which explains her biggest pet peeve: advisors who don’t 
come to the vocation for the right reasons; those who 
become advisors for affordable or free travel while selling 
passively to friends and family. Ruffini argues this hurts the 
profession in terms of customer perception, which only 
compounds the industry-wide challenge of “educating 
clients on our value and what we can do as advisors.” She 
explains, “Those types of things bother me, because if 
something goes wrong, it makes the travel agent title [look 
unprofessional].” 

Despite the challenge of promoting the profession in a 
rapidly automating world, Ruffini is optimistic – and her 
sales, growing book of business and positive reviews serve 
as testament. “People are turning to travel advisors more 
and more,” she says. “It’s just a matter of continuing to 
educate people about our worth.” 

MOVERS & SHAKERS

AGENCY: 
Owner of Envision Travel,  
a Nexion Canada affiliate 
BASED OUT OF: 
Port Williams, Nova Scotia 
YEARS IN THE BUSINESS: 4.5 

Key Notes On Travel sat down with mover-and-shaker Tammi Ruffini  

to find out how this quick starter went from administrative support to 

travel agency owner in just four-and-a-half short years.
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Great  
expectations
You can get travellers to act like dream clients  
– you just have to tell them how. 
By Jennifer Prendergast

I RECEIVED A CONTRACT from a new vendor 
recently. We’d had several conversations about the scope of 
the work, and I was ready to sign on the dotted line. In the 
same e-mail as the contract, they attached a Charter of 
Expectations. The document included not only what I could 
expect of them, but what they expected of me as a client. I 
was intrigued – and you can bet I read every word before 
sending it back.

It got me thinking, is a Charter of Expectations a tool 
travel advisors could use to establish stronger business 
relationships, right from the start? Could it help weed out 
some of the “tire kickers” who are just price shopping?

As salespeople, we are often afraid of coming across as too 
pushy or too assertive. We don’t want to ask more of a client 
than we must, because we don’t want to make it harder for 
them to do business with us. But so many advisors struggle 
with clients who don’t respect their time, knowledge and the 
hard work they put into research and planning. This is, in part, 
because the advisor’s value hasn’t been adequately established 
in the client’s mind from the get-go. 

A lot of advisors use a document that details, “why work 
with me?" or “what you can expect from me,” but I’d place a 
hefty wager that not many lay out what they expect of their 
client.

We all know who our ideal client is, so what’s wrong with 
laying that out right from the start? Business relationships 
are a two-way street, so why not establish what you – as a 
travel professional – expect of the other party?

MONOLOGUE

“Your expectations could  
include things like clear  

and timely communication, 
thorough review of documents, 
one primary contact for group 

bookings… the list goes on.”
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Your expectations could include things like clear and 
timely communication, thorough review of documents, one 
primary contact for group bookings… the list goes on. If you 
do not charge a service fee, you might have the client 
acknowledge you only get paid for booked travel (not 
research), so you have an expectation that your time will be 
respected. 

USING A CHARTER OF EXPECTATIONS  
WILL ACCOMPLISH THE FOLLOWING:
 It establishes a professional tone within the relationship 

and exudes confidence from the beginning.
 Listing what you expect of your client first will ensure 

they’ll read the entire document, just as I did. It’s not 
something they see often, and they’ll dial into the process 
quickly.
 You can still use the “what you can expect of me" section 

to detail the benefits of working with you. Think, for 
example, “leveraging existing supplier relationships to secure 
you preferred pricing and added extras,” or “a dedicated 24/7 
emergency line/contact for assistance while you’re travel-
ling.” Explicitly illustrating these benefits is a great way to 
make people realize they’ll be on their own if they choose to 
book online.
 If someone is just planning to take your information and 

shop the price around, it’ll make some of them think twice 
about taking up your time if they’re not planning to book. 
You’ll never be able to weed them all out, but I bet it’ll help.

So, my challenge to you is to create your own Charter of 
Expectations. Use it early in the planning process. Ask your 
clients to acknowledge they’ve read it or even better, ask 
them to sign it back to you. Send it with confidence, like it’s a 
normal part of doing business. 

Don’t be apprehensive to set your expectations from the 
start. You’re a professional and they’re coming to you for a 
reason. Your time and expertise are invaluable and worth it. 

If they won’t acknowledge it from the start, they weren't 
serious to begin with. 

“Business relationships 
are a two-way street,  
so why not establish  
what you – as a travel 
professional – expect  
of the other party?”

KNOT members,  
we’re giving you a head start! 

We’ve created a Charter of Expectations  
for you to use as a template. It’s available in 
our members-only Facebook group 

(facebook.com/groups/KeyNotesOnTravel) and it was 
uploaded in Microsoft Word document format so you can 
add or remove points as you see fit. 

Not a Key Notes On Travel member yet? 

Find out more or register now at KeyNotesOnTravel.com. 
Use the promo code INTRO80 to get your first month for 
only $2. (That’s an 80% discount!)
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OPEN FILE • IN PARTNERSHIP WITH

Overcoming 
Discounters: 
Practical strategies for 

recovering and retaining clients
In August, Key Notes On Travel hosted a  
panel discussion that explored how advisors  
can protect their business from discounters. 
Three experts weighed in with real, no-fluff 
strategies relating to retaining business, 
winning back clients and best practices for 
building loyal, repeat customer relationships.  
By Kim Pemberton

AS CONSUMERS INCREASINGLY turn to the Internet 
or big-box stores like Costco to book their vacations, travel 
agents must take a pro-active role to prove their value to 
both prospective and existing clients. The way to do that is 
build a positive relationship founded on trust and respect, 
according to a panel of experts from a recent Key Notes on 
Travel discussion on strategies to overcome discounters.

While they agree it can be frustrating to deal with a client 
who is price shopping, the good news is many travellers still 
want the individualized service only a travel advisor can offer. 
Indeed, almost 70 per cent of cruise travellers take advantage 
of the expertise of a travel agent to book a cruise vacation, 
according to Cruise Lines International Association. 

“Most people prefer to deal with someone local…
particularly in the luxury market. They don’t want to keep 
training their travel agent,” said Dan Chappelle, president of 
The Wealthy Travel Agent. But, he added, “You have to prove 
your value to the consumer.” 

1. DAN CHAPPELLE 
President,  

The Wealthy Travel Agent

2. MIKE FOSTER 
President,  

Nexion Canada

3. CHARMAINE HAMMOND 
President,  

Hammond International

THE 
EXPERTS 1

32
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Chappelle said it begins with a qualifying conversation, 
and if a prospective client isn’t willing to commit to a 
conversation it’s likely you won’t have a shot at the booking. 
“When all they want is a quick price that’s a red flag you are 
being ‘shopped’ and you might not want to invest too much 
time,” he warned.

If advisors can connect with a prospect they suspect might 
be price-shopping, look for common ground to first build 
rapport, said communication and conflict resolution expert 
Charmaine Hammond. Then, ask open-ended questions such 
as “who have you spoken to so far?” and “where are you at 
with them?” to gauge the likelihood of the prospect booking 
elsewhere. 

However, even if a client occasionally uses an OTA, 
Mike Foster, president of Nexion Canada still sees potential. 
He explained: “If the client booked online and there was a 
problem, look at it as an opportunity. It sets you up for future 
business.”

He recalled the time an agent was able to win the loyalty of 
a client who normally booked online. The traveller had booked 
with the agent but upon arrival at his hotel in the Dominican 
Republic, discovered there was no available room for him. 
The stranded traveller called the agent from the lobby and the 
advisor was able to get on the phone and immediately fix the 
problem. The client was so impressed he declared he’d never 
book online again; the advisor proved his value.
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However, Chappelle reminded agents not to get lost 
in the vertigo of chasing OTA or discounter pricing for a 
transaction that may ultimately net a loss. Foster agreed, 
noting “not all clients are equal.” 

But based on advisor feedback, price-matching and 
discounts are frequent client requests. Foster strongly 
encouraged advisors to resist competing on price. 

“If someone’s going to come to you for a dollar, they’re 

going to leave you for a dollar. That’s not a 
great relationship,” he emphasized. “If they’re 
not going to book with you it’s because you 
failed to convince them of your value. Know 
your value. Ask the right questions. Answer 
questions. Sell ‘you’ to the client first. Once 
you develop that rapport…the price won’t be 
so important; they won’t leave you to save a 
dollar because you’ve sold them on you.” 

THERE IS A POPULAR  idea in the travel 
industry that charging service fees correlate to 
better clients. If that’s the case, why don’t more 
advisors charge them? 

Chappelle said from what he’s seen, most 
travel advisors don’t regularly charge a service 
fee. But he believes if the travel advisor is 
able to offer something extra, they should 
be charging one. “If you have expertise in a 
niche, specialized knowledge or resources then 
absolutely, you should be charging fees and 
people will pay them,” he said. He added that 
consumers often ask why they should pay a fee 
if they can get the same product online. “The 
differentiator is you,” declared Chappelle.

When speaking to clients about charging 
a service fee, Hammond cautioned against 
prefacing with an apologetic statement like “I 
don’t want to charge the fee but it’s policy.”

“This is an area for clarity and brevity. 
Don’t be hesitant,” she said. “How you speak is 
extremely important.” She gave the example of 
never ending a statement with an “upswing” 
tone because a verbal inflection disintegrates 
trust. “You want a downswing – that builds 
rapport and trust.”

IF THE WORST-CASE  scenario happens 
and a prospective or current client books 
elsewhere, don’t immediately write them off. 

Hammond said this is when having a good 
relationship can recover lost business. She 
suggested asking open-ended question in a 
non-judgmental manner and to “remind them 
of the power of the relationship you have.” 
Hammond emphasize the importance of 
staying in touch so they “don’t disconnect.” 

Both Foster and Chappelle agreed, adding 
the main reason you lose clients is likely 
because you haven’t communicated well. 
Chappelle even suggested that agents might 
check in with the traveller while in-destination 
or when they get back. “Although we say we 
do, most [advisors] really don’t [follow up]. 
And the odds are pretty good the other agent 
they booked with hasn’t followed up,” said 
Chappelle. “Who do you think they’re going 
to remember? It’s all part of nurturing that 
relationship.” 

Watch the panel discussion video:  
bit.ly/31x7zCz

“ If they  
come to you 
over a buck, 
they’ll leave 
you over a 
buck. It’s  
okay to let 
clients go.”  
- Mike Foster
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Three Quotable Quotes from Charmaine

PROVING SOMEONE WRONG  
DOESN’T MAKE YOU RIGHT.

RESILIENCE IS THE ABILITY TO BOUNCE 
FORWARD (NOT BACKWARDS) IN TIMES  
OF CRISIS, CONFLICT AND ADVERSITY.

ARE YOU “LISTENING TO LISTEN”  
OR “LISTENING TO REPLY?”

Recapping communication  
and conflict resolution  
strategies with 
Charmaine  
Hammond

HOW ARE YOU COMMUNICATING? 
Hammond points out that only seven per cent of a message is 
conveyed through words. A whopping 55 per cent is 
communicated through body language and another 38 per 
cent through vocal elements like tone and inflection. This 
leaves a lot of room for miscommunication. Consider the 
following:
 Take stock of your nonverbals. How quickly do you speak? 

Are you soft-spoken, animated or level? What degree of 
inflection do you use?
 How often do you employ humour or sarcasm? Does this 

resonate with your client/audience?
 How do you “show up” on the phone? Do you sit, stand or 

pace? If you work from home, where do you take calls? 
 Cadence: Do you speak quickly or with greater urgency 

when you feel nervous or defensive? Do you bumble along 
trying to “fill” the silence? 

ESCAPE A CONVERSATIONAL LOOP 
Does your client keep repeating the same thing? Is the 
conversation running in circles? Hammond notes that 
frustration takes root when a person feels they are not being 
heard. Listen for repetition, pitch and volume. Hammond 
reminds us that speaking louder doesn’t make intent clearer, 
but we often do it. Try asking the person to explain their 
position using different language.

HOW TO MOVE FROM COMPLAINT TO SOLUTION
Shift an emotional confrontation to a productive conversation 
by showing the other person they’ve been heard. 
 Acknowledging frustration validates an experience (making 

someone feel heard) without agreeing with them. Say: “I can 
hear this is frustrating for you,” then move forward with a 
question: “What I’d like to know is…”
 Pivot diplomatically: Move the conversation toward 

brainstorming solutions while ensuring you have correctly 
identified the issue(s) by saying: “I’m starting to hear some 
solutions coming up in our conversation. Are you at a place 
where we can start discussing those options so we can move 
forward together?” 
 Win-win outcomes are not realistic. In her experience 

mediating corporate conflicts, Hammond says she’s yet to see a 
win-win outcome. Instead, she suggests aiming for “an 
agreement both parties can live with.” In other words, a “mostly 
okay-mostly okay” outcome.
 Make an agreement: Ask the client what they understand 

the agreement to be, so they acknowledge the part of the plan 
they need to take ownership of.
 
USE CURIOSITY TO DISARM  
Hammond suggests a powerful strategy for dealing with 
personal attacks.  Instead of responding to criticism or an 
insult with defensiveness or justification, respond with 

curiosity. (Easier said than done, to be sure.) 
Follow up with a question or ask the 

person to explain their intent. It 
might sound like this: “Help me 

understand. I’m not sure I 
understood what you meant 
when you said…” The reason 
this works is that it forces the 
other person to acknowledge 
their insult. 

THE RUNDOWN

During the fourth installation of Key Notes On Travel, resiliency expert 

Charmaine Hammond offered strategies for communicating for success in 

a series titled Dealing with Difficult People and Difficult Conversations. 

Over the course of two webinars and a follow-up Q&A, Hammond gave 

advisors invaluable tips and scripts for turning a confrontation into a 

respectful conversation, deescalating conflict and turning difficult clients 

into raving fans. Here are our favourite take-aways.
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Overheard at 
TL Network’s  
EDGE Conference  
By Jennifer Prendergast 

NEW ADVISOR EDUCATION PROGRAM DEBUTS 
EDGE 2019 marked the debut of Travel Leaders Network – 
Professional Learning Path, a new customized approach to 
travel advisor education. Prior to arriving at EDGE, attendees 
completed an exercise (with input from their agency owner or 
manager) that assigned them to one of four designated tiers, 
therefore ensuring advisors were participating in programming 
most relevant to their experience level. Of the 210 workshops 
offered at EDGE 2019, more than 70 were created within the 
Professional Learning Path framework. TL Network will 
continue to offer segmented educational opportunities 
throughout the year. 

KNOT’S TAKE:  We love the thought that went into 
segmenting advisor education. We’ve seen a lot of one-size-
fits-all workshops where the information is either too basic 
or too middle-of-the-road. In other instances, valuable 
information was simply too advanced for new advisors. In 
contrast, TL Network clearly outlined each program tier so 
advisors know exactly what to expect and where they’ll be 
going next. Member feedback has been strong, too. In casual 
conversations with Canadian EDGE attendees, one advisor 
told KNOT, “I really liked being in a room and bouncing 
ideas off other members who are at the same stage in their 
careers as I am.” 

TECHNOLOGY: PROFILER PLUS
In 2013, TL Network launched Agent Profiler, a proprietary 
lead-generation tool that allows members to create a 
customized profile on travelleaders.com. Consumers can then 
filter profiles to select an advisor based on location, destination 
and specialization. Agent Profiler has proved a massive 
success. It generates hundreds of thousands of high-quality 

leads each year with members reporting a resulting average 
sale of $5,000 per transaction. Christine James, TL Network 
vice president, Canada, noted: “Members who have jumped on 
the bandwagon and have published a profile are seeing results. 
Every time I attend one of our events, I get members coming 
up to me saying something like, ‘I published my profile a few 
weeks ago and I just got a $10,000 booking.’ These really are 
quality leads we’re sending, and the more members who 
engage, the more success we will all see.” To support participa-
tion, TL Network assists advisors with writing profile bios and 
taking professional headshots. 

This year’s EDGE Conference introduced an evolution of 
the Agent Profiler program: Profiler Plus. The launch of 
Profiler Plus enables advisors to build out their personal 
brand by posting videos and travel writing to their profile 
and listing destinations they’ve personally visited. In 
addition, a photo-posting feature means they can share their 
own travel photography or choose from an existing image 
library. 

KNOT’S TAKE: : Advisors who take advantage of video 
and photo sharing will further set themselves apart, fostering 
a more personal, authentic and trusted connection with both 
clients and prospects. The ease with which profiles can be 
edited ensures advisors can make quick updates and then get 
back to selling.

OVERHEARD

TL Network welcomed a record-setting number of attendees to its 

annual EDGE Conference that took place in National Harbor, MD, 

back in June. EDGE, which stands for “Educate, Discover, Gather, 

Evolve,” hosted more than 2,100 advisors and industry professionals 

who took part in workshops, training sessions, supplier and guest 

speaker presentations, networking events, and the ever-popular 

tradeshow and hotel marketplaces. Here are our key takeaways from 

the 2019 EDGE Conference.  
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#REALTALK: SUSTAINABLE TRAVEL 
During a media roundtable, Travel Leaders Group CEO Ninan 
Chacko announced the insights and outcomes of an overtour-
ism research study that was produced in partnership with New 
York University. NYU graduate students were tasked with 
creating an overtourism index to measure economic factors, 
accessibility, accommodation capacity, societal issues, 
environmental concerns, local community perceptions and the 
impact of media.

SOME INSIGHTS THAT MADE US THINK:
 Fifty-six per cent of advisors surveyed have seen an increase 

in negative feedback from clients because of in-destination 
overtourism. 
 Destination marketing has almost been too successful, and 

many destinations are now drunk on economic success.
 Negative consequences include pollution, climate change 

and the devastation of biodiversity, but also the socio-cultural 
costs of culture change, uncivilized behaviour, commodifica-
tion of culture, increased costs of living and gentrification. 
 Media bears some responsibility due to the constant 

creation of bucket lists and “top 10 must-see” articles. 
Coverage is often hastily written and lazy in its variety, 
featuring reoccurring sites and hot spots. 
 Eco-destinations consumers are most concerned about: The 

Galápagos Islands, Machu Picchu, Iceland, Antarctica, U.S. 
national parks, Banff, New Zealand and South Africa.

 Urban destinations consumers are most concerned about: 
Venice, Rome, Santorini, The Amalfi Coast, Amsterdam, 
Barcelona and Dubrovnik. 

KNOT’S TAKE:  This topic cannot be ignored. We salute TL 
Network for conducting this research study. Chacko spoke about 
challenging suppliers to create itineraries that include similar 
experiences as those seen on “top 10 lists,” but highlight off-the-
beaten-path destinations. This roundtable has inspired Key Notes 
On Travel to cover the topic in greater depth and to include more 
voices. Expect to hear more about overtourism from us in the 
coming months and in the upcoming winter issue. 

Profiler Plus enables advisors 
to build out their personal 
brand by posting videos and 
travel writing to their profile

KNOT Subscriber Question  

“How often should I be checking  
and replying to e-mails?”

Says James: “E-mail can be the 
biggest time suck there is but we 

all need it to do our work; it’s the way we 
communicate. Now more than ever, we have to be 
super efficient with e-mail.” 

Answer: four times a day 
Schedule four daily appointments with yourself to 
check e-mail. Use the timer on your phone and reply 
to as many e-mails as you can in the time allotted. 
James suggests first thing in the morning, mid-
morning (about half an hour before going for lunch), 
mid-afternoon and before you leave the office. 

Overheard at 
TL Network’s  
EDGE Conference  
By Jennifer Prendergast 
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Join TL Network—the leader in cruise, hotel and 
luxury sales—and benefit from:  

•  The industry’s highest commission levels

•  Innovative lead generation that works 

•  Inspiring offers that motivate travellers

•  Specialist training and professional development
 
Whether you’re a new travel advisor or industry 
veteran, you’ll find a home at TL Network.

TO  LE ARN MO RE  VIS IT TLNE TW O RK.C A

BECOME A 

LEADER



Immerse your clients in Aloha at 

Ka‘anapali  
Beach Hotel
KNOT Staff

FAST FACTS:
 418 guest rooms and 14 suites across 

four wings; each room has air 
conditioning, a private lānai/balcony and 
a mini fridge. 
 Property: Oceanfront, located on a 

4.8-km stretch of sandy beach. A lush 
four-acre courtyard (which includes a 
pool) is enveloped by an additional 11 
acres of tropical gardens. 
 Dining: Tiki Terrace Restaurant, Tiki 

Grill, Tiki Bar, Grab-n-Go, Legends of 
Kā‘anapali Lū‘au.
 Nearby Kā‘anapali Golf Courses offer 

two 18-hole champion courses.
 No resort fees; complimentary 

in-room Wi-Fi.

THE CLIENT:    
 The culture-seeker: Hawaiian culture 

encompasses the guest experience 
through a variety of cultural activities 
and ocean recreation. Hale Ho‘okipa, the 

Hawaiian Cultural Center in the hotel lobby is home to 
alaka‘i (guides) who love to “talk story” and share their 
knowledge of Hawaiian traditions, history and culture. Plus, 
a variety of Hawaiian activities are offered daily. (See 
highlights below.) 
 The outdoor rec enthusiast: Adventure-seeking guests 

should visit the Ocean Activities Center, Hale Huaka’i, to kick 
off their aquatic pursuits with a Hawaiian twist. Challenge 
body and mind by taking a paddling tour on the hotel’s wa‘a 
(outrigger canoe). Canoes have been an integral part of the 
Hawaiian way of life for generations and clients can share in 
the tradition. Glide along the panoramic shoreline of 
Kā‘anapali Beach to enjoy an expansive view from the water 
while your guide “talks story” about Polynesian migration, 
local history and gives lessons on sustainable living.
 Family travellers: There are many reasons families love 

Kā‘anapali Beach Hotel but value-seeking parents simply 
can’t ignore that kids under 17 stay for free and those under 
five dine free with each paying adult. Book adjoining rooms, 
reserve a complimentary crib, take advantage of for-hire 
babysitters, play in the whale-shaped pool or on the wide 
sandy beach, and of course, join in on all the free activities. 
Ask about the "Aloha Passport for Kids" program at 
check-in. Coin-operated laundry is a bonus. 

ACTIVITIES YOUR CLIENTS WILL LOVE: 
 Traditional lei making: Guests learn the significance of a 

lei, their traditional uses and gathering protocols before 
fashioning a short lei of their own.
 Hula: Walk away from this class knowing the hula is more 

than just a Hawaiian form of dance. Learn the importance of 
hula in preserving the culture, language, history and stories 
of Hawai’i.
 Ma‘awe (native fibers): Learn about the different weaving 

techniques and materials used in each. Then, guests weave 
an item of their own to take home.
 Mālama ‘Aina (ethnobotany): Discover the Hawaiian 

terminology associated with plants, mannerisms of food 
cultivation and preparation, and the spiritual connection to 
Hawaiian fauna. Enjoy the opportunity to participate in the 
processing and production of traditional foods.

Learn more: kbhmaui.com/travel-agents

COLLABORATIVE FEATURE • KĀ‘ANAPALI BEACH HOTEL

Clients who crave more than  

“just another tropical vacation in 

paradise” need only look to West 

Maui’s Ka‘anapali Beach Hotel. 

For more than 25 years the 

property has been recognized as 

“Hawai’i’s most Hawaiian hotel.” 

Sitting perfectly oceanfront, 

culture, history and tradition are 

infused in everything Ka‘anapali 

does. Here’s what you need to 

know about selling the hotel 

where clients are embraced by 

the time-honoured values of 

ho’okipa (hospitality),  

po’okela (excellence) and  

kokua (helpfulness).
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KEY 
NOTES 
on travel

The Missing Piece to Increased 
Travel Sales & Career Growth

With Key Notes On Travel, benefit from ongoing  
access to career development insight and strategies  

from today’s most in-demand thought leaders,  
and be part of an engaging and supportive community,  

catered specifically to travel advisors.

Your membership is only $10 a month and includes:  
  Live online professional development sessions  
by keynote speakers tailored to travel advisors

  Topics include time management, social media,  
prospecting, dealing with difficult people...

  Access to a private advisor community 

  Ready-to-share social and newsletter content

JOIN NOW AND ENJOY  
80% OFF YOUR FIRST MONTH

ONLY $2 TO START. 

USE DISCOUNT CODE: 

I N T R O 8 0

For more information, 
visit www.KeyNotesOnTravel.com
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ON SALE NOW

JUST RELEASED

2020
EUROPETRIPS

Terms: *For a limited time only. Trafalgar’s 2020 Europe &Britain Pre-sale pricing is available on itineraries identified as “Pre-sale 2020” only, and is valid for bookings until September 22, 2019. 
A non-refundable deposit is required per standard booking conditions to lock in this price. If the vacation price is higher once the main brochure is released in late September, Trafalgar will 
honor the lower Pre-sale rate; if it is lower, Trafalgar will refund the difference. Final payment for early payment discounts will be 18 Dec 2019. Not combinable with Costsaver, custom groups 
or any other offers. Subject to availability and may be withdrawn at any time. Please note additional products such as (but not limited to) extra nights, pre-paid gratuities or transfers cannot 
be added to the booking until the 2020 itineraries are on sale in late September. Note that itineraries, hotels and prices are subject to change until the release of the 2020 Europe brochures. 
Where there are any major itinerary changes (number of days, cities visited or number of overnight stays in each city location) Trafalgar will advise you accordingly. 

BOOK YOUR 
DREAM EUROPE 
TRIP NOW

For a limited time only, secure 2020 Europe trips at 2019 
prices. There is no better time to plan ahead and save.

BOOK NOW 

to get next year’s trips at 2019 prices 

+ SAVE an additional 10% 
early payment discount p.p* 

Call 1-800-387-2680 or visit trafalgar.com/agents 

TICO #W1583987


