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your clients can discover the magic

of the Emerald Isleof the Emerald Isle
FROM LIVELY DUBLIN TO ITS 

MOST REMOTE ISLANDS

To have your clients experience the charm of Ireland, visit COLLETTE.COM, 
or speak to your Business Development Manager.

SHADES OF IRELAND

•  They can stand atop the 

stunning Cliffs of Moher.

•  Your clients can spend the night 
at a regal castle.

10 Days • 13 Meals 
STARTING AT $2,799 pp*

*Price based on Nov. 7, 2020 departure.

COUNTRYSIDE OF THE EMERALD 
ISLE

•  Your clients can explore the 

“gourmet capital” of Kinsale.

•  They can discover the culture of 
the remote Aran Islands.

10 Days • 12 Meals 
STARTING AT $3,499 pp*

*Price based on April 18, 2021 departure.

SHRINES OF IRELAND 

•  Your clients will discover St.
Patrick’s Cathedral with an expert.

•  They will visit Trinity College
and see the Book of Kells.

*Pricing is per person, land only, double occupancy, and varies by departure date.
Travel Industry Council of Ontario Reg. #3206405; B.C. Reg. #23337 

9 Days • 11 Meals 
STARTING AT $2,499 pp*

*Price based on Nov. 5, 2020 departure.



B ack in 2012, I was a 
traveller making a 
post-university rite of 
passage: a months-long 
backpacking trip in 

Southeast Asia. At the time, I felt like the 
last person among my peers to visit. 
Friends’ Facebook photos of limestone 
cliffs, temples, elephants and dudes 
posing alongside tigers reminded me as much. 

A week after I arrived in Chang Mai, I booked a day tour that 
offered a smorgasbord of Thai experiences: an orchid farm, 
elephant trail ride, jungle hike and bamboo raft river float. 

As soon as I scrambled into a seat atop a lumbering Asian 
elephant, my stomach dropped. The handler held a wooden 
baton from which a long, curved metal hook extended. He 
assured me the thickness of an elephant’s skin meant the 
pachyderm hardly felt it. Regardless, I felt a punch to the gut 
when he drove the butt of it into the elephant’s head mid-ride. 
I was completely guilt-ridden, and I was ashamed to have 
thrown shade at those who were so clearly posing with 
sedated tigers while I supported the abhorrent abuse of 
elephants. 

It’s this anecdote that compelled me to publish our feature 
story, Animal Allies, prompted by the news that two Canadian 
airlines ceased the promotion of captive dolphin 
entertainment. I’m reassured by this positive change and that 
exploitative animal tourism practices are falling out of vogue. 
But because not all animal exploitation is obvious, I invite 
advisors – as stewards of ethical tourism experiences – to flip 
to page 7 and then consider becoming an animal ally.
  Jenn Hubbert, Editor-in-Chief 
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2019 marked an exciting 
evolution in Atlantic City’s 
revitalized Orange Loop 
district. Located just steps off 
the world-famous Boardwalk, 
this trio of beach-adjacent city 
blocks (Tennessee Avenue, 
St. James Place and New 
York Avenue) is named for 
the orange properties found 
on a Monopoly board. Here, 
a handful of businesses pulse 
with a hip, playful vitality. Find 
juicy burgers and 40 craft 
beers on tap at Tennessee 

Avenue Beer Hall, strike a 
warrior pose at The Leadership 

Studio for drop-in yoga or 
sip and savour the flavours 
and music of New Orleans at 

Bourré where the mantra is 
“eat well, spend little.”  
Perk up at MADE Atlantic City 

Chocolate Bar – one of the 
only bean-to-bar chocolate 
shops in the U.S. – and then 
get caffeinated at The Iron 

Room (but stay for honest and 
gourmet fare). End your day 
imbibing a stylish nightcap at 
Rhythm and Spirits, a modern 
take on a mid-century tiki bar 
with a dark side. With ample 
motor coach parking, a visit  
to The Orange Loop is a 
groups itinerary highlight. 
For more information, 
advisors, tour operators and 
group leaders should visit 
touratlanticcity.com. 

COMMUNITY CAPTURE

FACEBOOK LIVE

On January 1, the Ontario government 
eliminated most out-of-country medical 
benefits for travellers. KNOT sat down 
with Dan Keon of Allianz Global 
Assistance to chat about what the 
decision means for your clients. Watch 
the video: bit.ly/2OINW6G.

COMMUNITY 
ANNOUNCEMENT 
Key Notes On 
Travel is excited 
to announce our 
next keynote 
speaker: Brad 
Liski, co-founder 
of Focus Selling 
Systems. Join us on 
February 24 for the 
first of three webinars  
in a series titled The 3  
Secrets of Selling. 

COMMUNITY 
GIVEAWAY: 
Congratulations to Lesley 
Angela and Urszula Gut! 
You’ve won a copy of 
Sales EQ: How Ultra-
High Performers Leverage 
Sales-Specific Emotional 
Intelligence to Close the 
Complex Deal by Jeb Blount. 
Happy reading!

MEME MONDAY
 

Need content  
for  your  social  

media  account?  
Swipe one of  our  

travel  memes. 
One meme,  

two ways:

WHAT’S NEW IN ATLANTIC CITY FOR GROUPS? 
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In praise of Kory Sterling
We are excited about the tremendous value 
and opportunity that Kory has brought to the 
TL Network family. We are thrilled that his 
talent of adding new, world-class travel 
advisors to our network has helped us expand 
and grow across Canada, impacting our 
business in a positive way.

 TL Network 

3 TL Network  
Movers & Shakers to Keep an Eye On
KNOT Staff

NAME: Kory Sterling
TITLE: Sales Manager
LOCATION:  
Toronto, ON
YEARS IN TRAVEL: 12 

What attracted you  
to a career in travel? 
I love the feeling I get when explor-
ing a new destination and connecting 
with the locals within that region. I’m 
always excited to uncover the area’s 
hidden gems and indulge in some 
unique cuisine. Getting the opportu-
nity to learn about various cultures 
around the world really attracted me 
to pursue a career in travel. Travel is 
such a life-changing experience and 
I feel very blessed to have made 
this my career. 

What trends in travel get you fired up? 
The trend that gets me fired up the most is that 
millennials are now spending more money on 
experiences than things. 

What excites you most about  
working for TL Network? 
The most exciting thing about working for TL 
Network is the opportunity to work closely with 
our preferred supplier partners. Our preferred 
supplier partners are amazing! They are very 
knowledgeable about their products; I always look 
forward to connecting with them at one of our 24 mixer 
events around Toronto or at our regional events in Eastern 
and Western Canada. 

Can you share an example of a fun campaign  
visit you’ve done in the past?
A company that I worked for once did a feature on Ireland. 
We really wanted to show our agent partners and consum-
ers that Ireland was the destination everyone needed to be 
visiting. I joined one of our BDMs on the road to help with 
the push. We walked into agencies with a bottle of Baileys, 
offering agents a small sample and an Irish dessert. Not only 
did the agents love the goodies, but they really enjoyed the 
fact that we made our visit so memorable. 

Do you have any advice for travel advisors in 2020? 
Always remember to ask your clients for a review after their 
trip and then post that positive review on a social media 
platform. I always enjoy reading product and experience 
reviews from another buyer’s perspective prior to making 
my own purchase decision – and the exact same thing goes 
for travel.

MOVERS & SHAKERS
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NAME: Sue Urie
TITLE: Business Solutions Manager  
– Western Canada 
LOCATION: Richmond, BC
YEARS IN TRAVEL: 40+

What attracted you to a career in travel? 
My love of art and art history prompted me to want to visit The 
Louvre in Paris and I fell in love with the culture and travelling.

What trends in travel get you fired up?
Decreasing commissions and suppliers that don’t pay commis-
sion in a timely fashion, schedule changes, natural disasters and 
aircraft safety issues tend to fire me up. On the positive side, new 
trends are always emerging: wellness, multi-generational travel, 
soft adventure, solo travel and exciting new ships and itineraries. 

In your opinion, what qualities 
make a standout BDM? 
FOLLOWING UP, offering  
solutions when things go side-
ways, and ensuring events are 
both educational and enjoyable 
for attendees. 

What’s the most interesting or 
creative business solution 
you’ve thought up? 
How to deal with fraudulent 
files and lessening their financial 
impacts on business.  

What’s something you do in the 
background that might not be 
visible to travel advisors? 
I tend to worry about their 
business as much as they do and 
make suggestions on a regular basis to support our  
preferred partners.  

How can a travel advisor best use their BDM? 
Put together a viable marketing plan to take advantage of  
promos, specials and new destinations. 

In praise of Melissa Wheaton
Melissa’s knowledge, along with her extensive 
experience and industry insights in all areas of 
travel, makes her a valuable addition to the TL 
Network family. We are very fortunate to have 
someone of Melissa’s caliber to propel us 
towards further growth.

 TL Network

NAME: Melissa Wheaton 
TITLE:  
Business Solutions Manager 
- Eastern Canada
LOCATION:  
Woodstock, ON
YEARS IN TRAVEL: 20+

What attracted you to a  
career in travel?
I have always loved to travel. We would 
go on family trips every year when I 
was a kid and I would create a journal 
of what we did that day with postcards 
and the ticket stubs from attractions. It’s 
just such an amazing industry and once 
it’s in your blood there is no getting out! 

What trends in travel  
get you fired up? 
Nothing in travel stays the same. It 

is always changing and evolving, and I love that about this 
industry. You don’t get bored and you’re always overcoming 
new challenges. 

What excites you most about working for TL Network? 
We have such amazing, cutting-edge products such as Agent 
Profiler, CruisePRO, SELECT Hotels and AgentMate – to 
name a few – that our members can use to increase their 
business. 

What’s something you do in the background that might 
not be visible to travel advisors?  
With our ever-changing industry, I am constantly learning 
new skills and enhancing old ones. It is important to stay up 
to date with product information and learn about our pre-
ferred supplier partners – this helps me properly advise our 
members of what would work best for their business.

How can a travel advisor best use their BDM? 
We are here to help, so reach out to us. Let’s work together 
on ways to help grow your business and your preferred  
supplier sales.

In praise of Sue Urie
Sue’s dedication to 
the travel professionals she 
works with and their consistent 

recognition of her work is testimony to the 
appreciation and affection shown for her in 
Western Canada. Sue is a valuable member of 
our team who supports her agents with 
passion and impacts our overall 
growth immensely. 

 TL Network
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Animal Allies:
How the travel industry can support changing  
attitudes towards wildlife tourism 
By Christina Newberry

Travel operators have been enacting wildlife welfare policies for years now, but 
recent events are marking salient change. Attitudes toward wildlife tourism are 
shifting. Some commercial practices are cringe-worthy – quickly falling out of 
vogue – but not all exploitation is necessarily obvious. Here, KNOT takes a look at 
the industry partners and operators stewarding positive change and examines 
how travel advisors can become allies to animals.  

PLAYING AND POSING WITH dolphins was once 
considered the highlight of a family vacation to Mexico or 
Hawaii. An elephant ride was a must in Thailand. But as the 
conditions captive animals live in have become more widely 
understood, these and other tourism products involving 
wild animals have become socially unacceptable, and in 
some cases illegal. 

Last June, Canada passed legislation banning the 
captivity of whales and dolphins. Air Canada and Transat 
followed this move by committing to stop selling and 
promoting captive dolphin entertainment. Air Canada will 
implement the change by August 2020, while Transat is 
phasing these activities out over the next two years. 

“There will not necessarily be any change at destination 
this winter and next winter but certainly more awareness,” 
said Odette Trottier, Transat’s Director of Communications 
and Corporate Affairs. “The company is asserting its 
leadership in responsible tourism and responding to the 
concerns of travellers who are increasingly sensitive to the 
well-being of these wild animals.”

“Air Canada prides itself on being a progressive 
organization, including in the area of animal welfare,” 
said Air Canada spokesperson Peter Fitzpatrick. “More 
generally, it is our stated policy to comply with local 
regulations where we operate that protect endangered 
wildlife in accordance with the Convention on International 
Trade in Endangered Species of Wild Fauna and Flora.”

OPEN FILES

www.KeyNotesonTravel.com •  KEY NOTES on Travel SPRING 2020    7  



humans shouldn’t have contact with wild animals. We’re 
very clearly drawing a line and saying for animals that 
would naturally live in the wild, it’s not appropriate to get so 
close to them.”

CHANGING EXPECTATIONS
Of course, there’s still demand for wildlife experiences, and 
the industry will have to get creative with new ways to meet 
travellers’ expectations.   

“It gives the opportunity for other tourism experiences 
to be created,” McCaffery said. “What’s going to be more 
of a trend in the next decade is bear and whale watching 
or getting involved in a conservation project – much more 
low-impact and more conservation-focused.”

One approach is to give guests the opportunity to 
interact indirectly with wildlife by improving their habitats. 
G Adventures and Hurtigruten both offer beach clean-
up excursions, with Hurtigruten passengers removing 
several metric tons of waste from Arctic and Antarctic 
beaches, and G Adventures guests using sieves to remove 
microplastics from beaches in the Galapagos. 

“They’ve completely cleared one beach,” McCaffery said. 
“It’s a way in which we’re trying to make the tours more 
wildlife-friendly and giving something back, rather than just 
seeing the animals in the wild as a resource to be extracted.” 

THE EMERGENCE OF WILDLIFE POLICIES
It’s becoming more common for travel operators to have – 
and promote – animal welfare policies. Collette introduced 
a new “no-touch” policy in 2019 and has committed to 
auditing all of its tours against the ABTA’s Global Welfare 
Guidelines for Animals in Tourism by May of next year.

“We know that our guests and our employees care 
about the welfare of animals and we didn’t have a policy in 
place, so we felt there was an opportunity for us to make 
sure that we were following industry best practices,” said 
John Sutherland, Collette’s Director of Corporate Social 
Responsibility. “Overall, we have received praise from those 
in the industry we often work alongside.”  

G Adventures has had an animal welfare policy based on 
the ABTA guidelines since 2014, but the company launched 
a thoroughly updated policy in October 2019 based on 
additional input from The Jane Goodall Institute, World 
Animal Protection and The World Cetacean Alliance. 
Based on the policy, G Adventures does not offer tours that 
involve captive elephants, whales or dolphins, or activities 
that involve handling or touching wild animals.

“Just saying we’re not going to do elephant riding 
anymore isn’t enough,” said Rachel McCaffery, Senior 
Sustainability Advisor at G Adventures. “What we tried 
to do with our animal welfare policy is to really say that 

“ We’re very clearly drawing a line and 
saying for animals that would naturally 
live in the wild, it’s not appropriate  
to get so close to them.”
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explanations so that guests truly understand the issue and 
can make educated travel decisions.”

Some great resources for understanding that “why” 
include the ABTA and World Animal Protection industry 
guidelines, as well as National Geographic’s recent in-
depth reporting on the underbelly of the wildlife tourism 
industry. 

“Educating yourself as an agent about what goes on 
behind the scenes is the first thing,” said McCaffery of G 
Adventures. “It’s quite a bit of work, because there are the 
bits we know about – we probably know by now that the 
Tiger Temple in Thailand is not a great place to send people, 
and that Sea World in Florida is not great either, but what 
about civet coffee production? What about going to an 
alligator wrestling show in Florida?” 

For the record, the G Adventures' stance on both of 
those activities is a firm no. 

There’s no single right path for agents trying to 
negotiate this ongoing change, and it will take some time 
for client expectations, awareness and product offerings 
to align.

“These are things that have been going on for hundreds 
of years in some cases, so they’re not going to change 
overnight,” McCaffery said. “But we certainly know more 
about them than we ever did before.” 

As offerings shift in the coming years, tour operators will 
have to become nimble, and ongoing product education will 
take centre stage. 

“This trend will continue, and Transat will continue to 
adapt our product portfolio to meet consumer expecta-
tions,” said Trottier. “In general, we want to improve the 
responsible aspect of our excursions. We will continue our 
actions by relying on the expertise of, among others, World 
Animal Protection and by collaborating with our local part-
ners. It’s a long-term work in progress.”

“We know that guests will continue to need education 
as practices are updated and changed in the future,” 
said Collette’s Sutherland. “It’s our hope that we can 
partner with others in the industry to ensure that animal 
interactions are handled in a safe and standardized way.”

THE TRAVEL ADVISOR’S ROLE
Travel advisors play an important role in setting 
expectations for clients seeking wildlife travel experiences.

“We know that most guests already care about animal 
welfare,” Sutherland said. “Travel advisors are key to 
educating guests about how to put their values into action 
when they travel. Advisors can inform guests about which 
practices are meaningful and which ones to avoid. More 
importantly, they can provide the ‘why’ behind their 

“Travel advisors are key to educating 
guests about how to put their values into 

action when they travel. Advisors can 
inform guests about which practices are 

meaningful and which ones to avoid.”
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Recapping Sales EQ: 
Why the emotional experience  
matters with Jodi Fogel
By Candice Walsh

IT’S TIME TO GET FANATICAL
Ultra-high performers also know that they have to be 
absolutely fanatical about prospecting, which means  
getting opportunities into their pipeline. To quote Fogel: 
“Pipe is life.” 

What’s the best way to ensure that a travel advisor’s sales 
pipeline is stocked with opportunity? Get over your fear of 
the word “no.” Fogel elaborated: “As salespeople, we don’t 
get rejected. We get objections. When a client tells you ‘no,’ 
they’re not rejecting you as a person. They’re telling you 
they’re objecting because that’s what people do when they 
make buying decisions.” 

MASTER SELF-CONTROL
“In any sales conversation, the person with the greatest 
amount of emotional control has the highest probability  
of gaining the outcome they want,” Fogel remarked. She  
then noted that the surest way to lose self-control is to 
indulge fear. 

“We’re fearful when we haven’t closed as much business or 
booked enough trips to get to the income level that we need 
for the month. And because we have that fear, we become 
insecure and say, ‘Am I good at this? Am I really a people 
person? What am I doing wrong?’” 

Fear is a natural part of the human experience but Fogel 
cautioned against letting it run unchecked – that clients can 
sense insecurity and it’s a major turnoff.  

HONE YOUR PEOPLE SKILLS 
Are you an introvert? Believe it or not, finding success in 
sales is not exclusively the domain of extroverts. One of the 
best characteristics of introverts is a great deal of empathy. 
But Fogel pointed out that they often worry about being “too 
pushy.” She offered a few tips:
  Know what you’re going to ask from your client before the 
conversation begins. This will keep you focused and 
clear-minded.
 Make the conversation about them. As humans, we’re 

pulled to people who are like us and if you can find a way to 
bring a conversation back to your client’s values, you’ll have a 
client for life. 

THE FIVE DISCIPLINES OF  
ULTRA-HIGH PERFORMANCE
 Emotional self-control
 Fanatical prospecting
 Time discipline 
 A virtuoso with people
 An obsession with win probability 

THE GREATEST THREAT TO YOUR SUCCESS IS…
“The most expensive use of your time is working on the 
wrong opportunity,” Fogel said bluntly. 

In her experience, ultra-high performers are so protective 
of their time that they do not want to work on anything 
that’s not going to lead to a “yes.” Without a crystal ball, 
Fogel explained that advisors must create systems that drive 
win probability in their favour. 

“Part of win probability is making sure your client is 
matching your effort … probability tells me that if [a client 
isn’t] matching my effort, they are not going to move 
forward. You have to know the signs of when to pull back.”

THE RUNDOWN

This quarter we got emotional. Well, sort of. 

Rounding the corner into an optimistic 2020, Key 

Notes on Travel presented a series titled Sales EQ: 

The Emotional Experience Matters with keynote 

speaker Jodi Fogel, a senior master sales trainer at 

Sales Gravy. During her first session, Fogel revealed 

the five disciplines of ultra-high performing 

salespeople. In the second installation, she led 

advisors on a deep dive into the psychology of selling, which illustrated 

that despite a climate of digital communications and OTA bookings, 

good old, analogue personal connections are more persuasive than 

ever. Here are our favourite Sales EQ takeaways. 
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4 Quotables Quotes from Jodi Fogel:

“THE MOST EXPENSIVE USE OF  
YOUR TIME IS WORKING ON THE  

WRONG OPPORTUNITY.”

“THE NUMBER ONE REASON  
FOR FAILURE IN SALES IS AN  

EMPTY PIPELINE.” 

“IN ANY SALES CONVERSATION,  
THE PERSON WITH THE GREATEST 

AMOUNT OF EMOTIONAL CONTROL HAS 
THE HIGHEST PROBABILITY OF GAINING 

THE OUTCOME THEY WANT.”

“THE CHOICES YOU MAKE WITH  
YOUR TIME ARE THE GREATEST  

THREAT TO YOUR SUCCESS.”

SELL THROUGH STORIES
People remember information better when it’s told in story 
form. Fogel recommended weaving stories into your 
conversation based on the information you’re able to glean 
from a client. 

“Nobody wants to be talked at,” Fogel said. She recounted 
her own experience in asking a client a series of questions 
about his goals and motivations. After learning about his 
Midwest background, she interjected a short story that pulled 
him to her. 

“This helped to trigger the similarity bias, which says ‘the 
more someone is like me, the more comfortable I will be, and 
the more I’m going to be pulled to them,’” explained Fogel.

ASK ILLUMINATING QUESTIONS 
According to Fogel, a whopping 80 per cent of the sales 
process should be spent in “discovery mode.” In other words, 
be curious and ask questions that allow your client to talk. 
Fogel provided three different types of questions travel 
advisors can use to build trust with new clients or use to 
strengthen existing relationships. 

OPEN-ENDED QUESTIONS  encourage clients to share 
their story. These questions help you gather basic 
information: 
 “What’s most important to you on a holiday?” 
 “Tell me about a past travel experience that was 

transformative.”
  “Describe a travel experience that frustrated you.”

PROBING QUESTIONS  encourage clients to elaborate 
while offering more specific details: 
 “Tell me what you meant when you said…”
 “Can you elaborate on that?” 
 “Is there anything else I should know?”

CONFIRMATION QUESTIONS  show you’re actively 
listening and that you care, while demonstrating your 
engagement and attention to detail. To ask a confirmation 
question, parrot your client’s words back to them and ask 
whether you’ve understood them correctly. 

“�When�a�client�tells�you�‘no,’�they’re�not�rejecting�
you as a person. They’re telling you they’re 
objecting�because�that’s�what�people�do�when�
they make buying decisions.”

www.KeyNotesonTravel.com •  KEY NOTES on Travel WINTER 2019    11  



365 Days of  
Key Notes On Travel
The best professional advice we’ve gleaned from  
KNOT keynote speakers and panelists 
KNOT Staff

THE RUNDOWN

It’s been a full year since we introduced  

Key Notes On Travel magazine. Together, we  

have explored topics that include productivity, 

conflict management, selling excellence, social 

media marketing and industry discounters.  

Here are the most valuable lessons we learned  

in the last 365 days of KNOT. 

HOW TO DEFEND YOUR PRECIOUS TIME
Neen James, Attention Pays: Harnessing the Power of 
Attention and Absolute Focus
Each morning, “choose three things you’re going to work 
on for the day; three things that are going to help you get 
closer to your goals,” instructed the productivity expert and 
time management guru. 

When used effectively, the goals become the filter 
through which you assess all other interruptions or 
requests that cross your desk. “When you use the goals as 
your filtering system, you’re more likely to invest your time 
in the most important activities,” James pointed out. 

  
PROSPECTING: LEVERAGE  
“THE STRENGTH OF WEAK TIES”
Dan Chappelle, Bulletproof Your Travel Business
How many times have friends or family leaned on your 
travel knowledge, only to book elsewhere? Why is that? 
Chappelle alleged “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 asserted only 10 
to 15 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 broke 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?”

HOW TO DIFFUSE A CONTENTIOUS 
CONVERSATION
Charmaine Hammond, Dealing with  
Difficult People and Difficult Conversations
Hammond suggested 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.

  
COMPETING ON COST: A LOSING PROPOSITION
Mike Foster, President of Nexion Canada; KNOT panelist 
“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,” 
Foster emphasized during a KNOT panel webinar titled 
Overcoming Discounters: Practical strategies for recovering 
and retaining clients. “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.” 
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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



The President of The Association of Canadian 
Travel Agencies tells Key Notes On Travel why 
the Ontario Travel 
Industry Compensation 
Fund is broken.
By Wendy Paradis, President of ACTA 

THE ASSOCIATION OF CANADIAN TRAVEL 
AGENTS (ACTA) has been very involved in a lengthy 
lobbying effort to bring much-needed change to the 
Ontario Travel Industry Act and the Ontario Travel 
Industry Compensation Fund.

The Ontario Travel Industry Act (TIA) dates back to 
the 1970s and was designed to serve an economy of cash 
and cheque transactions. At this time, travel businesses 
held consumer monies for an extended duration before 
forwarding to the end supplier (an airline or cruise line). 
Back then, most people travelled on charter flights with 
various tour operators who took on a lot of risk – resulting 
in not infrequent failures, leaving consumers stranded 
and cash out of pocket. The Compensation Fund was 
designed to offer affected consumers (at least) a partial 
reimbursement, while also arranging for the repatriation of 
passengers who were stranded out of the country.

Today, consumers are booking travel online using 
credit cards or other forms of e-commerce, and consumer 
monies received by the travel agency or tour operator are 
forwarded directly to the supplier upon receipt. 

The travel industry has evolved immensely over the 
last 50 years; it is global and it is virtual. And as it stands, 
Ontario travel companies are operating at a disadvantage.

MONOLOGUE

What protections are 

offered for travellers 

when travel businesses 

fail? In Ontario, the 

expectation that 

consumers will be 

compensated and 

repatriated is 

burdensome at best and 

a hollow assumption  

at worst. Why?  

An antiquated and underfunded consumer 

Compensation Fund. The President of The 

Association of Canadian Travel Agencies tells  

Key Notes On Travel why the Ontario Travel 

Industry Compensation Fund is broken.
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THE ONTARIO COMPENSATION FUND IS BROKEN
For many years, through countless submissions, 
consultations and various government changes, ACTA and 
other industry associations and companies have repeatedly 
told the government that the consumer Compensation 
Fund is broken. It has become an unfair and unsustainable 
burden on Ontario travel agencies and tour operators. 

In the event of a financial failure of a travel business, 
consumers would expect full compensation. However, there 
are significant limitations on the Compensation Fund. 
For example, there is a $5 million maximum payout per 
enterprise failure. Since well over 90 per cent of Canadian 
consumers purchase travel using a credit card, most 
affected passengers have been told by the Travel Industry 
Council of Ontario (TICO, which oversees the industry 
and the Fund) to first attempt a charge back on their credit 
card or to tap into compensation from their personal travel 
insurance policy. This makes the need for a TICO-capped 
Compensation Fund irrelevant for the vast majority of 
consumers. However, if there were a catastrophic failure, 
such as an airline, the Fund would not be able to protect 
consumers due to the $5 million limit.  

What's more, since the Fund’s inception, Ontario 
travel businesses have contributed more than $52 million 
yet it currently sits at $24 million. Why? According to 
TICO annual reports, a large percentage of the annual 
contributions collected are being diverted to fund TICO’s 
operating expenses. And, ACTA understands that TICO is 
proposing the introduction of individual registrations to the 
Ontario government. If this initiative passes, it will require 
additional funds be diverted from the Compensation Fund. 
Ontario travel businesses will be further burdened by 
mounting administrative costs. 

MEANWHILE,  IN QUEBEC….
Fifteen years ago, Quebec introduced its own consumer-
funded Compensation Fund (many years after the 
establishment of an industry-funded Fund) which currently 
stands at approximately $150 million. The Quebec consumer-
funded model offers transparency and awareness of the 
protection travellers receive in the event of enterprise failure. 
It is a first-hand example demonstrating that when millions of 
travellers pay a nominal fee on each booking, the Fund grows 
to the level that truly offers consumer protection. 

GRASSROOTS ADVOCACY
Members of ACTA have been writing to members 
of Parliament and to the Minister of Government 
and Consumer Services explaining the financial and 
administrative burdens of contributing to Ontario’s 
Compensation Fund, in addition to the multitude of costs 
associated with regulatory compliance and the resulting 
impact on their travel businesses. This effort is working; 
the Minister is starting to listen and ask questions. Though 
for some agencies, the burden is too prohibitive. Some 
have moved operations to other provinces with fewer 
regulatory costs, while others consider closing their doors 
permanently. 

BILL 159:  REBUILDING  
CONSUMER CONFIDENCE IN 2020 
Bill 159, an Act to amend various statutes in respect of 
consumer protection, has gone through first reading and 
public consultations, upon the request of the Standing 
Committee on Justice Policy. The Travel Industry Act 
reform was not included in this bill; however, it is not too 
late. ACTA is urging the Ontario government to change Bill 
159 to include legislative changes to the TIA and enable a 
consumer pay model for the Fund.

A CALL TO ACTION
When additional consultations are held later in February or 
March, ACTA is calling on all its members and industry 
partners to attend consultations and make submissions 
asking the government to introduce a TICO fee for every 
passenger in order to grow the Fund and reduce the unfair 
regulatory burdens on travel companies in Ontario.

Anyone who would like more information or wants to 
get involved can contact Wendy Paradis, ACTA President 
(wparadis@acta.ca) or Heather Craig-Peddie, ACTA Vice 
President of Advocacy and Industry Relations (hcraig-
peddie@acta.ca). Visit the website: www.acta.ca. 

“ The travel industry has evolved 
immensely over the last 50 years;  
it is global and it is virtual. And as it 
stands, Ontario travel companies are 
operating at a disadvantage.”
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In it to win it
By KNOT Staff

TRAFALGAR
Acclaim 2020:  
JoinTrafalgar in Ireland

WHAT IS ACCLAIM? 
Acclaim is the exclusive annual recognition 
trip for Trafalgar’s valued agent partners. 
Participation is performance-based and open 
to everyone and every type of agency or 
network, from home-based consultants to 
online agents. 

ACCLAIM 2020 
This year’s Acclaim trip will focus on experiencing 
JoinTrafalgar initiatives in the magical Emerald Isle on an 
itinerary that’s being hyped as Trafalgar’s most “rewarding” 
rewards trip yet. In addition to VIP treatment, agents will 
enjoy Ireland’s wild landscapes and warm-hearted hospitality 
while gaining a deeper understanding of how JoinTrafalgar 
helps make travel a force for good. 

“Meeting the people and families whose lives are 
changed through every single booking, seeing the 
restoration support for heritage sites, places of historical 
significance and small businesses that are positively 
impacted through our visits is truly humbling,” said 
Trafalgar’s Global CEO Gavin Tollman. “We know our 
agent partners will go home with plenty of stories to tell.”

WHAT IS JOINTRAFALGAR? 
Last year marked 10 years of JoinTrafalgar which launched 
with the mission to use the positive power of travel to make 
a difference. By supporting artisans, farmers and families, 
investing in micro-enterprises, preserving cultures and 
traditions while helping reduce the travel footprint, Trafalgar 
is focused on the goal of making travel matter. 

On Acclaim 2020, agents will have the opportunity to 
meet locals like Oonagh, owner of eco-tourism business 
Wild Kitchen in County Clare and learn to forage along 
the Wild Atlantic Way for local delicacies that can be 
transformed into a hearty Irish feast. 

HOW TO PARTICIPATE: 
Make as many Trafalgar bookings as possible during the 
booking window: 4/1/2019 – 3/31/2020. For more 
information, including trip updates and how to qualify, 
agents should visit Trafalgar.com/en-ca/TT-Acclaim or 
speak to your local sales manager. 

COSTSAVER
Crew 2020: Costa Rica

WHAT IS CREW? 
Last year witnessed the inaugural, all expenses paid 
Costsaver Top Achievers recognition trip which rewarded 
agents with a memorable visit to Asia. This year, the 
program has been re-named Crew 2020 and with pura vida 
Costa Rica as the destination, hard-working agents will 
enjoy a restful, well-earned break. 

CREW 2020
On Crew 2020, agents look forward to the experiences that 
make Costa Rica so special while getting better acquainted 
with what the Costsaver brand stands for. Specifically, 
experiencing its “Essentials by Us, Tailored by You” 
approach to travel – in the exact same way clients do. 

True to the Costsaver model, Crew 2020 will provide 
agents the essentials: quality three- and four-star 
accommodation, comfortable transportation, the expertise 
of a Travel Director and quintessential Costa Rica highlights 
(like looking for monkeys, sloths and iguanas with a 
Local Specialist), alongside pick-and-choose inclusions. 
Excursions might include soaking in a hot spring, visiting a 
palm plantation, white water rafting or ziplining. 

Travel agents can expect to see Costsaver continue 
to expand into new destinations – growth that Tollman 
attributed to the positive efforts of agent partners. 

HOW TO PARTICIPATE:
Make as many Costsaver bookings as you can during 
the booking window: 4/1/2019 – 3/31/2020. For more 
information, visit CostsaverTour.com/en-ca/Crew  
or speak to your local sales manager. 

COLLABORATIVE FEATURE • TRAFALGAR AND COSTSAVER

Trafalgar and Costsaver 

have announced the  

exciting destinations of two 

upcoming rewards trips: 

Acclaim 2020 and Crew 

2020. And great news, 

there’s still time for agents 

to secure their spot.
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