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As trends like experiential travel, multigenerational vacations
and hot new destinations continue 1o broaden the concept
of luxury travel, those who sell to upsale globerrotters

find they can offer a wider range of products and services

than ever before

and their tactics for targeting this highly

desirable clientele have evolved as well.

“Penple are shedding those tuxes and ball
gowrs and goitg for things that are sill very
himoarionas bt rnore focused on intere sting
expenierces” says Celeste Burger, preddent
of Celestial Trawel o mernber of Ensernble
Trawvel Group in Porte Vedra Beach, Florida.
“Theyre spending more and they'te travel-
ingrnore often’”

“Tweondd say that on awerages theye
spending rore” agrees Cristitig Buaas,
president of C5B Travel, o Virtaoso mernber

in Houstor *T started roy busine ss in 2008,
which was one of the wor st wears in travel,
and therds beenincredible gowthinthe
busines s every year since then!”

Their experiences are echoed by other
high-end travel advisors. In o husary trawel
sirvey Ielease din early 20 16 by Trawel
Leaders Group, 86 percent of hoory trawvel
agents sarveyed stated that their hisory
trave]l booldrgs for 2016 were alrea dy higher
than or on par with 2015,
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LIFESTYLE

B MARK CHESNUT

Wirtuosois secing srnilarly postive
trends. “Wirtuoso has just released new
reqults of o survey of our mermnber agetcies
and they're reporting that sales are strong”
savs David Kolner, senior vice president of
global mernber partnerships ot Yirtuoso,
“Eightw-two percent ate predicting sales
growthin the comning wear”

TRENDING ON THE MAP
Lusnry travelers continne to retum to
perermially favorite destinat ong, even as
they secl ot new, lesser Jnowrn comer s of
the globe. Arnong the best-selling ernerging
destinations in the Travel Lea ders Group
surwey was Cuba, while the Thited Arab
Ernirates, loeland and Antarctica also
rarled Owerall best-selling honry trawel
destinations outside of Morth Arnerica

inclhided taly Australia and England, while
Morth Arnerican top sellers included Carib.-
bear et ses, Ilexdc o and the D orninican
Republic. In terns of types of trae] African
safaris and cruises onboth Baropean dwers
and the Mediterranean all scored big,

Cubag also toppedthe lis of erner ging
destinations on the 2016 Virtuoso Luxe
Report, which featiures o list of five “tnust-
have travel experiences™ along with reqalts
frorn its srmnal survey of adwsors, Foll owe-
ing Cuba on the up-and-c orning list were
leeland, Croatia, Dfwrrnar snd Antarctica.
Upscale farnilies, mearmwhils, are head-
ing to Raly Mezico Hawail, Crlando and
England, according to the report, which
also highlighted the incressing popul arity
of experiential, active travel for the hasary
tnathet—with South Africa, Costa Rica, the
Galapagos Islands, Mew Zealand and Peru

“People are...
going for
things that are

still very

luxurious,
but more focused
onh interesting
experiences.’

— Celeste Burger
Celestial Travel
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“| ask people for a
yearly budget now,
because a good
advisor should be
talking to clients

about travel as a
lifestyle.”

— Anne Margan Scully
MeCabe Waorld Travel

toppitg the list for actiwe hooarytravelers.

“Cubais on fire]” says Parger, con-
firming the newfound populanity of the
destination with fravelers from the United
States. T have people going every other
week now’

Burger also saws that ooy trawelers
aTe incre asingly revi dting past destina-
fions butupping the hasnmrios aspects
of the trip by booking different brands or
classes of huotels, cnaise lines and airline
servce. “Ilaybe sorneone went to Croatia
ot 4 er e —they'te now lookdng to go
back on s more upscale level” she savs as
any exarnple. “Theyre going back to places
that thewfell inlowe with, gt in 4 moore
upscale way”

The alhre of focusing on the priciest,

DEALING WITH BUDGETS

furthest-fhmg destinations may be ternpting
for agents Toat Buaas says that experienced
courselor s bnow better than to solely focus
or thoss types of trips. even when tar get-
ing hemry travelers with deep pockets.

“People who spend dxfipmres on a tip
arerit going to tales those buclet list trips
EVELY VeaI she says. “hometimnes they
rnight call you up and want to know abouat
a great fonr- or five-night getaway There's
1 balarre—they roight wart to go to Africa
oe year and then theymight want to also
gotobdexico. Ifs like being in req estate.
Yo rmight sell o raltivnd Mion - dollar hose
orce evel v few months, Tt yodll sell 2
$100,000 hiose more frequertly”

BRINGING OUT THE FASSICN
Regardless of the exact destination
chosen, trawelers are incressingly looking
for new experiences. According tothe
Decernber 2015 TripBatorneter study,
cotdiucted on behalf of TripAdvisor, 74
percent of global trawelers saidthe top
influence when malking travel plans is
“going sornewhere Ive never been before”
Chther top 10 answer s included “being able
tolearn sonething new on a tTip™ and
“hrving sormething new!”

Andhaznry traveler s have the means
tornake sach things huppen—with the
right trawel advisor. “Shadies show people,
including high-net-worth indid doals and
millenmials, prize experiences far more
than possesdons” says Kolner. “Travel is
one of the be st ways to have those experi-
ences that create lifelong rmernoriss. That's
fueling & desire to not only book frips
also erj oy rique experieres they can only
hawe it 4 particular destination. Ifs not just
abont seciryg, bt rather about doing”™

To that end, Kolrer notes, "Another
trend that c cotinnies to baadld steamn this
weal isthe desire for very personalized
trips. That's are of marry areas where a
travel adwisor really shines. An online

A THE LUZURY ADWISOR | JUME 2016



travel agency (OTA) carit get to lmow
o a5 a client and custornize o wipto
wour exact preference s —whether that's a
farnily-friendly beachresort in bdexico or
tasting wine in Mew Zealand or o private
rrsenrn tonr with an art historian in
Paris. We sell experiences and service you
car’t Google”

The key for such tripsisto draw out
the core motivators and passons of the
trawveler s in order to create 4 one-of-a-knd
erperience. “humry travelers are lookdng
for destinations that hawve sormething that
conrects to 4 passion point, suchas reland
for golf, Toloyo for food or Belize for cul-
ture” says Lia Batkin, co-founder of In The
Enow BExperiences a Virtuoso mermber
inMew York City. “People want trips that
really enable thern tohave experiences that
are truly designed for thern, so that they
harve farntastic stories to tell their friends
and farnily They are alsoloaldng for more
once-in-a-lifetitne experience s sich as
cooleing with their favorite chef, sitting
fromt Tow at a concert for their faworite
artist or even creating a pair of shoes with
4 top desigrer. Its all about the exclusivity
and special touches ™

FIRST-HAND EXFPERIENCE
While if's not possble for ary trawel adw-
sor to go everywhere of course, all of the
agents interdewed for this articls agree
about the irnportance of experiencing as
rmach a5 they can of what theyre selling,

“Is soeasy to sell upscale onee yodve
experienced it vourself” savs Barger, add-
ing that she doestit usually wait for famil-
iarimation trips. “Thats one of the reasons
T so successhal at selling SeaDrean
Tacht Club and sorne of those other prod-
ucts. by Iisband and [just pay for it and
we kind of gounder the radar, Wete just
remilar upscale travelers. We spend a third
of o incorne ontravel. Chr wendors
know that, and they spplandit?”

a farniky daing
wirnrring with

Gary B Johnsor, presdent of Woodside
Trawel, 2 Virtuosornernber in Seattls, agrees
bt the walue of first-hand experience.

e beliewe in having o o gerts 9o o as
oty different experierees sndto a5 many
Froperties as they can, becase it really rales
4 differerve when wete selling a client o e
propertyin Indoresia o a villa in Tuscary,
W need experience that clierts will frust”

Actively it stigating destinations and
expelience s can also irnprove relati ons with
suppliers accor dingto Buaas, “Twe heard
frorn several suppliers particularly from
sorne of the reps of tonrisn boar ds7 she
savs. “They say We really appreciate how
inferested you are in the destination and
b you lowe learning and under standing
ahout cultiwe, experisnces the food—all of
the different ¢ cenplezities of our destina-
tior, just to present  better experience to
the cliemt!

“Luxury travelers
are looking for
destinations that
have something
that connects to a
passion point...”

— Lia Batlin
In The Know Experiences
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Travel agervies have more options than
ewel for prornoting their business and
strategies vary widely arnoryg those who sl
by trawel —sorne find aiccess in using

4 rulti -pronged approach for advertising

MAKING CONNECTIONS

And in the world of
1 bea big plus,
hat right not

and publicity while others dowit use ary
fomrn of prornotional strategy to reach their
well-heeled clients.

e dorit do martketing” says Burger.
“WWe only sell byreferral. That's been our
Flan snce day one. We'te not even open to
the public”

Anme Morgan Soully president of
IdeCabe World Trawel, a branch of Tzell
Trawel Group, indc Lean, Virginia, savs
her affiliation with Virtuosois the top
source of new business, bk she also
benefits from maintaining ¢ srong media
presence. “Trnlisted as one of the top
trawvel advisors with Trawel+ Leisure” she
says, adding that inter views with journal-
ists can'be goodfor business, too. "4
good advisor malkes sure that he or sheis
prepared for the press”

For Johrson, an enwable office location
i an upscale neighborhood has helped
boosthis client base of hooarytravelers.
Telost of our business is word of moath,
frorn clients traveling and having worder -
ful experiences” he says, "Bt we've had the
office here in Seatfle for over 22 years, brick
and rnortar, and we actaally have a lot of
people find s by just walldng bed”

In addition, Johnson says be 1ses
strategic ally placed copies of Virtuoso
Life—a magamine published sis tirnes 4
weal to kighlight destinations. hotels
cruises and other wae ations—to baild
interest in his business. I get an overmun
of aboat 300 copies and I take it ot to
Starbucks dertist offices and other local
spots—people pick therm up and walk into
our office with thern and say “We want to
goonthistrip! ™

Johnson says his agency ismt overly
focused onusing high-tech chamel s to
protmote huznary travel sales. “Sorne people
are going more into social media, bat Tm
more into the magasine and reaching oat
topeople and referrals” he says, adding
that he also gains custorners throughhis
mernber ship inthe Seattle Facht Clab.
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“Twe been o mernber there and we tap into
that mernber ship. They have 1 wonderfil
newsletter that comnes ot everymonth,
and a5 a rermber and 2 budness owner,
can adwertise directly to other members”

Che way that Johmson does use social
media is when he or his colleagies trawel.
“Whenever Tm trawling, people mow
and thev're looldng af my posts?” Showing
what he and i s staff are doing onthe road
can help give his clients new ideas for their
next vacation, he says.

Buaas, howewer, 1ses social media
more extendwely noting that upscale
travelers of all ages are increasingly using
socia media, maldng it an effective chan-
nel for sslling “Therds a great snourd of
sales taldng place through social media,
even with people who are my age in their
fifties and beyond)” she says, "It aurpris-
ingly isut just for the millennials, Tatalso
for sorne baby boorner clients” She says
that she’s heard “rnore than Twould have
imagine d* from clisnts whdwve seen a post
on Instagran or Facebook sndinguired
aboat Booking 4 trip drdlar to what
they'we seen in the posts.

Puaas also promotes new booldngs by
hosting travel events ather agency—and
the events have been so positive that sheés
planming to sche dule therm more frequentls,
with rnore diver se thernes. “Wewe done
oe big private event, which is armal And
wéll probably be doing o few of them in
20177 she saws, noting that shes cong der-
ing a private event focused specifically on
river cruises, “That would be invitation-
oty Bt if clients want to bring friends
they think would be open to trawel, I'd
certainly be open to that?™

Taldng 4 subtle approach works best for
Batldn in Mew York City “Lusnry clients
do not wart to feel like they ate being
matketed to, so we have fomd that the best
way to getindT ot of thern is by coreating
opportanities that do not feel lile sales or
lilke we are directly a dwertising” she says.

In addition to newsetters and @ strong
social media presence, she says the com-
paty creates partner ships with like-minded
cornparde s which allow s thermn to market
to their clients and vice versa, and actively
looks for situations ¢ ondocive to mesting
potertial new clients. Andrmost impor-
tardly she says, "We incentivize our cliernts
to Tefer us to their friends sothat itis s
third-party endor ssment and cornection
point for the new cliert?™

ASSURING CLIENT
SATISFACTION

A satisfied custorner is rnore lilkely to be s
Tepeat custorner. So savvy advisors kmow
they need to assume the satisfacton of even
the most dernanding hsory trawelers by
staying on top of things —before, diring and
after the frip.

Johnsor, for exarnple, says he Tollows™
big-spending clisnts throughmat their itin-
erary. “Thave a couple of readly high-end
clients getting readytoleave in 2 couple of
days” he says as an exarnple. “Thevre going
with Seabonarn T con Wenice to Istanbal
atnd they'te 1sing 4 private helicopter to
takes thern here and there. Ive been with
thern before, and [ will be following 1p
with thern the whole trip —rne aning that
Tl %e a step ahead of thern, emailing the
hiotel 24 huours dhead just tomake aore
everything is fine. T do that with moy clients
when thevre spending $50,000 to 100,000
ot g trpl

After the trip is ower, Johnson males
his follow-up as personalized as possible.
“Ernails ate great, tut Ive learned that
people like 4 personal phone call—they
lile that you'Te takeing a litle it of per-
sonal titne to do it wer 115 sending therm an
ernail” he says, "We douse email all the
firne, and text messaging, bt it stll cormes
dowr to the personal ¢ ontact We'te dways
following up with our clisnts and asking
for fee dback? ®

“There’s a great
amount of sales
taking place through

social media,
even with people...
in their fifties and
beyond.”

— Crizstina Buaas
3B Travel
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