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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



I t is no coincidence that this issue 
of Key Notes On Travel examines 
the intersection of travel and the 
wellbeing of our planet. As 
students marched in the streets, 

observing weekly climate strikes, and as 
California announced a ban on travel-size 
toiletries in hotel rooms, I was packing 
my bags for back-to-back trips that would have me criss-
crossing North America. I’m not a frequent-flying travel 
editor but I did, for the first time, feel a sense of flygskam: 
“flight shame.”

How can I reconcile my thirst for world travel and an 
increasing sense of responsibility to the planet? Carbon 
offsets seem like a good idea. But as the order confirmation 
hit my inbox, I thought, could it be this easy? Could I really 
absolve my environmental impact in a few short keystrokes? 
It seemed so…abstract. 

As travel advisors and industry partners, we have a real 
opportunity to affect change. We can pursue better practices 
and policy, and design lower-impact products that distribute 
travel in more sustainable ways. On page 12, we recognize the 
many ways the travel industry is doing just that. Not every 
step will be a leap and, while I am still saddled with concern, I 
feel that positive momentum is building. It’s my hope that we 
can all lean into 2020 with a critical eye to examine our habits 
and business models, and then exercise the humility required 
to improve them. Customers will reward the organizations 
that endeavour to protect and preserve the world they love so 
dearly.
  Jenn Hubbert, Editor-in-Chief 
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#FYIFRIDAY
BIZ WISDOM /  

Do you know the  
difference between  

marketing and selling? 

Dan Chappelle - aka The 
Wealthy Travel Agent - wants 
you to move from a marketing-
focused business to a sales-
focused enterprise. He argues 
that marketing is the job of 
suppliers and consortia. 

COMMUNITY CAPTURE

FACEBOOK LIVE

Join us for an e-visit to Kā‘anapali Beach 
Hotel to find out what makes it “Hawai’i’s 
most Hawaiian hotel.” Watch the video tour: 
bit.ly/2NC3h8Q

TOP COMMENT
BY JODI LG
“Great webinar today.  
Looking forward to next month!”

COMMUNITY 
ANNOUNCEMENT 
Key Notes On  
Travel is excited to 
announce our next 
keynote speaker: 
Jodi Fogel, a senior 
master trainer at 
Sales Gravy. Jodi will 
be presenting a powerful 
three-part series titled  
Sales EQ: The Emotional  
Experience Matters. Join us on November 
21, December 10 and January 14.

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, 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 content  
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 
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on travel

4    KEY NOTES on Travel WINTER 2019 • www.KeyNotesonTravel.com



www.KeyNotesonTravel.com •  KEY NOTES on Travel WINTER 2019    5  

SUSTAINABILITY. 
A CULTURE FUELED BY

At Delta, we are committed to being a good steward of the environment, a  
positive force in the communities we serve, and a great place to work and fly.



Recognized 
leadership:
No longer a travel industry nice-to-have,  
but a strategic imperative
 By Oliver Martin, Partner, Twenty31 Consulting 

THE NEED FOR LEADERSHIP in travel and tourism 
has never been more critical. As a society and industry, we 
are grappling with large-scale global and regional challenges 
– climate change, overcrowding at tourism sites and the 
resulting strain on infrastructure, and social and economic 
inequality in many destinations – that require a new type of 
leadership from progressive entities, aligned with the 
United Nations' Sustainable Development Goals.

Most governments appear unwilling or unable to lead. 
And what about tourism boards? The issue is that many 
national tourism organizations follow agendas dictated by 
those same dismissive governments, some of which still see 
overtourism as “a nice problem to have.” Civil society, while 
highly engaged on sustainability issues, typically does not 
have the scale or infrastructure to deliver the required 
change. And multilateral associations, including the United 
Nations World Tourism Organization, seem beholden to 
the political whims of national members.

Despite low levels of consumer trust, all signs point to 
more committed and effective leadership on the part of 
travel and tourism businesses as one of the key engines to 
drive more sustainable and prosperous destinations. This is 
also in the self-interest of global travel and tourism 
enterprises; a global company can’t be successful and 
profitable in a chaotic world.

However, the return on investment of progressive 
corporate leadership has, in many cases, been 
underwhelming.

MONOLOGUE

In 1271, Marco Polo set sail 

for Asia. In 1492, Columbus 

made landfall in what 

would become America. In 

1969, man visited the 

moon. In 2012, the world 

welcomed its one billionth 

traveller. And by 2031, it 

will acknowledge its two 

billionth. The next 15 years 

will witness unprecedented growth in global 

tourism and as competition for visitors intensifies, 

there will be winners and losers. According to Oliver 

Martin, a partner at Twenty31 Consulting, a 

progressive tourism and travel consultancy based in 

Vancouver, the organizations that will find success 

will be those that champion "recognized leadership."
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Despite the promise of strong social and environmental 
performance to drive business value (i.e., enhanced 
reputation and brand equity, stronger policy influence, 
deeper consumer and shareholder loyalty, increased market 
share, and greater talent attraction and retention), all too 
often there have been obstacles between a company’s 
commitments and the pledged benefits.

Twenty31 Consulting recognizes that one of the 
fundamental obstacles to creating more value for the 
enterprise from its sustainability and corporate social 
responsibility (CSR) strategy is the limited understanding 
and appreciation a company’s customers and stakeholders 
have of these commitments. Without stronger engagement 
and recognition of a company’s commitments, business 
value remains limited. The solution can be found in building 
and nurturing the concept of recognized leadership, an idea 
pioneered by global reputation and sustainability experts, 
GlobeScan.

Why should the travel and tourism industry embrace 
recognized leadership? It can be argued that the only type of 
leadership that is enduring and can stimulate positive 
change, is one that is recognized. Recognized leadership 
delivers value to the business in multiple forms: It inspires 
industry stakeholders; it creates virtuous competition among 
competitors; and it turns trust deficits into surpluses which 
yields business from high-value travel consumers.

The simple but potent insight here is that in order to 
accrue the benefits of enlightened commitments, travel 

consumers, travel trade and industry stakeholders need to 
understand what you stand for as a business and how you 
are executing on your corporate purpose. 

Collectively and in general, travel and tourism companies 
have done a poor job engaging with their employees, travel 
consumers, suppliers, communities, investors and NGO 
partners in this area around a shared vision and benefits. 
This goes well beyond marketing and communications and 
way past public relations (where, unfortunately, many CSR 
and sustainability programs reside).

Recognized travel and tourism leadership requires the 
thoughtful alignment of a number of moving parts that 
includes strategic vision, integrated performance and 
communications/engagement. A public relations or 
branding campaign is insufficient to deliver recognized 
leadership without it being deeply tied into business 
performance. Sustainability and CSR initiatives must be 
credible and measurable. Similarly, strong vision and 
performance is an insufficient approach if it lacks a way to 
deeply connect with travel consumers, travel trade and 
stakeholders.

Travel and tourism companies such as Jetwing Hotels, 
Intrepid Travel, &Beyond and Soneva resorts have taken a 
more holistic approach to vision, performance and 
engagement, and are driving the agenda and increasing 
business value. Industry associations such as The Pacific 
Asia Travel Association can also play a role given their 
unique ability to facilitate engagement between business and 
government.

Twenty31’s approach is to build recognized leadership 
strategies based upon a clear assessment of the business 
context and through primary research and internal and 
external stakeholder engagement. The challenge is develop-
ing an integrated strategy that manages risk, optimizes 
opportunities and community contribution, as well as best 
captures the imaginations of travel consumers, travel trade 
and broader stakeholders – all in ways that build positive 
recognition for the company. When executed with success, it 
closes the loop on business value, which in turn leads to 
greater social impact as the organization derives greater 
economic and social benefits.

The world is on the cusp of a new era of corporate engage-
ment that will fulfil many of the promises of the business case 
for corporate sustainability. We have a better understanding of 
the challenges we face and the actions required to secure a 
better world. Recognized leadership can help progressive travel 
and tourism companies mobilize their capabilities for a brighter 
and more sustainable future. 

“ The solution can be found in 
building and nurturing the 
concept of recognized leadership, 
an idea pioneered by global 
reputation and sustainability 
experts, GlobeScan.”
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Marrying creativity with respect, 

DestaWed revolutionizes 
South Asian destination 
weddings
By Liz Fleming 

 

“IT’S ALL ABOUT RESPECT,” says 
Amitt Saini, one of three partners at the 
helm of DestaWed, the largest destination 
wedding service in the Greater Toronto 
Area. “We understand the importance of 
creating weddings that will not only be what 
the bride and groom have in mind but will 
also please their parents and grandparents.”

Saini and his partners create dream 
destination weddings for the South Asian 
market, booking the travel, arranging the 
accommodations, selecting the food, 
beverages and entertainment for multiple 
events and providing the proper officiants 
for all religious services. Sikh, Hindu or 
otherwise, any religious group can be 
catered to.

Most important, Saini notes, is DestaWed’s ability to 
create an authentic ambiance equal to what would be 
available in India – all wrapped up in the beauty and 
excitement of a Caribbean destination. 

“Our goal,” Saini says, “is to make sure that your big day is 
what you’ve always envisioned it would be. We have the 
team to make it come to life.”

The players on that team are key. 
Saini, an entrepreneur at heart, began his travel career as 

a sales agent, but soon established himself independently in 
the group travel market where he recognized great 
opportunities for South Asian destination weddings. 

“I was good at handling the travel, but I needed help with 
the wedding planning,” admits Saini. 

Aiksimar Singh had 10 years of experience in the local 
wedding industry, had managed a big audiovisual company 
and understood the logistics involved in planning a great 
wedding. 

"When I reached out with a proposal and a business 
model, Aiksimar agreed to come on board, and we've never 
looked back," says Saini.

Five months later, in 2017, the pair booked their first 
wedding. Working hard to build a profile, they attended 
trade shows, concentrated on marketing and hoped that 
the success of their first wedding would spread by word of 
mouth. It did.

Saini and Singh did two more weddings in 2017 but still 
felt that something was missing.

Saini explains: “We wanted to take our weddings to 
another level and make them different than anything else 
out there, but we were lacking design expertise. Anyone 
can provide décor, but we wanted outstanding design, so 
we added our third business partner, Tina Lieu of Tina 
Travels, an expert in event creation.”

Offering a full-service product has been key to 
DestaWed’s success. 

“Our competitors may have travel agents,” Saini says, 
“but they have no planners and no designers. We’re able to 
provide experts in every field. While the travel is being put 
together, the event plans are underway and the design team 
is working on the themes for multiple functions.”

From budget management to matching fabric swatches 
to selecting bands, DJs and music, no itinerary is too 
complex. Because many couples and their families haven’t 
seen the destinations prior to the wedding, the DestaWed 
team is there to make sure every detail is perfect.

Choosing the right venues is essential and all-inclusive 
Hard Rock Hotels are DestaWed favourites. 

Says Saini, “The Hard Rock brand caters to the genera-
tion we’re serving: Millennials. Entertainment, pool parties, 
casinos, the whole ambiance captures the attention of our 
guests and they offer an amazing South Asian wedding 
package. Some high-end properties charge à la carte per 

MOVERS & SHAKERS

South Asian weddings are 

elaborate, multi-event 

affairs. They’re complex to 

organize at home – now 

imagine planning one 

overseas and in venues the 

bride and groom have never 

seen in person. But that’s 

precisely the niche the team 

at DestaWed have carved 

out in a few short years. 



Why DestaWed?
DestaWed has built an impressive brand, which in less than three 
years has grown from being the new kid on the block to one of 
the top producing agencies for AIC Hotel Group in North 
America. They are true partners who have helped provide 
valuable feedback and ideas which have elevated our Ishq Rocks 
program. The DestaWed team embodies the “work hard, play 
hard” mentality. They continue to innovate and take the South 
Asian destination wedding industry by storm with their out-of-
the-box thinking and tenacious attitude.

- AIC Hotel Group
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person or per event, which can really add up. If we plan four 
events for a group of 100 guests and the venue charges per 
person for food and beverage, costs can easily hit $30,000. 
By contrast, Hard Rock’s South Asian package rewards the 
wedding couple and their family for guest bookings by 
providing free venue rentals for parties of 100 to 300 guests, 
premium alcohol, unlimited food made by chefs flown in 
from India and complimentary labour for four private 
functions. The only extra charges are for the rental of chairs, 
décor elements and audiovisual equipment.”

The DestaWed team now organizes 60-70 weddings per 
year and that number is expected to balloon in 2020. The 
company isn’t just the largest of its kind in the GTA; it's one 
of the most powerful players in the entire destination 
wedding game. 

“South Asian weddings are big, often involving as many as 
140 guests and there are always a lot of moving parts. When 
you compare apples to apples, South Asian weddings are so 

much less expensive in the Caribbean than they are in the 
GTA,” says Saini, “and they can be handled so beautifully.”

By combining their expertise in travel, planning and 
event design with a respect and understanding of the South 
Asian community and a passion for creating beautiful 
Caribbean weddings, Amitt Saini and his DestaWed 
partners have created a niche product. 

“In 2016, no one in the South Asian community knew 
what a destination wedding was,” Saini laughs. "Millennials 
are changing the way things are done. They don’t want 
banquet halls anymore and they’re tired of the same 
wedding formats. DestaWed is creating culturally 
respectful, cost-effective, exciting South Asian weddings 
– and we’re doing it in some of the most gorgeous places in 
the world.” 

This DestaWed Movers & Shakers profile  
was presented in collaboration with AIC Hotel Group.



Overtourism:
Where do we go from here? 
By Christina Newberry

Travel advisors have an opportunity to play a valuable role in managing  
the impact on local communities while improving client experiences. 

YOU’VE SEEN IT IN THE NEWS. Tourists outnum-
bering locals in Venice. Anti-tourist protests and graffiti in 
Barcelona. As overtourism becomes an increasing concern 
for governments, travellers and residents of high-traffic 
areas, the travel industry must be part of the solution. 

One industry-led effort to define and seek solutions to 
overtourism comes in the form of a partnership between 
Travel Leaders Group and New York University’s School 
of Professional Studies. In the first stage of the research, 
NYU graduate students looked at economic, social and 
environmental issues in 41 locations around the world. 
Results showed that overtourism is causing or contributing to 
environmental issues like climate change and pollution while 
threatening biodiversity. There are also sociocultural effects, 
like distorting and commoditizing cultures, gentrification, 
damage to important historic and cultural sites, and the bad 
behaviour typified by drunken weekend stag parties. More 
than half of the travel advisors Travel Leaders Group spoke 
with (56 per cent) said they have seen an increase in negative 
client feedback based on overtourism. 

Overtourism can fundamentally change a destination by 
displacing local residents and making city centres unpleasant 
places to live because of increased congestion and petty 
crime. As local shops give way to souvenir stores and chain 
restaurants, overtouristed cities struggle to maintain their 
unique identities.

The tourism experience itself also degrades, as 
visitors have to deal with angry locals, inflated prices 
and overcrowding. Eighty per cent of the destination 
management organizations (DMOs) Travel Leaders 
Group surveyed admitted they are having problems with 
overtourism. And in a recent World Travel Monitor study, 
25 per cent of international tourists said the destination 
they travelled to was overcrowded. One in 10 said this 
overcrowding had affected the quality of their trip. According 
to the World Travel Monitor, the most affected attractions 

are the Great Wall of China, ski resorts in the Dolomites 
and the Cinque Terre in Italy. The most affected cities 
were Guangzhou, Shanghai, Beijing, Amsterdam, Istanbul, 
Barcelona, Florence and Venice. These concerns were 
greatest among families with children and travellers under 
the age of 34.

For Travel Leaders Group, overtourism takes two forms. 
Macro-overtourism is the most commonly discussed. 
“Everyone in the travel industry can identify Iceland 
or Venice as destinations dealing with the effects of 
overtourism,” said Brian Hegarty, VP Marketing, Travel 
Leaders Group. 

But there’s also micro-overtourism: “There’s local or 
seasonal overtourism within just about every destination in 
the world on certain days of the week or months of the year,” 
Hegarty pointed out. 

HOW DID WE GET HERE? 
Overtourism is driven by both economic and industry 
factors. On the economic side, increased spending power 
simply means more people are able to travel. According 
to the UN World Tourism Organization, international 
tourism has more than tripled in the last 30 years. At the 
same time, destinations look to tourism as an important 
driver of economic growth, with those international arrivals 
contributing $11.6 trillion to the world economy and 
supporting 10 per cent of all jobs worldwide. 

But the industry also bears responsibility, with its 
focus on volume and measuring success based on the 
number of arrivals. There has been little effort to avoid the 
overconcentration of tourism in popular destinations, even 
as airline carrying capacity has increased and alternative 
lodgings like Airbnb have created an almost limitless number 
of beds. According to the World Travel & Tourism Council 
(WWTC), the top 20 destinations worldwide now account 
for 70 per cent of all international arrivals. 

OPEN FILE
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knowledge of local culture, secondary destinations and the 
seasonality of travel. Advisors can, for example, encourage 
clients to visit in the off- or shoulder seasons. If clients want 
to visit a big city, advisors can encourage them to take some 
time to explore the surrounding areas or attend local cultural 
events and festivals.

Overcrowding is an issue, agrees Silvana Frappier of NS 
Destinations, but she also sees it as an opportunity to prove 
her value as a travel advisor. “An advisor must be educated 
on the destination as a whole. When a client wants to visit 
a popular city or location suffering from overtourism, that’s 
my opportunity to be the expert, and I encourage them to 
venture out to the surrounding area,” she explains. “Also, 
there are many places that need and want more tourists. 
For example, Puglia and Basilicata in southern Italy offer 
travellers great food and wine, amazing olive oil, ancient 
heritage sites, pristine beaches and very welcoming locals – 
with much fewer tourists than the Amalfi Coast.”

For destinations with heavy cruise traffic, it might be as 
simple as making sure clients avoid top attractions on days 
when large cruise ships are in port.

Hegarty experienced this first-hand on a recent family trip 
to Jamaica over spring break – hardly the off-season. Still, his 
family managed to enjoy Dunn’s River Falls, one of the top 
tourist destinations, all to themselves, based on great advisor 
advice and a copy of the port schedule. Likewise, Hegarty 
added, travel advisors can help their clients see the Vatican 
with zero crowds, even in high season, by securing them VIP 
access that allows entry before the official opening time. 

“We all have a role in helping to address the issue and 
making sure buzzwords like overtourism and sustainability 
have action behind them,” Hegarty said. “We want to change 
the course of what we’ve seen in the industry to date.” 

FINDING SOLUTIONS
Of the DMOs Travel Leaders surveyed, 53 per cent have 
taken some action against overtourism in their destination. 
Limiting the number of visitors is an obvious approach, but 
this can be difficult to do. Disincentives such as tourist taxes 
may provide a start, as can limiting the number of visitors al-
lowed into specific attractions or sites and reducing opening 
hours. The WWTC further suggests using technology and 
data collection to better manage tourist flows. 

Imposing penalties for bad tourist behaviour is another 
potential approach. While it may not reduce the number of 
tourists, it can reduce the negative effects of overtourism for 
both locals and visitors. 

Amsterdam and Venice have both implemented 
campaigns with the theme “enjoy and respect,” with 
prominent signs advising tourists of the hefty fines for 
infractions like littering, public drunkenness and urinating in 
the street. While these may seem like obvious no-nos, they 
remain ongoing problems. Eighty per cent of the advisors 
Travel Leaders Group surveyed said they advise clients on 
local laws and customs, but it may be worth nudging clients 
to remember the basics of good public behaviour, too. 

Perhaps the most promising solution to overtourism 
is developing alternative destinations, or even alternate 
attractions and activities within a popular destination. This is 
an area in which travel advisors and tour operators can play 
a vital role. 

HOW TRAVEL ADVISORS CAN HELP
Travel advisors have an important role to play in both 
supporting destinations’ efforts to reduce the effects 
of overtourism and managing client expectations. It’s 
increasingly important for advisors to develop their 
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19 Things  
the travel industry did  
in 2019 to make travel  
more planet-positive
By Alison Karlene Hodgins

Travellers are growing increasingly conscious of the environment, 

sustainability and the consequences of overtourism. They want to 

explore the world without harming it. Destinations, consortia, 

operators, hotels and the companies that move us are all 

responding – not because it’s marketable, but because it’s the right 

thing to do. As 2019 comes to a close, we’re taking a moment to 

reflect on the varied initiatives and policies that helped reduce the 

impacts of global consumer travel this year. 

Marriott  International  announced the 
elimination of  single-use toiletries
Expanding on their 2018 initiative, Marriott is replacing the 
small, single-use bottles used in hotel rooms for shampoo, 
conditioner and lotion. Instead, bathrooms will feature larger 
pump bottles that hold the same liquid amenities in eco-friendly, 
refillable containers. When completed, the new program will 
reduce the company’s plastic usage by 30 per cent.

The Travel  Corporation stopped offering 
single-use plastic  water bottles
With their not-for-profit TreadRight Foundation, TTC has 
announced that coaches will no longer offer single-use plastic 
bottles. TTC brands including Trafalgar, Contiki and Insight 
Vacations are also shifting away from non-biodegradable 
name and luggage tags. The family of brands is working to 
phase out all unnecessary single-use plastics.

Delta got  serious about biofuel
Delta has a long-term goal of reducing carbon emissions by 
50 per cent by 2050. This fall, one step in that journey was 
a $2 million investment in a feasibility study to explore a 
biofuel production facility in Washington state. If it proves 
viable, sustainable aviation fuel could be sourced from wood 
residue deposits and wood slash. The study is expected to 
be completed by mid-2020 and the first fuel delivery could 
arrive as early as the end of 2023. 

Also in 2019, Airbus initiated the delivery of 20 new 
aircraft to Delta. In partnership with Air BP, the planes flew 
from the assembly line in Mobile, Alabama to Kansas City. 
The planes were powered by biofuel and with additional 
offsetting, the delivery flights were entirely carbon neutral. 

Iberostar Hotels & Resorts created  
the Honest Food init iative 
Food waste is a major global issue. Currently, up to one third of 
all food worldwide ends up in the garbage. To fight food waste 
and promote local cuisine, Iberostar launched “Honest Food.” 
Hotels and resorts have pledged to work with local producers 
who farm responsibly, aiming to minimize environmental 
impact and fill their restaurants with fresh, natural food.

Accor released a zero-waste recipe collection
The hospitality group Accor released a curated recipe 
collection as an approachable way to raise awareness of the 
global food waste issue. This cookbook features 25 recipes 
primarily using ingredients that otherwise might be trashed. 
Home cooks can download the e-book, which profiles 
Fairmont, Sofitel and Novotel chefs from properties across 
Canada and the U.S.

Lindblad Expeditions became  
100% carbon neutral
For this global leader in responsible tourism, “eco” is just as 
important as “tourism.” All 13 ships, land-based operations, 
employee travel and offices will be fully offset in 2019. Lindblad 
recognizes the immense threat of global climate change and 
seeks to promote sustainable tourism around the world.

Collette will  become carbon neutral  by 2020
Global tour operator Collette isn’t wasting any time – all trips 
under the Explorations brand will be carbon neutral by next 
year. This is one of Collette’s many initiatives to lessen their 
carbon footprint and reduce environmental impact.

SPECIAL FEATURE
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Beaches closed for clean-ups
Boracay closed recently (but not permanently). Instead, 
the touristy island in the Philippines opted to shut down 
paradise for specific time periods, allowing the environment 
a chance to breathe. It also gave Boracay’s stakeholders 
the opportunity to work through issues including waste 
management, infrastructure and congestion. Travellers 
looking for alternative destinations during the closures 
should consider Palawan and Bohol.

Intrepid put  women first
Intrepid expanded its Women’s Expeditions itineraries with 
four new destinations: Turkey, India, Kenya and Nepal. The 
tours encourage female empowerment by supporting local 
female-owned and operated businesses in each destination. 
In traditionally conservative countries, these tours create a 
socially responsible and culturally sensitive way for travellers 
to experience the customs, food, challenges and lives of local 
women.

ME to WE used chocolate for a  sweet cause
Canadian social enterprise ME to WE focuses on sustainable 
development projects that benefit the communities that 
travellers visit. This Toronto-based company fosters 
employment and economic empowerment in WE Village 
communities around the world. A recent investment in 
Ecuador helped launch Fairtrade chocolate and create 
economic opportunities.

G Adventures launched a  
new animal welfare policy
With species rapidly declining around the world, the list 
of extinct and endangered animals grows every day. G 
Adventures has opted for a new “no-touch” animal welfare 
policy. Developed in consultation with World Animal 
Protection, The Jane Goodall Institute and the World 
Cetacean Alliance, this policy educates travellers on the safest 
way to interact with animals abroad – for both humans and 
animals.

Big Five Tours & Expeditions created 
technology to protect  the world
Big Five Tours & Expeditions created technology to help 
determine how travellers want to support sustainable 
tourism. Using AI, GIB 5.0 finds opportunities for travellers 
based on personal interest. GIB 5.0 is a useful tool for 
travel advisors, too – it gathers information about clients’ 
interests and passions, allowing agents to curate and design 
unforgettable vacations with a good cause.

Sightseeing in Norway got  cleaner
Travellers can now go whale watching and explore Norway’s 
pristine coastline with minimal impact on sensitive coastal 
habitats. The new Brim Explorer is the quietest, cleanest and 
most environmentally sound sightseeing ship that tourists 
can experience in Scandinavia. Propelled solely by batteries, 
guests can still see the northern lights and breathtaking fjords 
without the detrimental effects of a diesel cruise ship.
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Adventure Canada embraced farm-to-ship
This year, Adventure Canada launched an immersive culinary 
program “Taste of Place” in a province known for its fresh 
food. Guests on the Newfoundland Circumnavigation voyage 
experienced the destination’s rich agricultural and fishing 
history through dinner menus designed and supplied by local 
chefs, farmers, hunters and fishers.

Costa Rica continued to combat cl imate change
Costa Rica announced its National Decarbonization Plan 
and the lofty goal of being the first carbon-neutral nation in 
the world. Also this year, the UN honoured Costa Rica with a 
Champions of the Earth award.

Uluru closed to cl imbers
The prohibition of visitors at popular sites is radical action, 
but it can be essential. In Australia, the sacred landmark also 
known as Ayers Rock is now illegal to climb. Uluru travellers 
might instead participate in an Anangu cultural experience 
to learn more about the indigenous peoples who originally 
populated the area. 

Hurtigruten sailed the Northwest Passage on 
battery power
Another innovative expedition ship, the MS Roald 
Amundsen made history this year with a nautical 
breakthrough. Traversing the Northwest Passage was once 
considered impossible. This year, a hybrid electric-powered 
expedition ship completed the 4,828-kilometre journey from 
the Atlantic to the Pacific powered solely by batteries. This 
energy efficient model cuts carbon emissions from the engine 
by more than 20 per cent.

Natural  Habitat  Adventures offset  air  travel
As the world’s first carbon-neutral tour operator, Natural 
Habitat Adventures has offset over 17,000 tons of carbon 
dioxide in the last 12 years. In 2019, NHA announced it will 
offset guest air travel. Eco-conscious guests’ trips will now be 
100 per cent carbon-neutral from the moment they depart 
their home airport.

Air Canada and Transat  
showed dedication to dolphins
As they say, if you love something, let it go. This couldn’t 
be truer for animal tourism, which is quickly falling out of 
fashion. To fight against inhumane practices, Transat has 
stopped commercializing performances that feature captive 
marine animals. Air Canada has also pledged to stop directly 
selling and promoting packages involving entertainment 
with captive dolphins. The move echoes legislation passed 
in Canada last June which bans the breeding, display and 
trade of whales, dolphins and porpoises for any reason except 
research and rehabilitation. 
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Top to Bottom: Matthew D. Upchurch speaks at Virtuoso Travel 
Week 2019's opening ceremony; agency-partner appointments
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Overheard at  
Virtuoso Travel Week: 
Wanderlist
By Jennifer Prendergast 

DIGGING INTO THE "WHY" OF TRAVEL 
If clients don’t know where they want to travel, you might be 
asking the wrong question. Enter, Wanderlist, an online tool 
available to Virtuoso advisors that leans into the "why" and 
"when" of travel, rather than just the "where." Each member 
of the family or party completes an extensive (but fun) 
questionnaire intended to reveal future travel interests and 
motivations while ensuring each traveller receives a 
democratic say in the travel decision. Results are compiled 
by the system and the recommendations Wanderlist 
produces provide both clients and their advisor a road map 
for planning travel in the next five years.

The most magical element to Wanderlist is the surprise so 
many clients receive when they learn of their family’s travel 
ambitions and desires. As one client reported: "...For my 
youngest daughter two top picks emerged: Disney and 
Thailand. My advisor asked me why I thought she chose 
Thailand. I had no idea. Then it dawned on me. We have a 
honeymoon picture of us with elephants hanging on our 
wall. I never knew this photo quietly impacted my daugh-
ter. Needless to say, we will be creating new memories with 
her in Thailand.”  

HOW IT WORKS:  
Since launching in spring 2019, 200 advisors have completed 
the training and can now call themselves Wanderlist 
Specialists. Each time an advisor uses Wanderlist, Virtuoso 
collects a fee which is charged per family/group. The advisor 
can choose how much, if at all, to charge their client. 

Just because a Virtuoso agency or advisor hasn’t undergone 
Wanderlist training, doesn’t mean their clients are excluded 
from the tool. The advisor can contract a Virtuoso Wanderlist 
Guide who will walk them through the process. Once the client 
receives the results, the advisor resumes regular consultation. 

TRAVEL FORECASTING 
Because it plans for the next two to three years and includes 
an annual review, Wanderlist is an excellent customer loyalty 
and retention tool. The system will notify an advisor to 
proactively reach out to a client who, for example, said they 
wanted to take a safari to celebrate a milestone event (which 

Wanderlist asks users to record).
One happy client said, “Our advisor was sharing a 

calendar of future travel ideas when it hit me…we only had 
three trips left before my son went off to college. Where did 
all that time go? Fortunately, we were able to realize this 
before it was too late. So, in addition to our family vacations, 
we added special trips to share just with our son on his 16th, 
18th and 21st birthdays. We can’t wait to create these special 
memories with our kids while we still can.”

What else do clients receive for taking part in Wanderlist? 
Access to a personalized online dashboard, an annual travel 
review and a gorgeous, custom-made coffee table book 
reflecting their travel ambitions with pages that can be 
substituted as they complete trips and aspire to take new ones. 
 
KNOT’S TAKE:  
Virtuoso has always viewed and encouraged advisors to 
think of themselves as providing a bespoke service akin to a 
financial planner, for example. Taking a consultative and 
long-term planning approach for multiple future trips is a 
sure way to form deeper relationships with clients, and to 
increase loyalty that leads to stronger forecasting of future 
sales. Currently, there are no other comparable competing 
consortia technologies. There are quizzes and surveys, to be 
sure, but Wanderlist’s three-to-five-year road map for 
aspirational travel gives Virtuoso advisors a huge leg up on 
the competition. 

OVERHEARD

Promoted at Virtuoso Travel Week in August, 

Virtuoso’s new vacation planning tool, Wanderlist, 

is already earning top reviews from advisors and 

their clients.  



Three Quotable Quotes from Dan Chappelle

“THE FORTUNE IS IN THE FOLLOW-UP.”

“THERE’S AN EXPECTATION THAT 
MARKETING IS GOING TO DO THE SELLING 
FOR YOU. THAT’S ABSOLUTELY NOT TRUE.”

“SUCCESS IN BUSINESS IS DIRECTLY 
PROPORTIONAL TO THE ABILITY TO SELL 

YOURSELF, YOUR SERVICES AND YOUR IDEAS.”

Get your S.H.I.P. together:  
The C.R.A.P. that’s stopping you from 
achieving your sales goals with 

Dan Chappelle
By Jennifer Hubbert

MARKETING VS.  SELLING
Chappelle encourages advisors to examine their habits to 
determine whether they are in fact selling or marketing. Here’s 
how Chappelle teases the two concepts apart. 

MARKETING: 
 Reactive, requires a financial investment and indiscrimi-

nately attracts any and all customers. 
 Marketing creates prospects. 

SELLING: 
 Proactive, requires an investment of time, targets specific 

prospects and is a controlled process. 
 Selling creates buyers. 

If advisors find themselves leaning too deep into marketing, 
Chappelle advises it’s time to make a paradigm shift from a 
marketing-focused organization to a sales-focused enterprise. 

HOW HIGH ACHIEVERS SPEND THEIR TIME
In the process of getting serious about selling, advisors might 
be wondering how to best allocate their time. “You want to 
focus on the things that are going to make money,” instructs 
Chappelle, “not the non-revenue producing activities.” He calls 
revenue-generating tasks “high-value sales activities” and they 
include pursuing leads, assembling quotes, executing sales and 
performing follow-up. Chappelle suggests 65 to 70 per cent of 
a 40-hour workweek be dedicated to high-value sales activities. 

SELLING, NOT MARKETING 
At the heart of Chappelle’s series is the notion that travel 
advisors need to be laser focused on selling, not marketing. He 
asserts that in the travel industry lexicon, marketing has 
become confused with selling. He does not mince words: “I 
want to be crystal clear…the travel agency is the commissioned 
sales force of the travel and tourism industries. Not the 
commissioned marketing force; the commissioned sales force. 
You can spend as much as you want on marketing but you’re 
not going to get paid unless somebody buys something.” 

THE RUNDOWN • IN PARTNERSHIP WITH

Many travel advisors arrive at the profession because 

they are passionate about travel and helping people. 

But let’s face it, passion doesn’t pay the bills. Success 

is predicated on the ability to sell. Some folks are 

natural born sellers, but truthfully, most aren’t. It was 

a life lesson that our keynote speaker Dan Chappelle, 

aka The Wealthy Travel Agent, experienced early in 

his sales career. Key Notes On Travel was pleased to 

present his series Bulletproof Your Travel Business because we too 

believe selling is a skill set that is cultivated over an entire career. 
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HOW TO ASK FOR REFERRALS 
How do you reach your network’s network? You ask to speak 
with them, says Chappelle. “If the folks who are closest to 
you aren’t going to buy from you, the key is not to ask them 
to buy something from you; the key is to ask them for help…
people like to help each other.” 

And when crafting that call to action, Chappelle instructs 
advisors to use precise language. 

“Put it out there that you’re looking for a specific 
customer travelling to a specific destination, [on a] specific 
product. You’re not just asking anybody to come book travel 
with you. That’s how you really, truly, make money 
prospecting.”

PERSISTENCE PAYS
On the subject of follow-up, Chappelle encourages advisors 
to be persistent: “Forty-eight per cent of people give up after 
the first contact. Twenty-five per cent are going to make a 
follow-up phone call and give up after that…Eighty per cent 
of sales are made after five or more contacts. Why? Because 
it takes time to build trust in a relationship.” 

 

PROSPECTING 101:  
DO THIS,  NOT THAT
In Chappelle’s opinion, the best way to gain a new customer is 
to ask for a referral. So forget cold calling. He's also tepid on 
advertising, which he considers only moderately effective. “The 
best way to get to a customer is to proactively ask for referrals,” 
he says. 

PROSPECTING GOLD:  
“THE STRENGTH OF WEAK TIES”
How many times have friends or family leaned on your travel 
knowledge, only to book elsewhere? Why is that? Chappelle 
alleges “the reason most people will not do business with 
people close to them is because they don’t want to jeopardize 
the relationship. They would rather deal with someone they 
don’t know well.” 

He asserts only 10 to15 per cent of all business results from 
an advisor’s inner circle. The real potential exists in your 
network’s network, via a phenomenon known as “The Strength 
of Weak Ties.” 

Chapelle breaks it down: “At any given point in our lives we 
have 20 or 25 people who fit into our ‘circle of 
influence’ or ‘level one relationships’ … 
60 to 70 per cent of your business will 
potentially come from [two degrees 
of separation] and then it will drop 
exponentially from there. If we 
know this is where the business is 
going to come from, doesn’t it 
make sense to have a systematic 
process that we can regularly use 
to access those people?” 

 “ You can spend as much as you want on 
marketing but you’re not going to get  
paid unless somebody buys something.”

KNOT Subscriber Question
“I heard you say, ‘The fortune is in the follow-up.’ What is the 
best strategy for following up with prospects without feeling 
like you are pestering them?”

Chappelle’s answer: “If you don’t want to feel like you’re 
pestering them, that’s your problem, not theirs. They’ve reached 
out to you in some way, shape or form. They’ve contacted you for 
information about a trip and you've done the work on your end. 
You use a combination of calling, leaving a voicemail, actually 
talking to them or e-mail. And if you have their permission, text 
them. Life gets in the way. What may have been a priority that 
day becomes less of a priority [the next]. Your job is to keep it in 
front of them so that it remains a priority.” 
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Christine James, 

Canada's woman on top 
By Jennifer Prendergast 

 

THE FIRST TIME I MET Christine James 
was on board Oasis of the Seas at then-
Vacation.com’s annual conference. James 
struck me because she was equally as 
personable while hosting a small media 
dinner as she was on stage, speaking to 
1,000-plus attendees. But it was during a 
press conference that she truly impressed. 
Sitting among the executive team, she was 
the authoritative voice on all things Canada. 
She was also the only woman with a seat at 
the table. 

TRAVEL,  FROM THE START
At the age of 11, James’ family of 10 
immigrated from Guyana to Montreal, 
squeezing into a three-bedroom apartment 
with her aunt – and her four-person family. 
By age 15, James’ family had moved to 
Toronto where she graduated from high 
school two years early. 

When James took a job in customer 
service, she discovered how much she 
enjoyed interacting with the public. 
Thumbing through a Centennial College 
magazine one year later, the travel and 
tourism program caught her eye.

“I’d always wanted to travel and I loved 
working with people,” she explains, “so it seemed like a 
perfect fit.”

HOW DO YOU SPELL BOLD? J-A-M-E-S
After completing the program, James worked as a travel 
advisor at Thomas Cook before moving to Eaton’s Travel 
as a senior advisor. One year later, Eaton’s offered her 
the inaugural spot in a brand-new management trainee 
program, and then gave her the choice of managing a retail 
location in London, Ontario or Regina, Saskatchewan. 
James chose the latter.

“Why did I choose Regina?” she queries. “Because I 
decided which suppliers we worked with. It was my voice 
on the radio ads; I got to give away trips to Hawaii during 
halftime at the football game. At 24 years old, I basically ran 
that business.”

Returning to Toronto two years later, James took a role in 

corporate travel and then accepted an offer from Uniglobe 
where she wound up managing the new leisure division. 
A role in industry relations at American Express followed, 
before she was recruited by Travel Trust International to 
develop a Canadian network. 

James then opened her own consulting business where 
she represented several international tour operators in 
Canada. After six-and-a-half years she was recruited 
to Gem Canada (later acquired by Vacation.com) as a 
business development manager for eastern Canada. Before 
taking the role, James made one condition. 

“I said I’d only join them as their new BDM, and bring 
all of my connections and existing relationships, if I’d be 
promoted to director of sales within two years.” 

It was a bold move that paid dividends. Within the 
organization, James went on to hold roles as senior director 
of supplier relations and country manager of Canada.

A STARTLING BLOW DOESN’T PARALYZE
2007 dealt a difficult personal blow when James was 
diagnosed with stage two breast cancer just six weeks after 
losing her mother. 

“I was still grieving my mother and had no idea 
[my cancer] was so advanced,” she says. “When I was 
diagnosed, Vacation.com was extremely supportive. I 
was able to take the days I needed for surgery, chemo and 
radiation appointments. I preferred that to committing 
to a set amount of time off. I’d take a week off when I had 
chemo, work the two weeks in between and then take 
another week off for chemo. I wasn’t trying to be some kind 
of Wonder Woman by working through the treatment, 
but sitting idle when I was used to such an active work life 
wasn’t going to work for me.” 

A preoccupation with work gave that period of her life a 
sense of normalcy.

James’ treatment consisted of two surgeries – a 
mastectomy and a second one to remove additional lymph 
nodes – six rounds of chemotherapy and then radiation 
was recommended. 

“That was a blow,” James confesses, “but adding 
25 sessions of radiation would reduce the odds of 
reoccurrence from 25 per cent to 12.5 per cent. I was ready 
to take everything they threw at me. I didn’t care how hard 
it was going to be to recover; I refused to find myself in a 
‘what if?’ position down the road.”

SPOTLIGHT

On November 27, Christine 

James, TL Network’s Vice 

President-Canada, will 

celebrate 20 years with the 

organization. Ahead of that 

milestone, Key Notes on Travel 

sat down with James to talk 

about her journey through the 

travel industry, discussing 

some of the twists and turns 

she’s navigated along the way. 
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The entire treatment journey lasted nine months. Once 
well, James made a request of Vacation.com. 

“I went to headquarters and said, ‘Okay, I survived 
this battle. Now I’m ready to officially run the Canadian 
operation as vice president.” 

The company offered her the role and she hasn’t looked 
back since.

A SEAT AT THE TABLE
Shifting the conversation to women in travel, James says, 
“Overall, women have made significant strides, but to quote 
a lyric from I Am Woman, we are ‘still an embryo with a 
long, long way to go until I make my brother understand.’ 
I think that sums it up perfectly. When Helen Reddy sang 
those words back in the 70s, I truly believed that we would 
be further along than we are today. Many women in this 
industry are the breadwinners in their families, but the 
wage gap shows they are still making less than our male 
counterparts, and that’s just wrong.”

 In her case, however, James says she’s fortunate to 
have been so supported by Travel Leaders Network 
and recognized for her contribution throughout her 
employment with the organization.

When I ask her for advice for advisors just starting out, 
James’ enthusiasm for the programming that Travel Leaders 
Network offers is obvious. 

“Globally, travel and tourism is the fastest-growing 
industry. Every facet is growing. Cruise lines are building 
bigger and bigger ships, new hotels are being built every 
single day and river cruise fleets are expanding. There’s just 
so much product to take advantage of.” 

In fact, in James’ opinion, there’s never been a better time 
to be a travel advisor.

“Mass market options are going to continue to move 
online, which paves the way for advisors to find what really 
excites them and to specialize in it. The creativity we see in 
advisors who are running their own businesses, finding their 
special niches and doing extremely well in them is inspiring.” 

And while James draws inspiration from the creative and 
enterprising advisors in her network, she, in turn, inspires 
others with the strides she has made, both at TL Network 
and as a strong female leader in the travel industry. So long 
as James is the woman at the top of TL Network’s Canadian 
division, I look forward to following her successes which are 
so often achieved in a style that is uniquely her own. 

In praise of Christine James 
“Christine is an extremely devoted and 
valuable part of the Travel Leaders Network 
team and we are so proud to have her as part 
of our work family, spearheading the Canadian 
market. Congratulations on achieving your 20 
year anniversary with us! We know that you’ve 
worked hard for this accomplishment and we 
truly appreciate your dedication. Thank-you 
from the Executive team for all the contribu-
tions you have made in making our company 
successful!"

  Roger E. Block, CTC,  
President of Travel Leaders Network
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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



What do the upcoming changes to OHIP mean for  

travel insurance?
By KNOT Staff

WHAT THE OHIP CHANGES MEAN
While the announcement garnered a lot 
of attention, realistically, it is not very 
impactful for travellers because existing 
OHIP coverage currently covers a 
negligible percentage of out-of-country 
medical expenses – just five per cent. The 
bottom line: The need for travel insurance 
remains as important as ever. 

CANADA TRAVEL IS NO 
EXCEPTION
Canadians may also need to be 
reminded that once they step outside 
their home province or territory, their 
government health insurance plan 
(GHIP) coverage is limited, even if they 
are travelling domestically.

Travelling within our own nation may 
give Canadians a false sense of security, 
which might result in some travellers 
not fully appreciating the potentially 
high losses (medical and financial) that 

could be incurred, should emergency medical services be 
required. Some examples of incidentals that aren’t always 
covered by GHIP when a traveller leaves their home 
province include ambulance rides, prescription drugs and 
transportation back to their home. 

Canadians can check with their home province's health 
services department to find out how much out-of-province 
coverage GHIP provides. They will likely find that the 
medical benefits covered under government plans are 
inadequate for their travel needs, making obtaining travel 
insurance a smart move.

THE ONUS IS ON THE TRAVELLER
Long before the changes to OHIP’s policy were 
communicated, the federal government issued a statement 
reminding anyone leaving the country to obtain travel 
insurance. The Ontario government communicates the 
same message on its website, and travellers need only flip 
to the last page of their passport to find the statement, “It is 
wise to arrange for travel health insurance before you go.” 

Whichever plan they choose, travellers are encouraged 
to always read a travel insurance policy with care in order to 
understand the benefits, exclusions and limitations. When 
they have questions, an agent is the ideal source to provide 
clarification and reliable guidance so they fully understand 
their coverage.

SELL WITH CONFIDENCE
“I have a pre-existing condition –  
how does it affect my coverage?”

“What if I already have coverage somewhere else, 
like through my employee group plan or a  
credit card? Do I still need to buy this?”

Advisors can learn everything they need to know about 
selling travel insurance with EASY, a simple yet essential 
online learning and development program available 
exclusively to partners of Allianz Global Assistance.
Why agents should enroll: 

 Become well positioned to explain the full potential of 
benefits (both medical and financial) that specific travel 
insurance products offer. 
 Ease of learning: A clear path to acquire the skills 

necessary to confidently offer travel insurance. EASY 
modules offer interactive content and run through common 
scenarios. 
 Gain expertise: The ability to select the product best 

suited to your client’s needs.
 Maximize sales potential with knowledge and tips on 

cross-selling and upselling.

Find out more at: 
allianz-assistance.ca/en/become-a-partner/travel-agent

COLLABORATIVE FEATURE • ALLIANZ GLOBAL ASSISTANCE

Last April, the Ontario 

government announced a  

plan to exclude Ontario Health 

Insurance Plan (OHIP) coverage 

for emergency medical services 

while travelling outside of 

Canada.* It’s an issue that may 

arise as you discuss travel plans 

with clients, but more importantly, 

it’s a conversation starter for a 

broader discussion about the 

misconceptions of provincial 

health care coverage. Travel 

advisors should use this as an 

opportunity to remind travellers 

of the importance of always 

purchasing travel insurance.

* Source: Proposed Amendment to Ontario Regulation 552 under the Health Insurance Act:  
https://www.ontariocanada.com/registry/view.do?postingId=29390
Travel insurance does not cover everything. For complete terms, conditions, limitations and exclusions of coverage travellers should always refer to their policy. 
Allianz Global Assistance, a registered business name of AZGA Service Canada Inc. and AZGA Insurance Agency Canada Ltd., is one of the largest travel insurance 
and assistance providers in Canada.
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Perfectly paired:

4 new Collette itineraries for  

2020's travel trends
By Jessica Allen

TREND: “UNTOURISTED & UNEXPECTED”
When so much of our world feels completely geo- and hash-
tagged, many travellers are on the hunt for the new and the 
novel, the untouristed and unexpected. Located off the coast 
of Portugal, the Azores appeal to amateur adventurers and 
adrenaline junkies alike. As clients will discover, the islands 
abound with unspoiled natural wonders. On the The Azores: 
Jewel of Portugal itinerary (10 days), travellers swim in 
volcanic pools, descend into an ancient lava tube, eat a lunch 
warmed by geothermal heat and spend the night in a house 
made of ancient rock. Far from the crowds, they’ll feel as if 
everything was created just for them. 

TREND: “COUNTRY COUPLING”
We know, travel is extremely addictive. So often, you’re just one 
border away from a new adventure – which is why we agree 
that country coupling is set to trend in 2020. Enter Collette’s 
multi-country The Baltics Revealed itinerary, an 11-day trip 
that traverses borders and centuries. This itinerary not only 
showcases the best of Estonia, Latvia, Lithuania and Russia, 
but offers a range of experiential tourism. Every day reveals 
something new, from cobblestone streets in UNESCO World 
Heritage sites to fresh-harvested bog berries to a visit to Europe’s 
oldest continuously working apothecary. Oh, and an island 
castle lifted straight out of Disney. It’s like 20 trips in one. 

TREND: “EQ ENCOUNTERS”
“Travel is fatal to prejudice, bigotry and narrow-mindedness, 
and many of our people need it sorely on these accounts,” 
concluded Mark Twain at the end of The Innocents Abroad. 
Some 150 years later, his words ring truer than ever. Twenty-
first century travellers long for meaningful connections that 
will enhance their emotional intelligence (EQ) while building 
bridges across cultures. Collette’s 12-day Croatia & Its 
Islands itinerary is designed to do that and more. Clients 
will experience the country’s jaw-dropping beauty as well as 
its art and culture, learn about traditional uses of lavender 
and other crops, and dine at family-run restaurants. Croatia 
consistently ranks high on millennial bucket lists and has 
emerged as a global destination for travellers of all ages – so 
it’s right on trend for 2020. 

TREND: “TASTY TRAVELS”
Pizza, pasta, prosciutto – oh my! If it’s eating clients are after, 
then Italy is an obvious and eternally popular choice, yet 
again nabbing the report’s “top global destination” distinction. 
Indeed, culinary excursions are no longer considered a trip 
add-on, but rather the primary focus, with travellers picking 
places precisely for the opportunity to sip, sample and savour. 
Collette’s new 9-day Northern Italy and Its Lakes itinerary 
combines guided exploration of landmarks like St. Mark’s 
Square and the Basilica of St. Anthony with ample free time 
– ideal for making a reservation at the latest Michelin-starred 
restaurant or ducking into a small café to contemplate a 
cappuccino. 

COLLABORATIVE FEATURE • COLLETTE

Virtuoso recently released its 

trusted annual Luxe Report, 

revealing where travellers are 

likely to go, and why, in 2020. 

But your clients don’t just 

want to hear about the latest 

travel trends; they want to live 

them. Here are four new and 

inspired Collette itineraries 

that pair perfectly with 

Virtuoso’s predictions for 

2020 luxury travel. 

Sao Miguel, Azores
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Checking in to 

Club Med’s  
upscale offering
By KNOT Staff

FAST FACTS:
 Dedicated Exclusive Collection resorts 

were introduced in 2007 with Club Med 
La Plantation d’Albion in Mauritius, 
which then expanded to include Club 
Med Cefalù in Sicily. Debuting next 
is Club Med Michès Playa Esmeralda, 
opening in November 2019.
 Exclusive Collection spaces can be 

found within select Club Med locations: 
Cancun Yucatan (Mexico), Les Arcs 
Panorama (France), Valmorel (France), 
Val d’Isère (France), Kani (Maldives), 
Marrakech La Palmeraie (Morocco), Rio 
des Pedras (Brazil) and the newly reno-
vated Tiara Exclusive Collection Space at 
Club Med Punta Cana.
 The five-masted ship Club Med 2 

offers cruises in the Mediterranean in 
summer and in the Caribbean in winter.

 The Exclusive Collection was designed on five pillars: 
Breathtaking destinations, intimate moments, tailor-made 
services, gourmet experiences and world-renowned designers.

WHAT’S THE LATEST?
Club Med Michès Playa Esmeralda,
Dominican Republic
Travelling with the kids doesn’t mean parents have to com-
promise their own holiday goals – especially when they’re 
staying at Michès Playa Esmeralda. The brand-new eco-chic 
luxury resort opens November 23, 2019, and within the 
property are four boutique villages with distinct offerings. 
One is Explorer Cove, a family getaway with kid-friendly 
spaces, services and programming, and an atmosphere that 
inspires adventure and play.
Selling features for families:
 A 2,000-foot beach, family pool and Mini Splash (a splash 

pad playground)
 Activities: All-ages yoga, horseback riding, stand-up 

paddle boarding
 Family-inspired dining: Make guacamole at Cacao & Co. 

while learning about locally sourced ingredients. There’s 
even a Secret Chocolate Room – discoverable only through 
a series of clues given throughout the meal.
 In the Children’s Clubs, kids mingle within their age 

group, exploring the resort while guided by experienced 
staff.

 Baby Club Med® (4-23 months), Petit Club Med®  
(ages two to three) and Mini Club Med (four to 10 years).
 Deluxe Family Rooms offer 602-square-feet of living 

space with separate bedrooms for parents and kids.
 Parents can escape to the adults-exclusive wellness retreat 

in the Emerald Jungle village, the Treetop Wellness Canopy 
or Club Med Spa by CINQ MONDES.
 What makes it an eco-chic destination? Many in-resort 

CSR actions, including no single-use plastic, locally sourced 
coffee and cacao, sustainable uniforms, solar power and a 
family environmental workshop. The resort will achieve 
BREEAM certification in recognition of its sustainable con-
struction and GREEN GLOBE certification for sustainable 
operations.

TIARA EXCLUSIVE COLLECTION SPACE 
Club Med Punta Cana,  Dominican Republic
Late August marked the completion of a multi-million-dol-
lar renovation at Club Med Punta Cana which introduced a 
renewed Tiara Exclusive Collection Space. Here’s what advi-
sors need to know about the luxurious revamp:
 Thirty-two renovated 753-square-foot Family Suites boast 

a sea view from the terrace, a lounge and a separate bed-
room and bathroom for parents.
 Onsite amenities: An oceanfront infinity pool that over-

looks the Caribbean Sea, a full-service poolside bar and 
premium Wi-Fi access.
 Additional perks: Private concierge service and priority 

bookings at the spa and Indigo Beach Lounge, plus all-day 
room service with continental breakfast.

LEARN MORE: Visit clubmedagents.ca

COLLABORATIVE FEATURE • CLUB MED

With the founding of its first 

property in 1950, Club Med 

began pioneering a new style of 

travel: All-inclusive vacations. 

Since then, the group has opened 

more than 70 premium resorts 

across the globe, operating in 25 

countries and on five continents. 

Club Med built a reputation for 

fun, but the playful brand wants 

advisors to know it has a refined 

side, too. Here’s what you need to 

know about selling the Club Med 

Exclusive Collection.

Emerald Jungle
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Selling El Paso, TX 
4 commissionable hotels bringing the cool  
to sunny El Paso’s revitalizing downtown

By Megan Honan

COLLABORATIVE FEATURE • DESTINATION EL PASO

In 2012, the El Paso City Council adopted a fresh vision 

for its community. Plan El Paso outlined an ambitious 

vision for land use, urban design, historic preservation 

and infrastructure. Since then, El Paso’s downtown has 

witnessed a flurry of revitalization, including a handful of 

hip hotels housed in the city’s most historic buildings. 





STANTON HOUSE
Rooms: 42
About: This one-year-old boutique hotel is housed in a 
handsome, 100-year-old building, which has been described 
as a city heirloom. The on-site Blush Spa boasts float tanks, 
an essential oil steam shower and a Vichy shower.
Cool factor: At the heart of the hotel is a four-storey “light 
well” featuring “Shylights,” a moving light sculpture which 
illuminates the restaurant at night. Also, a collection of art 
featuring works from both accomplished and up-and-coming 
Mexican, European and local artists, is a must-see.
Special touches: Malin + Goetz bath products, mini bars 
stocked with mezcal and a mezzanine art gallery. 

ALOFT EL PASO DOWNTOWN
Rooms: 89
About: Old meets new at the historic 90-year-old O.T. 
Bassett Tower where contemporary Aloft branding and 
design lives alongside gold-leaf detailing. Aloft touts itself as 
music-obsessed and tech-loving. 
Cool factor: An incredible multi-year, multi-million-dollar 
renovation saw a team of preservationists polish the iconic 
tower’s brass fixtures by hand. It’s a celebration of 1920s 
elegance from the marble floors to brass elevator doors and 
mail chutes. 
Special touches: The signature Aloft Live Presents series 
brings music and entertainment to its WXYZ Bar. There are 
games and a pool table, too. 

HOTEL EL PASO DEL NORTE
Opening March 2020
Rooms: 350
About: This spring, El Paso will celebrate the return of an 
icon. Located at the intersection of states and nations, the 
180-year-old property will blend together Mexican, Texan 
and North American stylings to create an experience that 
truly represents the “soul of El Paso.”
Cool factor: The hotel originally opened on Thanksgiving 
Day in 1912 and has welcomed the biggest names in 
history including U.S. presidents, countless celebrities and 
distinguished guests. (And now, your clients!) 
Special touches: Guests should make a point to look 
overhead to admire the hotel’s signature seven-and-a-half-
metre diameter stained glass dome. No surprise here, the 
property is listed on the National Register of Historic Places.

THE PLAZA HOTEL PIONEER PARK
Opening January 2020
Rooms: 130
About: The Plaza Hotel Pioneer Park has shaped the El 
Paso skyline since its debut in the 1930s as the tallest hotel 
in the city and Conrad Hilton’s first high-rise hotel. It’s a 
culmination of a glamourous past and a modern future. 
Cool factor: The former penthouse (soon-to-be the rooftop 
bar, La Perla) was once used by Elizabeth Taylor while she 
was married to Conrad “Nicky” Hilton.
Special touches: Upon check-in, sip agua fresca del dia, 
then sink into Matouk linens, plumped and readied thanks 
to turndown service. On the rooftop, enjoy expansive views 
of Mexico, New Mexico and Texas as the desert sun sinks 
beyond the horizon. 

Find out more about El Paso at
visitelpaso.com/meeting_planners
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Take a walk on the quiet side: 

5 unsuspecting itineraries to 

avoid the crowds
By Johanna Read

COLOMBIA REDISCOVERED
This 13-day journey takes guests from 
Bogotá through the Coffee Triangle to 
up-and-coming Medellín and then north 
to the Caribbean’s Santa Marta and 
Cartagena. Stops are two or three nights, 
affording guests the opportunity to truly 
check in and soak up the atmosphere. 
A highlight of any Trafalgar trip is a 
signature "Be My Guest" experience – 
exclusive opportunities to delve deeper 
into a destination with local hosts. On 
Colombia Rediscovered, this means an 
introduction to a remote Indigenous 
tribe made by Dr. Santiago Giraldo, 
Colombia’s leading anthropologist. 
It’s a unique cultural encounter that’s 
decidedly off-the-beaten-path. 

ECUADOR WITH ME TO WE
Ecuador with ME to WE is a five-day extension that enriches 
Trafalgar’s South America Revealed and Highlights of Peru 
itineraries. Through WE Charity and ME to WE’s social 
and economic development enterprise, guests can add a 
meaningful and immersive transformative journey to their 
trip. After flying into high-altitude Quito, visitors spend three 
nights in the Ecuadorian Amazon learning about native flora 
and fauna while helping the Kichwa people with sustainable 
development projects and everyday tasks.

BALKAN ADVENTURE
Clients learn about the Balkans’ storied past from royal 
to Communist (and, yes, even vampiric) on this 14-day 
journey through seven different countries. The trip starts in 
Bucharest, Romania and travels loosely along a clockwise 
route, ending in Belgrade, Serbia. This eastern European 
sojourn includes stops in Budva (known as “Montenegro’s 
Miami”) and at several UNESCO sites. A highlight is North 
Macedonia and its capital, Skopje. Inhabited since 4,000 
BC, Skopje’s strategic location in the heart of the Balkan 
Peninsula means a rich history that will enthral guests. 
Guests enjoy the country’s Roman, Ottoman and Byzantine 
culinary influences at a "Be My Guest"dinner in a private 
home in Skopje. 

GEORGIA AND ARMENIA UNCOVERED
Explore these two intriguing countries in-depth during this 11-day 
trip with an architectural and culinary focus. The region is dot-
ted with stunning monasteries and stops include four UNESCO 
World Heritage sites. This itinerary has guests learning to make 
Georgian bread and Armenian lavash and sampling the region’s 
wine and brandy. The "Be My Guest" lunch and wine tasting in 
Georgia includes a lesson in making churchkhela, Georgia’s tradi-
tional candle-shaped candy that is made by dipping nuts threaded 
on a string into fresh grape juice. 

COLORS OF SICILY
While Italy is, of course, a perennial top travel destination, 
fewer visitors venture as far as Sicily, the island with history 
and traditions distinctly different than the rest of the 
country. Trafalgar’s nine-day Colors of Sicily itinerary brings 
clients to smaller Sicilian villages from bases in Catania, 
Taormina, Syracuse, Agrigento and Palermo. Guests learn 
about Greek, Norman and Baroque architecture and about 
Sicilian culture and gastronomy. A delicious highlight is a 
visit with a chocolatier in the UNESCO World Heritage town 
of Modica, which is famous for its Aztec-inspired chocolate 
with a reputation for aiding weight loss. 

Peruse Trafalgar’s 2020 brochure at trafalgar.com/agents 

COLLABORATIVE FEATURE • TRAFALGAR

We’ve all experienced FOMO 

(“the fear of missing out”) when 

we pack too much into our lives 

and then enjoy too little of it.  

So how about switching it up  

for JOMO instead? On these five, 

new-for-2020 Trafalgar trips, 

guests embrace the joy of 

missing out. As popular 

attractions hum with visitors, 

booking your clients onto  

these unsuspecting itineraries 

means leaving the crowds 

far, far behind. 

Tatev Monastery, southeastern Armenia

Rila Monastery, Sofia, Bulgaria
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