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HOW TO TRANSFER PDFS TO A KINDLE
1.
2.
3.
4.

Locate the PDF file either on your desktop or within the file browser.
Connect the Kindle to your computer via USB cable.
Locate the “documents” folder within the Kindle.
Drag and drop the PDF file from the original location to the Kindle
“documents” folder.

Limit of liability/disclaimer of warranty: Stephen Crowhurst publisher and the author make no representations or
warranties with respect to the accuracy or completeness of the contents of this work and specifically disclaim all warranties,
including without limitation, warranties of fitness for a particular purpose. No warranty may be created or extended by
sales or promotional materials. The advice and strategies contained herein may not be suitable for every situation. This
work is sold with the understanding that the publisher and author are not engaged in rendering legal or other professional
services. If professional assistance is required, the services of a competent professional person should be sought. Neither
the publisher nor the author shall be liable for damages arising herefrom. The fact that an organization or website is
referred to in this work as a citation and/or potential source of further information does not mean that the author or the
publisher endorses the information, the organization or website may provide or recommendations it may make. Further,
readers should be aware that Internet websites listed in this work may have changed or disappeared between when this
work was written and when it is read.
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Introduction and Welcome
You’ve selected a type of travel that is going places and in one dominant direction which is UP. It has
delivered considerable gains in recent years as you’ll read below. Not only that, but there is an
adventure for everyone and a niche for you.
The value of the global adventure tourism market is living proof of its growth and its climb in dramatic
fashion. Search online for ‘adventure travel and tourism studies, reports’ and read your heart out.
You’ll like this bit of news, taken from one of those reports:
The International Finance Corporation estimated the global soft adventure market to be worth $745 billion. The IFC
included only hiking, kayaking, rafting, backpacking, viewing nature/ecotourism, bird-watching, diving, and a cultural
tourism estimate in its valuation. Another report (not named) went higher. According to a new report, the global
adventure tourism market was valued at $444,850 million in 2016, and is projected to reach $1,335,738 million in
2023.
The adventure travel market offers you so many niche opportunities to explore, and then, on top of
that, there is your passion for a particular destination and preferred adventurous experience. Some
adventure selling travel agents are doing very nicely focused purely on packaging what they like to do.
If you are new to selling adventure travel, you should know there are categories describing the severity
level of a trip. These levels range from Soft, Hard to Extreme and within those levels, a supplier might
also list the grade of difficulty.
Canoeing a meandering river might be classified as a soft adventure. A trek along a steep trail might
be listed as hard and getting to the base camp of Everest would be labelled as extreme with fingers
crossed.
There’s no end to the opportunities waiting for you in the adventure travel market, especially the one
that accommodates the niche you prefer. You can sell off the rack, create custom FIT journeys and
package your passion, and the passions of your clients. Make it what you want.
Life itself is one great adventure, and you can add to it by studying the latest places to walk, hike,
kayak, spelunk, climb, fall, ski, river raft and get home in time for supper!
In this book, you will find tips, tools and techniques for creating both a generic and a niche adventure
business. Take what you can from this book. Make your changes, own it and go sell it! Nothing carved
in stone.
Okay, time to follow the arrow. Enjoy.
Steve Crowhurst, CTC
www.sellingtravel.net
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CURRENT STATS, FACTS, TRENDS & COMMENTS
It is essential to gather current information – stats and facts as I like to call them – before planning a
new department or division and most certainly before starting to sell into a specific niche. All require
careful thought, due diligence and data.
Growth is The Good News
The Compound Annual Growth Rate (CAGR) applied to the global adventure tourism between now
and 2022 is projected to be roughly 45%. Another source puts a projected dollar figure for the
worldwide adventure tourism market at $1.3 billion in 2023, registering a CAGR of 17.4 % from 2017
to 2023.
From my point of view, growth is good! The challenge is deciding which part of that growth will affect
you as a retail travel agent. The majority of these growth surveys are based on adventure suppliers,
destination visitor stats and not so much what travel agents contribute. However – if the suppliers and
the adventure destinations are showing, and predicting growth – then that is good for your business
and your ideas for creating an adventure travel niche.
Gathering Decision Making Information
The following pages review several trends selected from current reports made public by ATTA –
Adventure Travel Trade Association, WTO – World Travel Organization, ABTA – Association
of British Travel Agents, CLIA – Cruise Line International Association, Kanto Adventures, Intrepid
Travel, and Trekksoft Academy.

Links to these documents are found at the end of the book. Some reports are free to download, others
will cost you between USD$99 and four-grand! You see, there IS money to be made in adventure
travel. Package some data and sell it for 4G’s. Nice.
Sources of Information – Starting with Your Suppliers
The companies who create adventure product for you to sell also have the information you need for
planning purposes. Once you identify the companies and products, you would like to sell, connect
with their sales department and if possible meet face to face to review and discuss the current trends,
your supplier has reported on. Also ask about keywords your supplier uses, slogans and colour
schemes to attract would-be adventure clients to the supplier’s website. All of this is useful information
for when you go visual.
Next – Contact Departments of Tourism
Every department of tourism collects data on who visits their country, region, area and where they go
and what they do when they get ‘there.’ Once you decide which country or countries you will be
selling, contact the research department and ask for their current trend report. They may ask why you
want it. Answer: you will be sending more adventure-based clients to their destination.
2
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Don’t Forget Your Existing Clients – The Primary Source
If you have a current client list, then they can offer you primary information and insights into their
adventuresome selves. Check with them to survey their adventure travel interests. Better to gather
your research before surveying your client base, then you will know the questions to ask.
Search for Travel Agent Support
When you do your own research and also read the reports I have listed make sure you look for
information that supports you as a retail travel agent and the type of adventure travel niche you wish
to start. Check with your head office if you are a chain agency or a member of a Host Agency.
Note: Adventure travel associations like ATTA generally work to support the adventure supplier base,
destinations and outfitters and not so much the retail travel agent. However, when you visit the ATTA
website, you will find that ATTA has partnered with Travel Leaders Network to develop the Active
& Adventure Specialist training program. If you associate with Travel Leaders, go here to this link:
https://www.adventuretravel.biz/membership/travel-leaders/
Okay, you get the idea. You must dig deep to extract the information you need and want before
developing your adventure niche. Now, I have to assume you fit into one of the following profiles:
1.
2.
3.
4.
5.

New to selling travel, no past adventure experience, no clients.
New to selling travel, some adventure experience, no clients.
An existing travel agent with clients – no adventure experience.
An existing travel agent with clients, wanting to specialize.
Existing adventure selling travel agent wanting to go niche.

There are plenty more combinations, but somewhere in the above list, you’d be sitting. So, first things
first, let me focus on what you know, and need to know about the current adventure travel segment.
If you are a veteran of the travel trade, then you might have the facts and stats at your fingertips. On
the other hand, it’s always a good idea to top up on current information.
From the reports and surveys I have read, I have gathered the following trends, and to each trend I
have added my comments. I have extracted only the trends that have meaning to a small to mid-sized
travel agency and ICs. In other words, these are trends a travel agent can develop with low to no-cost
marketing.
As you read through this book, you’ll find that I cover off most of the trends in one form or another
and explain how doable they are. Then in the marketing segment, we’ll be exploring, those low to no
cost marketing activities that you can afford and not break the bank in doing so.

Far away there in the sunshine are my highest aspirations.
I may not reach them, but I can look up and see their beauty,
believe in them, and try to follow where they lead.
Louisa May Alcott
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ADVENTURE TRAVEL TRENDS AND COMMENTS
The following trends are not listed in order of importance. I’ve kept it random. Here we go:
TREND: Adventure Tourism Continues to Grow
Tourism, in general, always has, apart from WW1 and WW2, shown growth year after year. Currently,
reports indicate that despite terrorist attacks, political upheavals, mass shootings, and natural disasters,
tourism has continued to grow.
COMMENT: When you start a travel business, grow an existing one or create a new department, it’s
nice to know your industry continues to forge ahead. Tourism, travel, vacations and adventure trips
are luxuries that for those who can afford to travel, will not give up too quickly. Even though the
industry continues to grow, you must still do your due diligence when it comes to knowing more about
your local outbound and inbound selling opportunities.
TREND: Adventure Travel Will Cater to Experiences
According to the Adventure Travel Trade Association (ATTA), the definition of adventure is
changing. Risky adrenaline activities are favored 45% less than “experiencing a new culture” in the
definition of adventure travel. And travel companies are taking note. Intrepid Travel is seeing a 20%
increase in bookings this year for its Real Food Adventure tours which offer cooking classes, wine
tastings and local market visits. Day tour company, Urban Adventures, has launched a range of locallyfocused shopping (‘Made-In’) tours for 2018.
COMMENT: According to the report, the definition of the word adventure is changing. So, take note.
An adventure, to those that seek it, has always been thrilling, exhilarating and heart pumping. So, you
will need to separate in your own mind, how to differentiate between the thrill of a rock climb versus
the thrill of meeting a Greek family in Athens for a cooking experience. My adventure would be to
climb first, then return to enjoy the foodie experience.
TREND: Solo Travel on the Rise
This year, more adventure travelers will opt to travel on their own. In fact, some reports indicate that
one in four Americans will go solo travel
COMMENT: Travelling on your own, going by yourself, now labelled as Solo Travel has always
attracted the self-confident man or woman, young, middle-aged or older. The people I have associated
with over the years were never groupies. Group tours were for tourists – not adventurers like “us.” A
few things have changed since then, but not much has changed regarding the solo personality. The
solo traveller still needs you, the travel agent, and especially if you have travelled solo yourself and
lived to tell about it! More on this topic when we explore marketing to attract the solo adventurer.
TREND: Hiking is Number One
The number one adventure in demand is hiking, and this trend pops up more than a few times.
Average trip duration, 8 days.
COMMENT: If hiking is the number one adventure activity then this is excellent news. It allows you
to start a hiking niche quite quickly. It also opens up the world to your adventure seeking clients.
4
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BEFORE
YOU START
PLANNING YOUR
ADVENTURE TRAVEL
NICHE

“Wow! Good job we planned in advance. We would
never have been able to climb that rock face.”
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KNOW YOUR ADVENTURE HISTORY
From Lewis and Clark to Daniel Boone, Davy Crockett to George Mallory, John Hunt, to Chris
Bonington to Edmund Hillary, Sherpa Tenzing Norgay to Barton Holmes – all of these men opened
up routes, pathways, countries and recorded their adventures for us to view today.
You’ll notice the above adventurers are all men, but women adventurers were out there, too. From
day one, I might add. Take, for instance, Jeanne Baret (1740-1807):
Baret is recognized as the first woman to circumnavigate the globe – but she had to do it disguised as a man. She joined
the world expedition of Admiral Louis-Antoine de Bougainville from 1766 to 1769. The French Navy prohibited
women on its ships, but that didn’t stop Jeanne. She bound her breasts with linen bandages and became Jean Baret. She
enlisted as valet and assistant to the expedition’s naturalist Philibert Commerçon and travelled on the vessel with 300
men. Expedition accounts differ on when her true gender was discovered. But, by the time she returned to France, Jeanne
had seen the world, defied conventions and earned a place in history.

Let’s hear it for Jeanne! Way to go, Jeanne! How does that make my female readers feel? Excited?
Ready to promote Adventure Travel for Women? Well, hold on. There’s more. Visit the links below
and scroll down the list of women adventurers, past and current. Everything you read will be
information you can use in your marketing and for developing tours based on following in the footsteps of
your chosen female adventurer.
https://en.wikipedia.org/wiki/List_of_female_explorers_and_travelers
https://www.besthospitalitydegrees.com/30-most-amazing-women-adventurers-alive-today/

There have been many female explorers lost to history. They did what they did and went where they
went with no record left behind. Imagine the women who sailed alone from England to the American
colonies back in the 1600s. Makes you shiver a little and even more so when you realize the size of
the ship they sailed on. Once you start reading and building your knowledge of who has gone before
you, I guarantee that you will better understand your new business from the roots up.
Turning History into Present Day Opportunities
Think about Captain Meriwether Lewis and his close friend, Second Lieutenant William Clark and the
expedition that opened up routes to the American Northwest. Imagine that two-year expedition. It
wasn’t soft-adventure that’s for sure. If you visit the following website you can read the expedition’s
timeline which gives you all the stops along the way, should you wish to replicate segments as a
bespoke adventure tour.
You will find that so many old reports, journals and books spell out the exact route and itinerary our
adventurous forefathers travelled. So easy today to follow in their footsteps on foot, by ten-speed,
mountain bike, car, Harley, bus and coach.
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WHY WOULD AN ADVENTURER BOOK WITH YOU?
This is a very important question to answer. Whether or not you’ve been selling travel for years or just
getting into it, there has to be something about you that attracts an adventure client to book with you.
What is it? What would attract a group of photographers to you, a family, a solo woman, a gay couple
or a corporate Type A, who wants to go the edge?
Let’s get back to hiking for a moment. What would attract a group of hikers to contact you first of all,
and then book their trip with you or book seats on your Walking Tour of the Cotswolds?
Typically, “we” consumers are attracted by an ad, a slogan, an image, a tone of voice, colour and the
look of the presenter. Once past that initial ooh and ahhh moment, we tend to look at the individual
and the company. We click on the About Us tab and check out who we might spend our money with.
So now, when the consumer checks you out, what will they find?
They Like You, But Do You Walk the Talk?
Let’s assume you’re doing well. The prospective, adventuresome client likes you. You look good. Your
face, eyes, the way you dress, your voice from the videos played on your website – it all sells you so
well. Now, there’s one last thing your prospect is wondering: do you actually know what you’re doing?
They are questioning, whether or not you have actually visited the places you are selling? They are
searching for your adventure travel provenance? They want to see proof of you shooting the rapids
or dangling on the end of a rope (in the nicest way possible).
What’s Your Adventure Travel Credibility?
If you are new to selling travel but well-travelled with a healthy adventure travel track record then you
have a travel history to promote. If that history includes the type of adventure you intend to sell, then
this is very positive. Hopefully, you recorded it all in word, video and still images.
If you have not yet experienced adventure travel, then you should know that you will be up against
formidable and credible competition. There are adventure travel agents who have climbed, kayaked,
walked, hiked, white water rafted and even trekked to the base camp of Everest. Although you have
a winning personality, your adventure travel prospects will need proof that you know what you are
doing and have hands-on experience. Enter selfies.
Selfies to the Rescue
To enhance your credibility, you’ll want to source all those adventure selfies you shot and move them
into a special image folder. Those images back up your adventurous claims. From here on, record your
adventures in a selfie format, save and file away.
Tip: When you shoot a digital image of you doing something adventurous, and it is a shot that
can never be repeated, print it. Yes, you are going from digital to hard copy. This advice
comes from professional photographers. You could lose all your photographs if your
computer or external drive became corrupted. I now print my best of best images, just in
case.
The type of selfie I am referring to is not the one with your tongue hanging out, eyes gone weird and
your hands are sporting the devil’s horns. Although some clients might like that, you must think
strategically here and shoot yourself, not in the foot, but as if you were shooting a corporate portrait.
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WHO IS YOUR CLIENT?
Profiling the customer you want to attract is always an interesting activity to go through. To target a
specific customer profile, you must, first of all, decide on the adventure itself. Then the location and
pricing. You cannot determine the client/customer profile without first understanding what it is you
intend to sell. Once you have a blueprint of the type of client to attract, you can research how best to
market to them.
1.
2.
3.
4.

Decide on your adventure product and destination, pricing etc.
Profile the people who currently enjoy this adventure.
Study what makes this profile purchase adventure travel.
Plan a marketing strategy to attract this customer.

The process is to think about each person/generation that has the means and the time to buy the type
of travel you intend to offer at the price point or price range you have selected. Consider where they
live and how you will communicate with them based on how they prefer to communicate with
businesses like yours. How do they want to receive their news? Ask them directly once you have
identified them.
For the moment do not get caught up, or ahead of yourself thinking about how to take your adventure
travel offers worldwide. Concentrate on selling locally – it’s easier and cheaper to do so. If, however
you live in an area where few people live, then you’ll expand your marketing to the next city, state,
province or territory. Keep in mind the old business adage that your business is ‘within a 5-mile radius’
– it is within this 5-mile radius of your office that most of your adventure clients will reside.
Once you build an awesome website and online marketing campaign, you will, by luck, chance and
design, attract adventurers from across the country – and later eventually from around the globe. In
the meantime –your business will be literally outside your agency door or your home-based office.
You can access adventure traveller profiles by contacting your suppliers and also adventure magazines
who conduct timely readership surveys. If you are specializing in kayaking, make contact with kayaking
magazines. So, who are you going to attract? Check off all that sound right:









Baby Boomers
Gen Z
Gay
Race Biased
Sex Biased
Has friends
Easy to deal with
Language Biased










Gen X
Families
Straight
Activity Biased
Affordability
Has connections
Will pay fees
Other










Gen Y
Singles
Religion Biased
Age Biased
Trip Duration
Can refer
Live close by
Other

You could check them all – but then trying to attract that many profiles would drive you nuts!
However, you could, if you wished, take on all comers and market to everyone. Think it through. If
you intend to specialize, is there a certain profile who best fits your business ideas?
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REVIEW OF POTENTIAL NICHE ADVENTURES
In this section, we’ll explore the various and most common types of niche markets and also take a
look at extreme and different adventures you might consider selling. The majority of what you will sell
however will fall under the category of soft-adventure. The definition of soft-adventure is your guide.
It is important to bring your adventure clients home for supper because you need them alive to buy
more adventures from you.
The definition of soft adventure travel represents the category of adventure most of your clients will
want to book. The slogan, “take me out and thrill me but bring me home for supper” has been around
for a very long time, and yet it remains tongue in cheek within the trade. It does, however, speak the
truth.
Your clients do want to be thrilled, and they do want to return home safely. The soft adventure
products you choose to sell should be tried and tested and boasting an excellent safety record.

Climbing Mount Everest presents a possibility of not returning for supper. That is not soft adventure.
You would need to scale down to something similar to what I’m doing in the above photo – pyramid
gazing at Giza. Hey, now that could be a new adventure! Tour title: Giza Gazing.
As and when you design your agency’s adventures, then, like your suppliers, you too must make sure
you can bring your clients home safely for supper.
We know most adventures have inherent risks whether they are soft or extreme. When the adventure
is extreme the worst, and the unexpected are expected. Unexpected events related to soft adventure
can creep up on you or your client and be devastating. For instance, a casual day hike through a forest
could end on slippery rocks – a disaster waiting to happen for the uninitiated.
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The rate of devastating possibilities increases when rocks are wet, when rapids run at Grade 6 and rain
causes mudslides. Slips and trips, bears on the trail, a sudden tidal surge, falling off a chair and even
misunderstanding a cultural expectation that leads to a brawl. All of these things can happen, and they
do, but rarely. The point is, as an adventure selling travel agent, you must be aware of what can happen
and plan around them. You will need the answers to all things safety-related and be well aware of the
types of travel insurance coverage available to your adventure-going clients.
I went looking for other adventure travel definitions and asked my well-travelled friend, Steve Gillick,
founder of Gillick’s World and Talking Travel and publisher of TalkingTravel e-Magazine, for his
thoughts.
Here are Steve’s comments:
•

Adventure Travel consists of the experience of interacting with the people, the culture, the history
and the land, and coming away with an appreciation, understanding, empathy and determination
to think of the world as a community where people are people and a smile is the language we all
share.

•

The interactive component in adventure travel may be one activity, as simple as a stroll, a walk or
a hike, or it may consist of a series of activities that vary from the casual to the challenging.

•

Ultimately, adventure travel represents a more in-depth experience for the traveller and one that
will stay with them for the rest of their life.
Source: Steve Gillick, TalkingTravel.ca
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ACCESSIBLE ADVENTURES
Sometimes we miss the obvious. When you are fit, healthy and able-bodied you can be seduced into
looking at life from just your point of view. You may not realize there are others who are not as ablebodied as yourself, (and if fate knocks on your door, you might join them at any time), yet they also
desire to travel and experience a challenging adventure.
I am listing the niche I call Accessible Adventures. It was some years ago when I attended a conference
and met disabled travel agents. One of those agents, a young woman, was very successful in the group
segment. The previous year, she had sold, closed and sent off 300 groups.
Another agent was a young man in his thirties. A businessman, suit and tie, and maneuvering his
wheelchair with skill. When we chatted, he told me “I was just like you, Steve, well, before the car
accident…” and that was when fate knocked on his door. His life changed. His career and his business
took a different turn as he developed a niche to handle accessible traveller’s needs.
There are generic travel agencies who will book accessible cruises, hotel stays and tours when
requested. It is more of a sideline. Then there are agencies, travel agents and tour companies who
specialize not only in accessible travel but in accessible adventures. If you have a mind to go for it,
this could be a very rewarding niche for you.
Types of Accessible Adventures
The Accessible Adventurer can ski, sit-ski, hunt, fish, scuba, hike, kayak, canoe, swim, zip-wire, skydiving, pack horse, hand-glide, skipper a motorboat and canal barge. The more you look into the types
of adventures the accessible adventurer signs on for, the more you’ll feel like expanding the offers.
There are adventure programs that bring together both physically disabled and non-disabled
adventurers who, working together, climb, hike and more. In many cases using a special wheelchair
called the “Joëlette.”
Accessible Suppliers
Over the years it has always been that someone managing from a wheelchair ran an accessible travel
company. In other words, very few travel agents understood the accessible travel business accept those
who had become disabled in some way.
Another travel agent I met at the conference was sight impaired or as she said, blind. Yet there she
was telling me all about the groups she sends off around the world to enjoy the world through their
remaining senses: sound, smell, taste. That caused me to research such tours, and sure enough, there
were places of wonder such as gardens where a person could guide themselves using tactile assistance
such as stones, walls, wooden posts. Their sense of smell worked overtime, as fragrant flowers wafted
their scent to entice them closer. It is amazing how the accessible traveller copes and the adventures
that await them.
Here’s a link that will take you to a listing of companies
that serve the accessible adventurer:
http://www.executiveclasstravelers.com/1/adventure_travel.htm
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Here’s a poster layout idea you could copy.

OUR ADVENTURES ALWAYS INCLUDE A

We know that most adventures have an element of danger that
includes slips, trips and falls, insect bites, allergic reactions to plants
and more – that’s why we always have a doctor travelling with us as a
regular member of the adventure group. We also know where the
clean toilets are - the number one need listed by thousands of
travellers.

Call us today to book your next adventure.

WALK & TALK ADVENTURES
If you are a local doctor, contact us and join our next adventure.
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MOTHER’S DAY ADVENTURES

HAWAII BOOKING NOW!
CALL US AT:
WOMEN WANNA SURF
1-800-WOM-ENR2

https://wildwomenexpeditions.com/
http://www.travelandleisure.com/trip-ideas/adventure-travel/travel-companies-for-women
https://www.rei.com/adventures/trips/womens-trips
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THE INCENTIVE ADVENTURE GROUP
You can bet this incentive will be based on sales, production or something to do with generating
profits. The people involved would normally be Type-A go-getters, and that means they’ll want to be
challenged.
When you chase after and win this type of incentive group, or a client brings the event to you to plan,
you can release your inner creativity, go all out and set up a challenging event. It could be a 5-day hike
through the mountains or a one-day river rafting expedition, a kayaking trip, a mountaineering jaunt
or a combination of all of them. Ideas here: http://www.incentivemag.com/
The client company will usually take care of the
internal workings and administration of the
incentive. They will come to you to arrange the
outdoor component. Let’s say there are ten
winners from various branches of the firm. They
could be earning six figures and would probably
lead a pretty nice lifestyle. You might want to
keep that in mind and either arrange for the
adventure to end in luxury or keep it down and
dirty and in tune with the adventure itself.
Caution: Separate Flights
If all these top movers and shakers are from the
same company, never book the entire group on
the same flight. It is an inherent rule. The reason
being if that aircraft crashes, the company has
lost its entire top selling/executive team. This
rule applies to all corporate accounts.
The Incentive Niche
The incentive niche is a demanding and lucrative
niche. There are well-established firms who have been doing this for years. If you are a single IC or a
small agency it could be a tough road to haul. But, on the other hand, if you develop a specific niche
such as – for women only, there could be more than a decent return on the time and money you
invest.
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Let’s come up with a title you could use. How about this one:

WINNING WOMEN
Travel Incentives for Executive Women

You can change the word ‘executive’ to whatever word you wish. It might depend on your target
audience. Although some companies offer incentives to all staff, when it comes to rewards like travel,
they tend to focus on the more senior people that produce revenue.
Search online for Incentive Travel companies and explore how they market themselves, the words
and phrases they use and the programs and services they offer. Make a list of what you like about their
approach and then reconfigure to suit your own ideas. I suggest you also contact these firms and ask
if they work with travel agents. Many do.
This link might help you get started: http://www.becomeaneventplanner.org/index.html
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GLAMPING ADVENTURES
I include this outdoor combo of glamour and camping because it is showing up as a niche. Glamping
– Glamourous Camping – to some of your clients might be the “adventure” to tack onto the end of
a real adventure, soft or otherwise. You could always suggest that after a harrowing trek through parts
of Africa for instance, your group gives in to a little pampering? Still in the wilds. Still possible to view
wildlife only in a more glamourous setting.
Types of Glamping
The following intro is taken off the Glamping Hub website: From barns and cabins to tree houses and caves,
there are all sorts of types of glamping. You’ll find each one described below, along with a link to start browsing through
each one. While each of them is unique and distinct in its own way, you can count on unique structures and an
incomparable access to nature. Click to this link and view what’s available and check out the video.
https://glampinghub.com/types-of-glamping/

Here’s a great Glamping Hub video to share with your clients.

https://glampinghub.com/
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MARKETING
TIPS, TOOLS &
TECHNIQUES

There are a few things you’ll need to do, set up, create,
read, think about and get, before you can start
marketing your adventure niche.
Here they are.
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FIRST THINGS FIRST – PREP & PLAN
Before you can start marketing yourself and your selected adventures you’ll need to do some
homework and prepare a marketing plan that is supported by a well thought out strategy. This strategy
of yours will include many things such as photographs, video, a bio featuring your adventure history,
copies of any articles written by you or written about you, magazines you plan to publish, books you
plan to write, the supplier’s products you intend to promote and sell. You’ll need an ad & promo
schedule and a budget for eighteen months that includes your travels, social media activity and more.
Okay, that’s a heavy burden to bear right off the mark, BUT, it has to be done, or you’ll be running
about here and there, getting nowhere.
The following pages contain tips, tools and marketing activities that are suited to selling travel, and
based on my personal usage. As you read on you will discover many more ideas yourself, and that’s
how we’ll build towards your marketing plan.
What follows assumes that you are an IC or operating a small travel agency. I make that statement as
the ideas, and the tools I suggest are low to no cost. Larger travel companies can more or less buy the
expertise they need versus DIY.
I’m also assuming you are new to selling adventure travel and possibly new to selling travel, period.
Apologies if I am “preaching to the converted,” but I have to start somewhere regarding imagining a
readership.
One more thing for you to plan and prep for is your own adventure schedule. It is imperative that you
build a list of adventures you have experienced. Keep it local or go around the world. Just make sure
you have some adventures under your belt. It will all help when you start to promote your adventure
provenance.
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ATTEND ADVENTURE TRAVEL TRADE SHOWS
I’m going to start here and recommend you attend local to national adventure travel trade shows. Both
trade and consumer. No matter where you live, chances are there is an adventure travel show planned
shortly – or it might have just happened! It may not be scheduled for your city or town, but it will be
booked into the closest largest city. Check out event listings online.
Your first attendance will include listening, learning, chatting with suppliers and with consumers.
When you engage with either, there is no room for stumbling and fumbling. Make sure you know the
questions you’d like to ask suppliers and the questions you would like to ask consumers.
When you question suppliers, you’ll be asking about what’s trending, where are the adventurous
Boomers travelling to, how about Gen X and Y? Ask about trending destinations too, facts and stats,
marketing support. Keep it businesslike.
When you question, or rather survey consumers, you’ll be asking why adventure travel? What’s the
pull? Where to next? When? Get an idea from the consumer’s point of view as to how they feel about
adventure travel. Hand them a business card and simply say, “If I can be of any assistance in the near
future, please call me.”
After you know what you need to know and handled a few bookings, then you might be ready to
purchase a booth at one of the consumer trade shows. Once you’ve honed your trade show skills you
could buy a booth at other consumer shows – shows like Lifestyle, Fitness, Wellness and so on.
Create Your Own Trade Show / Event
If no adventure consumer shows exist in your area, create your own. Don’t be shy of putting on your
own adventure event. Check with your preferred suppliers and ask for funding and participation. Keep
the event small and intimate if you wish. Focus on clients and their adventure friends – or, go the
more expensive route and advertise the show to attract adventure prospects. Also, ask your suppliers
for advice. They have been there and done this and know what works and what will be a waste of
money.
You might find that outfitters and retailers who sell adventure gear versus travel are very interested in
supporting your show or perhaps sharing a booth with you at the well-established adventure and
outdoor shows.
Travel and travel gear go well together. There will be local to national retailers ranging from Eddie
Bauer to MEC to REI to Blacks to your local outfitter. Contact them all and talk up the fact that you
service the adventure client. They might offer ideas from their event marketing history (if you ask)
and decide to work with you.
For coaching on how to put together a trade show, visit: http://thetradeshowcoach.com/
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YOUR WEBSITE – THE ADVENTURE HUB
Let’s move on to your website – the HUB of all your marketing activity. Back to basics we go. If you
do not yet have a fully functional, widescreen scrollable website with a mobile version that plays in a
vertical format on a smartphone, then you are waaaaaay behind! Time to kick your own butt and
smarten up and get that website up and running ASAP. If it helps, I use Weebly: www.weebly.com.
It is user-friendly, affordable, and you control everything.
Your Adventure Marketing Hub
If you are an IC, your website is the equivalent of a street-front travel agency window. If you are that
street-front travel agency, then your website is a digital version of your agency and your agency
window. Either way, your website should be engaging, functional, exciting to visit, offer adventures
of a lifetime and should nudge the visitor to BOOK.
You might read or hear that when it comes to social media – you must not sell. You should only
engage, chat, socialize. The suggestion is that you take it easy, no sales pitch, take time to build a
relationship and so on. It all makes sense, but while you are playing nice and socializing, your bookdirect suppliers and sales minded competition are social selling and moving past you. Closing more
sales. Your sales.
Inform Your Clients What to Expect
When you develop your client base, you inform them through your marketing that you use social
media to promote your best adventures and your special offers. When your viewership, readership,
existing clients and prospects understand how you do business you will attract the clients who want
to book, not just chat. In the end, you must decide how you intend to make use of social media, your
website and any other marketing outlet you use. In my book – you use them to sell.
Your Website – Where All Things Converge
Whether you use your website in this way, or not, a website is supposed to be where all your media
converge. It is also where prospects and clients alike, remind themselves about your services, location
and how to contact you. It is also where those same prospects and clients click to check out the
adventures coming up, scour your blog posts and play your videos.
Your website is or should be your marketing hub. I know that social media is always rising to the top
and that’s a good thing. However, when it comes to business basics and marketing at the level of a
one-person travel business or a small retail street front agency, your marketing tools will be your
website, email (still the number one tool in the digital toolbox) and at least one, perhaps two social
media accounts – Facebook and YouTube.
You will read many reports on the benefits of other social media networks. Acting on some of those
suggestions will run you ragged all day long as you socialize when you should be monetizing.
Monetizing is the digitized word for selling. If you meet someone who seems to know a lot about
communicating through social media, compare them to this man, Brian Solis, who created The
Conversation Prism. If your social media gurus cannot speak at this level, then you could be on the
wrong track.
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The full-colour version of this image is available to download here:
https://conversationprism.com/
The Conversation Prism is dynamic. Updating from version 4 to version 5, Solis and Szymanski
removed 84 companies, added 141, and created four new categories: messaging, crowdfunding, travel
and hospitality, and connecting IR (In Real Life).
Whatever you do regarding marketing, unless you work behind the scenes as a social media guru,
blogger, analyzer, crypto bitcoin counter…you will always route your client back to your website
unless there is an option to make direct contact via email or on the phone. In other words, at your
level of doing business, promoting and selling travel, you only require the best basic tools. Try to make
use of the two-hundred or so sites found here and you will work yourself into an early grave.
https://en.wikipedia.org/wiki/List_of_social_networking_websites
KISS Me!
Keep it, what? That’s right, Simple. You know the drill. KISS is sometimes very hard to do when you
read the travel news each morning, and there it is again, social media being touted as a must do.
Facebook for everything. Well, there’s a Generation named Y that dumped Facebook four years ago.
Who is on Facebook? The good ‘old’ Baby Boomers. Bless ‘em.
Ask the Question
When someone berates you for not being a social media whiz kid, you must ask the question, “So how
many bookings have you generated this year over Facebook, I’m guessing a thousand?” Then sit back
and wait for the embarrassed reply.
Of course, there is always a leader in all things, and I love those that just do it and make it happen. So,
yes, there are travel agents who have worked their magic via social media and closed a ton of business.
It’s like a few travel agents generating a six-figure income when the average take-home pay for most
TAs is around $40,000 or less. There is always someone who exceeds the norm.
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Sales generally come from perseverance, never giving up, continual prospecting, being able to see and
sense opportunity and doing something about it such as marketing the right product, to the right
people at the right time. You can use social media for that too. Once again – be sure to advise your
social followers that you use social media to promote yourself and your adventure travel products.
Go for the Low Hanging Fruit
Managing your website, email, and two social media outlets will allow you to do it all. If you want to
add a blog into the mix, go ahead. But, you’d better be able to write a few thousand words of WOW
content every week. How long will that take? I can tell you from experience – a full day, or two if you
want it to read right and be the best there is. No need to make it harder to attract prospects and close
existing clients. Every new marketing activity will eat into your prospecting, marketing and selling time
– and we haven’t made a booking yet. That’s my take on it. Just be sure you leave enough time to sell,
close, book and follow up and repeat the sequence.
Here are a few more highlights from previous adventure reports. Although some numbers might have
moved slightly up or down, the data is still worthwhile taking note of.
•

Adventure travellers are younger than non-adventure travellers.

•

Overall, average age: late forties.

•

The average length of a soft adventure trip is ten days.

•

54% of travellers plan to participate in an adventure activity.

•

42% of travellers currently participate in adventure activities.

•

73% of adventure travellers plan to take another adventure.

•

22% of adventure travellers plan on repeating the same adventure.

•

45% of adventure travellers plan on using a tour operator.

•

78% of adventure travellers use Facebook.

Adventure travellers read publications such as:
•

National Geographic Magazine

•

National Geographic Traveler

•

Men’s Health

•

Cosmopolitan

•

Vogue

The following pages will offer suggestions on how you can market to the adventurous client. I’ve listed
what you should study, learn and read to be better informed about the historical side of adventure
travel. Knowing your roots and the history of those long-ago explorers will add spice to your
marketing.
Turning Your Website into an Adventure Hub
When I think of adventure, I think of National Geographic. Maybe you do too. And if so, you do
that because they have entered your mind via TV and their fabulous magazine and a series of
adventure books.
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GET YOURSELF A QR (QUICK RESPONSE) CODE
There are many points of view about the use of QR codes and the majority suggest the code is dead
and buried. The negative reviews are more often written by those who are not selling travel for a living.
The QR code is a great tool for travel agents. If you’ve never scanned a QR code before now’s the
time. Grab your smartphone, use the camera, hover over the QR code below and see what happens.

You’ve visited my website, yes? Easy peasy. So now imagine you have a QR code on everything that
a customer might see and be able to scan. They scan and go wherever you send them electronically.
Your QR code can be linked to your website, a web page with an adventure promotion, a sign-up page
to join your blog or newsletter and a whole bunch more – hey how about linking to your Facebook
page or your YouTube channel?
There are fancy QR codes available but do not get carried away with the fluff. Stick to the clean lines,
easy to scan version like the above code. These codes look great on the back of a t-shirt with a message
above it that reads, SCAN ME! I suggest on the back as it could get slightly contentious if you are a
woman and the QR code is on the front of the t-shirt. No need to set up a situation with passers by
aiming a camera at your chest. Try your hand at creating a QR code here:
https://www.qr-code-generator.com/
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SHOOT THOSE PROMOTIONAL SELFIES
It’s a tough job, but someone has to do it. Your adventure promotions, your About Me web page,
your full-screen website homepage and social media headers should all, at some point, showcase YOU.
And you can add to that, YOU doing what you are selling.

My usual caption for this shot is,
“Here I am working from my outdoor office…”

When is a selfie not a selfie, but acts like a selfie? Yes, there are times, such as this photo of me in my
kayak that has to be shot by someone else. A shot like this removes the arm or the bloated too-closeto-the-lens face.
Always carry a tripod or a Gorillapod so you can set up your own “selfie shoot” for both stills and
video. When you shoot video by yourself, remember to set up the camera/tripod then walk away and
around so that you walk into the frame. You can crop the footage later. If you end with your face in
the viewer, make sure you smile for an extra few seconds otherwise you’ll end up with a ‘final face’
you won’t like. An extra few seconds of smiling or yahooing, gives you extra cropping time to end on
the best fade-out image.
Create a Selfie folder and add more titled folders with labels such as Me Mountaineering, Me smiling
into the camera, Me running from a bear. Make it easy to find what you need when you need it.
Promote your Group Gatherings
If that was you in the picture below, and that was an excited adventure audience, two things should
be happening: someone would be shooting images of you on stage from various angles – I’m thinking
twenty shots at least. The second thing going on is the videoing of the entire session. Once again you
can edit and crop once the video is complete.
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DELIVER SOMETHING AWESOME
You have many choices. You can sell the same ole adventure listed in your preferred supplier’s
brochures, and for some, that’s awesome enough. Or, you could work with your preferred adventure
suppliers to create what you believe is going be an Awesome Plus Trip of a Lifetime. Then you’ll have
the pleasure of developing a niche within a niche.
The Niche within a Niche – now that can be a money maker.

You may not have heard this expression before – a niche within a niche. What it means is this:
within established niche markets there is always another niche, sometimes so well hidden most travel
agents miss it. But when you sift and sort and dig a little deeper, you find that golden nugget. Usually,
there is someone who has discovered the niche within the niche already, but then again, perhaps YOU
are the first to think up the concept. Let’s explore:
The term we are using is Adventure Travel. The style or type of adventure travel most agencies sell is
called Soft Adventure. Under that heading, there are 20 or 30 activities that a customer can book with
you such as scuba diving and hiking and kayaking. Then within just those three activities, there are
different spin-off activities.

The idea here is to make sure you drill down through all the possible combinations to find out if there
is indeed a specialty niche for which you have the knowledge and the background to take on and build
into a profit centre. You can apply the same concept to almost anything travel related. One of my
favourite niche ideas is photography. It is a passion for me and also for so many other people, and as
you know pretty much any gadget can snap an image today.
If we added photography to hiking, then the location and the preferred subject matter might change.
It will depend on what the tour group want to photograph. Let’s decide on hiking around Kyoto,
Japan. For the subject, we could settle on cherry blossoms, or fall colours, temple roofs and trainee
geisha in their kimonos.
Next if you wanted to drill down further to make this hiking tour of Kyoto even more unique, you
could decide to attract only those photographers who shoot with a Canon camera. Drilling down one
more level, you could even name the model of the camera. I’ll name my camera which is now versions
old, but here it is, the Canon 40D.
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The benefit of naming the camera model (and hopefully yours is more current) is that it will attract
photographers who shoot with that specific camera model and then, and this the big thing, the group
can gather and chat about how to make better use of the features of that camera. If you managed to
find an instructor for the trip and he/she shoots with a Canon 40D for instance, you’ll have something
else to promote. The main closing statement for such a trip is the exchange of knowledge.
A Women Only Shoot
This tour could also be Women Only. A tour for women from all walks of life who love photography
and would like a custom tour group just for them. You could approach a local camera club and other
clubs where women share a common interest.
Here’s how your niche-within-a-niche camera specific tour that
includes an instructor might look when you promote it.

A specialty tour for photographers who shoot with a
(camera name/model)
Come with us next spring when we
fly to Japan to hike and photograph

Bring your gear, share your knowledge and learn from photographer
(NAME) as we explore and photograph this magnificent
city and hike the hills around it.

Fushima Inari photo credit: Steve Gillick
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PUBLISHING AN ADVENTURE MAGAZINE / TRAVEL FICTION
SELF-PUBLISHING WITH ISSUU & JOOMAG
Here is a wonderful self-publishing opportunity that combines your adventure travel writing and your
adventure photography. Imagine publishing a digital magazine FULL of your own creative writing.
Your articles should be saved in PDF format, ready for uploading. Click the upload button and wait
a few minutes and there before your very eyes will be your flip page digital e-magazine. How nice is
that? You are now a digital magazine publisher. Okay, there are few steps between upload and publish,
but truly, it is easy to do.
Once the magazine is uploaded to either Issuu or Joomag you can retrieve a code to embed the
magazine into your website. You will also find a Share button where additional links can be copied
and applied to direct posts to Facebook and more. The overall opportunities are endless.
Here’s my Selling Travel Magazine page on Issuu. This is just how your magazine account page would
look.

Here’s what your magazine would look like full screen. The reader clicks the page to turn it, just like
reading travel trade magazines online. The Joomag site and layout is very similar to Issuu.
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TRAVEL INSURANCE
COVERAGE FOR
ADVENTURE TRAVELLERS
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ADVENTURE TRAVEL INSURANCE
This is a product you must know about. Slips, trips and falls have been mentioned as one of the main
causes of accidents on the trail. More extreme adventures carry a higher risk and more devastating
consequences.
To my mind, and throughout my travel selling career, I have always thought that a travel agent who
does not discuss insurance with their client to be negligent. It is imperative that you, as a seller of
adventure travel, become confident in suggesting, quoting, and selling all your adventure clients the
best adventure coverage based on the trip they are going to experience. No advice + accident =
litigation!
Better your clients invest $100-$300 or more for their personal safety (and hopefully never have to
submit a claim) than falling, breaking a leg, and having to pay out of their own pocket to be airlifted
out or paying hospital fees and a one-way ticket home.
Your knowledge about adventure travel insurance coverage could also be a niche for you. Some agents
in your area will not know too much about it. You could attract their clients to your agency based
simply on your knowledge and promotion of adventure travel insurance. It is also worthwhile checking
in with your adventure suppliers to review the level of insurance coverage they offer.
I would suggest, when you promote yourself as the local adventure travel agent, that you state up
front, in print, on your website and in your social media that none of your clients leave home without
adventure coverage. Make a name for yourself using this type of self-promotion. Factor adventure
travel insurance into all your promotions.

The following information comes from Damian Tysdal of Travel Insurance Review who has very
kindly given me permission to reprint these tips from his website.

http://www.travelinsurancereview.net/trips/adventure/
Adventure Travel Insurance
Travellers who take adventure trips are a whole different breed of traveller. Adventure travel is
typically physically demanding and often fraught with personal danger, rustic accommodations, and
unfamiliar foods consumed in remote locations. Adventure travel insurance plans are those that
include coverage for adventurous activities like hang gliding, diving, skiing, and mountaineering (to
name just a few), so it’s important for adventure travel tourists to purchase a plan that includes
coverage for their planned activities.
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THE ADVENTURE OF A THOUSAND THRILLS
STARTS WITH ONE STEP CALLED PLANNING
WRITE YOUR THINGS-TO-DO HERE
What are your next steps to get you started on an ADVENTURE SELLING journey? What do you
have to do personally and professionally to start on this journey? What is the start date? Complete
date? Deadlines? Who is involved?

A good plan is like a road map: it shows
the final destination and usually marks
the best way to get there.
H. Stanley Judd
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REFERENCE LINKS
Reference links in the order they appear in this book:
Please note, as with all links, websites come and go. If the link is not live when you click there,
search for similar names, companies or services.
https://www.adventuretravel.biz/membership/travel-leaders/
http://www.travelmarketreport.com/articles/Survey-Shows-Adventure-Travels-Big-Potential-for-Agents
https://www.adventuretravel.biz/research/2018-adventure-travel-trends-snapshot
www.adventuretravelnews.com/
https://www.intrepidtravel.com/travel-trends-2018/
https://www.globalwellnesssummit.com/2018-global-wellness-trends/
https://cruising.org/docs/default-source/research/clia-2018-state-of-the-industry.pdf?sfvrsn=2
https://www.trekksoft.com/en/blog/9-travel-trends-that-will-drive-the-tourism-industry-in-2018
http://www.travelmarketreport.com/articles/Top-Ten-Destinations-for-Adventure-Travel-in-2018
https://www.technavio.com/
https://www.prnewswire.com/news-releases/global-adventure-tourism-market-expected-to-reach-1335738-million-by2023-allied-market-research-672335923.html
https://en.wikipedia.org/wiki/List_of_female_explorers_and_travelers
https://www.besthospitalitydegrees.com/30-most-amazing-women-adventurers-alive-today/
https://www.allposters.ca/-sp/The-Conquest-of-Everest-1953-posters_i13184272_.htm
https://www.cineplex.com/CorporateSales/CorporateEvents
https://www.tripadvisor.com/travelmaphome
http://www.travelblog.org/
http://www.worldnomads.com
http://www.adventurefinder.com/adventure-travel/adventure-activities.html
https://greatbritishpublictoiletmap.rca.ac.uk/
https://go-girl.com/
http://www.nationalgeographicexpeditions.com/about/contact
http://www.executiveclasstravelers.com/1/adventure_travel.htm
http://www.specialneedsatsea.com/agents/sng-cata-certification/
http://www.accessibletourism.org/?i=enat.en.news.1910#commentArea
http://www.kantoadventures.com/
https://www.stridetravel.com/hiking-walking-tour-companies
https://localadventurer.com/25-best-hikes-in-the-world-bucket-list/
https://www.wanderlust.co.uk/content/the-worlds-best-walking-routes/
https://www.adventuretravelnews.com/marketing-and-selling-adventure-travel-to-millennials
https://hetravel.com.
https://www.iglta.org/outdoor-adventures/
http://www.alysonadventures.com/about.htm
https://www.intrepidtravel.com/ca/theme/family/single-parent
https://www.us-passport-service-guide.com/minor-travel-consent-form.html
https://travel.saga.co.uk/cruises/ocean/find-your-cruise/solo-travel.aspx
https://www.montanawomensflyfishingschool.com/
https://wildwomenexpeditions.com/
http://www.travelandleisure.com/trip-ideas/adventure-travel/travel-companies-for-women
https://www.rei.com/adventures/trips/womens-trips
https://www.nationalgeographic.com/adventure/lists/9-worlds-most-extreme-adventures/
http://www.touchthearctictours.com
www.webgraphicscreator.com
https://www.mtrip.com/en/tour-operators-travel-agencies/
https://en.wikipedia.org/wiki/Bill_Mason
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