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Ed u ca tion Sys tems owns and op er ates pro pri etary travel schools and ad min is ters travel and tour ism
pro grams in col leges. Our in dus try-driven stu dent hand book se ries, de tailed in struc tor guides, co or -
di nated trans par en cies and cri te rion-ref er enced ex am i na tions are uti lized by ad di tional col leges and
travel or ga ni za tions.

In 2001 we de vel oped TravelCampus, an Internet-de liv ered travel ed u ca tion pro gram that al lows
you to study at your con ve nience 24/7. See www.travelcampus.com for a course list.

Stu dent Hand books

Taking Off In Travel
This in tro duc tion of the ba sics of a travel ca reer
gives a fun, re al is tic pre sen ta tion of em ploy ment
op por tu ni ties and skills nec es sary for these seg -
ments of the in dus try: air travel, car rent als, ho tel
ac com mo da tions, rail travel, tours, cruises and
com puter res er va tions sys tems. Group travel, in cen -
tive travel, meet ings and con ven tions and in-bound
tour ism are also pre sented. A sam ple RTS© disk is
avail able to pro vide hands-on ex pe ri ence mak ing
air line, ho tel and car res er va tions.

Travel Res er va tions 
Travel Coun seling skills, in clud ing sales and cus -
tomer ser vice are brought up to date for to day’s
travel pro fes sional. Prod uct knowl edge of air travel, 
ho tel ac com mo da tions, car rental and rail travel is
pre sented in great de tail. Ap pli ca tion ex er cises pro -
vide prac tice us ing the ma jor in dus try ref er ence
ma te ri als for all res er va tions pro ce dures. Sales
tech niques are in cluded with book ing pro ce dures.

Fares and Tickets
(Ca na dian or U.S. ver sion)

Do mes tic and in ter na tional air fare con struc tion and
ap pli ca tion, trans por ta tion taxes, cur rency, tick et ing 
pro ce dures and re funds and ex changes are pre -
sented in de tail us ing ARC and IATA guide lines.
Prac tice is an in te gral part of each con cept, with re -
views and mul ti ple ap pli ca tion ex er cises that sim u -
late work place sit u a tions.

Lei sure Travel
Cur rent trends and tour ism re search in the lei sure
travel mar ket take this text be yond the ba sics of
travel res er va tions. The com po nents in clude the lei -
sure trav eler, top lei sure des ti na tions, cur rent cruise 
trends, the pres ent and fu ture trends in tours, in -
clud ing ad ven ture tours and ecotourism. Lei sure
ser vices such as groups, in cen tives and travel in sur -
ance are dis cussed.

Des ti na tion Ge og ra phy - East ern
Hemi sphere, West ern Hemi sphere

Two vol umes of travel ge og ra phy fo cus on the ma -
jor tour ism des ti na tions of the world and a work -
book pro vides map prac tice and des ti na tion stud ies. 
The text pre sen ta tion is easy to use as a study text
as well as an ex cel lent ref er ence.

Cor po rate Travel Man age ment
In this one vol ume is ev ery thing stu dents need to
know about the field of cor po rate travel man age -
ment. Ev ery as pect of the in dus try is cov ered, in -
clud ing au to ma tion, cost cut ting and
pro fes sion al ism.

Com puter Res er va tions Sys tems
Choose Apollo®, Sa bre® or WORLDSPAN®.
These tu to ri als pro vide all the guid ance nec es sary
for hands-on train ing us ing any of the three ma jor
sys tems in the United States. The skills cov ered in -
clude cre at ing PNRs, main tain ing PNRs, air space,
quot ing fares and pric ing itin er ar ies, rental cars and
ho tel ac com mo da tions. The re views and prac tices
con trib ute to a high pro fi ciency level.

Sim u lated Soft ware

RTS - Res er va tions Training Sys tem©, pres ents a
re al is tic, on-line func tion al ity al low ing the learner
work place ap pli ca tion of the ba sic func tions of the
live CRS in clud ing PNRs, far ing, pric ing, tick et ing, 
car rent als and ho tel ac com mo da tions. As tours and 
cruises be come more widely used in the CRSs, the
sim u lated pro gram will be so en hanced. 

In struc tor Guides

In struc tor guides are avail able with each stu dent
hand book. These com pre hen sive guides in clude:

› les son plans
› trans par ency mas ters
› ex am i na tions

Les son plans in clude ma te ri als check lists, ad vance
prep a ra tion, rec om mended agen das and times,
learn ing ac tiv i ties and ac tive lec ture sug ges tions.
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Ob jec tives

The over all ob jec tive of Ed u ca tion Sys tems’
TRAVEL CAREER PER FOR MANCE
TRAINING is to fur nish the pro spec tive travel
pro fes sional with:

› Sales and Cus tomer Ser vice Skills
› Prod uct Knowl edge
› Com puter Pro fi ciency
› Des ti na tion Aware ness

This knowl edge and these skills are re quired to
suc ceed as a travel pro fes sional whether with
the air lines, cruise lines, ho tels, car rental com -
pa nies, travel agen cies, tour agen cies, as well as
the newer entrepreneural ac tiv i ties uti liz ing
such tech nol o gies as the Internet and GDS/CRS
home/busi ness ver sions.

The ob jec tive of this par tic u lar text, LEI SURE
TRAVEL, is to pro vide you with cur rent in for -
ma tion and trends within the lei sure mar ket, in -
clud ing:

› iden ti fy ing the lei sure trav eler
› iden ti fy ing cur rent hot des ti na tions
› tours and va ca tion pack ages
› cruises
› ex plor ing new and tested lei sure

prod ucts

For more ba sic prod uct in for ma tion on Air
Travel, Car Rentals, Ac com mo da tions and Rail
Travel , see the Ed u ca tion Sys tems text en ti tled
Travel Res er va tions.

Pref ace

Ac cord ing to the Travel In dus try As so ci a tion of
Amer ica, Travel and Tour ism:

• Has compounded job growth of
56.3% during the 1990’s and is out
performing total U.S. employment
growth

• Represents 6% of U.S. gross
domestic product

• Is the third-largest retail industry in
the U.S.

• Is the second-largest employer in the 
U.S.

• Has faster growth in hourly earnings
during the past 10 years than any
other industry except for finance,
insurance and real estate

• Leisure travel accounts for
approximately 37% of the total
travel market

This text brings you cur rent on prod ucts and ser -
vices of the lei sure in dus try. We have uti lized
cur rent re search, pub lished stud ies and
up-to-date in for ma tion from mul ti ple trade pub -
li ca tions.

Lei sure travel is de fined as travel for plea sure,
out door rec re ation and en ter tain ments as well as 
vis it ing friends and rel a tives. You will study
who uses lei sure travel, why they travel, how
they travel, where they travel, how they get
there and what they do when they ar rive. Prod -
uct and ser vices in clude groups, charters, tours
and cruises.

For Training Pur poses Only

The ad ver tise ments, rates, taxes, dis plays, etc.,
pre sented in this stu dent hand book are for train -
ing pur poses only. You must al ways use cur rent
in for ma tion in the work place.
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Leisure Travel Sales

What is the busi ness of a travel coun selor? You may an swer, “Selling
travel.” Oth ers may say, “Pro viding ser vice to cli ents in meet ing travel
needs.” Do you go to work to sell travel or to ser vice cli ents? Which is cor -
rect? In truth, both are. Un til you sell some thing, you have no cli ent to
ser vice. But if you do not pro vide ser vice to meet your cli ent’s needs, you
may not sell any thing. Even if you do get a sale, with out good cus tomer
ser vice, the cli ent will not re turn and re peat busi ness is of great im por tance
to travel com pa nies. A travel coun selor can both sell and ser vice  cli ents.

The travel and tour ism in dus try is be com ing highly com pet i tive. Cli ents
can go to mul ti ple sources for travel in for ma tion and book ing ca pa bil i ties. Cli ents can call an air line,
tour com pany, car rental com pany or ho tel to ob tain in for ma tion or make a res er va tion. These same
cli ents can call or visit nearly any agency in town to get the same in for ma tion or res er va tion. The
travel professional that is skilled at de ter min ing the cli ent’s needs and meet ing them by mak ing a sale
is the one who will get the cli ent’s busi ness.

Now, to com pli cate the pro cess even more, the Internet has put travel in for ma tion and the abil ity to
make res er va tions right into the homes of po ten tial cli ents. ComScore Net works, a track ing com -
pany, put on line travel spend ing at a re cord $557.5 mil lion for the week of Jan u ary 13, 2002.
Con sumers spent $19.4 bil lion in 2001 on U.S. travel sites, which ac counted for 36% of all of spend -
ing by on line con sum ers. But for the gen eral pop u la tion, most trav el ers still pre fer to get their travel
in for ma tion and res er va tions from agents, and con sider ser vice to be the most im por tant thing about
agents. Thus, your abil ity to both sell and ser vice your cli ent ef fec tively is be com ing in creas ingly im -
por tant.

OBJECTIVES - Upon completion of this chapter you should be able to:

n Un der stand the need for and im por tance of sales and cus tomer ser vice skills in the 
work place

n As cer tain your per sonal sales at ti tude

n Name and ex plain the four phases of the sales pro cess

n List dif fer ent and sim i lar in ter per sonal skills used in tele phone and face-to-face
cus tomer con tacts

n Dem on strate abil ity to com mu ni cate po litely by tele phone

n List and uti lize tips for im prov ing lis ten ing skills

n De fine open and closed ques tions and spec ify the need for each

n Rec og nize and de fine “choice close” and “as sump tive close”

n List ef fec tive fol low-up meth ods and ex plain the im por tance of fol low up
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Sales and Service

A very im por tant rea son for you to ac quire
sales and cus tomer ser vice skills is that your
sales will pay your sal ary. Sup pose you sold a
cli ent a cruise pack age for $10,000. Of that
$10,000, $9,000 goes to the cruise line (based
on a stan dard 10% com mis sion paid by cruise
lines). The re main ing $1,000 must be di vided
to cover sal a ries, taxes, ben e fits, rent, util i ties,
li a bil ity in sur ance, tele phone, post age, com -
puter costs, de liv ery charges, sub scrip tions, ad -
ver tis ing, li cens ing and sup port staff. You
should sell ap prox i mately $65,000 to $85,000
in travel each month to pay your self a start ing
sal ary of $1200 to $1800 per month. The more
you can sell, the more you can earn!

Economics 101

The Ca na dian Tour ism Com mis sion re cently
sur veyed travel agen cies in Can ada. They
found that agen cies spent ap prox i mately 58%
of in come on wages, sal a ries and ben e fits. Rent 
and com pany ve hi cles took 9%, ad ver tis ing
took 5% and that same amount was spent on
tele com mu ni ca tions and post age. Fees, taxes
and li cens ing took an ad di tional 5% and of fice
sup plies took 3%. Mis cel la neous ex penses
took the re main ing 15%. These fig ures are very 
sim i lar to what is spent in the U.S.

To il lus trate, as sume you have 100 pen nies.
These pen nies rep re sent pay ment on a va ca tion
pack age that pays an 8% com mis sion.
 100 cents 8% com mis sion on a va ca tion pack age
-  92 cents to the ven dor - cost of sale
-    4 cents sal a ries, taxes and ben e fits
-    1 cent rent
-    1 cent  com mu ni ca tions
-    1 cent op er a tion ex penses
-    1 cent  mar ket ing and mis cel la neous costs
=   0 cents means no profit

Con sider, on the other hand, you sold a va ca -
tion pack age from a pre ferred sup plier that
pays a 12% com mis sion. 
 100 cents 12% com mis sion on a va ca tion pack age.
-  88 cents to ven dor - cost of sale
-    6 cents sal a ries, taxes and ben e fits
-    1 cent rent
-    1 cent com mu ni ca tion
-    1 cent op er a tion ex penses
-    1 cent mar ket ing and mis cel la neous costs
=   2 cents profit

This leaves a profit of 2 cents, or 2 per cent, for
the agency as well as a pay raise for you - note
the 6 cents (%) for sal a ries rather than 4 cents
(%).

While this sce nario is not sci en tific, it does give 
you an idea of how much it costs to em ploy you
and how much ef fort you need to ex pend to pay
for your self.

Sales and cus tomer ser vice are such im por tant
skills. Ser vice in volves coun sel ing your cli ent
re gard ing the many el e ments in volved in their
travel plans and fol low-up af ter the trip. These
prin ci ples ap ply to each travel prod uct in this
text. We will pres ent some ba sic sales and cus -
tomer ser vice skills in this chap ter and al low
you to prac tice these skills with the lei sure
prod ucts pre sented in the rest of the text.
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Where does the money go?

° 58%  Wages and ben e fits

°   9%  Rent and com pany care

°   5%  Ad ver tis ing

°   5%  Phones and mail

°   5%  Fees, taxes and li cens ing

°   3%  Of fice sup plies

° 15%  Miscellaneous



Sales Attitude Assessment

What is your at ti tude to wards sales? Com plete the fol low ing as sess ment and find out. Af ter you are
fin ished, check your an swers against the an swer key on the fol low ing page.

1. When you hear the word “sales per son,” is your first re sponse neg a tive, pos i tive or in dif fer ent? De scribe 
what you think of.

2. Think of your most re cent ex pe ri ence with a sales per son where you were the cli ent.

A. Did you pur chase what they were sell ing?

B. Why or why not?

3. Read the fol low ing state ments and de ter mine if you Agree or Dis agree.

A. Most sales peo ple are ma nip u la tive. A D

B. Sales means giv ing peo ple what they want. A D

C. Peo ple are born to sales. A D

D. We use sales in many dif fer ent ar eas of our lives. A D

E. Sales skills can be de vel oped with time and prac tice. A D

F. Sales means giv ing a per son what they need. A D

G. Travel agents don’t have to sell; they just book re quests. A D

H. I don’t con sider my self a sales per son. A D

I. Good sales peo ple are im por tant to many or ga ni za tions. A D
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Sales Attitude Assessment Answer Key

1. While ev ery an swer will vary, keep your de scrip tion in mind as it is tell ing of your at ti tude to wards sales
and sales peo ple.

2. A. Ei ther yes or no.

B. If you an swered yes to 2A, the prod uct must have sat is fied your needs. If you an swered no to 2A,
think about the rea son. Could the sales per son have han dled the sit u a tion dif fer ently to change your 
mind?

3. A. Agree and Dis agree. Ma nip u la tion can be bad and un pro duc tive, i.e. a child throw ing a tan trum.
Good sales peo ple, how ever, may ma nip u late cli ents some what, lead ing them to wards pre ferred
prod ucts or des ti na tions, but the cli ents are sat is fied with the end re sult, mak ing it a win-win
sit u a tion for both par ties.

B. Dis agree. What your cli ent says they want may not re ally fit their needs. For ex am ple, I WANT a
Porsche. With a fam ily of six, I NEED a mini-van.

C. Dis agree. Peo ple may seem more out go ing or able to sell but sales skills can be learned through
prac tice, and by be ing “sold” on the sales tech niques.

D. Agree. Even small chil dren learn to “sell” their par ents on a later bed time. You sell your spouse on
the need for a new t.v. or your friend sells you on which movie to go see.

E. Agree. See 3C.

F. Agree. See 3B.

G. Dis agree. See 3B.

H. If you agree, you may need to re think your role as a travel agent. Af ter read ing this chapter, come
back to this ques tion. You may have a dif fer ent per spec tive about travel sales. Re mem ber,
un so lic ited sales calls, i.e. telemarketers, are of fer ing a prod uct or op por tu nity you may or may not
want/need. Gen erally with travel sales, the cli ent has come to you with a want or need.

I. Agree. There is a say ing that noth ing hap pens in the econ omy un til some one sells some one else
some thing. Sales peo ple keep the econ omy, and many com pa nies, go ing.

Af ter go ing through this Sales At ti tude As sess ment, does your at ti tude need an ad just ment? If yes,
this text may help you jump start your sales skills. If no, then GREAT! This text will add to your pos i -
tive sales at ti tude and in crease your sales skills and knowledge.
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Telephone Manners

Tele phone com mu ni ca tion is be com ing more
and more fre quent within the travel and tour ism 
in dus try. You may rarely see your cli ents in
per son and may trans act much of your busi ness
via the phone. Even if you have a large walk-in
cli en tele, you will still uti lize the phone to con -
tact sup pli ers and fol low up with cli ents.

Tele phone com mu ni ca tion is of ten the first
con tact a cli ent has with a travel or tour ism sup -
plier. Good tele phone man ners are es sen tial
and will en hance your ef fec tive ness and your
suc cess. You will ex plore tele phone man ners
and good com mu ni ca tion be fore you ex am ine
travel sales.

Answer

An swer on the first ring, if pos si ble. (Cer tainly,
no more than three rings.) Be ready to talk
when you pick up the phone. Fo cus your at ten -
tion on the caller. Trans fer calls with out de lay.

Greeting

Iden tify your com pany and your self. If you
must put a call on hold, ask for per mis sion and
wait for a re sponse be fore do ing so. When re -
turn ing to a held call, thank the cli ent for wait -
ing.

Voice

De velop a tele phone voice that sounds con fi -
dent, cor dial, alert and at ten tive. You are a pro -
fes sional; sound like one. Be sure you:

° Sound happy. Be friendly and cour te ous. Smile
through the phone.

° Speak at a nor mal pace. Too fast or too slow does
not re sult in good com mu ni ca tion. Prac tice vary ing
your speed for ef fect as you do the Chal lenge!

° Po si tion the mouth piece ap prox i mately one-half
inch from your mouth and speak di rectly into it.
Speak with a strong, firm voice at nor mal vol ume.

° Show ex pres sion by the rise and fall of your voice.
This re flects an in ter est in the caller and her needs.

Speech

Enun ci ate. Slurring is an noy ing. Speak clearly
and dis tinctly us ing cor rect Eng lish and proper
gram mar. If you are un cer tain of your spo ken
Eng lish skills, con sider a course at a lo cal col -
lege to cor rect this. You hand i cap your self un -
nec es sar ily if you do not sound well-ed u cated
and pro fes sional.

Jargon

In dus try jar gon com mu ni cates only to those
who are in the in dus try. You will not sound
pro fes sional us ing all of the codes, words and
phrases pe cu liar to this in dus try with your cli -
ents; you will sound rude. Fur ther more, you
will not com mu ni cate ef fec tively as your cli ent
may or may not cor rectly un der stand the terms
you are us ing.

The way you han dle your self on the phone will
give your cli ent his “first im pres sion” of your
or ga ni za tion. Making a fa vor able im pres sion
and es tab lish ing per sonal rap port with your
pros pect are vi tal foun da tions for your sales
call.

CHAL LENGE!
Prac tice each of the items above in tele phone con ver sa tions

with friends and as so ci ates.
De velop your own phrases to re flect your own style.

Get feed back from them as to how pro fes sional and cour te ous you sound, con sid er ing your tone
of voice, speed and vol ume.
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Listening Skills

True lis ten ing is an ac tive pro cess and is your
pri mary means of gath er ing in for ma tion, es pe -
cially by phone. Two myths about lis ten ing
may keep you from be ing your most ef fec tive
in any kind of com mu ni ca tion. These myths
are: hear ing and lis ten ing are the same thing
and lis ten ing skills are some thing you are
born with and need not be learned or prac ticed.

Hearing

Hear ing is the phys i cal ac tion of gath er ing
sound waves and is a sense you are born with
(or with out, as the case may be). 

Listening

Lis tening in volves hear ing, rec og niz ing the
mes sage and se lect ing an ap pro pri ate re sponse.

Obstacles to Listening

There are many ob sta cles to ef fec tive lis ten ing.
Some are per sonal and some are en vi ron men -
tal. Some per sonal ob sta cles in clude:

Per sonal opin ions and be liefs - Your pre con -
ceived ideas may keep you from lis ten ing
ob jec tively. You may as sume you know where
the cli ent is head ing but each sit u a tion is dif fer -
ent.

Men tal state - You may be an gry, de pressed,
or wor ried and pre oc cu pied which can im pact
lis ten ing ef fec tively and pre vent you from giv -
ing full at ten tion to the cli ent.

Phys i cal con di tion - You may not feel well or
lack en ergy and don’t feel up to lis ten ing. You
may also have suf fered some hear ing loss,
mak ing it dif fi cult to hear the mes sage.

Thought speed - While your brain can com -
pre hend up to 600 words per min ute (wpm),
most peo ple speak at a rate of 125-150 wpm.
This dif fer ence in rates is known as “lag time”
and while the brain is idle, it may be gin to wan -
der or day dream.

Some en vi ron men tal ob sta cles in clude:

Of fice dis trac tions - Other peo ple talk ing,
tele phones ring ing, and of fice equip ment
noises can all dis tract you from lis ten ing.

Speakerphones - While these are nice to use to 
con tinue a con ver sa tion when search ing for
some thing the cli ent has re quested, it can also
be tempt ing to work on other things that have
noth ing to do with this cli ent, thus tak ing your
at ten tion from the cli ent.

Phys i cal ob sta cles - Desks, coun ters or ta bles
put a non ver bal bar rier be tween you and your
cli ent. Re move them, if pos si ble.

Chapter 1 - Leisure Travel Sales
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Be an Effective Listener

To be come a more ef fec tive lis tener, try the fol -
low ing tips.

Stop talk ing! To help you keep your com ments
to a min i mum, for ev ery state ment you make,
ask two or three ques tions. Wait for a re sponse.
If the cli ent does not re spond af ter a min ute,
para phrase the ques tion and wait for the re -
sponse. Do not an swer for the cli ent or move on
to an other ques tion.

Be pre pared to lis ten. Re move as many ob sta -
cles from your self and your en vi ron ment as you
can so that you are ready to  lis ten. If a cli ent
phones or walks in and you are finishng up an -
other res er va tion, ask the cli ent to wait a
mo ment while you fin ish up so that you can give 
her your un di vided at ten tion. Never keep a cli -
ent wait ing too long, how ever, es pe cially on the
phone.

Lis ten to un der stand. Watch for non ver bal
mes sages and lis ten to the words and the emo -
tions be hind them. Get a com plete mes sage.
The words may say “yes” but the body lan guage 
may be say ing “no.” Ver ify what you are see ing
and hear ing by ask ing a ques tion or para phras -
ing her re sponse.

Lis ten openly and with out emo tion One ob -
sta cle to lis ten ing is your own opin ions and
be liefs. Lis ten from the other per son’s point of
view. Try to put your self in her shoes. You
don’t have to like all of your cli ents but you do
need to re spect them. Main tain your pro fes sion -
al ism and try to lis ten wihtout judg ing or let ting
emo tion get in the way.

Take notes and ask ques tions while you lis ten 
and lis ten for in for ma tion you will need to
make a res er va tion. Note in for ma tion that can
help make this va ca tion (or a fu ture one) spe -
cial—an an ni ver sary date, a love of golf, a pas -
sion for his tory. Clar ify your un der stand ing by
ask ing ques tions.

Nonverbal Communication

As stated pre vi ously, ef fec tive lis ten ing means
lis ten ing to the whole mes sage your cli ent is
send ing with words, tone, ges tures, pos ture,
etc. Make note of the fol low ing non ver bal cues.

Voice tone - Is the cli ent ask ing ques tions (tone 
rises at the end of the sen tence) or mak ing state -
ments (tone goes down at the end of the sen -
tence)? Is the cli ent an i mated or mono tone?
Read the fol low ing out loud as a ques tion and
then as a state ment. Note the dif fer ence in
mean ing and how you might re spond. “I guess
Ja maica is o.k.”

Ges tures - Open, flow ing ges tures may in di -
cate in volve ment and ex cite ment

Head Move ment - Nodding not only means
“yes” in our cul ture, but also in di cates that you
are lis ten ing to the speaker.

Pos ture - An open pos ture gen er ally in di cates
an open ness to sug ges tion while a closed pos -
ture (crossed arms and/or legs) may mean an
un will ing ness to lis ten. Lean ing for ward shows 
in ter est while lean ing back may in di cate cool -
ness.

Eye Con tact - Lack of eye con tact may in di -
cate a lack of trust or con fi dence. Making and
keep ing eye con tact may show open ness, in ter -
est or con fi dence. Be care ful, how ever, not to
have a star ing con test with your cli ent. It is ac -
cept able to make eye con tact, look away, make
eye con tact, etc. dur ing a trans ac tion, mak ing
eye con tact 65-75 per cent of the time.
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Effective Listening Quiz

How well do you re ally lis ten? To see if you are an ef fec tive lis tener, ask your self the fol low ing ques -
tions and an swer Yes, No or Some times.

 1. Do you take notes as you lis ten?

 2. Do you lis ten ob jec tively, with out judg ment?

 3. Do you fo cus all of your at ten tion on the speaker?

 4. Do you wait un til the speaker is fin ished be fore plan ning your next re marks?

 5. Do you make eye con tact or look at the speaker?

 6. Do you ap proach con ver sa tions with a sin cere de sire to lis ten?

 7. Do you avoid jump ing into a con ver sa tion and never as sume you know what some one will
say?

 8. Do you avoid day dream ing and fo cus only on the speaker?

 9. Do you keep your emo tions in con trol while lis ten ing?

10. Do you re flect back, in your own words, what you heard the speaker say to clar ify your
un der stand ing?

11. Do you ob serve the speaker’s pos ture and ges tures while he speaks?

12. Do you strive to keep your work area dis trac tion-free dur ing con ver sa tions?

13. Do you con sciously look for clues to needs or items to take ac tion on dur ing con ver sa tions?

14. Do you check for un der stand ing of a speaker’s mean ing by ask ing for clar i fi ca tion of words
or com ments you do not un der stand?

15. Do you put your self in the speaker’s place and em pa thize with what the speaker is say ing? 

If you an swered “Yes” to ev ery ques tion, you are an ef fec tive lis tener. Skip this chap ter and move to
the head of the class! If you an swered “Some times” or “No” to any of the ques tions, you have some
ar eas to work on to be an ef fec tive lis tener. Keep prac tic ing and you’ll soon be a pro!
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Sales Process
Step 1 - Initial Meeting

The Ini tial Meet ing is the first step in the sales
pro cess. It in cludes greet ing the cli ent, mak -
ing in tro duc tions and lis ten ing. The Ini tial
Meet ing will vary slightly in per son or over the
phone and since you may do busi ness ei -
ther/both ways, we will dis cuss them both sep a -
rately.

Face-to-Face Greeting/
Introduction

When a cli ent co mes into your of fice or is
shown to your desk, com mon cour tesy re quires
that you of fer ac knowl edg ment of the cli ent’s
pres ence. If you are busy or on the phone, make 
eye con tact with the cli ent and sig nal (or say)
that you will be with her in a min ute.

As soon as you are able, stand, in tro duce your -
self and of fer your hand. Ask the cli ent for his
name and in vite him to sit down. Write down
the name, spelled cor rectly, along with the cli -
ent’s ad dress and phone num ber. Ask him what
you may do for him. Through out the sales pro -
cess, make eye con tact fre quently with your cli -
ent to let him know he has your at ten tion.

Over-the-Phone Greeting/
Introduction

When an swer ing the phone, be friendly and
cour te ous. Be pre pared to give the caller your
full at ten tion. Your greet ing should in clude the
name of your com pany and your name. An of -
fer to help is al ways ac cept able.

The cli ent will gen er ally re spond to your greet -
ing by tell ing you why he is call ing. Ac knowl -
edge what he is say ing, but do not an swer any
ques tions with out first ob tain ing the cli ent’s
name, ad dress and phone num ber and get per -
mis sion to call at home or work.

A travel coun selor that has a cli ent ex cited
about book ing a va ca tion and then has to ask
for a name slows down the sales pro cess. The
en thu si asm for the trip gets lost in the mun dane
of giv ing ba sic in for ma tion. When the cli ent is
en thu si as tic and ready to book, you should be
ready to make the res er va tion im me di ately.
Make it a point to al ways get a name dur ing the
Ini tial Meet ing.

Agent
Thank you for call ing Par a dise Travel,

this is Lisa. How may I help you?
Cli ent

I want to plan a trip to Dis ney land.
Agent

Dis ney land sounds fun,
and I can help you with the plan ning.
First, could I get your name, please?

Listening

Once you have se lected the ap pro pri ate greet -
ing, it is time to lis ten us ing the tips listed
previously. Lis ten for the in for ma tion you need 
as the travel pro fes sional to be gin your re -
search. Make notes. Do not make it nec es sary
for the cli ent to re peat in for ma tion given pre vi -
ously! You can lose the cli ent’s trust in your
com pe tency if he must give you im por tant de -
tails over and over.

An ap pro pri ate greet ing, mak ing in tro duc tions
and lis ten ing will es tab lish a pro fes sional tone
that will give your cli ent con fi dence in your
knowl edge and abil ity to han dle his travel
plans. You will con tinue to es tab lish good cli -
ent re la tion ships as you move to the next phase
in the pro cess, Getting to Know You.
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Sales Process
Step 2 - Getting to Know You

The sec ond step in the sales pro cess we call
Getting to Know You. This is the phase where
the cli ent does most of the talk ing with the
travel pro fes sional lead ing the way by ask ing
ques tions. In the Ini tial Meet ing phase, you
should have ob tained the cli ent’s name, ad dress 
and phone num ber. Be fore you can be gin to
make a res er va tion, how ever, you need more
in for ma tion than that. To ob tain that in for ma -
tion you will ask ques tions. There are two types 
of ques tions, closed and open. Closed ques -
tions re quire spe cific an swers of fact. Open
ques tions are de signed to en cour age the cli ent
to open up and share feel ings, con cerns, pref er -
ences and opin ions.

Closed Questions

Some of the closed ques tions you need an -
swered are:

° Who is trav el ing? 
In clude names, ad dresses, phone num bers and
ages of chil dren, if ap pli ca ble. Re mem ber to make
notes whether to place the call to home or work.

° What is the travel prod uct?
Air travel, car rental, ho tel/etc. 
What class/kind? (how much?)

° Where is the cli ent go ing? 
Where, ex actly. If air travel, which air port?
Note: The cli ent may or may not have a spe cific an -
swer to this ques tion. Open ques tions will then help
you de ter mine the des ti na tion.

° When is the cli ent plan ning to leave? Re turn? How
flex i ble are your plans?
Dates are re quired to check for avail abil ity and the
cost.

Of ten an swers to most of these ques tions are
given to you when the cli ent tells you why he
called or came to your of fice.

Open Questions

Open ques tions will as sist you in de ter min ing
the cli ent’s likes, dis likes and needs for this
par tic u lar trip. The ques tions you will ask may
vary with each cli ent and sit u a tion as you work
to clar ify his needs. Re mem ber, ask a ques tion
and then wait for the re sponse. Some ex am ples
of open ques tions are:

° What is the pur pose of this trip? Busi ness, plea sure
or cel e brat ing a spe cial event?

° Where did you go on your last va ca tion?
What did you like/dis like about it?

° What ho tels have you stayed at in the past?
Note: The an swer to this type of ques tion will also
give clues as to trav el ing style or bud get.

° What kinds of ac tiv i ties do you en joy?

Clar ify as needed to be cer tain you un der stand
what the cli ent is say ing. When you think you
have enough in for ma tion to be gin rec om mend -
ing, para phrase what the cli ent has said to be 
cer tain you both agree on his needs.

Let me see if I un der stand what you want.
You want to take your fam ily to Dis ney land. 

There are four in the party, 
two adults and two chil dren, ages 7 and 9.

 Your chil dren have never been there be fore. 
Your last fam ily va ca tion was ski ing at 

As pen, Col o rado. 
You pre fer nice ac com mo da tions

and need a rental car.
Is that right?

Decision Maker

Who will be mak ing the de ci sion? When ever
pos si ble, speak to all par ties in volved in mak -
ing this de ci sion. Not only will it en sure that the 
needs of all of the trav el ers are met, but speak -
ing to all par ties in volved at the same time also
avoids the big gest ob jec tion you might oth er -
wise get.

Thanks for your time, I will call you back
 af ter I talk it over with (whom ever).

Note: The cli ent gen er ally does not call or
come back!

When you and the cli ent are in agree ment, it is
time to move on to the next step, Making a Rec -
om men da tion.
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Sales Process
Step 3 - Making a Recommendation

Once you have the an swers to the closed and
open ques tions you asked, and you and your
cli ent have agreed on his needs, you are pre -
pared for the third step. Do your re search and
make a rec om men da tion to the cli ent. Since
you took notes on what the cli ent said his needs
are, it is a sim ple pro cess to make your rec om -
men da tion of value to the cli ent. This is done
by us ing a tech nique known as turn ing fea tures
into ben e fits.

Features

Ev ery prod uct or ser vice pos sesses fea tures,
spe cific as pects of the prod uct or ser vice that is
al ways with it—it is an in her ent char ac ter is tic.
For in stance, the fea tures of a tour pack age to
Dis ney land might in clude:

• Car rental

• Choice of ho tel

• Early ad mis sion to the theme park

• Full break fast daily at ho tel

Fea tures be come ben e fits as you per son al ize
them to meet the needs of your cli ent at that
par tic u lar time. The abil ity to trans late fea tures
into ben e fits is ex tremely im por tant in travel
sales.

Benefits

A ben e fit is the value the cli ent seeks to de rive
from a fea ture. Of course, fea tures pro vide dif -
fer ent ben e fits to dif fer ent peo ple, and some -
times a fea ture may of fer no ben e fit to a
spe cific cli ent.

Sales peo ple use sev eral tech niques to em pha -
size ben e fits. One tech nique is to in cor po rate
your cli ent’s ear lier state ments into the rec om -
men da tion.

You men tioned your chil dren have never been
to Dis ney land. This pack age of fers early

ad mis sion into the theme park so your kids
can get a head start on the crowds.

   -or-
You said you would like a rental car. A rental car is

in cluded with the ho tel and has un lim ited miles.

This tech nique also has the ad van tage of show -
ing your cli ent that you are lis ten ing and con -
sid er ing his needs.

An other tech nique to as sist your self in think ing 
of ben e fit state ments about the fea tures of the
travel is to ask your self “so what?” An swering
this ques tion on be half of your cli ent al lows
you to re late with the cli ent, state the ben e fits of 
the fea ture (us ing the cli ent’s own words), and
show the cli ent that the fea tures of the itin er ary
you have planned are meet ing his travel needs
and pref er ences. For ex am ple:

This pack age in cludes full break fast daily
at the ho tel...(so what?) so you don’t have to worry about 

the has sle and cost of find ing 
some place to eat break fast.

Study these sam ple fea tures with sug gested
ben e fit state ments.

FEA TURE BEN E FIT

NON-STOP FLIGHTS
This pro vides you with the fast est

pos si ble ser vice and min i mizes any
bag gage han dling prob lems.

PRE PAID
You will know in ad vance what your

trip will cost and will not have to
carry a lot of ex tra cash.

UN LIM ITED
MILE AGE

You will be able to see all of the
sights you want with out wor ry ing
about ad di tional costs of the car

rental.

AC COM MO DA TIONS 
ON TRAIN

You can rest com fort ably while trav -
el ing to your next des ti na tion and be 
ready to see it when you get there.

OCEANVIEW ROOM See the ocean from your room any
time.

CRUISE SHIP
AS HO TEL

You only un pack once and still visit
three dif fer ent is lands.
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Sales Process
Step 4 - Making the Sale

The fi nal and fourth step of Making the Sale
not only meets the needs of your cli ent but
keeps the travel com pany(s) in busi ness and
pays your sal ary. (Re fer to page 3.) You at -
tempt to close the sale as soon as you have suf -
fi cient in for ma tion to make a rec om men da tion. 
There are tech niques, pro ce dures, even spe cific 
phrases that can be used to close a sale ef fec -
tively. By of fer ing to book, you are al low ing
your cli ent to do what they want to do. The
clos ing can be done by of fer ing a choice of two
op tions—Choice Close or by as sum ing the cli -
ent wants what you have pro posed—As sump -
tive Close.

Choice Close

Pres enting the cli ent with a choice is called a
choice close:

This tour of fers a choice of ho tels.
Which would you pre fer,

the Dis ney land Ho tel or the Par a dise Pier?

   -or-
What size of car would you like, mid-size or full-size?

Once you have found the prod uct(s) that best
meet the cli ent’s needs, you can rec om mend,
us ing ben e fit state ments and ask the cli ent
which they pre fer.

Assumptive Close

In the pro cess of the con ver sa tion, you may
have de ter mined one prod uct is the only one to
meet the needs of your cli ent. Then as sume the
cli ent wants to make the res er va tion. Do not
phrase your clos ing with ques tions that can be
an swered with a “yes” or “no.”

I will make the res er va tion for you for the
5-night pack age in clud ing a rental car.

An other way to make an as sump tive close is to
ask for in for ma tion that gives con sent. For ex -
am ple:

I will make the res er va tion.
Will this be check or credit card?

If your cli ent gives you a credit card num ber or
writes out a check, he is mak ing the res er va -
tion.

Avoiding Objections

Some times cli ents ex press ob jec tions to clos -
ing the sale. Why do cli ents re sist buy ing?

° May feel pres sured

° May want to check with some one else be fore book -
ing

° May not have enough in for ma tion

° May feel guilt about spend ing the money (price
shock)

The best way to coun ter ob -
jec tions is to avoid them in
the first place. Most ob jec -
tions arise be cause you have
not fully ques tioned while
get ting to know your cli ent.
A com plete in ter view with
all par ties mak ing the de ci -
sion will not only pro vide you with enough in -
for ma tion to make the right rec om men da tions
and the cli ents with enough in for ma tion to
make a de ci sion to buy—but you will have also
es tab lished a rap port and a level of trust that
will help avoid ob jec tions.

CHAL LENGE!
Call an agency or an air line or a ho tel and ask for in for ma tion

on a tour pack age or a flight or a ho tel room.
Write down which, if any, of the sales steps were fol lowed.

What was done well?
What could be im proved on? 

Did you want to buy?
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Make the Reservation

You have com pleted the sale and now need to
make the res er va tion. As you con tinue with
your study of lei sure travel prod ucts, you will
learn the book ing pro ce dures to make res er va -
tions for a va ri ety of prod ucts. Study this Sales
Job Aid pro vided be low. It is a sum mary of the
four ba sic phases of travel sales: 

• Ini tial Meet ing

• Getting to Know You

• Making a Rec om men da tion

• Making the Sale

Re turn to this chap ter as you study the chap ters
that fol low and adapt and ap ply the sales steps
to each travel prod uct. By do ing so, you will be
on your way to be com ing a pro fes sional travel
coun selor.

14 Education Systems/LTSH/©2003

Chapter 1 - Leisure Travel Sales

SALES
Job Aid

Four Steps                                                                                                                                                

Ini tial Meet ing

Greet the Cli ent(s)

Make In tro duc tions
Get Name, Ad dress, Phone

Lis ten

Be prompt, friendly, cour te ous, pro fes sional.

In tro duce your self (some times your com pany). 

Lis ten for facts, make notes. 
Lis ten for feel ings, re spond.

Getting to Know You

Closed Ques tions:

Who - Name, Ad dress, Phone and Ages
What - Air line Flight? Ho tel? Car Rental?

Where - Des ti na tion
When - Leave and Re turn, Flex i bil ity

You need the an swers to these ques tions to check
avail abil ity and price of the travel prod uct.

Open Ques tions:

Why This Va ca tion
Past Va ca tions

What Ho tels
En joy able Ac tiv ities, In ter ests

De ci sion Maker

An swers to ap pro pri ate open ques tions al low you to
pur sue the sales pro cess, keep ing the cus tomer in

mind and pro vid ing valu able cus tomer ser vice.

Making a
 Rec om men da tion

Fea tures
Ben e fits - Use The Cli ent’s Words

Learn the facts of the travel prod uct.
Use the facts of the prod uct and knowl edge of the cli -

ent to turn the fea tures to ben e fits and make the
rec om men da tions.

Making the Sale

Closing:
Choice 

As sump tive 

Avoid Ob jec tions

Make The Res er va tion 

The Rec om men da tion can become
 the As sump tive Close.

De pending on the cli ent, two choices might be better.



Follow Up After the Sale

You have sold your cli ent a va ca tion. You have
ad vised him re gard ing in sur ance op tions, flight 
sched ules, itin er ary and ad di tional travel prod -
ucts. He has left on his trip. Now is your job as a 
pro fes sional travel coun selor com plete? NO! 

Fol low up shows you are a car ing pro fes sional.
If you as sume that ev ery sale is a po ten tial for
an other sale, then fol low up makes sense. The
tough est part of sales is to get that ini tial first
sale. The eas i est is to get the sec ond.

Here are a few fol low up tech niques suc cess ful
travel pro fes sionals have used.

Call

Call the cli ent upon re turn to find out how the
trip went. Ev ery cli ent will ap pre ci ate that you
thought of them. Get feed back. Ask for three
things she liked and three things that could
have been im proved. If there were any prob -
lems, use the prob lem-solv ing tech niques cov -
ered next to re solve them, if pos si ble.

Send a Letter

Some agents send a “Wel come Home” let ter
that thanks the cli ent for his busi ness and shows 
an in ter est in the trip. You may also in clude a
dis count cou pon for the next trip to en cour age
re peat busi ness, or ask him to bring in a photo
of the trip to hang on a photo wall in the of fice
for a dis count on the next trip. This gets them
back to the of fice and pro vides in cen tive to
book again.

Keep a Tickler File

Keep a file of your cli ents and in clude re cord of 
va ca tions, in ter ests, dis likes, hob bies, fa vor ite
ho tel, etc. Go through it fre quently and send a
note or make a call when you see a trip that
might in ter est them.

Problem-Solve

A na tional con sumer sur vey by the Tech ni cal
As sis tance Re search Pro gram found the fol -
low ing about the num ber of un happy cus tom -
ers who will buy from you again:

• 9% of noncomplainers

• 19% of com plain ers whose com plaints were
not re solved

• 54% of com plain ers whose com plaints were
re solved

• 82% of com plain ers whose com plaints were
re solved quickly

Getting feed back from your cli ents, even neg a -
tive feed back, is help ful if you can do some -
thing about it and do it quickly. Good
prob lem-solv ing tech niques in clude the fol -
low ing steps:

° Lis ten - Al low the cus tomer to ex plain the prob lem
to you.

° Apol o gize - In these days of lit i ga tion, be care ful
about ac cept ing re spon si bil ity for the prob lem, but
you can be sorry that the cli ent ex pe ri enced a prob -
lem. A sim ple, “I’m so sorry you were in con ve -
nienced. Now, how may I as sist you?” is enough.

° Take Re spon si bil ity for Find ing a So lu tion - Take 
re spon si bil ity for solv ing the prob lem, even if you
did n’t cause it. Don’t ask the cli ent to call some one
else; you do it. Re mem ber, the cli ent does n’t want
to hear ex cuses about this em ployee or that sup -
plier. Work to find a so lu tion and get feed back from
the cli ent as to what an ac cept able so lu tion might
be.

° Put the So lu tion Into Ac tion - Do what you said
you would do to solve the prob lem.

° Thank the Cus tomer and Fol low Up - Thank the
cus tomer for bring ing the prob lem to your at ten tion
so that you can keep it from hap pen ing in the fu ture. 
Fol low up af ter wards to be cer tain the cus tomer was 
in deed sat is fied.

Cus tomer ser vice re search shows it costs about
six times as much to at tract a new cus tomer as it 
does to keep an ex ist ing one. Costs to at tract a
new cus tomer are in curred through pro mo tion
and ad ver tis ing at about $118 per year. Costs of 
keep a cus tomer in clude of fer ing re funds or
dis counts at about $19 per year. It does pay to
fol low up with your cli ents and prob lem-solve
to keep them happy and com ing back.
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Key Con cepts

Sales and cus tomer ser vice are im por -
tant skills for any travel pro fes sional,
es pe cially with com pe ti tion from other
travel cor po ra tions and the abil ity to ob -
tain travel in for ma tion and book from
home via the Internet or other on-line
prod ucts.

Tele phone com mu ni ca tion is of ten the
first con tact a cli ent has with a travel or
tour ism sup plier. Good tele phone man -
ners are es sen tial. These in clude:
an swer ing promptly, us ing a proper greet -
ing, de vel op ing a tele phone voice,
speak ing clearly and prop erly and keep -
ing jar gon out of the con ver sa tion.

Good lis ten ing skills are nec es sary for a
suc cess ful travel pro fes sional to ef fec -
tively sell and of fer cus tomer ser vice.
Lis tening is a skill that can be de vel -
oped.

There are four steps in the sales pro cess: 
the Intial Meet ing, Getting to Know
You, Making a Rec om men da tion and
Making the Sale. Using closed and open
ques tions, agree ing on needs, turn ing
fea tures into ben e fits and of fer ing a
choice or as sump tive close are all parts of 
the pro cess.

Your job is not fin ished when the cli ent
leaves on his trip. Ev ery sale is a po ten tial 
for an other sale, so you will fol low up by
writ ing or phon ing your cli ent upon re turn.

KEY TERMS

As sump tive Close

Ben e fits

Choice Close

Closed Ques tions

Cus tomer Ser vice

Fea tures

Fol low Up

Greeting

Hear ing

Jar gon

Lis tening

Open Ques tions

Sales
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Study

1. List the four steps in the sales pro cess.

a. c.  

b. d.  

2. List six tips for im prov ing lis ten ing skills.

a. d.  

b. e.  

c. f.  

3. De scribe a good tele phone voice.

4. How many times should you let your phone ring?

5. Write a good phone greet ing.

6. Write a good greet ing for a cli ent who just walked in. In clude what you would say and do.

Say  

 

Do  

 

7. List four fol low up tech niques:

a. c.

b. d.

8. Ex plain the im por tance of fol low up.

9. Why are sales and cus tomer ser vice skills im por tant to day for travel pro fes sion als?
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Application

1. Mary Higginson is on the phone. She wants you to help her with some travel plans. Write four
open ques tions you will ask Ms. Higginson as you “get to know her.”

a.  

b.  

c.

d.  

2. From what Ms. Higginson has told you, she is plan ning a sur prise wed ding an ni ver sary trip
for her self and her hus band in Au gust. She wants some thing lux u ri ous with lots of ac tiv i ties
and sight see ing. You feel a cruise to Alaska will meet her needs — lots of pam per ing, plenty
of ac tiv i ties both onboard ship and on shore, and many var ied, in ter est ing sights to see.
Make a rec om men da tion to Ms. Higginson us ing fea tures and ben e fits.

Rec om men da tion

Fea ture  

Ben e fit

Fea ture

Ben e fit

Fea ture

Ben e fit

3. Make the sale to Ms. Higginson with:

a. Choice close  

b. As sump tive close

4. Tomas Sergi is want ing you to check air line sched ules for him. List four closed ques tions that
must be an swered be fore you can be gin the pro cess of itin er ary plan ning. 

a.

b.

c.

d.

5. Ste ven Kingman is call ing you for in for ma tion on a trip. You have gone through all the phases
and are ready to make the sale. He wants to talk with his spouse first. What could you have 
done to avoid this ob jec tion?
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