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Omega World Travel Celebrates
50 Years of Travel Industry Innovation
This special issue of Travel Weekly celebrates the 50-year
anniversary of Omega World Travel, a story that is as
inspiring as it is unique.
It’s the story of how Gloria Bohan, a school teacher with no background in business
or the travel industry, built an international travel management company that
today books an estimated $1 billion in annual sales of corporate, leisure,
and MICE travel. While continuous innovative adaptation is the foundation
of the agency’s business success, Bohan’s generous heart, gracious spirit
and abiding love of all things travel are the true source of power
behind the evolution and impact of Omega World Travel.
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Omega World
Travel Celebrates
50 Years of
Travel Industry
Innovation
This issue begins with Bohan’s story.
In her own words she shares her background and the hard-earned insights and
wisdom gleaned from growing a small
storefront leisure agency into a global
mega-agency, surviving and ultimately
thriving despite multiple challenges. The
issue also contains articles that communicate the deep-seated values Bohan has
infused into every aspect of her business,
as well as her commitment to lifelong
education and support for the next generation of industry entrepreneurs.
Drawing on Bohan’s own initiatives
and experience in each area, as well as
insights from other industry experts,
these illuminating stories cover:
• The options and opportunities
available in the travel industry, and
basic steps to chart your own personal
career path
• The importance of corporate social
responsibility (CSR) and communitybased philanthropic endeavors
• How to cultivate an entrepreneurial
spirit that fuels personal and employee
satisfaction as well as business success
• Why a commitment to the principles
and practices of diversity, equity and
inclusion (DEI) is now more critically
important for the travel industry than
ever before
• How to find and work with a mentor
in the travel industry
• A guide to working with travel
suppliers, including how to build
and nurture mutually beneficial
interdependent relationships
Travel Weekly and the suppliers that
made this issue possible invite you to
enjoy the stories in this issue, and learn
from the remarkable accomplishments
and contributions of Gloria Bohan and
Omega World Travel.
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A MESSAGE FROM Gloria Bohan, president and ceo, omega world travel

A

s Omega World Travel celebrates its 50th anniversary,
I have been reflecting on the many years, reasons,
events and changes both in our country and the world
that propelled our growth. World events, an undying need
for innovation and a mutual interdependence with a chain
of like-minded suppliers were factors that influenced our
path to success.
I see our story as a journey navigated with a flexible ‘stick
shift’ mentality, often stumbling on opportunities. The mind
should be open to the opportunities that may blur the eyes.
In 1978, I collaborated with my late husband Dan, who had
a knack for seeing beyond the obvious. While real estate
was his passion, Dan truly loved the travel business and
excelled in it. We lost his talent 18 years ago, but his inspiration continues to motivate us.
We took detours from a planned course and succeeded
with newfound friends and partners. Risks frightened but
tempted us. The joy of reaching one’s first million; or winning a tough account from someone larger than us managed
to make the journey more thrilling. The idea that I could
succeed in business brought us to the realization that we
were experiencing something that I had always heard about
and never thought of achieving: the American Dream. It is a
‘high’ that I do not want to lose because I found myself fulfilled, and I felt that others could feel this way too. In trying
to describe how Omega’s history unfolded, I realized a good
part of this incredible journey had to do with a passion that
prevented me from giving up, inspired me to keep bouncing
back from downturns, kept me thinking of creative solutions
and searching for the people who could buy into the belief
that all was possible.
Dan and I built a team of believers who shared the same
passion. We aligned ourselves with industry partners who
saw new things were possible, all armed with a positive attitude. Our colleagues often possessed an untapped talent to
build something unique that would make our competitors

take notice as we pioneered onward.
Our fifty years saw Omega go from a new travel agency
in a small Virginia town to a large company with over 200
offices around the world. We eventually moved our headquarters to the Washington, D.C. area. We did it through
not only our own sweat and tears but also with a determined team, creative suppliers and much encouragement
from others. The women’s movement in the late ‘90s and
the powerful emphasis on diversity opened many doors,
strengthened our mission and has sustained our growth.
Our mantra is ‘We are fifty and still counting.’
In December of last year, I received a Lifetime
Achievement Award from Travel Weekly that I also share
with the lifetimes of the staff, suppliers and partners we
met throughout our years. Travel Weekly introduced us to
those who were part of the great history of the growth in
travel and hospitality. They have covered an industry, its
changes, its great leaders and innovators for over 62 years.
Reading Travel Weekly was required if you wanted to stay
relevant and informed.
It is a special dream to participate in this commemorative
issue as I look to the future, recall my milestones and thank
many partners, customers and staff who were part of the
journey.
I look forward to inspiring others to join our great
industry and the possibilities for success by fostering the
entrepreneurial spirit through the Dan and Gloria Bohan
Foundation.
Happy journeys to you as
my journey continues,

A MESSAGE FROM Anthony Carnevale,

senior vice president, retail travel group, northstar travel group

T

he Travel Weekly team is honored to be able to
celebrate the 50th anniversary of Omega World Travel
and to help share Gloria Bohan’s story in the world
of travel. Her journey and her success are a reflection of
this dynamic industry for the last 50 years. We are in the
business of telling those stories and, in particular, we are
in the business of telling the travel advisor, travel agency
and travel industry stories.
For those who might be new to the industry, take stock
in Gloria’s story. Starting some 50 years ago as a new travel
agency in a small Virginia town, today she has 200 offices
all over the world. Think about the business decisions,
partnerships, ups and downs, dedication, creativity that
flowed through her, her beloved Dan, and their team along
the way.
Last December we had the privilege of giving Gloria a
Travel Weekly Lifetime Achievement Award. Standing on stage
with one of her best partners and now dear friends, Royal
Caribbean’s Vicki Freed, she beamed with pride. But that
pride is not just for Omega. It is not just for her team. It is
for a resilient and diverse industry that is in the business of

making the world a smaller place.
On the pages of this dedicated issue, you will read
about her impact on women in business, her impact on
philanthropy, her investment in education, her commitment
to leadership, her exploration and adaptation of technology
and her powerful and diverse supplier and industry
partnerships. Maintaining and growing a travel agency on
the world stage takes so many talents and we are thrilled to
help celebrate Gloria’s talents. It is our hope, and Gloria’s as
well, that these stories are motivation for the next 50 years in
travel and a celebration for all those who have been along for
the ride so far.
Thanks again to Omega World Travel for allowing Travel
Weekly to share these stories.
Continued success,
Anthony Carnevale
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omega world travel: 50 Years of success

+
QA

With
Gloria Bohan
President and CEO of Omega World Travel

It all started with Dan and Gloria Bohan’s honeymoon cruise.
As Gloria tells it, the glamour and excitement of cruising and the travel industry
lured her in, prompting her to leave her teaching position to open Omega
Travel’s first location in Fredericksburg, Va. as a small-town storefront leisure
agency. She had no business training, and no experience in the industry.

— Gloria Bohan, President and
CEO of Omega World Travel

What followed over the next 50 years is a remarkable story. Working alongside
husband Dan until his passing in 2010, she helped build Omega World Travel into
an international travel management firm that handles business, leisure and MICE
travel and books $1 billion in annual sales. Operations at the privately-owned
agency include multiple subsidiaries, four major walk-in offices and 30-plus
onsite corporate locations.

who was going to be the person who
helped me get accredited by the airlines, was a 76-year-old woman. At this
point, she seems kind of young!

Did you only sell cruises during
the early days of the agency?

While continuous innovation is the foundation of the agency’s business success,
it is Gloria’s generous heart and gracious spirit that is the true source of power
behind the evolution and impact of Omega World Travel. Travel Weekly is proud
to share some of her story in this special 50th anniversary issue.

When you started the agency in
1972, what was your vision for
Omega World Travel?

To tell the truth, I didn’t have a grand
vision. I loved cruising so I thought I
would probably be selling cruises. As I
was trying to survive and pay my one
employee, I started figuring out what I
needed to do and just kept doing those
things, and from that I started to see
opportunities evolve.

How did you identify those
opportunities?

A lot of times it’s the market and the
need that the marketplace has that determines what the opportunities are and
what you need to do. I think that’s a
good way to talk about my vision. I’m

4

always looking at what market demands
might be there, and what those demands
might be beyond the initial need I can
see. You have to keep looking for what
is the next best thing that could happen.

What did you do to prepare for
opening the agency?

I knew I needed a storefront and a little
office, so I secured a location. Then I spent
about six months stamping all these beautiful brochures with my name on them and
getting myself going in preparation for
opening. A couple of sales reps heard I was
opening an agency, and one day they came
in unexpectedly and caught me stamping
brochures on the floor! They were these
very good-looking sales reps, all dressed
up in suits, and I was kind of embarrassed.

Sometimes travel
agents have to be
like psychologists
to get out of clients
what they really want
to do, what would be
best for them. The
same is true today
even for business
travelers and
corporate accounts.
I take the time to
understand people,
and I think that’s why
I have done well in
the travel industry.”

When you first opened Omega
Travel, did you advertise or
market the agency?

I realized I needed to get the word out,
so I created some ads on local radio stations using some tunes I liked as background and narrating over them about
the agency and cruises. They were not
too expensive as I was on a very tight
budget. And I went around to local
beauty parlors and doctors offices and
dropped off gorgeous supplier brochures
with my name stamped on them. I
couldn’t believe how beautiful they were.
I wasn’t accredited by ARC yet, but
I could still sell products through tour
operators and cruise lines and bus companies. I was learning about all these
complicated things. My first employee,
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Disney had just opened in Florida the
year before I opened the agency, so I
decided to do school charters. I started
with bus charters, but then high school
principals wanted air charters. Those
school charters really got me involved
in the community, and they were a wonderful way to get the agency going and
to learn about the airlines. They were
very popular and were considered a very
important event. There were a lot of high
schools in the area, and a lot of parents
learned about me that way.
I also asked reps from the cruise lines
to help me do seminars at some senior
communities in the area. Carnival had
started some cruises out of Norfolk, Va.,
so they were very convenient for seniors.
There was no air involved, and I could
keep the prices pretty low.
When I think back on it, I got things
going quickly, which was nice. It took me
about six months to get air accreditation.
Q&A WITH GLORIA BOHAN continued on page 6
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Early Omega ads, 1973

Are you a natural entrepreneur, or
did you need to develop that way
of doing business?

I’m not a natural entrepreneur. I was a
teacher, but I always wanted to be a businessperson, maybe working in an ad agency
or something clever like that. I grew up in
New York and I pictured myself walking
down Park Avenue as a businesswoman,
wearing a big hat like you would see on
the cover of Vogue. That didn’t happen! I
taught school, and I wasn’t unhappy, but
then the travel industry lured me in with
cruises and glamour and excitement, and
all the travel opportunities.

Did you discover any hidden
talents as you grew the agency?

Continued from page 4

Did your business expand once
you got air accreditation?

What eventually emerged was air travel
for small businesses, then government
travel in the Washington area. We found
that a lot of people who traveled for the
government could extend their trips and
maybe add an extra two nights on their
business trip and stay in a hotel, so I
found an opportunity there as well. That
paved the way for me to become familiar with the government offices and how
to relate to government travelers.

You opened a second office
quickly, just two years after
launching Omega Travel.

People liked our service, which was very
personalized and customized. That just
goes with my personality. I enjoy building a rapport with people to find out
what they like and what their needs are.

The early years for Omega
coincided with a period of
economic stagnation in the
U.S., when there was high
unemployment and high inflation
at the same time. How did that
affect the business?

Even though there was a recession and
interest rates had spiraled by 1979, the
1970s were full of opportunities. All of
them had to do with what was going on
at the time with computers and automation. The airlines started doing teleticketing and they decided to see how well
agents could handle automation, so they
started offering computer systems for
agencies. I automated my two offices
with computers in 1977 and 1978. I saw
the opportunities and the advantages of
automation and really got to like it.
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Coincidentally, there were some airline strikes and then deregulation of the
airline industry. That encouraged small
carriers to enter the market and a lot of
competition opened up. My vision for
Omega Travel kept growing as all of
this was happening. It was quite a time.

How were you able to expand
your vision during such a
challenging time?

You have to have a mindset, an attitude, that you are going to try things
out. You have to be cautious, but you
can’t just sit back. It was a tremendous
learning curve and I was a very busy
person. It’s like I got on the treadmill
and never got off, and I’ve just kept
on it for 50 years. That was my mindset at the beginning, and it still is. I’m
constantly looking for creative things
to do.

That’s such a great approach to
doing business. What’s the source
of that mindset for you?

I didn’t have a lot growing up. We did
nicely, but nothing fancy. All of that
made me appreciate what I had. As
a result, when I was building Omega
Travel, I was so grateful for it and I
didn’t want to lose it. Maybe that’s why I
stayed on that treadmill. It gave me a lot
of personal satisfaction.
The unfortunate thing is I didn’t take
enough time to get off the treadmill, and
have children, although I wanted to. That’s
the downside. But then I got to love and
respect so many of my employees that
they kind of became my kids. We have
built something very rare, and they have
been a great support during tough times.
Sometimes it’s not necessarily your own
family you are the closest to. In the end
you just try and make your life meaningful.

I grew up trying to be very polite with
folks. In the business world I learned
that everybody has an opinion, so you
have to be open-minded and also very
flexible and ready to change on a dime.
I didn’t know I could do that, but I was
married to a guy who loved to take risks,
he had fun at it. His idea is you just
never stop, and I caught that fever.
I also didn’t know I had a talent for
reading people until I was confronted with
building an office staff. I couldn’t afford an
experienced staff so the people I hired had
scant experience in travel, except for my
first employee, and I had to train them.

What is your strategy when it comes
to hiring and developing staff?

You look for talent in people — what
makes them tick, what makes them happy,
what are they passionate about — and
then you tell them what you see in them.
I have helped many people develop their
careers by working closely with them over
the years. I always have a buddy next to
me, maybe a new person, and we learn
together. It’s a give-and-take relationship.
Q&A WITH GLORIA BOHAN continued on page 8

Headquarters:
Woodland Hills, Calif.

omega partner

SpOTLIGHT

In Business Since 1997

Twenty-Five Years of Excellence
Founded in 1997 with the vision that travel could be more destination-focused and culturally immersive, Viking
sets the standard for river cruising. Today, with our award-winning fleet of Viking Longships®, the company is
The World’s River Cruise Line.® In 2015, taking our destination-focused experience to the seas, Viking reinvented
ocean cruising, launching an elegant fleet of 930-guest ocean ships. In 2021, Viking was named both #1 River
Cruise Line and #1 Ocean Cruise Line in Condé Nast Traveler’s annual Readers’ Choice, adding to the company’s
numerous awards. And in 2022 — the company’s 25th anniversary year — Viking was awarded both #1 River Cruise
Line and #1 Ocean Cruise Line by Travel+Leisure. Also this year, with the launch of Viking Expeditions’ journeys
to Antarctica, the company now explores all seven continents. And closer to home, the arrival of the Viking
Mississippi brings modern river cruising to America’s heartland.
Learn more at Viking.com
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Employees gathered outside of Omega’s headquarters in Fairfax, Va.

in business or a lawsuit. We have gotten through all of it. People say, “well,
you are better for it,” but you do have
your scars.

What’s ahead for you and for
Omega Travel?
Gloria opens first government office, 1982

Continued from Page 6

Over the last five decades you
have continually diversified and
expanded your business. What
role has this strategy of ongoing
diversification played in your
success?

I am always thinking about what other
services would be relevant to a new or
existing customer base. In diversifying you
learn so much, and you might open yourself up to a new market. Finding new markets is a form of diversification. You are
broadening your scope and your experience of how to do business. I’ve had the
experience of losing business to competition here and there, but I’ve always felt
you shouldn’t put all your eggs in one basket. It’s very important to have backup.

In your mission statement, one line
particularly stands out: “to prosper
unselfishly.” On a practical level,
what does that mean in terms of
how you run the business?

I wrote that in the early 2000s when we
had to be proactive. We had an obligation
to grow and to be successful, and as we
were prospering, we wanted to share as
much as we could. It’s important to realize
that you are in a community. We wanted
to be good citizens. That’s very important
for a company’s credibility, particularly if
you are breaking into a new market.
It’s also important to understand it’s
not just about making money. I tell my
staff everybody can give something, it’s
not just about me giving, and it doesn’t
have to be money. It could be mentor-

omega partner

SpOTLIGHT

Headquarters:
Atlanta, Georgia
In Business Since 1925
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ing people, participating in a community fair to support that event with our
own energy and our own talents. My
staff loves that, they love the environment and sharing that way. You have
to give, you have to participate in the
community and understand the people.
It means so much, and it shows the positive nature of our mission.

In today’s world, is it possible
for a new travel advisor, or an
entrepreneur who just opened
their first agency, to achieve the
kind of success you created?

There was a certain amount of innocence
in the 1970s. That’s what I felt when I first
started out, I had that energy. The challenges are much bigger now, and more
difficult, but I do think others can achieve
a lot of success in this industry. It’s just
going to be a little different. The way they
achieve success won’t be the same as my
way, because so much has changed with
social media and technology.
You must be aware of the times and
ask how you can take this wonderful
industry and make it relevant and successful in today’s world. I see people are
doing that right now. One of the examples is the advisor or consultancy concept.
New people need to use all the tools that
have been developed over the years, but
now they are more like consultants than
order takers. They need to personalize
trips more. It’s a nice challenge. I was telling one of my long-time clients that the
old idea of the independent tour where

you put together a unique package for
someone is front and center again. People
want that kind of customization.

What’s your favorite part of the job?

Traveling! And cruising. I’ve always
known that cruises were the reason I
am in this industry. I also like the challenge of solving problems and nuturing
people. I love learning new things, and
I’m learning all the time. And making a
sale still energizes me. I love selling and
reaching out to others, and the satisfaction of helping others.
You have to take the bad with the
good. I’ve been through some bad times
and getting through them can be very
hard. In some cases, it has taken two
or three years, whether it’s a downturn

People might think I’m going to give up
now that I made it to our 50th year, but
I don’t think I would be happy retiring. I
know it would be hard for me to leave the
business. I would like to give more of the
reins to some other people because I want
to keep traveling. As far as the future, life
will go on, and hopefully what we have
done in the industry will go on as well.
I’m not going to be around forever, but we
have planted a good seed here and I hope
it will continue to develop and grow.

How do you personally feel
about reaching this half-century
anniversary?

I’m very grateful to the industry for giving me 50 years so far. For me it’s a
story about freedom, about realizing my
dreams, and about being around really
exciting and very nice people. There is no
question about it: Omega Travel is a story
about achieving the American Dream. •

A direct mail brochure for Cruise.com, 1999

Customer Service Is Top Priority
Despite the difficulties of the past two years, Delta’s
success is driven entirely by its people. We continue to
invest in the world’s best 80,000+ employees, who in
turn are dedicated to serving customers every day with
service that exceeds expectations. We call it “The Delta
Difference.”
And as always, customer feedback continues to shape
our priorities and guide new opportunities in touchless
technology, sustainability, new cabin design and everfaster onboard connectivity. We pride ourselves on
providing customers with the most responsive service in
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the industry, and we continue to elevate the experience
by investing across the travel ribbon, enhancing brand
preference and loyalty.
Looking ahead, we’ll work on ensuring the future
of travel is personalized, comfortable, enjoyable
and stress-free. Our people’s genuine and enduring
motivation is to make every customer feel welcomed
and respected throughout every point of their journey
with us.
Learn more at delta.com
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Giving Back and Paying It Forward
Omega World Travel’s philanthropic efforts
are a shining standard for the industry
BY DIANE MERLINO

E

ven before corporate social responsibility (CSR)
had gained widespread acceptance as a business
imperative, Omega World Travel was actively involved
in philanthropic endeavors to fund and support a variety
of community-based projects.
In addition to funding causes ranging
from The Foundation for the National
Institutes of Health to Habitat for
Humanity and the Wounded Warriors
Project, the Dan and Gloria Bohan
Foundation supports ongoing scholarship and educational programs for
youth, including those that
seek to expand the pool
of new entrants into the
travel industry.
“Through the
Foundation, Gloria
[Bohan] has worked to
identify and support the
next generation of travel
advisor entrepreneurs,”
said Zane Kerby, president
and CEO of the American Society
of Travel Agents (ASTA).
Kerby added that Bohan is the recipient of ASTA’s lifetime achievement

Ed Grenier (upper right) is joined by Gloria and Dr. Jeffrey Grant, Principal of local
charter schools in the Greater Washington area, as participating students in the Junior
Achievement program show their enthusiasm. Also pictured are two of Omega’s three
storefronts in Virginia and Maryland.

award, among others. “We’ve bestowed
on her every award we can think of
because of her extraordinary commitment, not only to ASTA, but to the profession,” he said. “I have utmost respect
for Gloria and what she’s built, and I am
so grateful that she has stayed close to
ASTA, given back to the organization,
and made it stronger with her presence.”
An interesting historic note: Bohan,
who became a travel agent 50 years ago
with no business or industry background
or training, was introduced to the basics
of the travel agent profession by taking
an ASTA correspondence course.
Schools, universities and youthfocused organizations close to Omega’s
headquarters in Fredericksburg, Va.,
have also received funds through the
Foundation and enjoyed volunteer support for local projects and activities
from Omega staff.

Omega World Travel and Family of Brands: '50 Years and Still Counting'

1972

1979

1978

Omega opens its
doors as a
storefront travel
agency with one
employee, in
Fredericksburg, Va.
after Gloria Bohan's
honeymoon cruise
convinced her to
take a chance on a
career in travel.

Co-founder in establishing a
worldwide consortium of business travel
agencies, now known as RADIUS, operating
in more than 70 countries.

Going against the
industry trend of outsourcing customer
service to remote
areas, Omega opens
one of the first 24-hour,
company-owned reservation
centers, providing access to airlines 365
days a year and being one of the first to
fully automate with the SABRE
reservation system.

1981

1981

Recognizing an opportunity in airline deregulation, Omega
aggressively markets travel services through an expanding network of
offices through innovations like offering promotional two-for-one airline coupons.

| | |
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1979



First agency to
install airline
reservation
terminals
on clients'
premises,
pioneering
the onsite
corporate
travel office
concept.

| | | | | |

1980



1982

First private
agency to
successfully win and manage
official government travel,
paving the way for others to
participate.
Co-founded
the Society
of Travel
Agents in
Government.

| | | | | |
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1982
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1983



| | |

1984
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“In 2007, Gloria established a scholarship fund at my college, her alma
mater,” said Kerry Walk, PhD, president
of Marymount Manhattan College.
“This scholarship fund has supported
dozens and dozens and dozens of students from low-income backgrounds
who would not have been able to
attend college without this support.”
“Gloria is a very serious philanthropist and is interested in making a difference in the lives of individuals and
communities. She is interested in ensuring that as many people as possible
have rewarding life experiences,” Walk
added. “That’s the work of Omega
Travel, and that is the work of a college, to ensure that people have their

lives enhanced by these experiences and
are able to bring those experiences to
everybody they meet, and to all the situations in which they find themselves.”
Omega Travel also sponsors an
annual scholarship for the School of
Hospitality Management at Penn State
University, through the Business Travel
News Hall of Fame award.
“Gloria has provided scholarships
over the last few years to very deserving and extraordinarily grateful students in need who are studying hospitality and the global travel industry at
Penn State,” said Donna Quadri-Felitti,
the Marvin Asher Endowed Director of
the School of Hospitality Management
at Penn State University.

CSR and environmental protection

Omega’s Memphis, N.C. office participated in a Race for the Cure event, 2008.

Raising money for
Fischer House, 2008

“Gloria provides a role model for our
students, and she’s also a terrific counselor to me,” she added. “She helps me
think about threading the past and the
present and the future together so that
our students and our curriculum are
relevant and timely. She helps me think
deeply about these things, so that relationship and Gloria’s impact are very
meaningful for our students.”

Supporting financial
literacy for youth

“A mantra for Tourism Cares is, ‘We are the people and
places of travel dedicated to the people and places
of travel.’ Therefore supporting communities and the
preservation of natural resources is so important and
needs to be put at the forefront of tourism development.
When we work with impact organizations and social
enterprises in the places we sell, we are fueling a circular
economy that will thrive. We are seeing that this is what
travelers want, and it becomes a business model that is
synergistic and mutually beneficial for all.”

resenting the ‘vacation’ line in the student’s budget. Omega staff also volunteer in facilitating students through the
facility, which requires 35 volunteers
daily. The agency has participated in the
program since 2010.
“Omega is a key partner in our ability to ensure that every student in Greater
Washington is financially ready for the real
world when they get out of school,” said
Ed Grenier, president and CEO of Junior
Achievement of Greater Washington.
“They play an integral role and believe
wholeheartedly in the mission.”
“Gloria was into it from Day
One,” Grenier added. “She under-

Closer to home, Omega Travel supports
a financial literacy program for 8th
grade students developed and administered by Junior Achievement of Greater
Washington.
The program includes mandated 14
hours of classroom education and culminates in a full-day budgeting exercise
for the students set in a 10,000-squarefoot mini mall populated with ‘shops’
sponsored by real businesses and organizations. Each student is assigned a
budget and a specific adult role; Omega
participates as one of the shops, rep-

Greg Takahara, CEO of Tourism Cares

GIVING BACK AND PAYING IT FORWARD continued on page 14

1988

1985

Omega's nationwide
network consists of 160
offices in most major U.S.
cities and the Pacific.

INC. Magazine
recognizes Omega
as one of the fastest
growing companies
in the U.S.

1992

1990

USA Today article
highlights Omega’s
role in advancing
business travel.

Digging ground for Omega’s
new corporate headquarters
in Fairfax, Va, outside
Washington DC.

1989

1996

Omega, with 187 company-owned
offices and 650 personnel, is ranked as
the 8th largest travel agency in the U.S. by Travel Weekly.

1992

1994

Omega unveils MegaTel, an
automated airfare system, enabling
travelers to receive flight info 24 hours a day using
any touch-tone phone, and developes MegaProval,
an automated travel authorization system.

| | |
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1989



Omega goes
global with offices
opening in Japan.

| | | | | |

1990

Omega opens
six offices in
the UK with
the acquisition
of a Londonbased travel
agency.
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GIVING BACK AND PAYING IT FORWARD
ASTA Entrepreneur of the Year award, 2017

Omega employees helping to build
houses in New Orleans, 2007

Penn State graduates win awards from the Dan and Gloria Bohan Foundation.

Continued from page 11
stood that being a partner with Junior
Achievement would enable us to give
that program to all the 8th graders in
Greater Washington. Her involvement
both financially and programmatically
helped us design the space and tweak
the vacation content in that part of the
curriculum. That’s when I learned she
used to be a teacher.”
That focus on supporting youth to
achieve their dreams has also extended
into the entrepreneurial realm.
“The Dan and Gloria Bohan
Foundation sponsored the ELab for a
few years, and it really helped me support students to take their capstone
or thesis projects into the world,” said
Rhea Alexander, Professor of Strategic
Design and Innovation Management at
Parsons School of Design, and Director
and Founder of the Parsons ELab, at the
New School University.
“Gloria and her husband believed in
entrepreneurship and always nurtured

vates their employees, and gives them a
shared interest and culture, something
they can all believe in. It creates a lot of
employee satisfaction. Everybody wants
to feel good about where they work,
and people don’t leave when they are
part of a company they love.”

ences in the companies they do
business with, and
in the companies they
choose to work for. It has
very much become part of our social
business and consumer mindset today.”
In today’s jobs market, where hiring
and retention are a challenge for businesses of all sizes, community-based
philanthropy can provide businesses
with a crucial advantage.
“In this post-Covid environment,
when it’s so competitive to find and hire
good employees, it’s a huge advantage
when you have an active and engaged
employee base that is literally out there
helping you with recruiting efforts,” said
John Delaney, a 30-year industry veteran
and past president of Windstar Cruises.
Delaney, who first got to know
Gloria Bohan in 2015 when she was
named godmother of Windstar’s Star
Legend, added that local philanthropy
can also strengthen employee retention.
“When you look at the list of companies considered to be the best companies to work for, all of them have an
active and engaged corporate giving
platform,” Delaney said. “It really moti-

that. That’s how they grew their business,” Alexander said. “Her motto was
always, ‘we want to get out of the way.’
They let people take the ball and run
with it, and they did not stifle innovation. Gloria has the greatest wisdom
and bits of advice and was always such
a pleasure to work with.”

The importance of communitybased philanthropy
Businesses of all sizes, and travel advisors
who are independent contractors, benefit
in many ways from engaging in community-based philanthropy. Those efforts can
include financial support, and, equally
important, donations of time and expertise in a volunteer capacity to support local
events, projects or programs.
“Corporate social activism and philanthropy are important in today’s world,”
said Quadri-Felitti. “Both consumers
and employees have an emerging expectation for those frameworks and refer-

The impact of philanthropy on
building business
Philanthropic efforts on a local level
can also have a positive impact on creating awareness of the travel advisor’s
role and brand recognition, which in
turn supports the bottom line.
Kirby noted that the ubiquitous
storefront travel agency of 30 years ago
is a thing of the past, and that independent travel advisors, many of whom
work from home, have increased from
1,000 ASTA members nine years ago to
about 8,000 today.
“We have a bit of a visibility challenge,” he said, “so whenever travel advisors can take up a cause that helps people
who might not know we are here understand that we are still a thriving profession, and we are performing extraordinary service for the traveling public, those
efforts pay huge dividends.”

Omega World Travel and Family of Brands: '50 Years and Still Counting'

1998

Omega introduces Cruise.com,
which has become one of the
internet's largest cruise specialists.

2001

Omega introduces
TravTech, a whollyowned travel technology company.

2002 2006
Opens offices in
Bahrain in the
Middle East.

| | | | | |
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2000

The Society
of Government Travel
Professionals awards
Omega its Professional
Development Award in
recognition of Omega’s
ability to facilitate
management information
reporting on a level that
maximizes data applications
using business intelligence,
process and rules.

2007

Ranked by Business
Travel News as the
second largest
travel management
company in the nation.

Opens affiliate office
in Kuwait, expanding
Omega’s global reach.

Due to customers preferences, Omega partners with the
world’s largest GDS systems, providing a wide range of choices for
comprehensive inventory and online booking to corporations worldwide.

Having co-founded Space
Adventures, Gloria Bohan was
instrumental in sending the ﬁrst tourists into space.



Gloria Bohan named
Travel Agent of the
Year by ASTA in recognition of her
contribution to the travel industry and
her outstanding influence to advance
the status of travel agents.
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| | |

2009

2004



| | | | | |

2001



| | | | | |

2002



| | | | | |

2003

travel weekly/omega world travel 50th Anniversary commemorative issue | september 19, 2022



| | | | | |

2004



| | | | | |

2005



| | | | | |

2006



| | | | | |

2007



| | | | | |

2008



| | |

2009

www.OmegaWorldTravel.com

ADVERTISEMENT

GIVING BACK AND PAYING IT FORWARD

Delaney agrees. “I believe that having
a strong corporate giving platform that
employees can rally around can impact
a company’s performance, their bottom
line. It creates a stronger company culture which translates into stronger corporate performance and better results.
It’s the old adage that happy employees
make a successful business.”
While quantifying the bottom-line
impact of corporate philanthropy is not
necessarily possible, “you certainly know
when a company is doing well, when
there is enthusiasm, really strong morale,
and when people are excited about the
company’s results and what they are
doing,” Delaney said. “Philanthropy
absolutely does translate to the bottom
line in ways that you can’t measure, but

Philanthropy in Action

in ways you can feel.”
As Gloria Bohan and Omega Travel
have demonstrated, bettering the business and having a positive impact on a
community go hand in hand.
“There is always a win-win,” said
Walk. “The win-win is for the business
as a business, and for society as well.
Through philanthropy and other efforts,
those two things can come together. This
captures Gloria’s overall philosophy in
life and in business, which is that we are
all on a journey, and that journey is one
that is educational and rewarding. She is
making that journey possible for our students, just as she is making it possible for
clients in the travel industry and for her
employees. It’s truly transformative.” •

Insights and advice on how to get involved
Make it personal “For small businesses, what is most important is
to choose a cause that is personal, that means something to them. That seems
obvious for individuals, but for small businesses it’s just as important, whether
that is connected in some way to the mission of the company or to interests that
those who work at a company have.”
Kerry Walk, PhD, President, Marymount Manhattan College

Start with your company’s values and mission

“For a travel professional looking for a non-profit to get involved with, it’s going
to sound obvious, but pick something that’s a passion, something you believe
in. Secondly, think about what types of organizations help and promote travel.
There are many ways that can happen. If you are looking at it from a corporate
perspective, pick something that aligns with your company values and that
can help further the company’s mission and ability to be successful. If you can
successfully align your personal values with company values, it’s genuine, and the
employees in an organization will understand that and want to be a part of it.”
John Delaney, Past President of Windstar Cruises and 30-year travel industry veteran

Be authentic to your brand “CSR and corporate social activism

omega partner

SpOTLIGHT

need to be authentic to a company’s brand or it could have less than the
desired effects. It can’t just be ripped from the headlines and trending; it
must mirror and reflect what is known and authentic about that brand and
what the consumer expects from them. This is particularly important for small
businesses like travel agencies and travel counselors who have really strong,
intimate and personal relationships with their clients.”

Headquarters: Doral, Fla.
Incorporated in 1984; Launched first vessel in 1986

Donna Quadri-Felitti, Marvin Asher Endowed Director of the School of Hospitality
Management at Penn State University

35th

Anniversary Tahiti
Celebration and President’s Cruise

Focus your involvements based on a group decision

We are celebrating 35 years of cruising in Tahiti! Please invite your
clients to join us to celebrate this important milestone. A graceful yacht

“With a small business there is a culture that is prevalent, so rather than going
a mile wide with your involvement in your community, I believe that the best
approach, with leadership guiding the conversation, is to select a cause or
causes that the organization collectively wants to support. It’s a huge deal for
a small business to stop for a day, so it can be used as an opportunity to build
camaraderie. It’s a way to spend quality time doing something that’s good for
the community while getting everybody to work together on something that’s
fun. It’s good for the company, and it’s the right thing to do.”

is the perfect way for your clients to experience the true wonder of Tahiti
in ways that are personal, authentic and unscripted. Windstar’s friendly,
casual and fun-loving spirit will make them feel as if they are a guest on a
private yacht, even when they go ashore. Itineraries range from 7-18 days
so they can slow down, take their time and truly immerse themselves in the
natural beauty, amazing culture and romance of these fabulous islands.

Ed Grenier, President and CEO of Junior Achievement of Greater Washington

Learn more at WindstarCruises.com

2010

2011

Partners with Sabre to
fully integrate Omega
customers' travel plans
into the TripCase
platform, allowing
Omega to communicate
directly with travelers
post-booking and
in-transit, supported by
Blackberry, iPhone, and
Windows mobile devices.

2014

2021 2022

Omega's Strategic Meetings Management (SMM)
recognized as one of the top Meetings and
Incentives companies in North America.

Opens six
offices in Korea
servicing the
United States
Forces Korea.

Omega develops OmegaLytics, a reporting and
data analytics solution allowing users to streamline
workflow and increase productivity from data delivery to presentation.
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2015

Omega launches the Omega GO
App, allowing the traveler
to connect to their
travel agent
and online
booking tools
instantaneously.

Gloria Bohan
is named
godmother of
Windstar Cruises’
Star Legend and
christens the ship
in Rome.

2015

| | |

2018

2015

Gloria Bohan
honored as 2011
Washington Business Hall of Fame
Laureate for community outreach
through Omega's support of Junior
Achievement, Greater Washington.
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2017
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2018



Omega World Travel reaches 50 years
and continues to be a leader
in the travel
industry,
looking ahead
to where travel
takes us next . . .
| | | | | |

2019
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2020
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| | |
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n hi
atio ghl

Why you need to make diversity, equity and
inclusion a foundation of your business strategy
BY DIANE MERLINO

people with very different life experiences
because that increases the likelihood
that the team will perform at a very high
level,” Martin added. “High performance
is based on the diversity of ideas.”

Gloria Bohan tells of her business experiences
at the Global Summit of Women. Paris, 2014

The connection between DEI
and business success

O

ver the last several years in particular, events highlighting
racial issues in the U.S. and the global pandemic have
prompted many institutions and businesses to examine
their commitment more closely to the principles and
practices of diversity, equity and inclusion (DEI). The travel
industry is no exception.

“Beyond George Floyd, which sparked
action that was needed for a long time,
the pandemic forced us all inside our
homes with mirrors to look into,”
said Greg Takahara, CEO of the nonprofit Tourism Cares. “What we saw
was an industry, like many others, that
needed to focus on DEI. Our challenge
remains to not see DEI as a trend,
where we create band-aid remedies,
but rather, as a core and integral longterm aspect of everything we do.”
Keyra Lynn Johnson, VP and Chief
Diversity, Equity and Inclusion officer

with Delta Air Lines, noted that while
Delta has focused on DEI for decades,
“the pandemic’s impact allowed us to
see and hear things in ways like never
before. And in 2020, after the murder
of George Floyd, we listened even more
intently to the voices of our customers
and employees. We leaned into these
conversations and found that there were
opportunities to accelerate our efforts on
all fronts, but especially in the space of
equity. The conversations underscored
that simply caring is not enough — we
must continue to turn this into action.”

The broader meaning of diversity
Any organization that wants to implement positive change regarding DEI
should first understand that diversity
goes beyond race and ethnicity and
includes many different dimensions of
life experience, including gender, age,
military service, sexual orientation, disability and more.
“In today’s community we use race
in some ways as a proxy for diversity,
but the research shows that different
experiential backgrounds are the key
to diversity success,” said Leith Martin,
executive director of the Troesh Center
for Entrepreneurship and Innovation
at the University of Nevada, Las Vegas.
“We have to understand that while
race may be a proxy for some of those
experiences, when we focus on diversity
we have to make certain that we include

Greg Shields, executive director of
Tourism Diversity Matters, also identified
a direct relationship between diversity/
DEI initiatives that go beyond race and
ethnicity and an organization’s success.
“There has been a greater awareness
of diversity, equity and inclusion for
quality of life, and ultimately for business success,” said Shields. “What we’ve
learned through the research of Mckinsey
and Company is that organizations that
have gender diversity are able to outperform their competitors by 15 percent, and
those that have diverse employees will
outperform their competitors by 35 percent. Diversity does win and it is, in fact,
something that matters.”
Shields acknowledged that, “Most conversations today talk of diversity, equity
and inclusion as a strategy, as something
that has been evaluated in terms of its
ability to support a business’s success
and achieve its ultimate goals.” While

“

In today’s community
we use race in some ways as
a proxy for diversity, but the
research shows that different
experiential backgrounds are
the key to diversity success.”
— Leith Martin, Troesh Center for
Entrepreneurship and Innovation

DIVERSITY, EQUITY AND INCLUSION continued on page 20
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Headquarters: Alexandria, Va.
In Business Since 1931

18

The Global Advocate for Travel Advisors
Rebranded in 2018 as the American Society of Travel
Advisors, ASTA is the leading global advocate for
travel advisors, the travel industry and the traveling
public. Its members represent 80 percent of all travel
sold in the United States through the travel agency
distribution channel with over 17,000 members.
ASTA’s history of industry advocacy traces back to its
founding in 1931 when it launched with the mission to
facilitate the business of selling travel through effective
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representation, shared knowledge and the enhancement
of professionalism. Last year, ASTA celebrated 90 years
of being the global advocates for travel advisors and
the traveling public. With the support of our members,
ASTA has evolved and adapted with the industry, and we
remain committed to our mission to promote and defend
the travel advisor community.
Learn more at asta.org
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Gloria partners with Monica
Smiley of Enterprising Women
as they congratulate the Young
Enterprising Women winners in
Florida, 2016.

Continued from page 18
approaching DEI first and foremost
as a business strategy rather than a
values-based organizational imperative might not be comprehensive
enough, Shields added that, “It is certainly much more tangible because it
speaks in terms of performance and
outcomes.”
Hannah DeMaio, vice president,
Brand Strategy with Women Leading
Travel & Hospitality and Women in
Retail Leadership Circle, said there is
both research and documented real-life
experience illustrating that when organizations hold themselves accountable
and take action to build a diverse company, everyone succeeds.
“Companies are learning that when
they take the time and make the investment to create a culture that fully
leverages the benefits of diversity —
one in which all employees feel comfortable bringing their unique ideas,
perspectives and experiences to the
table — everyone wins,” DeMaio said.
“When employees are comfortable and
happy in their jobs and feel accepted,
welcomed and connected to their
coworkers, the opportunities and success of people within the company, and
the company itself, are endless.”

DEI matters to potential
employees — and customers
The current job market in the U.S. that
favors potential employees is another reason for businesses of all sizes to understand and implement DEI strategies.
“The need for a diverse and inclusive
workplace culture has never been more
important. In our post-pandemic world,
employers of all sizes are very aware of
the ‘great resignation’ and the challenges
of finding and keeping great talent in
order to grow their businesses,” commented Monica Smiley, publisher and
CEO of Enterprising Women Magazine.
“Employees want to work in an environment where they are welcomed and valued, and where there is an appreciation

that every employee brings a unique set of
values and experiences to the company.”
A diverse and inclusive workplace culture is also important to customers —
and potential customers.
“When we see someone who is able to
travel the world and they look like us, or
they share characteristics with us, it makes
it seem possible for us as well,” said Kerry
Walk, PhD, president of Marymount
Manhattan College. “A more diverse
workforce brings different experiences
and different perspectives to the work, and
the understanding that different groups in
our society might have different interests
and needs. When the workforce is diverse,
it can bring an expansive understanding of
the needs of clients.”

Smiley agrees. “Your customers represent a diverse audience and they want
to do business with others who understand their background and culture,”
she said. “Building a diverse workplace
is not only the right thing to do, but it
is critical to the growth and success of
your business.”
Smiley advises organizations to look
for ways to expand their networks
beyond what they have traditionally
relied upon. “For small business owners
in the travel industry, building a more
diverse workforce, whether it is through
employees, suppliers or other partners
who support your business, is more
critical now than ever.” •

“

There is now widespread
recognition and understanding
that a diverse workplace is
necessary for a company to
achieve at the highest level.”
— Monica Smiley

Publisher and CEO,
Enterprising Women Magazine

the ABCs of DEI
Insights and practical pointers on implementing a DEI strategy
Don’t wait to get started
on your DEI journey

Keyra Lynn Johnson, Vice President and Chief Diversity,
Equity and Inclusion Officer with Delta Air Lines

For small businesses like travel agencies, “I would
first remind them that this is a journey, not a
destination. It will require the support of your
whole organization in order to drive real change
and make a real impact—both in your company and
in your community.
“Secondly, ensure that you are engaging and
listening to your employees. What are their
concerns and how can you implement ways to
alleviate them? And who are the partners that
you are bringing to the table? Do they reflect
the diversity of the world that you are helping to
connect as a travel agency? Do you understand the
potential fears and concerns that some have when
they journey to a new country?
“And finally, I would say, do not wait. The journey
of DEI is about progress and not perfection. This
work is too important to put off until everything is
‘right’, so implement what you can do now, and find
partners along the way who will help you achieve
your bigger goals.”

20

Develop a strategy and longterm commitment to make DEI
part of your organization’s DNA

Greg Shields, Executive Director of Tourism Diversity Matters

“Strategy opens the door for DEI to become part of
an organization’s DNA. It also helps build the quality
of the organization, one that people want to work
for. With an emphasis around strategy, DEI should
be included at minimum in a three-year plan if not
in your five-year or 10-year master plan so you are
providing the ability to embrace that concept that
diversity is a journey not a sprint. Most importantly,
you are building a long-term commitment and
consistency to the work, and the work has an
opportunity to evolve.”
“DEI has to be strategically woven into the
organization. It can’t be an appendage that you add
with the hopes that it will support the organization.
It has to be designed purposefully, looking at the
mission and the vision of the organization, and
how DEI contributes to that success. Then you need
goals and objectives, which is where the rubber hits
the road, where you set KPIs and establish your
long-term goals and short-term wins.”
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The work travel advisors do
is about understanding and
appreciating diversity

Donna Quadri-Felitti, Marvin Asher Endowed Director of the
School of Hospitality Management, Penn State University

“We have to understand and check any unconscious
bias we might bring to embracing a client. We come
from different backgrounds, life experiences and
life cycles. In order to best build the relationships
that are long lasting and provide a value proposition
over the lifecycle of the customer, we have to be
open to understanding — and being emotionally
cognitive and curious about — other people’s points
of view, their diverse experiences, their orientations.
Sometimes we have to set aside our own judgements
that might contrast with somebody else’s point of
view to be able to respect that people are at different
places in their lives.
“This is about travel! Nothing engenders more
tolerance and appreciation for diversity than travel.
We are the standard bearers for what it means to
showcase multicultural experiences.
Our business is understanding the differences of
people and how we can help them and serve their
needs. That’s where our value proposition is.”

www.OmegaWorldTravel.com
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How to cultivate an entrepreneurial spirit that
fuels employee satisfaction and business success
BY DIANE MERLINO

PERSPECTIVE

Developing
entrepreneurs
for the future
“Everything is changing
so quickly that the jobs
of the future are most
likely not going to be
the same as the jobs of
today,” said Ed Grenier,
president and CEO of
Junior Achievement of
Greater Washington.
“Weaving business
connectivity of some sort
into a school setting,
inside the classroom
walls, helps everybody.
It helps the students
develop competencies
like creative innovation,
working in teams,
effective collaboration,
engaging communication
and critical thinking.
Businesses can help
students develop
those skills in their
younger years. From the
employers’ standpoint
you are more likely to
have students graduating
who are more apt to be
entrepreneurial in the
workplace.”

22

Gloria and Dan Bohan on
their honeymoon cruise in
1970, sailing on the QE2.
Travel Weekly article, above, cites Omega’s growth and Gloria’s success in reaching the top position of
women-owned businesses in the Greater Washington, D.C. area, 1989.

T

he entrepreneurial spirit has always been a defining
characteristic of doing business in the travel industry, and
a foundation of sustainable success. Nowhere is the reallife application of that spirit more evident than in the 50-year
growth and innovation trajectory of Omega World Travel.
Gloria Bohan, who founded Omega
in 1972 along with her husband Dan,
came from a teaching background and,
apart from an online travel agent correspondence course offered by ASTA, had
no experience in the travel industry or
in business. “I’m not a natural entrepreneur, but I learned how important it is
to at least have an entrepreneurial outlook or spirit,” Bohan said.

In Bohan’s view, an entrepreneur is
“somebody who is excited about what
they are doing, who wants to keep
innovation going, and is open to
opportunities. You need to keep your
spirit and your eyes open,” she added.
“Sometimes you have to ask yourself, ‘what am I feeling, what should I
be doing now, how can I make things
better or different?’

Bohan’s take on entrepreneurship
covers many facets of a complex combination of mindset, skills and characteristics that can be applied in any realm of
human endeavor.

The entrepreneurial mindset
“I like to think of entrepreneurs not just
as people who start an enterprise to be the
boss, but as people who look at a situation
with the mindset of ‘how do we do this
differently so it creates greater value for all
stakeholders,” said Donna Quadri-Felitti,
the Marvin Asher Endowed Director of
the School of Hospitality Management
at Penn State University. The university’s

Headquarters:
Richmond, Va.
In Business Since 1983
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Proven Meets Pioneering:

Allianz Partners USA Nears its Fourth Decade of Travel Protection Innovation
Since 1950, Allianz Partners has offered specialty financial services across the globe and Allianz Partners USA
has proudly continued that tradition for nearly four decades with Allianz Travel Insurance — challenging itself
to continually evolve with the ever-changing travel landscape. In that time, strong partnerships with the travel
advisor community and advocacy for the travel industry through affiliations with the American Society of Travel
Advisors (ASTA), Tourism Cares, and others, have contributed to growing its partner value propositions — known
collectively as the Allianz Advantage. Unique advantages for partnering travel advisors and organizations include:
best-in-class customer experiences, accelerated business growth, sophisticated marketing support, reliable
solutions delivery, and worldwide expertise. To learn more about the Allianz Advantage and to explore partnership
opportunities, visit JoinAllianzPartners.com.
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takers, although it’s calculated risk.”
An individual’s risk tolerance level is one
of three important characteristics of an
entrepreneur, according to Leith Martin,
executive director of the Troesh Center
for Entrepreneurship and Innovation at
the University of Nevada, Las Vegas. The
Center awarded its $1 million Lee Prize
for Innovation and Entrepreneurship
to several travel industry innovators for
the first time in 2020. “Some people just
can’t sleep at night under certain circumstances,” Martin said. “Persistence and
analytical or problem-solving skills are
also incredibly important.”

Gloria Bohan:

An example of entrepreneurship in action
Want to be an entrepreneur? Learn to listen: “Personally, so much of what I
understand about entrepreneurs I understand from Gloria Bohan,” said Kerry
Walk, PhD, president of Marymount Manhattan College, which is Bohan’s alma
mater. “I asked her how she was able to grow a very small travel agency over
decades — 50 years — and how she was able to evolve so not only was it
successful, but it also became more and more successful over time. Fifty years is
a long time for a travel agency to be sustainable and to have enhanced success.”

How to cultivate an
entrepreneurial mindset
in a business

“I think entrepreneurship is being able to see opportunities and fill the need.
When I asked Gloria how she knew how to evolve the business, she said
something that struck me. She said, “I listen to people. I listen to other travel
agents, I go to conferences and listen to whatever the industry is saying, I
listen to our customers and what their needs are. I listen.’ I found that to be
so striking, because when we think about entrepreneurs, we sometimes think
of them as coming up with a really kooky, crazy, cool idea. Gloria has certainly
had very interesting, progressive and amazing ideas, but to have done it with
vision and with listening is a unique combination. I feel very inspired by her
kind of entrepreneurship.
“Gloria also recognized the importance of technology early on, and then she
recognized that technology itself changes so you can’t freeze in a moment of
technological evolution. She has done some amazing things around technology
and travel which has made it all sustainable.”

hospitality school includes an entrepreneurship and innovation minor.
“When people have that entrepreneurial mindset, they seek opportunities to address a problem or fill a need
in a way that hasn’t been done before,”
she added. “There is a passion in entrepreneurs to figure out the puzzle, and in
doing so to create value for people, to
create something better.”
Passion, perseverance, a laser-focus
on problem-solving and the ability to
strategize and re-strategize are all fundamental to entrepreneurism.
“An entrepreneur has a soul and a passion for what they are doing, and their
strategy and business plan is clear and
compelling, and under regular review,”
said Edie Fraser, CEO of the Women
Business Collaborative (WBC) and chair
and founder of STEMconnector/Million
Women Mentors. “As entrepreneurs, we
take two steps forward and then we fall
back a step. If we don’t have the perseverance and the agility to take the next
two steps forward we are not a true
entrepreneur.”
Many entrepreneurs are perpetually in
need of solving problems, according to
Ed Grenier, president and CEO of Junior
Achievement of Greater Washington.
“There is a reason for the term
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‘serial entrepreneur,’” Grenier said.
“Entrepreneurs are driven to solve problems, and once they find a way to solve a
problem, making a business grow exponentially, they want to move on to the next
problem to solve. True entrepreneurs don’t
look at failing as the last step, they look at
it as a step on the ladder to success.”

Characteristics of
entrepreneurs
Rhea Alexander, professor of Strategic
Design and Innovation Management
at Parsons School of Design and director and founder of the Parsons ELab, at
the New School University, has observed
some notable characteristics of people
who truly enjoy the pressures and possibilities of entrepreneurship.
“At the heart of being an entrepreneur,
besides all the skills that can be acquired,
there are some inherent characteristics, a
personality that tends to seek out entrepreneurship and enjoy it,” she said.
Alexander described the ideal of an
entrepreneurial persona as “someone who
seeks out wanting to make the world a
better place, who wants to create value,
and is interested in reducing pain points.
They are tenacious, they like a challenge,
they’re great storytellers and they are very
impassioned people. They are often risk

Creating an entrepreneurial mindset in
a business begins with hiring the right
people and giving them the freedom to
do their job in a creative way.
Hiring the right people is crucial,
according to Martin, because it takes a
certain type of person to work well in
an entrepreneurial environment. They
are individually motivated, by achievement, money or simply by doing a good
job, “but they don’t need someone who
will come in and say, ‘These are the five
things we are working on today’,” he
said. “Individual accountability helps
create a culture inside small businesses
where people do whatever is necessary
to fulfill their role.”
Nurturing that degree of individual
accountability requires “cultivating a
deliberately developmental culture, a
learning culture that rewards more than
just the bottom line impact and values
the growth of individuals out of their
comfort zones,” Alexander said.
“In an innovation culture, you form
an important bond in a trusting environment because people need to feel safe to
innovate and test new things. People have
to feel they are in an environment where
their job and reputation are not at risk,”
she said, adding, “Not everybody wants
to be in that type of environment.”

An entrepreneurial
culture is good for business
Cultivating an entrepreneurial spirit that
drives innovation gives businesses an edge
in responding to changes in the marketplace, according to Monica Smiley, publisher and CEO of Enterprising Women
Magazine. “Organizations that exhibit an
entrepreneurial culture foster independent
thinking, creativity and the ability to be
agile, flexible and change course on a dime
when necessary,” she said.
That entrepreneurial culture also
attracts the best and the brightest in a

jobs market where employers from many
industries are struggling to attract and
retain employees. “Young people don’t
want to work for any company, small or
large, that is not sensitive to that entrepreneurial spirit and the role they can play to
help build the company,” said Fraser.
“An entrepreneurial culture is such
an asset to an organization,” said
Alexander. “It leads to better retention of
employees, and they statistically perform
better, especially if they are diverse and
their values are aligned with the ethos of
the company.”
The continuous innovation demonstrated by Gloria Bohan and the
Omega Travel team for more than
half a century, as well as the longevity of many of Omega’s employees, are
a clear illustration of how establishing and nurturing an entrepreneurial
mindset and spirit in a business can
generate sustainable success.”•

omega partner

SpOTLIGHT

Headquarters:
Miami, Fla.
In Business Since 1968

Groundbreaking
Is In Our DNA
When it comes to changing the
game of family vacations, Royal
Caribbean® has over 50 years of
experience — from introducing
cruising’s first mega-ship to blowing
minds with the revolutionary
Oasis Class and ultimate private
destination, Perfect Day at CocoCay.
New ships like OdysseySM and
Wonder of the SeasSM continue to
take vacations to new heights.
And we can’t wait to set the bar
even higher in 2023 with Icon of
the SeasSM, the first of a new class
of ship unlike anything else at
sea — and one that will have you
and your clients talking for years
to come. We thank our valued
travel partners who’ve made
this milestone-packed journey
possible.
Learn more at royalcaribbean.com
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Options & Opportunities:
Charting Your Career Path as a Travel Advisor
BY MARILEE CROCKER

I

f you’re a new travel advisor,
or you’re thinking about
becoming a travel advisor,
or even if you’re mid-career
and pondering a change,
you may be wondering what
your prospects are in this
profession. Where are the
opportunities for growth?
How do you position yourself
for success?

The answer is a resounding, “It depends.”
In a good way.
It depends, in part, how you entered
the retail travel profession and where you
are now – hosted independent? Agency
employee? Leisure or corporate? It
depends too, how you define success and
what you want out of your career.
As in any profession, it also depends
how determined and hard-working you
are, how willing to learn and acquire new
skills, how able to change with the times,
and how committed to growth.
Yet even with all those provisos, one
thing is certain, said Diane Petras, president of The Travel Institute: “There is a
world of opportunity in travel.”
In fact, for all the changes that have

“

As travel continues to
adapt with technology, there will
be more opportunities for those
that are willing to grow with it.”
— Zane Kerby

ASTA President and CEO

omega partner

SpOTLIGHT

Headquarters:
Calabasas, California
In Business Since 2002
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Dan and Gloria Bohan discussing the launch of the Omega Hotel Directory, 1984.
They recognized the importance of customization and negotiation for their niche customers.

shaped and re-shaped the retail travel
profession over the years – including
dramatic growth, followed by dramatic
shrinkage and now renewed growth – the
career opportunities today are as bright
as ever and more varied than ever. “The
opportunities are endless,” said ASTA
president and CEO Zane Kerby.

Oh, how times have changed
Once upon a time, most travel agents,
as they were commonly called, got their
start by attending a local travel school.
Often the school was operated by a
nearby travel agency.
After completing their training, the
agent-to-be might land an entry level
job at a storefront agency, where they
would perform functional tasks. If things
worked out, you’d move on to taking
travel orders from customers, eventually

advancing through the ranks to manager.
From there, you might decide to open
your own agency.
Not anymore. Today, travel schools
are largely a thing of the past. Brickand-mortar travel agencies are more the
exception than the norm. And gamechanging technologies and the rise of
social media are spawning new and
diverse retail travel business models.
The role of the travel advisor has
changed too. “Advisor is much bigger
than what it used to mean,” said Gloria
Bohan, president and CEO of Omega
World Travel.
“Today it’s truly consulting with people, giving them advice, showing them
the pluses and minuses of why they
should or shouldn’t take a certain trip or
go to a certain destination. We have to
be much more analytical.”

What does all this mean for the
career prospects for travel advisors and
would-be travel advisor?
“There isn’t one path that fits everyone today. The career path is not as
defined as it seemed 20 to 30 years ago,
because the needs have changed,” said
John Pittman, ARC’s managing director,
account management and sales, and a
former senior vice president at ASTA.
In short, advisors and new entrants
have to chart their own way forward.

Starting out
Today, most new entrants start out as
independent travel advisors, aligning
with a host or franchise to take advantage of their new-to-travel training and
education programs.
In Pittman’s view, that’s a sound choice.
“Lots of hosts offer education and train-

Offering Sailing Innovations and Travel Advisor Support
Proudly celebrating 20 years on the rivers, award-winning
AmaWaterways sails legendary rivers throughout Europe,
Asia and Africa. With European heritage and the “Godfather
of River Cruising” Rudi Schreiner at the helm, our familyowned and operated river cruise line leads the industry in
innovation, highlighted by our history-making Seven River
Journeys, our new Soulful Epicurean Experience sailing
focusing on Black history and culture in France, and our new
river cruise destination and eco-friendly ship on Colombia’s
Magdalena River in 2024. On board, an average of 156 guests
experience the luxury of space and breathtaking views
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while enjoying a variety of included excursions, exquisite
locally-sourced cuisine and unparalleled service delivered
by extraordinarily warm and welcoming Cruise Managers and
crew. Honored with many industry awards, AmaWaterways
prides ourself on partnership and supports travel advisors
in building their businesses with lucrative commissions,
valuable tools and resources within their robust Travel
Advisor Portal. Visit our website to explore our incredible
Europe, Asia and Africa itineraries.
Learn more at AmaWaterways.com
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CHART YOUR TRAVEL ADVISOR CAREER PATH
A sign at Washington Reagan Airport advertises
Omega’s drive-in service in the late 1980’s, an
innovative convenience offered long before
tickets were automated.

ing for new entrants. It is a good place to
get a basic understanding of this industry
and chart your path from there.”
Other foundational training options
include ASTA’s online course Roadmap
to Becoming a Travel Advisor and The
Travel Institute’s TripKit program.
If you want to succeed as a travel
advisor, your path will need to
include ongoing education.
This will include attending
industry events, enrolling
in supplier product trainings, completing certificate programs like ASTA’s
Verified Travel Advisor
Certification and The
Travel Institute’s three certification programs, and participating in familiarization trips.
“Continuing education is the most
important, and sometimes the most overlooked, growth opportunity,” said Kerby.

The entrepreneurial path
Many new travel advisors today are
savvy career-changes who came to
travel after re-evaluating their personal
priorities during the pandemic.
“A lot of these people are very welleducated, and some are business owners. For them, entering the industry
meant entering as an entrepreneur
and starting their own business,” says
Petras, of The Travel Institute (see
“How to Cultivate an Entrepreneurial
Spirit” article on p. 22).
These entrepreneurs aren’t thinking
so much about mapping out their career
trajectories as strategizing their business
growth, Petras noted. “If you are truly
an entrepreneur, it’s not so much about a
career path, as it is about revenue and revenue opportunities. ‘What limits me from
making six figures? How do I get there?’”
For entrepreneurs in any field, innovation and vision are essential. Successful
entrepreneurs tend to be creative, flexible thinkers who recognize and act on
opportunities, have the confidence to try
new things and are willing to risk failure.

Your own version of success
“There are really no limits as an entrepreneur, only the ones you create,”
Kerby said. “As travel continues to
adapt with technology, there will be
more opportunities for those that are
willing to grow with it.” Doing so will
require continuous learning and the
willingness to implement new technology and digital strategies, he stressed.
Independent advisors looking to grow
their businesses will face other challenges that will impact their prospects,
Petras noted. “Eventually you’re going
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Gloria receiving a Lifetime Achievement Award
from ASTA’s Zane Kerby, 2018.

the tools, a lot of jobs are on the hightech side,” ARC’s Pittman cautioned.
“But they still need travel agents to handle those calls that do come in over the
phone, and they need people to manage
and service corporate accounts.”
Corporate account management jobs
require skills in “understanding the customer, developing relationships with those
customers, proactively reaching out to
customers and handling issues and problems that come up,” Pittman said.
to want to attract
more independent
contractors. Or
maybe you want to
hire employees, so
now you’re a manager.”
That brings with it a new
learning curve, which not all independent advisors will take to. “It’s really about
why you’re getting into the industry and
what you hope to accomplish,” Petras
commented.
Indeed, not all travel advisors are looking to build a big business or move up the
career ladder. Some advisors measure success by the travel experiences they get to
enjoy for themselves and create for others, Kerby noted. Other advisors count
success as the opportunity to adopt a
flexible lifestyle that allows them to work
while traveling almost continuously.
“The beauty of this industry is the ability to create your version of success,”
Kerby said.

Employment opportunities
While most travel advisors today are
independents, the reality is that not everyone thrives as their own boss. “We still
have students that are not ready to start
their own businesses. They really would
rather start out in an agency,” Petras said.
If you’re an advisor who gained your
training and experience as an independent, there are opportunities to shift
into in-office staff jobs. “Those brick
and mortars still exist,” said Petras,
who noted that AAA hired about 250
advisors just this year.

“

There isn’t one path
that fits everyone today. The
career path is not as defined
as it seemed 20 to 30 years
ago because the needs have
changed.”
—John Pittman

ARC’s Managing Director, Account
Management and Sales, and a
former senior Vice President at ASTA

Pittman said he knows former independents who have shifted successfully
into staff jobs at both leisure and corporate agencies.
Among the benefits of working for a
traditional agency, whether in a storefront, office setting or from home, is that
it can open up new career directions.
“I’ve had people who have gone
into other parts of my company, into
corporate sales or into technology. I
have people saying they just want to
do the IT, the analytics, because that’s
what they’re interested in,” Bohan said.
“Many folks who were advisors went
into training or became regional sales
managers, because they’re good at running things. We are an industry that
really offers all kinds of opportunities.”

Changing lanes to corporate
If you’re a leisure advisor who’s
looking to move into corporate travel,
there are opportunities, despite the fact
most corporate bookings today are
handled online.
“There are fewer employees working
in corporate agencies and, because of

A focus on relationships,
a passion for travel
For all the talk of technology, innovation and emerging business models,
two things still hold true when it comes
to charting a successful course in retail
travel: You need to love travel, and you
need to cultivate relationships.
Bohan urges travel advisors to get
out and meet people in their communities, among their clients and in the travel
industry.
“Nothing can bring about more passion than meeting and getting to know
other people. So much is done over the
phone today. But I see the difference
when a business account executive goes
to see a big client – he becomes passionate about the account.”
Pittman linked success to a different
passion. “If I had to rate what’s most
important for plotting your career, it’s
passion for travel. Just about everybody
I know long term in this industry who is
extremely successful has that strong passion for travel. They love sharing stories.
They love this industry.” •

omega partner

SpOTLIGHT

Headquarters: Saint Louis, Mo.
In Business Since 1957
Enterprise Holdings isn’t just the world’s largest car rental operator.
We’re also an industry leader in mobility and technology, as well as
one of the top global travel companies. Through a global network that
operates in more than 90 countries and territories, we provide extensive
vehicle rental, carsharing, truck rental, fleet management and retail car
sales, as well as travel management and other transportation services
to make travel easier and more convenient for customers. Privately held
by the Taylor family of St. Louis, our financial strength and stability are
unmatched in our industry. No matter what transportation challenges our
customers face, we have an innovative solution that takes them where
they need to go.
Learn more at enterpriseholdings.com
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Why You Need a career Mentor (& How to Get One)
BY MARILEE CROCKER
Gloria loved getting to know staff by teaching and mentoring.
This was an early class in GDS access codes.
Gloria Bohan discussing supply chain
tips with executives at the Women’s
Business Enterprise National Council
Conference. WBENC introduces women
to many industry groups who help to
support career development.

McGovern too, sees a need.
“Mentoring is critical for a profession
like retail travel because every day is different, every situation is different, every
nuance, every challenge, every booking
scenario. You need a mentor to help you
navigate the multitude of scenarios.”
John Pittman, ARC’s managing director, account management and sales, and
a former ASTA executive, urges new
entrant travel advisors in particular to
connect with mentors. “This is an industry built on relationships. Somebody’s
got to help guide you through them and
learn those lessons as you go.”
Rapid change in retail travel as emerging technologies and a new generation
of travel innovators reshape the industry
is reason alone for advisors to seek out
mentoring to help them navigate a fastmoving business environment.

T

wo years ago, Vanessa McGovern, the co-founder and
chief sales officer of Gifted Travel Network, was at an
impasse. The host agency had grown so quickly that
McGovern was running in circles. “One year, there were four
of us, and then I blinked and I’m running a team of 20. It was
a big shift for me.”

Multipleforcescreateamentoringneed

“

If you see or hear or
read about someone you think
has that expertise, that wisdom
you’d like to tap into, reach out
to them.
— Monica Smiley, President and
Founder of Enterprising Women
Magazine and Enterprising
Women Foundation
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McGovern did what any resourceful
business professional would do in her
situation. She reached out for guidance
and support, hiring an executive coach
to help her adapt her leadership style.
Another option would have been to seek
out a mentor.
Today there is a growing movement
in retail travel – and across business
generally – to facilitate mentoring relationships, including through formal
mentoring and coaching programs, best
practices groups and other types of collegial support.
The movement extends to ASTA,
which plans to launch a formal mentoring program before year-end.

ASTA sees a growing need for mentoring, in part, because of the disparities of
experience in the current travel agency
workforce, said president and CEO
Zane Kerby. “Mentors are needed now
perhaps more than ever. Even before the
pandemic, there was a significant experience gap between boomers and millennials, a gap that continues to widen.”
The skills, tools and knowledge
required to be a successful travel advisor are another factor, he said. “Our
industry is more experienced-based
than most, and the tacit knowledge one
can learn and pass along from years of
hands-on experience is irreplaceable.
That kind of industry knowledge can’t
be taught in webinars.”
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What is mentoring?
Mentoring is a relationship whose main
purpose is to support the growth, learning
and development of the mentee. A mentor serves as a sounding board, role model
and trusted confidante. They share their
insights, experience and wisdom, exposing mentees to new ways of thinking while
providing candid feedback and advice.
A mentor also challenges the mentee to
grow and try new things, while nurturing
their self-confidence. Ideally the mentor
also introduces the mentee to individuals
in the mentor’s professional networks.
The best mentoring partnerships spark
open, two-way exchanges that are
rewarding for both mentee and mentor.
“What’s special about a mentoring relationship is the connection that a mentor
and mentee inevitably form,” McGovern
said. “The rapport you build with somebody on a path you’re seeking to follow
reassures the person being mentored. The
relationship gives them something to strive
for. It illuminates a path forward.”
Mentoring relationships can be
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broadly focused or, depending on the
mentee’s needs, zero in on specific
issues, such as creating a business plan
or tackling marketing challenges.

Mentoring for entrepreneurs . . .
Mentoring relationships have been
found to be particularly effective for
entrepreneurs, significantly increasing
their odds of success.
Monica Smiley, president and founder
of Enterprising Women Magazine and
Enterprising Women Foundation, is particularly keen on the value of mentoring
for women business owners.
“It’s difficult enough for women to
scale their businesses to the next level.
There are a lot of obstacles. Mentoring
is a powerful way for one woman to
share her expertise and best practices
with another woman and save her a lot
of grief,” said Smiley, who is recognized
as a global leader on women’s entrepreneurship and mentoring.
“We know that mentoring works,”
she added. “If you’re trying to help people grow and build those connections
and learn how to scale their businesses,
why would you not do it? Especially
with small businesses working virtually
out of a home office, you really have
to facilitate those human connections.”

..AND FOR EMPLOYEES
Businesses that facilitate mentoring for
their staff members report significant
improvements in employee engagement,
retention and productivity.
Gloria Bohan, president and owner
of Omega World Travel, sees a heightened need for mentoring that supports
employee growth and development, particularly in light of the tight labor market.
“It’s very important that we mentor. We have to look at how people are
doing, ask employees what they need,
see if they’re on the right track.

omega partner

SpOTLIGHT

Headquarters:
Chicago, Ill.
In Business Since 1926

“The mentor has to show them a path
to success. I don’t want people coming
to work and not seeing where they’re
headed. You look for their professional
development. The company is helping
them to be more of a leader, helping
them to think about how they are going
to be successful,” Bohan said.

Finding a mentor
If you’re a travel advisor who thinks
you would benefit from mentoring and
you don’t have access to a formal mentoring program through your agency
group, employer, host agency or franchisor, take matters into your own
hands, Smiley advised.
“If you see or hear or read about someone you think has that expertise, that wisdom you’d like to tap into, reach out to
them. You’d be surprised how many people will be receptive to a LinkedIn or email
invitation from someone saying, ‘I’d love
to have coffee with you or a Zoom call,
would you be willing to connect?’”
Even if you don’t enter into a mentoring arrangement, you’ll be broadening
your network and you just might form a
meaningful relationship.
Look for potential mentors at
industry events and at online forums
and webinars too. “Being a part of
associations and going to meetings
is valuable, because you’re going to
meet people at cocktail receptions and
listening to panels,” Smiley said.

The right mentor match-up
The ideal mentor is someone who
inspires you and whose values, character and vision you admire. A mentor
should be a good listener and, importantly, someone with whom you feel the
potential for personal rapport.
You’ll want to connect with someone
who also has a generous and collaborative nature, Smiley said. “The mentor

Connecting through ASTA
Kerby says ASTA offers a unique
advantage when it comes to finding the
right mentor. “ASTA provides the ability to network across host and consortia lines, with a variety of experience
levels and focus areas.”
If you don’t know something, chances
are someone in the ASTA network does,
he said. “More importantly, they’re willing to share to help you get better.”
ASTA’s code of ethics supports such
sharing, he added. “We work hard to
maintain the hard-earned trust that
exists within ASTA. That trust fosters
mentoring. We are a relationship business; so, we are naturally in the business
of loving and nurturing relationships.” •

We Plan to Land on the Green Side of History
United is a world leader in the usage and support for the development of sustainable
aviation fuel (SAF). In December 2021, we became the first commercial carrier in
aviation history to fly an aircraft full of passengers using 100 percent SAF for one
of our engines. SAF is an alternative to fossil fuels, emitting up to 80 percent less
carbon on a lifecycle basis. As the cleanest fuel substitute for traditional jet fuel, SAF
is the fastest and most effective way to reduce greenhouse gas emissions across our
fleet. In fact, United has agreements to purchase nearly twice as much SAF as the
known agreements of all other global airlines combined. We’re planning to become
100 percent green by reducing greenhouse gas emissions by 2050 without relying on
traditional offsets. Making significant investments in sustainable aviation fuel and
carbon capture and sequestration will help us get there.
Learn more at United.com
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needs to be someone willing to give of
herself, who is not competitive and who
is open to helping another woman [or
man] on her path to growth.”
In the most powerful mentoring relationships, there’s a give and take that is
rewarding to both mentee and the mentor. “The relationship has to be fluid,
open, dynamic. You both learn from
each other,” McGovern said.
In a business that is changing fast, it’s
also really important to find a mentor
who is open to “all the different ways
we can be profitable in this industry,”
McGovern emphasized. “There are so
many paths; it’s really important to
work with people who empower you to
find your own way.”
It’s also important to find a mentor
who pays attention to work-life balance
issues, especially in today’s “digital, virtual, hybrid work world,” McGovern
said. These are challenging times, so
mentors should be talking about “emotional awareness and staying mentally
strong. It has to be holistic.”

•

tips

for working
with your
mentor
How do you get the
most out of a mentoring
relationship? Here’s
advice for mentees.

1.

Be clear about what you hope
to gain and how the mentor
can help.

2.

Schedule regular sessions with
your mentor and be faithful to
the schedule.

3.

Take responsibility for each
session, including by sharing
agendas with your mentor
beforehand.

4.

Come to sessions prepared.
Have clear goals for the
session and be ready to
describe specific challenges.

5.

Take notes during sessions
and create action items.
Review these before each
session.

6.

Follow up on your mentor’s
suggestions.

7.

Bring an open mind. Be
receptive to feedback and new
perspectives.

8.

Be authentic and honest
and willing to share your
vulnerabilities.

9.

Give your mentor feedback if
you see ways to improve your
sessions.

10.

Nurture the relationship.
Show interest in your mentor,
respect their time, and express
your gratitude.
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How to Build & Nurture Supplier Relationships:
Interdependence for Successful Sales
BY MARILEE CROCKER
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Headquarters:
Littleton, Colo.
In Business Since 1928

Beyond the Ordinary
When you’ve been showing
travelers the world for over 90
years, you know what makes for
a rewarding vacation — from topnotch transportation to VIP access
at the iconic sights to legendary
trips down historic rivers. With
our level of travel expertise,
we also know what makes for a
spectacular vacation. We put your
client’s needs first with the most
experienced Tour Directors, Cruise
Directors and Local Hosts® as well
as 50 offices around the world
equipped to make their vacation
unforgettable.

Windstar Cruises named Gloria Bohan as godmother to Windstar Legend,
exemplifying a strong agency/supplier relationship.

A

sk any couples counselor what makes marriage work,
and they’ll tell you that good communication is the
bedrock of a healthy relationship. Relationships between
travel agencies and their supplier partners are no different.

“Trust, flexibility and strong communications are the cornerstones,” said Bob
Somers, senior vice president of global
sales for Delta Air Lines.
At no time in recent memory has the
importance of trusting communications
between suppliers and advisors been
more apparent than during the height
of the Covid pandemic, when travel
was disrupted overnight, unleashing an
extended period of flux and uncertainty.
In the best-case scenarios, suppliers
collaborated with their advisor partners
to map a path forward. “During early
Covid, nobody knew what we were
doing. Nobody had a playbook, but we
got together, and we made one,” said
Richard Aquino, vice president, head of
sales, for Allianz Partners.

A symbiotic learning experience
Creating that playbook required ongoing
communications in both directions, with
suppliers like Allianz paying close attention to the evolving needs of travel advisors and their clients.
“We had to do as much listening as
training, so we could pivot and adjust
to the marketplace. Cruise lines had to
do it. Everyone had to do it. We were all
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learning. What we learned still benefits us
today,” Aquino said.
Early in the pandemic, Royal Caribbean
International responded to input from its
advisor partners by offering them interestfree loans and helping them to access government relief. “Royal Caribbean really
paid attention to travel advisors. We demonstrated that we were not a fair-weather
friend,” said Vicki Freed, senior vice president of sales, trade support and service.
At Delta, Somers estimates that he
recorded some 300 video messages during the worst of the pandemic, along with
hosting monthly town hall sessions and
other communication initiatives. Delta
also solicited input from its retail partners. “We told agencies, you have to communicate with us; give us your feedback,”
Somers recalled.
“I don’t care if it’s a $10,000 agency
or a $5 billion agency, working together
is critical. That’s when we both win.
More importantly, our mutual customers benefit.”

Constant communications
Two-way communication between
travel agencies and their supplier partners needs to be continuous and fre-

Omega’s mid-70s newspaper advertisement
featuring supplier deals, all achieved with
Gloria’s X-Acto tool.

quent, both in good times and bad, says
Gloria Bohan, president and owner of
Omega World Travel.
“It’s a constant cycle that can’t stop.
There’s back and forth training – they
give us updates; we give them updates
about what we’re doing. We tell them
what customer experiences are, which is
very important. There’s a lot of training
from each side.”
For the agency, communicating with
customers and with its own advisors
about preferred suppliers is also important, Bohan said. “There’s a lot of promotion of the vendor to the customers, training our customers to understand why we
use a particular vendor, and to our agents.
“There are many links in the chain to
the successful handling of a customer’s
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With our experience and trusted
network, there’s no reason
for your clients to put off the
vacation of their dreams. When
they travel with the Globus
family of brands and Avalon
Waterways, you — and your
clients — are in good hands.
Learn more at globusjourneys.com

needs. We all need to work together to
enable the successful outcome in a trip
or anything that a customer needs,” she
emphasized.

Knowledge is power
Freed of Royal Caribbean offers an illustration of how both travel agencies and
their clients benefit when agencies keep
suppliers up to date on their efforts. “We
met with a big travel agency yesterday.
They were showing us examples of marketing communications to their clients.
HOW TO BUILD AND NURTURE SUPPLIER
RELATIONSHIPS continued on page 30

www.OmegaWorldTravel.com
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BUILD AND NURTURE SUPPLIER RELATIONSHIPS

CRUISE SALE ‘Going on Now.’ A special familiarization
trip with Omega staffers and friends from Carnival
Cruise Line, 1995.

Continued from page 28
That’s knowledge that we build on to
say, ‘Since you’re promoting this product
and you have the clients, can we offer
you this that complements that?’”
That kind of mutually supportive
communication is foundational to growing and sustaining a trusting partnership.
“I don’t need to hear from you when
you just need a favor and you sell one
policy a year. This has to be a relationship that grows together,” Aquino said.
Ongoing collaboration is part of that,
he added. “We don’t build products in a
vacuum. We talk to our partners. How
can we build products that accommodate our joint guests?
“Neither of us can do it in a vacuum. Agencies need to make revenue.
Suppliers need to sell full ships and tour
buses. At Allianz, we need to sell policies.
Our goal is common. Success is what
we’re all striving for – from a great customer experience to great working partnerships and businesses.”

pliers suited to the advisor’s target market.
“Focus on a few and not the many,”
Aquino advised. “It not only allows you
to really know the product inside and out,
but it builds a relationship for when you
need somebody to go above and beyond.”
It’s really helpful to work with suppliers who know you, Bohan agreed.
“Your service will be better because
they see you’re going to use them more.
From their point of view, you’re a more
important partner.”

For better results, be selective . . .

. . . and focus your EFFORTS

An important way for advisors to build
closer ties with suppliers is to concentrate
their partnerships and sales efforts on sup-

Advisors also will be more visible to
their partners – and get more attention from them – when they focus their

Omega’s Travel Fair at National Harbor near Washington D.C. hosts local area businesses
and is supported by many key suppliers, which is typical of the travel shows Omega has
held over the years.

omega partner

SpOTLIGHT

Headquarters: New York, N.Y. / In Business Since 2002

Strategic Solutions for Success
Since 2002, the Travel Leaders Network Engagement Marketing program has
been a vital outlet for travel advisors to stay connected with their clients.
Providing access to professionally designed, fully customizable marketing
tactics, this program helps keep their businesses visible in an increasingly
competitive industry.
Over the past 20 years, this marketing program has delivered tens of millions
of pieces of direct mail and hundreds of millions of emails to our members’
customers through a database of 10 million travelers — the clients from over
5,000-member travel agencies.
This award-winning program has generated thousands of preferred supplier
vacations and continues to be an important strategic solution for our travel
advisors.
Learn more at TravelLeadersNetwork.com
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efforts. That includes taking
the initiative to support supplier sales, whether through
coordinated marketing campaigns or
customer outreach like hosting client
webinars about a supplier or product
or featuring supplier partners in agency
newsletters.
“It’s a matter of helping the supplier.
It’s another way to build the relationship. It shows strength. You’re not just
sitting back, waiting for the information
to flow to you,” Bohan said. “There’s
also a better working relationship, so
it’s not helter-skelter, where you’re calling them once or twice. And when a customer cancels or has a bad situation,
you’ll get more from a supplier that has
been working with you for a while.”

How to choose your partners
“Pick suppliers and vendors who are
top quality and who align with your
principles, because that’s what you bring
to your customers,” Bohan advised.
Freed emphasized choosing suppliers
that you can trust to deliver an exceptional
customer experience. When you do that,
she says, “all the cards fall into place.”
Another factor to weigh is the supplier’s commitment to its advisor partners. Does the supplier provide product
and sales training? Marketing support?
Business building advice and ideas? If
you contact the supplier account manager or BDM, do they get back to you?
“It’s picking the right suppliers for the
customers and picking the right supplier
for the support they give you, the travel
advisor,” Freed said. “You need to know
that if there’s an oops – maybe the travel
advisor realizes the final payment was
missed, and the price has gone up – will
that supplier work with you to protect
the price?”
In a reminder that the support needs
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to go both ways, Freed points out
that when suppliers make mistakes,
they count on their advisor partners
to work with them to find a solution.
“We sometimes have to reach out to the
travel advisor because, oops, we double
booked a room and we need your help.”
In the best-case scenarios, “both partners are highly motivated to find winwin solutions,” she added.

Building relationships
from the ground up
If you’re an advisor who’s just starting
out, talk to your manager, host agency
or consortium about your supplier partners and what you need to know to
work with them, Somers suggested.
“Ask who are your preferred suppliers and why. What do they provide to
us? Who are the players that I need to
get to know? What tools are at my disposal to learn? Be inquisitive.”
Somers says he relies on agency leadership to educate new advisors about
how the agency works with its supplier partners. These days he’s doing the
same thing with the new members of his
sales team who came onboard following
Covid-related staff shrinkage.
With personnel changes on both sides,
“we all have to restart some of these relationships,” Somers said. That requires
patience all around – “agencies being
patient with us, us with agencies, customers with gate agents.”
If you’re married, you know that there
are times when being patient with your
spouse is just as important as good communication. Of course, it’s not always easy
to be patient with a partner. The same is
true in travel. But in times like these, when
the industry is facing more than its usual
share of challenges, patience may just be
the thing that advisors, their supplier partners and their customers need most. •
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