


TravelBusinessSuccess.com | Tim Warren | ©2018  
 

1 

Table of Contents 

How to Use this Guide for Greatest Results  ..................................... 2 

Section 1: The Psychology of Tourism Consumers ............................ 4 
Some Basic Principles of Today’s Tourism Consumers .......................................................... 4 
The Three Laws of Travel Prospects© ................................................................................. 4 
What are the Key Tourism Elements to Communicate? ......................................................... 5 

Section 2: The Defining/Credibility Statement© ................................ 6 
Text Overview ................................................................................................................ 6 
Graphic Overview ........................................................................................................... 6 

Section 3: Copy Writing Secrets Revealed ...................................... 10 
Part 1: The Credibility Statement© ................................................................................. 10 

How to Effectively Communicate Credibility & Experience ................................................... 10 
Testimonials: Get Your Best Clients Selling for You ............................................................ 15 
Recommended Audio & Video Testimonial Technology ........................................................ 15 
How to Get Compelling Testimonials to Increase Your Sales ................................................ 16 
Helpful Tips for New Businesses ...................................................................................... 20 
Summary of Part 1 – The Credibility Statement© ............................................................... 20 

Part 2: The Defining Headline© ...................................................................................... 21 
How a Defining Headline Improves With Time ................................................................... 24 
Summary of Part 2 – The Defining Headline© .................................................................... 26 

Part 3: The Location Statement© ................................................................................... 27 
Summary of Part 3 – The Location Statement© ................................................................. 29 

Part 4: Descriptive Text© ............................................................................................... 30 
Summary of Part 4 – Descriptive Text© ............................................................................ 35 

Section 4: Marketing Collateral Material with Samples ................... 36 
Direct Mail Pieces .......................................................................................................... 36 
Letterhead ................................................................................................................... 41 
Brochures .................................................................................................................... 42 
Envelopes .................................................................................................................... 46 
HTML-Formatted E-mail Newsletters ................................................................................ 48 
Outgoing Phone Messages: Your 24/7 Salesperson ............................................................ 49 
Web Site & Video Samples ............................................................................................. 49 

Section 5: Social Media: Tourism Marketing 2.0 Plus© .................... 50 
3 Key Social Media Sites to Get Your Clients Selling for You .......................................... 50 

Tripadvisor ................................................................................................................... 51 
Google Places ............................................................................................................... 52 
Yelp ............................................................................................................................ 53 

Section 6 Worksheet Guide ............................................................ 55 

Glossary of Terms .......................................................................... 56 

Website Review, Customer Appreciation Specials, Etc. ................. 577 



TravelBusinessSuccess.com | Tim Warren | ©2018  
 

2 

 
How to Use this Guide for Greatest Results  

Congratulations on your purchase of this new tourism-marketing course! This 
course is divided into two distinct parts:   
 
Part 1, represented in this guide and many supporting 
videos you’ll be getting over the first three weeks, is 
about how to create marketing materials that convert 
more travel shoppers into buyers. Any type of tourism 
marketing investment, without an increase in prospect 
inquiries and sales conversion, is a big fat waste of your 
time and money!  The important marketing 
communication tool your will learn is called the “Defining 
Credibility Statement©” (D/C). This innovative strategy 
and easy to apply marketing concept will revolutionize the 
way you think about and communicate your marketing 
messages.  
 
Part 2 of this course will help you create or improve your 
website to be search engine friendly and improve ranking. Part 2 is represented in 
many videos and in the bonuses you’ll get over weeks four to six, and is found on 
the password-protected site. By learning and APPLYING the information in part 1 of 
the course, you’ll learn how to write and lay out results-oriented marketing copy for 
your website, e-mail, advertising, brochures, trade-shows, and more. This will help 
you attract more prospects, increase arrivals, and sell more trips. We have been 
using the D/C statement successfully over the years for many clients and in training 
hundreds of tourism professionals just like you.  
The key to get maximum benefit from Part 1 on improving your marketing material 
is to: 

1. Read the first four sections and study the examples in this guide and online 
examples thoroughly.  
 

2. Watch the associated training videos online in Part 1 in the membership site 
on Sales Conversion.  
  

3. Print out several copies of the worksheets found on page 54 to create drafts of 
your own D/C statements. 
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By studying this guide, section by section and watching the videos, you’ll see how 
you can provide greater clarity and motivation to your prospects by using the D/C 
principle, found in all your marketing materials. By the time you get through, you’ll 
have your own Defining/Credibility Statement© you can start applying everywhere.  
 
I wish you every success with your travel or hospitality business. I’ve helped 
hundreds of tourism companies and individuals throughout the world substantially 
increase their sales, arrivals and profits using the exact principles and steps in this 
course. I hope that by doing this program you will achieve great results too.  
Thank you to all my clients and associates who have faith in me, and have 
contributed to this course. I am thrilled to see improvements in their profits, simply 
by changing their marketing materials. I’d also like to express special gratitude to 
my wife Sabrina Braham for her support of my consulting business, feedback on my 
many ideas, and opportunity to combine our personal and professional lives 
together. This course was also made possible via open feedback, support and 
inspiration of many.  
Deep thanks to the following family, clients, associates and friends: Kevin Warren, 
the late Jerry Austin, Norm Shoenhoff, Doreen Toller, Mike Vondruska, Wendy 
Brewer Lama, Jack Ferrel, Gary Scott, Dave Wiggins, Dan Austin, Jimmy Sweeney, 
Susan Hill, Mike Lally, Jeff Siegel, Yanik Silver, my hundreds of clients, and a special 
thanks to Rich Selby. 
 
  



TravelBusinessSuccess.com | Tim Warren | ©2018  
 

4 

 
Section 1: The Psychology of Tourism Consumers 

Some Basic Principles of Today’s Tourism Consumers  
 
Let’s review some basic principles of today’s adventurous travelers. It is very 
important to understand how they behave, think, and what motivates them to 
become potential customers. By learning their key fears and motivators, you can 
more easily communicate and position your marketing message to earn their 
attention and ultimately their business. We will go into in more detail on the 
following three pages.   

• Most of your important new prospects are going to become acquainted with 
your tourism destinations, tours and services in many places: through your 
web site, brochure, tradeshow booth, advertising, cover letters, and flyers, as 
well as on web sites and brochures of tour operators and booking agents who 
represent you.    
 

• These prospective clients are going learn more details about your tours, 
lodge, booking agency, tourist event, region or a whole country via the 
written word.   
 

• Everyone is so busy and overwhelmed with information that you need to 
communicate very quickly to your prospects in regards to what you have to 
offer and what’s in it for them, before you lose their attention and they have 
moved on to an offer from another company. The best means of getting the 
message out to a prospect is to do it very quickly (3-5 seconds). 

The Three Laws of Travel Prospects©  
 
Today’s travel consumers want to know 3 critical things about your destination or 
tourism service before they give you a booking:  
1. That others have traveled before them, meaning your company has experience 
doing what it says it does.  
 
2. That other people have had a good time, meaning you offer exceptional service, 
fun and informative trips to exciting places.  
 
3.  That nobody died, meaning you run safe trips and safety of the consumers is 
your top priority. Because the world is so accessible, ever-changing, and 
occasionally volatile, would-be travelers must have their basic concerns addressed 
before they can choose your company or destinations.  
 
Their safety and comfort must be addressed before they can make decisions about 
price, length of stay, and activities. This is especially true if you are promoting or 
selling any tourism activity or destination even remotely perceived as potentially 
dangerous. 
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What are the Key Tourism Elements to Communicate?  
 
Based on the above principals, you as tourism marketing professional need to 
communicate to your prospects and clients through your marketing messages:   

• What you offer.  
 

• What destinations you are promoting and traveling to.  
 

• Key information to qualify and sell them on their benefits of traveling with 
your company or to your destination.  
 

• That your company or destination is safe and why.  
 

• How your prospects will have a good time and their life will be enhanced.  
 

• That your prospects are making a wise travel purchase with you.   
 

This is what the Defining/Credibility Statement© will do - help you communicate 
all this and more. 
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Section 2: The Defining/Credibility Statement© 

Key Parts of the Defining/Credibility Statement 

Text Overview  
 

• Credibility Statement: Your company’s level of experience, therefore your 
credibility  

• Defining Headline: What type of trips you offer  
• Location Statement: Where you operate your trips or promote tourism  
• Descriptive text:   

o How long are the trips in length and/or size of groups  
o Variety of offerings or activities  
o Level of comfort and accommodations   
o Key benefits the reader can look forward to   

Graphic Overview  
 

(1) The Credibility Statement (Experience, Safety) 
 

(2) THE DEFINING HEADLINE 
WHAT TYPE OF SERVICES YOU OFFER 
(Sometimes appropriate for business name if very descriptive) 

 
(3) Location Statement – Where do you physically offer vacations 

(Needed if your descriptive headline or business name doesn’t effectively  
communicate where you are) 

(4) Descriptive Text Location • Expressed as Bullets • Summarizes Activities • 
Summarizes Amenities • Length of Stay • Key Benefits to Traveler • Suitability 

 
More Descriptive Text • Environment • Level of Service  

Key Benefits 
 
 
Think of this as a template. Once you can understand and identify the key parts of the 
D/C statement, you’ll be able to use it as a building block for all of your marketing 
communication. You can utilize the Defining/Credibility statement completely or as a 
part in every marketing piece you do i.e. Brochure, newsletter, postcards, stationary, 
mailing envelopes, tradeshow exhibits, web site, E-mail newsletters, etc.    
 
Not only does the template work for the written word, but in the spoken word as well. I 
have seen the D/C statement used effectively in outgoing phone messages, video 
voiceover scripts and with inside sales people. On the next few pages are examples that 
integrate all four basic parts of the D/C.  
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statement. Notice that positioning of the four elements is not as critical as is that the four basic parts 
exist conspicuously on your marketing material and they can be read quickly and clearly. 

#4 
Descriptive 

Text 

#1 
 Credibility 
Statement 

#1 
Credibility 
Statement 

#2 
 Descriptive 

Headline 

#3 
Location  

Statement/ 
Headline 

Why hundreds of happy travelers choose us 
·--f<try}--"1 for die Jft111 fiuo 
•eall lunt. '111< .all 
oukr o( .,.._ alQ)"t 
MkcsiiWip 
.... Osbeno. 011 

I .,.PI ....,. 100 fkll 
--lorcl..-. 
.,wiLl 
Slo\t llubfr, CA 

1\ls IJ lilt A.-
ptrl«1 r1Ytr rw n,ikb.._ 
I t>tr (.,..JMI. 
aow eru.. N 

• World·class 
clear stream fishing 

• Better Alaskan values 
don't exist 

• Five superb species 
• Incredible privacy & 

solitude 
• Expert guiding & 

instruction 
• Beginner - experienced 

fishing 
• Superb home-cooked 

meals 
• Wildlife viewing -

lots of bears 

• No fly·outs I no aircraft 
• 6 person maximum with 

3 staff 
• Families always 

welcome 
• Beachcombing & 

blrdwatching 
• Fish 112 minute from 

lodge 
• Set your own schedule 
• Freezers 
• Showers & flush toilets 
• Wildlife viewing tower 
• Unbelievable fun 

for kids 

Alaska Advc ncurcs 
Is located In St MIChael. on an Island looking ovor 
the Bering Sea. Como soo the Last Front10r, Alaska. 
vou·a be glod you did! r-----::---1 
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#1 
Credibility 
Statement 

#4 
Descriptive 

Text  

#2 
Defining 
Headline

#3 
Location  
Statement 
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#2  
Defining 
Headline 

#1 
 Credibility 
Statement 

#4 
Descriptive 

Text  

#3 
Location  
Statement BAJA SOFr ADVEN'IURE 

WILDERNESS 
K a, ak • Hike • &norkel • Whale 

F i s h • • Re1ax litude • Fun • Romance 

YOUR ADVEN'l'UIE IS ONLY HOURs-AWAY:., 
Since 1989, thousanck-of-Satisfied g11ests 
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Section 3: Copy Writing Secrets Revealed 

Part 1: The Credibility Statement© 
 
Your Company’s Level of Experience, Credibility and Safety 
 
Previously, on page 5, I spoke about the importance of understanding your 
prospects’ key fears and how it influences their purchasing decisions. This is the 
primary function of the Credibility Statement – to make them feel safe and secure 
so they buy from you.  
 
The Credibility Statement (part 1) of this template quickly communicates to the 
reader that you satisfy the 3 pre-purchasing concerns travel prospects may have: 
 

1. That someone traveled before them.  
 

2. They had a good time.  
 

3. Nobody died. Safety is priority. 
 

Safety-First Priority 
 
Safety and security has, and always will be, the primary concern most would-be 
travelers have. This has become even more important since 9/11. Most active 
travelers don’t want to be the first to try your new itinerary or visit a troubled 
region. They are more comfortable giving you their business or visiting if they know 
someone did it before them. Prospective travelers want to know that their safety 
and security is your first focus. 
 
Experience and credibility also holds true for almost any service business, as you 
will see in some upcoming examples. 

 
How to Effectively Communicate Credibility & Experience 
 
One of the best ways to communicate credibility, experience and safety is letting 
your reader see very quickly some of the following: 
 
• Years in business • Review by industry media 
• Number of guests • Special licenses or certifications 
• Special recognition or awards • Years of experience 
• Endorsements by known associations • Years of collective staff experience 
• Celebrity endorsement  

 
I usually like to express the credibility aspect of the company or region I am 
promoting near the top of the page, preferably left to right. Why? This is the way 
we were trained to read and write – top to bottom, left to right.  
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It is important to express credibility, experience, and safety immediately. This can 
be expressed as a quote from a client, years of experience, or a review by the 
media. It can also be at the top of the page centered over the Defining Headline 
(part 2) or the business name (blue highlighted area). 
 
 
Example: An Established Rafting Company 
  
 

Since 1982, over 72,000 Happy Guests 
 

Mariah 
Wilderness Expeditions 

 
Seven Exciting Rivers in California & Oregon 

 
½ to 7-day trips • Beginner to Advanced • Family Trips • Team Building • B&B’s 

Catered Camping • Guide School • Private Groups • Women’s Tours 
 

Excellent Guides and Equipment • Spectacular Scenery  
Outstanding Customer Service • Licensed & Insured 
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. 

Credibilit
y 

Credibility 
Statements 

 
You can see in the letterhead we integrated the Austin;s Alaska 
Adventures owner, Jerry Austin;s huge credibility by referencing 
his charter induction into the dog sledding Iditarod Hall of Fame, 
18 time completion of what has been called FThe last Great Race 
on EarthK (1100 miles of Alaskan wilderness by dog team) and 
that they have been offering quality trips a long time, since 1976. 
 
Also at the bottom, you can use membership in associations and 
clubs, certification and you are insured or bonded to further instill 
confidence in your tour or destination. 
 

Credibility 
Statement 
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On the Whitewater Excitement envelope above, the credibility statement is reflected 
by “Since 1978, Over 130,000 Happy Guests.” In addition, we provide additional 
credibility and consumer confidence with the “Best in Class – Satisfaction 
Guarantee” icon. This takes the form of an official looking “seal”. You will see this 
“Credibility Icon” (CI) reflected throughout the examples of tourism marketing 
materials. The CI is a simple, graphical way to reinforce your strengths, and adds a 
perceived or real endorsement. If you’ve won an award, use it in all your marketing 
materials! 
 
With the Austin’s Alaska Adventures envelope below, you’ll notice we emphasized 
Jerry’s Iditarod accomplishments and years in business: 
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On the Whitewater Excitement envelope above, the credibility statement is reflected by !Since 
1978, Over 130,000 Happy Guests.;  In addition we provide additional credibility and consumer 
confidence with the >Best in Class ? Satisfaction Guarantee? Icon. This takes the form of an 
official looking >seal?. This >Credibility Icon? (CI) you will see reflected throughout the 
examples of tourism marketing material. The CI is a simple graphical way reinforces your 
strengths and adds a perceived or real endorsement. If youGve won an award, use it in all your 
marketing material! 
 
With AustinGs Alaska Adventures envelope below, youGll notice we emphasized JerryGs Iditarod 
accomplishments and years in business. 
 
 
 
 

Credibility 
Statement 

Credibility 
Statement 

Credibility 
Statement 

Credibility 
Icon 
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On the Whitewater Excitement envelope above, the credibility statement is reflected by !Since 
1978, Over 130,000 Happy Guests.;  In addition we provide additional credibility and consumer 
confidence with the >Best in Class ? Satisfaction Guarantee? Icon. This takes the form of an 
official looking >seal?. This >Credibility Icon? (CI) you will see reflected throughout the 
examples of tourism marketing material. The CI is a simple graphical way reinforces your 
strengths and adds a perceived or real endorsement. If youGve won an award, use it in all your 
marketing material! 
 
With AustinGs Alaska Adventures envelope below, youGll notice we emphasized JerryGs Iditarod 
accomplishments and years in business. 
 
 
 
 

Credibility 
Statement 

Credibility 
Statement 

Credibility 
Statement 

Credibility 
Icon 
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Real Web Site Examples: 
See how many credibility related statements you can find on each home page. 

• https://jimmiejackfishing.com/  
 

• http://www.AdventureBizSuccess.com 

On https://jimmiejackfishing.com/ you should find eight, and on 
www.AdventureBizSuccess.com you should find seven separate credibility-related 
statements. 
 
Jimmiejackfishing.com - 8 credibility-related statements or images: 

1. Tripadvisor – Multi-year “Certificates of Excellence” 
2. Navigation link to their "Social Media Communities" - Top of page 
3. Years in Business “Credibility Icon” (looks like an award) 
4. Slide show full page photos: happy guests with big fish,, credibility and 

descriptive text  
5. Credibility Statements on slide show photo:  “more than 20 years and over 

15,000 happy guests” 
6. Welcome video from Jimmie Jack  
7. Slide show: Happy guest photos and quotes – near bottom of the page  
8. Social Media, Media and Manufacturer logos (endorsements) 

 

AdventureBizSuccess.com - 10 credibility-related statements or images: 
1. “Since 1994 Profitable Business & Marketing Solutions for Over 1,000 Outdoor 

Industry Professionals” - Upper left-hand corner 
2. Nav links: Why Choose Us & Testimonials 
3. Opening copy bold sub headline: Since 1994, Adventure Business Consultants 

… 
4. Body copy: “Since 1994, “Tourism Tim” Warren and his team has helped 

1000’s of adventure travel businesses and organizations increase arrivals, 
sales and profits.  

5. Top Tour Operator Testimonials: 3 Videos (all speak to sales, revenues or 
knowledge increases from working with me 

6. Podcast: Own your own media channel 
7. Happy Clients Project Highlights in 6 different categories and over 55 specific 

projects. 
8. Tourism Marketing Success; Course authorship  
9. Social media community links  

10. World Independent Tourism Business Community 
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Testimonials: Get Your Best Clients Selling for You 
 
Word-of-mouth always has been and continues to be, the best form of adverting, 
period! If a prospect sees a positive quote, reads a compelling story, hears or 
watches a client raving about their great trip, then the Three Laws of Travel 
Prospects have been addressed. Written quotes are “word of mouth” testimonials. 
Even more powerful are audio or video testimonials. When your prospects can hear 
or see your best clients’ enthusiasm about your travel services, product or 
destination, this is the ultimate recommendation. 
 
 
Testimonials will turn your travel shoppers into travel buyers. Use written, audio 
and video testimonials liberally. You can’t go wrong. Your clients and associates can 
be your best seed planters, sowing the news of your wonderful trips and 
destinations.  
 

Recommended Audio & Video Testimonial Technology 
 

Best Audio & Video Testimonial Platform 
 

Tourism Tim Recommends http://www.audioacrobat.com 
FREE 30-Day Trial 

 
A super easy and inexpensive online tool I have used and recommended since 1996 
is http://www.audioacrobat.com This website provides you with your own private 
“testimonials phone numbers” you can give to your clients to have them call into 

and leave their enthusiast recommendations. You can then easily place these 
testimonials on your webpage with the website code Audioacrobatnow.com 

automatically generates for you. If you have video testimonials, you can stream 
them too through the player Audioacrobatnow.com provides. 

 
 
Check out this episode of Tourism Marketing TV and I’ll show you how two tour 
operators use “word of mouth” online audio and video testimonials to get their best 
clients selling for them 24 hours a day, 7 days a week – and how you can easily do 
it too: http://www.travelbusinesssuccess.com/how-to-sell-more-travel-with-
testimonials-tourism-marketing-tv/ 
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How to Get Compelling Testimonials to Increase Your Sales  
 
To make your testimonials the best, I recommend you coach your clients and ask 
them to share the following, in 1 minute or less: 
 

1. Their name and where they are from 
  

2. The trip they did with you, service you provided or destination they traveled 
to 
 

3. What was their #1 best memory or most exciting part of their trip? (Taps into 
their best emotions & stories) 
 

4. Would they recommend your trips, destination or service? 
 

Ask your clients to keep their comments and recommendation to 1 minute or less 
because your prospects will not to listen to or watch long, drawn-out guest 
comments. Use this format for your video testimonials too. 
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More Examples on How and Where to Use Testimonials 
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Testimonial 
From 

Respected 
Magazine 

lA UNICA WILDERNESS RETREAT 
Multi-Activity • Soft Adventure Vacations 

Kayak • Hike • Whale Watch • Sail • Snorkel • l'lll.a " •.;,w 'IAl 
Great foo d • S mall Groups • Prlatlne Wllclerne" 

"Tbt Sta ofCortn is just about my far'Orire trawl destination, and 1..a Unita offm OM oftbt ben 
u•oysto txptrittltt its incomJNlrobluombi, ation ofdtltrt terrain and aburulantlll4rint lift. Tbt mix 
ofbting JNlmptrtd and I'Ofjghing it a bit llW jNSt right 

'1 }A W 

If you dramcd of aS«Iudrd, retrra r, rh1s IS iL Accesstblr only by boar.l..t UmCil (rhc one and 
bastd in the MtdnfT 1sland regwn of r ht specr.!Cillar Sea ofCortl'"J, IS a rustiC, allmc!IISII'l!' 

vJcauon perfect for roup!tS, groupund smglt!.. 

The rttmt ofTm 10 btach·sidt pm11re balhroom, solar shower 
bag. comfortable col$, palm·thatchrd roofs, and ctlltr,-d dtcb. Lodgmg IS built 
around a spacious Tahitian Sl)lt "pallpa" "ltich stiltS as kitchen, ttntral dining 
area. canuna bar, and communalloungmg and game area. laughter, sport. 

Tht opporrunuib for fun on and ofT the wattr are cndk5s. Explore nt.alb) 
unrouchrd reefs and 1slands for 11ildlifc, snorkrl1111h fnendlv 
sc.t hons, d1g for dchntlus clams. You'll tnJO)' our mocomrd <lall.m t.m 
small sailboat, btgmner & advwed llindsurfing NjUipment, or our wu 
inendl)' uc ptrf<'(l 11hale WJtchmg. cruwng hiJd.11 
COI'tl, and dtSC\ll'rnng )OUr pnv.are •hire sand !ltx00 

\'ou1l tnjo)' authentic Ml'lican food. barbtcut S!<'.tk and chicktn, and "henewr poMtble, drlici<1us fresh 
si'Jfood, 1i.J the fun aetii11J' of fishing and snorkeling 111m our staff Famil)' style meals are wtlll>.mncrd 
and st11ings abundant. 

l , N ILA \Of · fURi .. II 1ERN Gil 
DErARTURES: Yw round •4 &6 da)'S startingar $195.11 • 

•All-inclusive ll( T atr from San Dieg!> 
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Testimonials 

Credibility  
Icon 

Plaque 

Happy 
Client 
Image 

... , ... -
7'oki".g (I .. 'f1k iu t/Jc MQmlltJIIIS 

You Travel With 
Experienced Arctic guides 

When you sign on you know you will be going the most experienced team of J>rofes· 
sional mushing guides in the business. (Jeny is probably d1e only Registered Guide by d1c 
State of Alaska to o(Tcr these IJl>C of triJ>S ••• license #M-6 I 0) 

Safety and cxr>erience is our middle name. Reliable snowmobiles, licensed guides :md 
radios support your dog mushing adventure. Protected lodging is never ''ety far. Our 
guests come from aU OI'Cr d1e world, r,·otn seven to SCI'Cnty :md tot:d beginners to expeti· 
cnccd. We'l'e got two incredible, soft advcmure vacations that no other mushing out6uer 

dul>licatc. 

World Famous 
Mushers 

jerry is the Charter Inductee to the ldit:u·od II all 
of Fame, winner of six SponsmanshiJ> Trophies, 
dlC otiginal ldlwod llum:tnita.tian Award (for 
mre of dogs), and numerous first-place finish· 
cs in major races. Clara (along with fellow 
nmshcr Ken Hanun) still holds a record over I 0 
years old on dtc Kuskokwim 300 (mile) Race 
for s1a11ing and finishing 11i th CI'Cty dog still in 
h:trness, dropping none iJt d1e villages along the 
ll".ty. This is an awesome accomplishment cspe· 
dally considering she placed in dte money. 

A m.tmorablt experience Cor 
,..asons: the dog musbtog. meeting 
the native people 1111d making new 
&lend$. '!banks Cor lettlng us Into 
your life Cor a •>tcl!. 

Brna II Marl(, California 

I can' t t\'CR IO thank fOU for the 
• ·onderfot dme. II has re-sbaped my 
tbtnklngln numerous ... , •• E•'tt')'OIIt 
bas been <Ompletcly jealous of my 
trip 1111d the otorieo. 

Kim S..wrer, Colorado 

By dte I'J1d or tile IJrst day 1 llircati)' 
got my mont)"S worth. lbe rest of the 
trip was all a bonus, I'll be bock. 

Ror & ... 'llll'onl, Callfornla 

JBRRY AIIS11N 
lk'<WSC Of )'OUr be<olt efl'oi'U, a ftl• 
low musber Is alh'C today. '!be 
idituod Sled Dog illl<e fouoded 
on tile belief thnl tile challenge 
"""MI nalute ln some of the IIIO$t 
rul!lled terrain In the world Is the 
ultlntale ht adl'tnture. l'our "'11oM 
weot be)"Ond the cballeoge oC nature. 
l'our uMelllsb 11(1 to save a human 
llfe exerupunes the unique penoon 
)'OU art. 

11IE IDITAIIOD TRAIL COMMtriU 
SA.LI!I'IIS YOU. MARCil t989 

\'RSt c:.aribou btrd$ WU't RWt$0mC AS 
wos dtt OO.uty of tile counll')' and 
Clara's supab eookl "3-

Rupen & Anita, llong Kong 

If ... )IIJI Silly In Alaska "ith the 
AllStlM do you think they .. ru .. -er O.nd 
U$1 

<:hris II Amy Croutlt, 
hORt)"roOOR«$ 
Naval lntt lllgenee, Spain 

Spectacular Scenery • Pristine Wilderness • Wildlife • Solitude 
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Testimonials 

ht: SO.ulh For(!: of tlu.:Amctic:.-n Hh·er I" one or tJte r.lflht.; tfiJ>S In the c(luntry-fun ror the firM 
dmC"r or :.uH.l M.rc:al for the whole (:uniJy, tool Wilh orig..in h igh iti the dCM)J:.tiou vt the 

N<"mth Fork .. O\'c•r '50 mnjor In ih 21·mltc .!olf'CIC!h frtl ni near 1)J:.ccn•llle 
foOO•u L.akc:.'n1crc v.•rl c::ty or different lriJlS on th.c South Fot•k: 

for ')'Ou on the bus rldc back w the.· rnccclnN 1>0h11. 

Tht Wholt Rim Trip 

Tripi 
We:: offr.r 

three dlffcNnl 
OIIC·da)' ll'iJ).S, 
c11ch 
dlfrcrcnt sec· 
ciOt't5 of the 
river t•h•cr 
miles . All t rips, 
C,'(C'tJH the half 
d:l)' trip, include 
our famou( 
rivcn;idc buffet 
lunc h :u our 
own J)rlv<.t tc 
spot on the 

wc'U 

1'hls lrfl) the cculrc "tn:tch of th<' South flork. 21 one Oo rou w11nt w 111>t nd the 
d:ty Ott the rh·c:rtThis trip goocJ choice. H starts <::trlr in the nu)rning :H Chm J}jr ;uuJ ends l:1tc in 

afternoon '" R"l)fd , llkt ·nu't·at; "Trouhlcn·u, ker," Md the American 
:aw:tll you on this cxcltlnJl trip. 

Thr 6ortr Run 
Startin!t .off with $OnlC mild bounq• f':il l>ids, :and t'\'t:n a swim throuAh R:1.pid• (If )'Ou wl.sh), this 
itul of the t\outll Fork thc:n b uilds and the ltlvcr where r:11>hh nlmoM non•) IOJ> 

the to the <:n<l. 

Thr ChlliBar Run 
Rcslnnln$ our run m t hiU nar CC)Ill inuint 10 miles down to our D;ase in 

thb .tctlon t>Jckc.'d run llt.U't,) off n>lth h:tlll(. :.\1" of n()t\· 
r.tpkl-. :-..ud1 :LS •Mt:;ng rin(lc.r", lkm.J•, •M:tp • oa.nd 

"'froul"'lcm"kcr• r.tl' ld itw:Ht r<m. Lunch i" 1nd w,1r:d! 

lpr<ial 
For lihQrc uu citn\', our. h:•lf d.l)' 1'JlCCI:al nrc for 

We.: run either :t morning trl l> o n the upper sccliOil or 
rh·cr (m m Chill U:•r 10 our C!tmp, or " n :afternoon 
f rom o ut to Jtotsonl Lake,. Both trips CO\"t!'r a 
O\'Cr 10 :tnd :trc on I)' S69 JXIf IX:r .. on, 

through Frldll)'· 

Tripi 
Jlow dOcs thb sound? Spend two ll.:trs of 

night:. of nut, :tnd t'njO)' liv<' ttournw• 
all :u our own prlv:uc rlgtu on 1hc: 

\VCII, this what 1-; In ror )'Ou o n two·<l:&)' 
You' l l r.JII: chc · Gorse" o( chc rl\'tr )'Our dray, 
the ·upper ScctiOil- Qn 1hc M·cond <li'ly. 

1-8oo-no·2386 www.whitewattrexdtrment.com 



TravelBusinessSuccess.com | Tim Warren | ©2018  
 

20 

 

Helpful Tips for New Businesses 
 
If you are just getting started in your tourism business, here are some helpful tips 
to communicate your personal and /or staff experience: 
 

• Even if you have had no clients, add up your personal experience providing the 
expertise in your activity or region, i.e. “Over 14 years, Canadian backcountry 
experience” 
 

• Add up your collective team or staff experience providing the expertise in your 
activity or region, i.e. “Over 35 years, ocean kayaking expertise” 
 

 
 

Summary of Part 1 – The Credibility Statement© 
 

• Communicates your company’s level of experience, credibility and safety. 
Should be used near the top of your marketing message. 
 

• Written testimonials and media recognition should be earned, asked for and 
used from happy guests. 
 

• Use your collective professional and life experience, awards, recognition, 
licenses, certification, etc. to build and support your Credibility Statement. 
 

• Evolve your credibility statement as you earn more happy guests, recognition, 
media exposure and awards. 
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Part 2: The Defining Headline© 
 
What type of trips you offer or specifics about your region 
 
Frequently, I see outdoor tourism professionals put the name of their business as 
the dominant graphic, right on top in an ad, tradeshow booth, web site or brochure. 
I call these “So what, who cares?” headlines. Big mistake. Unless you’re Coca-Cola, 
most prospects aren’t going to recognize what you do or what your destination has 
for them from the name of your business. 
 
At certain locations, like the home page of your web site, it may be more 
appropriate to make your company name the central copy feature of the layout (see 
previous example of Mariah Wilderness Expeditions on page 11). 
 
In most other places (see the yellow-shaded example below), presenting your 
information so prospects can quickly determine if you offer what they want will yield 
much greater sales. This would be a better strategy to express what you offer at the 
top of your brochure, ads, tradeshow booth, flyers, etc. Note how it quickly defines 
what it is this tour operator does. The headline of Mariah Wilderness Expeditions 
tells us they only do wilderness expedition. This D/C statement was designed to 
showcase their white water rafting operation. 
 

Since 1982, over 72,000 Happy Guests 
 

Whitewater Rafting 
Wilderness Adventures 

 
Seven Exciting Rivers in California & Oregon 

 
½ to 7-day trips • Beginner to Advanced • Family Trips • Team Building • B&B’s 

Catered Camping • Guide School • Private Groups • Women’s Tours 
 

Excellent Guides and Equipment • Spectacular Scenery  
Outstanding Customer Service 

 
 
In the example above, the company name Mariah Wilderness Expeditions, would 
be at the bottom or side of the ad, tradeshow booth, and flyer or on sub-pages of 
their web site. Travel prospects are looking for an activity, region or experience that 
will guide them to you if your defining headline appeals to their desires, feelings or 
images. This is your hook, and should be graphically the biggest part of your 
marketing message. 
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The following D/C Statement showcases a new start-up project that had yet to 
finalize their new business name. We then had a great opportunity to make the new 
business name and defining headline (highlighted in yellow) very descriptive too. 
This is an exclusive home stay high in the mountains of Panama. 

 
Tropical Vacation of a Lifetime 

 

Panama Highlands Guest Hacienda 
 

Panama Highlands near the Pacific Ocean 
 

Exclusive Soft Adventure Homestay 
 

Culture • Spectacular Wildlife, Birds and Plants • Unparalleled Scenery  
Upscale Homestay • Deluxe Safari Camping • 4-6 Guests • Custom Tours 

 
Gold Seal Safety • Excellent Guides  

Personalized Customer Service • Great Food • All Inclusive 
 

 
We also added a secondary descriptive headline for the company: “Exclusive Soft 
Adventure Homestay” 
 
Their business name, combined with the secondary descriptive headline, meets the 
criteria of quickly describing their upscale soft adventure guest hacienda in the 
mountains of Panama.  
 
Web Site Examples 
 
Here’s an example of double headlines: www.alaskaadventures.net 

• Austin’s Alaska Adventures [primary descriptive headline]  
• Western Alaska Near Nome & The Artic Circle [secondary Location headline] 

 
 
 
Gary Scott with Right Path Adventures uses secondary headlines right on the photo 
slide show that are descriptive and credibility-oriented to promote his new 
Dolomites, Italy walking tours. The text on the images was an add-on to the 
website that I recommended after it was launched. How’s his site converting? Gary’s 
first season in the Dolomites is almost sold out. He’s thrilled of course. Great job, 
Gary!  
 
Here’s another bonus video for you: A 15 minute video review I did on Gary’s new 
Dolomites website on how to make it sell more effectively. You should check it out: 
 
http://www.travelbusinesssuccess.com/internet-tourism-marketing-website-tips/   
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Here is a very descriptive headline that has no mention of the company’s actual 
business name at the top of the page: 
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Here is a very descriptive headline that has no mention of the company5s actual business name at 
the top of the page. 

Descriptive 
Headline 

Descriptive 
Headline 

With 
Location 

Affordable Trophy Sport Fishing 

Why hundreds of happy travelers choose us 
I CClllle back )-
mo.stly for lhe 8"21 fun 
we lllllllfe lbumall 
number of aJu,-. 
........ thl.o&< per$O<Ild. 
wes Ookro, on 

fWI 
willa ooe IUIC I made> 
lll)-stlf.l 
Sc ... -.. nub<r, CA 

lbb u lhe siJI3le ID05t 
pa:fe<1 rh-.r for 0)ilsblog 

found. 
ltoUJ Creer, 1'0 

• World-class 
clear stream fishing 

• Better Alaskan values 
don't exist 

• Five superb species 
• Incredible privacy & 

solitude 
• Expert guiding & 

instruction 
• Beginner · experienced 

fishing 
• Superb home-cooked 

meals 
• Wildlife viewing • 

lots of bears 

• No fly-outs I no aircraft 
• 6 person maximum with 

3 staff 
• Families always 

welcome 
• Beachcombing & 

blrdwatchtng 
• Fish 112 minute from 

lodge 
• Set your own schedule 
• Freezers 
• Showers & flush toilets 
• Wildlife viewing tower 
• Unbelievable fun 

for kids 

At.t.stin's Alaska Adventures 
ls loealod ln $1. Michael, on an Island looking &vor 
lhe Bering Sea. Come see tho Last Frontier, Alas!<a. 
You'U be glad you did! 

11'c come bod<.,....,"'.,.. 
mer for lhe p t 0)'1kb· 
InA and lhe 
sblp ol tbe Autfn family 
..,d stall'. 
flip A Soe1fll5otl. on 
l're taupt Md 
rd<&Wd liO IIWif &II ln 
o>ylifc. 
0.-.nlto)«. ,, 
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How a Defining Headline Improves With Time 
 
One of my early projects as a tourism business and marketing consultant started 
with my brother Kevin and his company, Baja Air Ventures, around 1989. Baja Air 
Ventures used to specialize in fly-in, safari-style, small-group surfing expeditions in 
remote locations of central and southern Baja, Mexico. His only focus was promoting 
surfing. 
 
His surfing customers frequently use to ask him “We love the fact you can fly us 
into such remote and beautiful Baja locations so quickly, but don’t you have 
something for our non-surfing spouse, girlfriend, family or friends to do?” Being 
good marketers and giving them what they asked for, we have since created several 
other non-surfing tourism options, including launching a soft eco-adventurer 
wilderness retreat called La Unica Wilderness Retreat on the Sea of Cortez, Baja 
Mexico.  
 
His brochure initially used his business name as the headline (before I learned the 
secrets of writing better marketing copy): 
 

Baja Air Ventures 
 

This is a “So what, who cares?” headline. It tells the reader nothing. We might as 
well have had a headline/company name that said: 
 

Kevin’s Baja Trips 
 

In the early 90’s, the brochure headline evolved to: 
 

   Baja Surfing Expeditions Baja 
 
 
Many years later, he is no longer is just a surfing tour operator, but he is still 
focused on Baja tourism, adventures, and taking guests quickly to remote locations.  
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Baja Air Ventures’ defining headline is shown here on the front cover of his most 
recent brochure: 
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Many years later, he is no longer is just a surfing tour operator, but he is still focused on Baja 
tourism, adventures and taking guests quickly to remote locations. Baja Air Ventures Defining 
Headline on the front cover of his most recent brochure is shown here/ 
 

Defining 
Headline 
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Clearly, Baja Air Ventures’ tourism products have evolved, and so has our 
marketing message. Between the company name at the top and the company logo 
at the bottom is a cool map and pictures of guests engaged in the activities he’s 
promoting.  

Summary of Part 2 – The Defining Headline© 
 

• The defining headline quickly communicates what types of trips you offer or 
specifics about your region 

• It doesn’t use your business name or region name unless it is super 
descriptive 

• It is okay to use your business name sometimes if you support it with a 
secondary descriptive headline 

• If you don’t hook customers immediately with a super descriptive headline of 
what you do/where you go/what’s in it for them, your tourism prospects will 
never read on to find out who you are 

• If they don’t read on, i.e. open your brochure, you probably will not grab their 
interest enough for them to call or email you 

• If they don’t call or email you, you lose potential sales 
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Part 3: The Location Statement© 
 
Where you operate your trips or promote tourism 
 
Frequently, a tourism prospect is seeking and choosing a vacation destination more 
by the region or country than the activities they will do. This is pretty 
straightforward if you are providing tourism vacations to a specific region, for 
example: Baja, Mexico. 
 
If you are fortunate enough to be promoting and selling a destination or region that 
has earned a positive international and established “brand” or image via successful 
destination marketing and media exposure, then the power of your Location 
Statement is much better. 
 
It can get a little more complex if you are offering travel options in many locations 
that are not well known, or the market perceptions are vague or incorrect. 
The location statement, like the other three steps of the D/C Statement, is to be 
used everywhere. The Location Statement has extra power in the super-competitive 
tradeshow environment. Here you have thousands of potential consumers for your 
tours or destination, walking up and down row after row, seeking great vacation 
options.  
 
Research studies have proven that you have a mere 3-5 seconds as these prospects 
walk by your booth to communicate where you go and what you have to offer them. 
Did you make a clear and positive impression? Chances are, the consumers are 
already overwhelmed and you lost your chance.  
 
If your tradeshow booth’s dominant graphics and copy said: 

 
Followed by many small pictures and supporting copy, these prospects wouldn’t 
have a clue where you go and what you do. Unfortunately, this is something I see 
the majority of the time with tourism tradeshow exhibitors, and they often spent 
thousands to exhibit there. What a waste of time and money.  
 
If you want to improve and super charge your tradeshow’s effectiveness then check 
out 7 Secrets to Trade Show Marketing Success, a free, hour-long group webinar 
you can watch on your computer: http://www.travelbusinesssuccess.com/7-secrets-
to-travel-trade-show-marketing-with-travel-marketing-bonus-free-webinar 
 
The following location statement highlighted in yellow not only tells people the 
general region you travel to, but also offers more specifics on the countries that 
highlight your travel destinations.  
 

• 7 Secrets to Trade Show Marketing Success: an hour-long group webinar 
training you can watch on your computer for free.    
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_________________________________Part III____________________  
Location Statement 

  
Where you operate your trips or promote tourism 

 
Frequently a tourism prospect is seeking and choosing a vacation destination more by the region 
or country region then the activities they will do. This is pretty straightforward if you are 
providing tourism vacations to a specific region, for example Baja, Mexico.  
 
If you are fortunate enough to be promoting and selling a destination or region that has earned a 
positive international and established Dbrand& or image via successful destination marketing and 
media exposure, then the power of your Location Statement is much better. 
 
It can get a little more complex if you are offering travel options in many locations that are not 
well known or the market perceptions are vague or incorrect. 
 
The location statement, like the other three steps of the D/C Statement, are to be used every 
where. The Location Statement has extra power in the super competitive tradeshow environment. 
Here you have thousands of potential consumers for your tours or destination, walking up and 
down, row after row, seeking a great vacation options.   Research studies have proven that you 
have 3-5 second - as these prospects walk by your booth - to communicate where you go and 
what you have to offer them. Did you make a clear and positive impression? Chances are the 
consumers are already overwhelmed and you lost your chance.  
  
If your tradeshow boothPs dominant graphics and copy said: 
 
 
 
 
 
 

  
Followed by many small pictures and supporting copy, these prospects wouldnPt have a clue 
where you go and what you do. Unfortunately, this is something I see the majority of the time 
with tourism tradeshow exhibitors, and they often spent thousands to exhibit there. What a waste 
of time and money. If you want to improve  and super charge your tradeshowPs effectiveness 
then check out:
 
 
 
 
 

• 

!
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The following example allowed us to combine the specifics of the location statement 
with the power of a super clear Defining Headline and secondary headline, which 
also supported the Credibility Statement. 
 

Since 1994, Specializing in Vacations of a Lifetime in East Africa 
 

EAST AFRICAN SOFT ADVENTURE 
CULTURAL & WILDLIFE TOURS 

 
Tanzania • Uganda • Zanzibar • Kenya 

 
The Best of Africa that 99% of Tourists Miss! 

 
Authentic African Culture • Spectacular Wildlife • Unparalleled Scenery  

Lodge, Homestays & Deluxe Safari Camping • Small Groups • Custom Tours 
 

Your Safety is our Top Priority • Excellent Guides  
Outstanding Customer Service • Great Food 

 
This D/C Statement in a tradeshow environment would probably position the 
business name to the side and below the Defining Headline. The owners of Another 
Land have done a great job combining the D/C Statement we created for them into 
a powerful collection of clear, concise and compelling marketing materials. Also, 
having just listened to their great outgoing phone message at Another Land, I can 
see they are successfully applying the D/C statement everywhere. Good work! 
 
Web Site Examples 
 
Here are some examples that should be helpful. Don’t forget to go back and look at 
all the Location Statements in previous D/C examples in this book. 
 
https://alaskantour.com 
 
http://discoververacruztours.com/ 
 
Helpful tip if you are promoting a not-well-known or misunderstood region 
Focus on the activities or the features of the region or country. For example: 
 

Earth’s Best Unspoiled Wilderness 
UNTOUCHED CULTURE • AUTHENTIC ADVENTURE 

MONGOLIA 
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Summary of Part 3 – The Location Statement© 
 
• Use it to communicate quickly where you operate your trips or promote 

tourism. If your business name incorporates a location, that is even better, i.e. 
Panama Highland Guest Hacienda. 
 

• Your location statement and supporting regions should also be reflected in your 
key words of the HTML coding of your web site. This helps the search engines 
more accurately index you. 
 

 
 

Special Readers’ Note: 
 

If you haven’t started building your D/C Statement using the accompanying 
worksheet provided, stop, go to page 55, print out the worksheet, and go back 
and create some draft D/C Statements integrating the first three steps. The blank 
worksheet can be printed out and used over and over as needed. 
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Part 4: Descriptive Text© 
 

• Key benefits the prospect can look forward to  
• Duration of the trips and/or size of groups 
• Variety of offerings, activities & difficulty  
• Level of comfort and accommodations 
• Any other details that sets you apart from competitors  

The descriptive text role is supportive to the other three parts you have carefully 
put together by now. Once a consumer is clear on: 

• What you offer 
• What destinations are you promoting and traveling to 
• Key information to qualify and sell them on their benefits of traveling with 

your company or to your destination. 
• The safety of your company, operator or destination (this bullet can replace 

the one that follows) 
• You are a safe operator or destination.  

The prospect needs more descriptive information that educates them on the details 
of what you are promoting and is it a good match for them? They need to know that 
they will have a good time, their life will be enhanced, and they are making a wise 
travel purchase. If the guest is not qualified for the trip it will ruin their trip, the 
other guests and the guides trip too. Meaning, they weren’t adequately informed, 
educated, prepared or physically able to do your trip or destination. 
 
Descriptive Text is Critical 
Imagine the following common scenario: A prospect is quickly attracted to your 
destination and company’s level of experience from your marketing message. They 
seek a weeklong soft- adventure with deluxe hotel accommodations. So the 
prospect calls your toll-free # or e-mails you - great. 
 
Although you’ve got great credibility and your traveling to where they want to go, 
your marketing message failed to clearly communicate that you only offer camping 
accommodations, outhouse toilets and two-week advanced treks. You may spend 
lots of your resources and their time sending brochures and trying to sell an 
unqualified prospect via e-mail or phone. This is a waste of time and money. 
Having prospects tell you ‘No”, is almost as valuable as a “Yes.” Often promoters 
and suppliers of adventure travel, Eco-tourism spend tons of money and time 
sending expensive literature, and spending valuable time on people who may not be 
solid prospects. 
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Note: the highlighted text in the example below is considered Descriptive Text 
 

Join 18-Time Iditarod Finisher & Hall of Fame Inductee Jerry Austin 
 

ALASKAN WILDERNESS 
SLED DOG TOURS 

 
Drive Your Own Team of 5 to 8 Friendly and Experienced Dogs 

 
All-Inclusive Week-Long Soft Adventures • Beginner to Advanced • Small Groups 

Snowmobile Trips • Lodge and Catered Camping • Sport Fishing • Wildlife 
 

Excellent Dogs & Equipment • Spectacular Scenery  
Outstanding Customer Service  

 
 
Descriptive text must address: 

• Duration of the trips and/or size of groups  
• Variety of offerings, activities & difficulty  
• Level of comfort and accommodations  
• Key benefits the prospect can look forward to 

 
Use super short phrases of information about your trips or destination: 
 

• Difficulty  
• Segment of the tour tourism market you are offering – adventure, Eco- 

Tourism, cultural, nature, etc.  
• Accommodations  
• Duration of trips  
• Is this large or small group?  
• Camping, rustic lodge or deluxe resort 
• Additional activities  
• Type of scenery  
• Additional amenities  
• Food 
• Customer commitments  
• Equipment  
• What makes you different? 

 
If you can’t summarize this in two to three lines, you may be offering too much or 
need to work on condensing your words. Also, notice that I usually frame the third 
line of Descriptive Text in a separate box and/or with another color. This allows the 
eye to more easily to assimilate the information, without overwhelming the reader 
with too much information in that section. 
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Descriptive 
Text  

Descriptive 
Text  

's AND BEsr CHiliSTIAN llAFTtNG COMPteNr 

Look inside to see what's New, 
Exciting and Fun for Christian 

& Youth Group Fellowship in 
the Great California Outdoors! 

0 RAFT 4 FREE - 1 5TII ANNUAL YOUTH DIRECTOR'S RAFI1NG TRIP! 

0 Seven fantastic Christian rafting and kayaking trips for all ages 

0 Spring break 3-day rafting and camping specials 

0 South & Middle Fork of the American River dueling river combo camp & raft 

0 New deluxe bathrooms, hot showers, horseshoe and volleyball court on the bt:st 

private wilderness campground on the American River. Your group will love it! 

0 Merced River trip - world class excitement only 5 hours from LA 

+ Chnstion Roftin S ec1ol •sts - Since 1978 Over 130,000 Ho Guests + 

/ For Great Deals & Specials 
Go Online at Whitewater Excitement, Inc. 

P.O. Box 5992 • Auburn, CA 95604 
800-750.2386 . info@whilewolerexcilemenl.com \. www.whitewaterexcitement.com / 

Whq Choose Us? 
0 Best '"alue & pricing 
0 Cenified river guides 
0 Best a lumni discount . 
0 G=t customer service 
0 Top-Qf-the-line equipment 
0 Christian owned & operated 
0 Incredible & abundant meals 
0 Best campground -Americ:m Rh·er 
0 Pri,>atc riverside group campsites 
0 Great churcll & youth leader references 

PRSRT SID 
U.S. Poslage 

PAI D 
Permill25 

Aubwn,0.9S603 

. 
• . 
• • 

t-8oo·J50-2}86 www.whittwattrtxcittmtnt.(om . 
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Descriptive 
Sub-titles

Descriptive 
Sub-titles

Descriptive 
Text  SURFING 

Isla Natividad • Seven Sisters • Secret Spots 

"Yesi ...... A/1 to myself" 

Short Boards 
• Relax • Explore 

SrnCKJ.ANu DESIGNs 

When you arrive by air ro our safari sryle base camp, you'll bt 
one of Baja's mosr precious resourctS: perfe«, unrid-

den 11\ll'es. You'll wake up ro rhe rhrill of howling ofT-shore beach 
brtaks or points 1virh some of rhe mosr perfect waves Baja has ro 
ofl'er. &ja is unmatched for consistency, variery, and sheer beaury. 

Isla Natilidad 
Natividad Island, long recogniud as one ofNorrh America's most 

beach breaks is n01v ltSS then three hours away in our 
aircraft Hop out of the plane and paddle om ro some of the besr 
barrels in Baja. 
DEPARTURES: May· Ocrober 4 -6 day expeditions 

Ccntml & Southern Baja Gcrawars 
You can now have an incredible surf rrip over a long and 
be rhere in rwo Our "uldmate off-road 1thicle' will Oy you 
dimt!y ro Baja's remou Sisrers region where you'll surf 
some classir points 
andmnafew 
's..'Cm' spots. 
DEPARTURES: 
November - April 
4 -6 day expeditions 

ULTIMATE BAJA SURF TRIP: ONLY +8 GUEST MAX. 
Smrring at $745.00' per person from S.1n Diego 
•All-inclusil•e wuh private R/1' air from San Diego 

WHO WEARE 
Activity & Relaxation 

' I \ I 

f 

' • 'I '1: 
er Toys • Aircraft 
ory • Experience 

Since 1989 thousands of satisfied guests. 

Bo3!!> & \Vater To)S 
The opporrunicitS for 
fun on the water are 
endless. You'll love 
our p.1nga as you zip our 
ro rhe islands 
after huge game fish, 
diving in surreal warm, 
or 1vildlife. A 
small sailboat or an 
assorrmenr of kayaks are 
perfe« relaxation and 
exploration. 

Aircraft & Pilots 
in our planes is fun and every sear is a lvindow seat Baja 

AirVenrures is experienced in Baja and has an exccUenr 
safe!)• record. The aerial of Baja's are fantastic! We are a 
fully licensed and certified FAA operaror.1\ll night crews are 
professional, commercially rated pilots 1vith exrcnsil'e flight 
experience. 

l!isrory & Sraff 
The idea came alxlur when Kevin Warren, a sportSman and surfer 
wirh om rwenry-fiw years experienct exploring Baja, began 
friends ro remore surf spors throughout the peninsula. Word of 
mourh spread abour rhese one of a kind nips, and Baja Air 
Ventures S. de R.L deC.V.was launched in 1989. A majori!j•of 
our business continues ro be referrals and repeat gums. Our 
Mexican srolf is dedicated co providing rou 11;rh excellent service, 
friendly smiles, delicious fresh food and a cultural slice of 
Mexico. 

"Kevin, was 1101 only a thoroughly profwional pilot, be was a 
totally captivating host and guiJe. The trip down (and back) 
WIIS sptttacular, the scfnery will be forgotten. WIMtl 
enjoyed most of all was the solitude". 

Gl Sl S· &S1 
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Notice the descriptive text in the following advertising examples’ rough draft layouts 
Mushing Magazine Ad - Display: 
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Notice the descriptive text in the following advertising examples rough draft layouts: 
 
Mushing Magazine Ad - display: 
 
 
 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
Backpacker Magazine 7 classified:  
 
WILDERNESS ECO-ADVENTURES 
 

Incredible wildlife and Eskimo culture. Seven day, all-inclusive lodge trips.  
Winter dog sledding with Iditarod Hall of Fame. AustinEs Alaska Adventures.  
877-923-2419, jaustin79@aol.com, www.alaskaadventures.net 

 

A L A S K A N  S L E D  D O G  T O U R S  
Join Iditarod Hall of Famer Jerry Austin 

Drive your own seasoned dog team on ancient  
Eskimo trails in pristine wilderness near Nome 

    O   All-inclusive week trips O Quality equipment & dogs 
   O   Iditarod trip O Lodge & heated tent camp O Small groups 
   O   Spectacular scenery O Beginners welcome O Great food 

Since 1976 - AUSTINIS ALASKA ADVENTURES 
 Video & Color brochure: Toll Free: 877-923-2419  

jaustin79@aol.com O www.alaskaadventures.net  

 

S U P E R  A F F O R D A B L E  
A L A S K A  

CLEAR STREAM FISHING 

      O Abundant Salmon & Arctic Char 
      O Expert Guiding O Small groups 
      O Beg. Y Expert. O 1 minute to stream 

Toll Free: 877-923-2419 OJaustin79@aol.com 
AlaskaAdventures.net O Brochure & Video 

6-day All-incl. only $2000 

Fly fishing magazine 7 Display ad 

Descriptive 
Text  

Descriptive 
Text  

Descriptive  
Text With 
Credibility  

Strung Together

Descriptive 
Narrative
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Summary of Part 4 – Descriptive Text© 

 
• Gives the duration of the trips and/or size of groups 

 
• Communicates variety of offerings, activities & difficulty 

 
• Provides the level of comfort and accommodations 

 
• Entices the prospect with Key benefits they can look forward to 

 
• Express the descriptive text in two – three lines maximum 

 
• It is a great way to help quickly qualify your offering as being what the 

prospective tourist is seeking. 
 
 

Helpful Tips 
 
If you are having a difficult time summarizing your tourism offer or destination, 
maybe you are offering too much. Many tour operators try to be too much. It’s okay 
to have a lot of itineraries, but be sure to target the same consumer market.  
 
Be crystal clear on: 
 

• Who you are  
 

• What you offer 
  

• And to whom you are targeting 
 
This will sell more trips and make you more money! 
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Section 4: Marketing Collateral Material with Samples 

Here is where we put it all together. The following section is filled with more 
samples of the Defining/Credibility statement expressed in other marketing 
mediums. 
 

• Study them  
 

• Identify the parts  
 

• Start building your own 

 

Direct Mail Pieces 
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Section 4 
 
Here is where we put it all together. The following section is filled with more samples of the 
Defining /Credibility statement expressed in other marketing mediums.   
 

� Study them 

� Identify the parts 

� Start building your own 

 
 

Benefit 
Statement 

Special 
Incentive 

Special  
Incentive
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Call 
 To 

 Action 

Benefit 
Statement

Special 
Offer

Credibility 
Statement

Special 
Offer 

 & 
Call  
To  

Action 

Descriptive 
Text  
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Descriptive 
Text  

Benefit 
Stateme

Call To 
Action

Credibility 
Statement 

Call  
To  

Action 
Defining 
Headline

Benefit 
Statement 

Benefit 
Statement 

Credibility 
Statement 
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This is the new version of Whitewater Excitement’s newsletter/brochure, followed on 
the next page by the old version. Big difference in the new layout, and it yielded 
great results for client. 
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This is the new version of Whitewater Excitement4s newsletter/brochure followed on the 
next page by the old version. Big difference in the new layout and it yielded great results 
for client.  

CAIJFOilNIA 's l»IOINAL AND BEsr CHiliSTIAN fiiAmN(} COMN.Nr 

Look inside to see what's New, 
Exciting and Fun for Christian 

& Youth Group Fellowship in 
the Great California Outdoors! 

0 RAFT 4 FREE · 15TII ANNUAL YOUTH DffiECfOR'S RAFTING TRIP! 

0 Seven f:mtas!lc Christian :tnd k:t)•:tking trips for :lll ages 

0 Spring break 3-day rafting and camping specials 

0 South &. Middle Fork of the American River dueling river combo camp&. raft 

0 New deluxe b:uhrooms, hot showers, horseshoe and volleyball court on the best 

priv:uc wi lderness campground on the American River. Your group wlU love it! 

0 Merced River world class excitement only 5 hours from LA 

•!• Chmtoon Rohm S Smce 1978 Over 130,000 Ho o!• 

Whitewater Excitement, Inc. 
P.O. Box 5992 • Auburn, CA 95604 
800.750-2386 • onlofwhliowo'tooxci!»mtf\' com 

Wh!f Ut? 
0 Rest value & pricing 
0 Certified river 
0 llc>t nlumnl tll>eoum 
0 Gn..in customer service 
0 Top-of.the-line equipment 
0 Christian owned & oa>cr:nc<l 
0 lncre<liblc & meals 
0 llcst c:unp{tround • Amcrlt"m Rh·cr 
0 Priv:uc riverside grol'IJ> campsites 
0 Great church & youth lc:ldcr references 

For Great Deals & Specials 
Go Online at 

www.whitewaterexcitement.com 

PRSRISTO 
U.S. Posloge 

PAID 
Petml1#15 

Aubuln, (A 9 S603 

•Hifllttafll 

1·8oo-no·z)86 www.whitfwater.xcitfmfnt.com ·: 
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Gener.U infonnation 
KM<f'ation.: C.UToll f,...(800) 750-2386 

a-n .... 111rtlnl ... .. .... .. -, .................. _,_ .................. ......... ..... ,.."_.... ........... ,_ ... _....._,_..W'Ifo ___ .. l..O ....... .... ......... A ..... fll'l'IO,..JIUDier,..,.el,- .. .. ... 
..... -,... ....... ""... ,...... .......... _._.... ....- .... k......,. 10 ,..._ l.MI- cc .. _. ... .......,,.... ___ .........., 
c;,....- ._..,...._ .. ,._....,.,,z.•• ... .,...(la,.,._.,.,.,..hr •-
.. .,.......,.,... • ..,.. ..... _ ... ...,-... ...... liM ... - ............. .. 

lnfn" ............. A.....-:: ....... ...,...... ....... .-.. a ..-..1111*-GB .-..cn6 .. ••lildr 
,.. ... - ,.._. ,... ... • "-"" ... - • cal rl,... ... "" lolc -

,...,. • ._....,.... ... .. .. ... .. ,_ .. ,. 
\4 .... b"lludo.t• .................... .. ol ...... 
• ....,.... ..... """' 1-re- .......... -.... JAc at) "f'l''l ....... k""""' Clf [s fie 
INIIII .... --. t....., tD '"P !kif,....., tc:a --.1 'a:t 
rd 10 11P • A "'Mrn".lli Of II.J!>t.. MU lltfliA.q fUR\\ ..... tu llrlr anp II 1 ,.._ ..-lllflllk ,_ 
,._ • fN •If' TJ1f .-1 ••1._ W ""*"* -.:DCt ... « 11o::1\c ulo •• ...,.,.. 1 "'«f''llfll*'-b'llll,c-aS .. w ... ""' ""'''ll,.•onc• 

... _,llotdlru• ......,, • ._ 

IJinOflllllhA 'Mart. 
\11MK"fl lhll; (.llun.il 
\i1i\lotl VICJC._ ('A 

R .. ..,. 
Vn.tlulllnl!fnl 

Rt!tnntn to our AdHnuares 
lrk \'aD P11:1.en 

Aubwn. CA 

Cbc·ri Scl:lfld« 
Chn"' I .Uihc:nl 
Gatdd1 Gro\-c, CA 

Whitew11ter Excitement, Inc. 
P.O. lkl.\ SQQ1 t\uhum.l A 9560-a 
(800) 7S0.2..186 1-'ll'C (5'l0)881l-Ubl4 ·IA .. 1<1il intbt'U'\\'hlti!Y..\I1cre.'CCitcmtnLOOm 

13 \ t \ft.\ Com•inrcho ••• 
Christian Outdoor Ad\•entnres 

Sc Peub' I 41llw:m I 
t'l1ro(ln(;d"'· 'NV 

Noom1 Srni!b 
71 b l'M}' A c,henh\1 
Onntc.CA 

PKSK[ S'f1) 
II S 

P:u.l 
l'dm•l•!" 

\!Ilium c. ,.\'1)<\M) 
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Letterhead 
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Letterhead  

Descriptive 
Business 

Name 

Corporate
Logo 

Credibility 
Statement 
Credibility 
Statement 

 
Maximum letter space for 
writing yet loaded with 
important sales language. 

Descriptive 
Text 

Credibility 
Statement 
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Brochures 
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Credibility 
Statement  

Descriptive 
Headline 

With 
Location  Descriptive 

Text 

Action 
Activity 
Photos  

Action  
Activity  
Photos  

Action 
Activity 
Photos  
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Credibility 
Statement 

Testimonials 

Defining 
Headline 

With 
Location 

Photo 
 Of  

Happy 
 Guests

Credibility 
Statement

Descriptive 
Text

Credibility 
Statement 

Credibility 
Endorsement 
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Here’s the 2003 version of this main brochure, followed on the next page by the 
2002 brochure. Sales increased by over 30% in 2003, giving Whitewater the best 
year ever in their 26-year history.  
 
Although we launched many other successful marketing initiatives, the new D/C 
Statement contributed substantially to their success. 
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Here&s the &03 version of this main brochure followed on the next page by the 2002 brochure. 
Sales increased by over 30% in 2003, giving Whitewater the best year ever in their 26-year 
history. Although we launched many other successful marketing initiatives, the new D/C 
Statement contributed substantially to their success. 

 

Descriptive 
Text  

Credibility 
Statement

Credibility 
Icon 

Descriptive 
Text  

Benefit 
Statement 

0 Tu(Hif·llil'lne 1!\JI ijlj 

0 lncr(l]bfr a.lbllld.t'II11Ub 

o llc:JI Wlrti <iscounl OR rr ftf'('l ll'>l. ' 'T 

t·8oo·no·z316 
www.mhlttwatermitement.com 



TravelBusinessSuccess.com | Tim Warren | ©2018  
 

45 
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www.whittwattrtX(Itfmtnt.(om 
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Envelopes 
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Envelopes 
 

Benefit 
Statement

Credibility 
Statement

Special 
Credibility 

of 
Guarantee 

Descriptive
Text 

& 
Credibility 
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Credibility 
Statement

Credibility 
Icon 

Credibility 
Statement 

Descriptive 
Text 

Credibility  

Descriptive
Summary 
Headline 

More Info. 
Easy 

Toll Free 
Access 
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HTML-Formatted E-mail Newsletters 
 
http://bajaair-kevinwarren-
ppss.createsend1.com/t/ViewEmail/r/EA6EE3573EB3C5232540EF23F30FEDED 
 
http://bajaair-kevinwarren-
ppss.createsend1.com/t/ViewEmail/r/C1AA547CDDF62C672540EF23F30FEDED 
 
These are both for Baja Air Ventures. Notice the D/C Statements content in the 
newsletter at the top and bottom of the newsletter. 
 
This is part of a search engine optimization (SEO) program that has been very 
successful. Each site below is optimized for different specific keyword phrases. You 
may have noticed the same on other sites referenced in this course: 
 
http://alaskatours.com 
 
http://seakayakadventures.com 
 
Notice That The URL’s Are VERY SPECIFC and DESCRIPTIVE. 
 
These are the very specific “themes” of each site. This allows us to quickly 
communicate to the reader where we go and what we do. By aggressively pursuing 
these same key word phrases with a well-planned and executed (SEO) program, we 
have earned super high ranking: Top 1 to 10 in all the major search engines.  
 
See for yourself. Do a Google web search using the keyword phrases “Alaska 
Adventure Tours”, “Alaska Outdoor Adventure” or “sea kayaking tours”. These 
website are on page 1. This has yielded tremendous target traffic, lots of prospects 
and increased sales!  Because these web sites were built using SEO and the D/C 
Statement principles, the sites get lots of qualified traffic. These websites compel 
and enroll these prospects, many of which e-mail and call for more information, and 
a high percentage convert to clients. 
 
More E-mail newsletters: (web versions. Not hosted on domains) 
http://www.grnewsletters.com/archive/timsells4u_225032/Lost-Campers-Early-
Bird-Campervan-Rentals-Sale-on-Now-SAVE-Lots-of--
461421104.html?show_schedule=yes&u=BrYAk 
 
http://www.California-River-Rafting.com/newsletter/newsletter-july2003.htm 
 
https://app.getresponse.com/view.html?x=a62b&m=FcPoI&y=I&show_schedule=ye
s# 
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Outgoing Phone Messages: Your 24/7 Salesperson 
 
Every prospective point of contact is an opportunity to sell, including an after-hours 
phone recording. Please call this phone # during off-hours if you want to hear the 
recorded out-going message: 
 
Whitewater Excitement - 800-750-2386 – West Coast, USA 
 
“Thank you for calling Whitewater Excitement, your best source for 1/2 – 2 day 
California rafting vacations. We have over 25 year’s experience, 125,000 happy 
guests, unbeatable pricing and the best private riverside campground on the 
American River. Please leave your name, number, E-mail, how you heard about us, 
and some good times to reach you. Be sure to check out our website: 
http://www.WhiteWaterExcitement.com for specials and more information.” 
 
Baja Air Ventures - 619-421-2235 – West Coast, USA  
 

Web Site & Video Samples 
 
Be sure to check out all of these web sites. They all have elements of the 
Defining/Credibility Statement© used in different ways throughout the site. All the 
Alaska web sites use video to help motivate prospect into becoming paying guests. 
 
Listen and look for the D/C Statement info, testimonials, and images of happy 
guests having fun integrated in the post-production. These videos (and other 
marketing we have done) have contributed to this client’s excellent and profitable 
seasons. 
 
www.TravelBusinessSuccess.com 
 

www.California-River-Rafting.com 
 

www.BajaAirVentures.com 
 

www.mariahwe.com 
 

www.theworldoutdoors.com 
 

www.mtsobek.com 
 

www.AlaskaAdventures.net 
 

www.oattravel.com 
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Section 5: Social Media: Tourism Marketing 2.0 Plus© 

3 Key Social Media Sites to Get Your Clients Selling for You 
 
What do you think is the driver behind the whole social media, Web 2.0 world? It is 
nothing more than word of mouth/conversations multiplied by the Internet. When 
you have online testimonials (recommendations or “likes”) this is “word of mouth” 
advertising on steroids that convert shoppers into buyers – guaranteed. 
 
People sharing opinions, recommendations and testimonials online is the fastest-
growing segment of the online world. User review and location-based sites like 
TripAdvisor, Yelp and Google Places are now a standard part of a travel shopper’s 
due diligence. 
 
I recommend you claim or open up accounts with all three below, and make them 
all a part of your social media marketing to get your clients recommending for you. 
When you have three social media options to offer clients for their comments, your 
chances of getting more testimonials goes way up, because different people are 
engaged in different social media/review sites. 
 
Tourism Marketing 2.0 Plus  
 
This is a new phrase I coined that I define as “The active engagement with travel 
and hospitality prospects and clients, to increase both the quantity and quality of 
social media reviews”. 
 
Why not help these shoppers choose you? Help them learn more about your travel 
offering by letting them listen to and watch your best clients enthusiastically 
recommend you. Make requesting comments, reviews, posting of photos from your 
clients a normal part of your marketing and operations – then watch your new 
prospects and sales conversions skyrocket. It is easy, fast, super effective. 
 
Facebook: Although I use and recommend you use Facebook too, I purposely did 
not include it in this course because it does not have a specific rating system or 
place to post reviews or recommendations – yet. Getting “Likes” on your personal 
page or Fan Page should be a part of your ongoing tourism marketing and customer 
service follows up. Look for a special course and webinars on Facebook Tourism 
Marketing with me in the near future.  
 
Search Engine Bonus: Some search engines now show client comments in search 
results. In fact, Google rewards you by delivering higher ranking for travel 
businesses that have claimed their Google Places listings. 
 
You don’t have to get involved with daily social media efforts to start to benefit. 
Start out by using these social media sites below and you’ll improve your prospect 
inquiries, sales conversion, and global and local search engine ranking too. 
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Special Notes: 
• Be sure to use your short “Credibility Statement” in ALL your social media 

listings.  
• If your customer service is lacking, you should also work on improving this 

too, or social media sites like these will hurt your business from less-than-
flattering customer reviews. 

 

Tripadvisor 
 
Reach 40+ Million Monthly Travel Shoppers & Buyers for Free 

 
 
Tripadvisor (TA) has become the #1 traveler and review site in the world. That’s 
why you must use it as part of your travel social media marketing. 
 
It is easy to set up, free, and gives you great local advertising. Travel consumers 
are actively reading and posting comments, accolades and criticism on your travel 
options. So you better get involved. This will help you positively influence the 
number of happy recommendations, which will lead to more prospects and a higher 
sales conversion rate. 
 
As the owner of a Tripadvisor listing, you should actively “manage your listing” and 
post your URL, Email address, specials, updates, photos, videos and more. TA gives 
you a bunch of very cool tools and a “widget” to help you showcase your reviews, 
your ranking and more. Check out this short instruction video with examples on how 
to use, set up and promote TA as part of your tourism marketing success: 
 
http://www.travelbusinesssuccess.com/how-to-sell-more-travel-with-tourism-social-
media-marketing/ 
 

Tripadvisor*–*Reach*40+*Million*Monthly*Travel*Shoppers*&*Buyers*for*Free
Tripadvisor*(TA)*has*become*the*#1*traveler*and*review*site*in*the*world.**That’s*why*you*must*
use*it*as*part*of*your*travel*social*media*marketing.*

It*is*easy*to*set*up,*free*and*gives*you*great*local*advertising.*Travel*consumers*are*actively*readB
ing*and*posting*comments,*accolades*and*criticism*on*your*travel*options.*So*you*better*get*inB
��
�	����������

��	
�������������	
������	��	���	�����	���
��������	����	������������������

�
lead*to*more*prospects*and*a*higher*sales*conversion*rate.*

Plus*you*as*the*owner*of*a*tripadvisor*listing,*you*should*actively*“manage*your*listing”*and*post*
your*URL,*Email*address,*specials,*updates,*photos,*videos*and*more.***TA*gives*you*a*bunch*of*
very*cool*tools*and*“widget”*to*help*you*showcase*your*reviews,*your*ranking*and*more.**Check*
out*this*short*instruction*video*with*examples*on*how*to*use,*set*up*and*promote*TA*as*part*of*your*
tourism*marketing*success.

50
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Google Maps (formerly Places) 
 
Client Reviews, and Increase Your Local Search Engine Results Too! 

 
 
The Google rush is on – again. If you have not claimed your free Google Places 
listing yet, you are missing out on an awesome way for your business to stand out. 
Google Places as a social media marketing tool rocks. It gives you for free:  

• Prioritized local search results  
• Map features with business pinpoint markers  
• Your own customized free business listing webpage 
• Ability to add photos, videos, and offers to show customers why they’ll want 

to choose you.  
• Highlight special promotions, post live updates, and respond to reviews from 

your places for business account.  
• Learn more about your customers: what keywords they’re searching for and 

where they’re coming from. 

 
Since a growing percentage of searches are local, why not be there when they 
search? If you are not, I guarantee your competition will be (or already is). 
 
Watch this short how-to video presentation and learn how to claim and optimize 
your free Google Places listing now: 
http://www.travelbusinesssuccess.com/google-local-listing-for-tourism-marketing/ 

Google&Places:&Client&Reviews&and&Increase&Your&Local&Search&Engine&Results Too!&

The$Google$rush$is$on$–$again.$If$you$have$not$claimed$your$free$Google$Places$listing$yet,$you$
are$missing$out$on$an$awesome$way$for$your$business$to$stand$out.$

Google$Places$as$a$social$media$marketing$tool$rocks.$It$gives$you$for$free:
• Prioritized$local$search$results
• Map$features$with$business$pinpoint$markers
• Your$own$customized$free$business$listing$webpage$
• Ability$to$add$photos,$videos,$and$offers$to$show$customers$why$they’ll$want$to$choose$you.
• Highlight$special$promotions,$post$live$updates,$and$respond$to$reviews$from$your$places$
for$business$account.$

• Learn$more$about$your$customers:$what$keywords$they’re$searching$for$and$where$they’re$
coming$from.

Since$a$growing$percentage$of$searches$are$local,$why$not$be$there$when$they$search.$$$If$you$are$
not,$I$guarantee$your$competition$will$be$$(or$already$is…)

Watch$this$short$howLto$video$presentation$and$learn$how$to$claim$and$optimize$your$free$Google$
Places$listing$now.&

�����	�������
��������
����������

One$of$the$many$reasons$I$recommend$Yelp.com$is$because$it’s$easy$for$clients$to$give$ratings,$it’s$
an$active$community$and$it’s$growing$FAST.$��
��	����������������������������
��
���������	���
and$talk$about$great$(and$not$so$great)$local$businesses.!
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Yelp 
Word of Mouth – Amplified 
 

 
One of the many reasons I recommend Yelp.com is because it’s easy for clients to 
give ratings, it’s an active community, and it’s growing FAST. Yelp is the fun and 
easy way travel consumers find and talk about great (and not so great) local 
businesses. 
 
Yelp aims to connect people with great local businesses. And when you activate 
your free Yelp Business Account, it allows you to share key information with the 
Yelp Community, your clients and future customers. 
 
Why is Yelp Super Important? 
 
Size: With an Alexa Global rank of #136 and #36 in the US, and a demographic mix 
of highly educated, 25 – 65 year old users with high income and a higher 
representation of female consumers, Yelp is a social media juggernaut that is 
radically influencing purchase decisions of customers. 
 
 
Like Tripadvisor, Yelp gives travel businesses and travel agents a free business 
listing where you can list multiple locations, post free advertising, photos, coupons, 
updates and more. Plus as a top-ranked site, you can help your ranking with a 
strong keyword-rich profile with links to your website. 
 
Check out this short Yelp video presentation to learn more about Yelp and a mini-
case study to see why I highly recommend Yelp to increase inquiries, sales 
conversions AND help your search engine “click-through rate” (CTR) too: 
 
http://www.travelbusinesssuccess.com/how-to-sell-more-travel-with-tourism-social-
media-marketing/ 
 
	
	

Size: ��#�����
��&���������!�����������������	�������	����#����
�������������!� ������&����
highly educated, ���(�	��'��!�����$"�!"�%�#�������������������������!�!� !�"��#�#��������������
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Like%Tripadvisor,%Yelp%gives%travel%businesses%and%travel%Agent%a%free%business%listing%where%
you%can%list%multiple(locations,%post%free(advertising,(photos,(coupons,(updates(and(more.(Plus(as(
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website.

Check%out%this%short%Yelp%video%presentation%to%learn%more%about%Yelp%and%a%mini?case%study%
to%see%why%I%highly%recommend%Yelp%to%increase%inquiries,%sales%conversions%AND%help%your%
search%engine%%“click?through%rate”%(CTR)%too.
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Summary: “Tourism Marketing 2.0 Plus” Turns Shoppers into Buyers 
 
Bottom line – You can no longer afford not to be engaged in social media. Give your 
customer multiple places for them to make their comments, recommendations, and 
reviews. That way it’s easier for your customer and you’ll earn more positive 
rankings.  
 
Lots of online reviews in social media sites will turn your travel shoppers into buyers 
– guaranteed! Plus, you will start attracting more sales partners or tour operators 
who only want to work with top-rated tourism professionals like you! 
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Section 6 Worksheet Guide 

Below is the Defining/Credibility Worksheet for you to build your own more-powerful marketing copy. Use it over and 
over again and fine-tune your marketing communication.  
 
Credibility Statement 
 
Defining Headline 
 
Defining Headline 
 
Location Statement 
 
Descriptive Text 
 
Descriptive Text 
 
More Descriptive Text 
(If Needed) 
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Glossary of Terms 

These are terms used throughout the book to define and describe key elements of 
the “Defining/Credibility Statement”© (D/C). The first four terms are the 4 
foundational elements to powerful D/C Statements. These are THE building blocks 
to marketing messages that sell. Most other terms are sub-elements of the 4 
foundational components of your D/C Statement. Use them properly and prosper. 
 

1. Credibility Statement - Your level of experience, credibility and safety 
a. Credibility Icon/ Endorsement - Your level of experience, credibility and 

safety represented graphically as an award, certification, seal or medal 
b. Testimonials from guests - Your level of experience, credibility and 

safety via a written or verbal quote from clients and visitors 
c. Testimonial from travel professional or media – same as above, but 

travel professional or media have even more credibility 
d. Happy Client Image – Credibility, safety reflection with type of clients 

you can attract represented in image 
 

2. Defining Headline - What type of trips you offer or specifics about your 
region 

a. Descriptive Headline with Credibility – Integrates detailed information 
with elements of safety, security and/or endorsements  
 

3. Location Statement - Where you operate your trips or promote tourism 
 

4. Descriptive Text -  
a. Key benefits the prospect can look forward to 
b. Duration of the trips and/or size of groups Variety of offerings, activities 

& difficulty  
c. Level of comfort and accommodations  
d. Any other details that sets you apart from competitors 

 
5. Benefit Statement – A “What’s in it for you” offer or incentive 

  
6. Special Offer/ Incentive – Value-added bonus or discount to move 

prospects to become guests and visitors  
 

7. Call to Action - Time sensitive invitation or incentive. Action-oriented 
language 
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Website Review, Customer Appreciation Specials, Etc. 

 
Website Review by Tim Warren – Limited Time Offer 
 
If at the time of your purchase of the Tourism Marketing 
Success Course, the option of having Tim Warren review your 
website was part of the limited time offer, please read the 
following paragraph: 
 
 
Website Review is Step #7 
 
I want you to get the most out of your video-recorded 1-on-1 
consulting session with me. That’s why it is important that 
you have gone through the entire first 6 steps of the course 
and thoroughly understand the strategies outlined in this course. Also before 
meeting, you need to have completed the worksheets with drafts of your best 
efforts communicating your D/C Statement. Even better, you have your D/C 
Statement worksheet completed and you have incorporated it into your website, 
which we will review together. That way we can focus during your session on 
refining your website to maximize your marketing message and sales conversion. 
 
When you have studied this guide, watched all the videos, and listened to all the 
audio seminars of the first 6 steps of this course, have completed drafts of your D/C 
Statement, and/or your website draft is done, please e-mail your worksheet to me 
(as a Microsoft Word document or PDF) along with your website address to 
TimSells4U@AdventureBizSuccess.com. I will then schedule a Skype consulting call 
with you. 
 
 
Did You Miss the Special Consulting Bonus? ( Save US$901.00) 
 
If you missed the limited time offer to get one-on-one coaching on your website 
marketing message, contact me to see if a private consulting session is available.  
 
Private coaching sessions with me normally start @ US$1300 a month, 3 month 
minimum. But since you are a Tourism Marketing Success course member, I am 
delighted to offer you a video consulting session with a video recording to review 
your website for only US$399.  I am committed to helping you apply this powerful 
concept to earn more prospect and make more sales. 
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Customer Appreciation Special Savings - Future Special E-books, Courses & 
Webinars for your Tourism Business Success  
 
As an owner of one of my courses or student in our webinars, you are entitled to 
our preferred client discounts. All our online or phone workshops and special reports 
are totally dedicated to helping you create more success in your tourism business or 
destination: sales, marketing, e-marketing, management, operations and planning. 
We will notify you by our e-mail newsletter of new courses, classes and 
communities guaranteed to improve your bottom line. 
 
Special Savings on Coaching, Consulting & Mastermind Groups (Beyond 1-
Time Website Review) (Save 100% of Your Investment in this Course) 
 
If you decide you want more success and profits in your tourism business and retain 
Tourism Tim Warren or are accepted into his Mastermind groups, 100% off this 
Course will be credited to your first 3-month invoice. 
 
Again thank you very much for your purchase of this course. Please let us know 
when you add your D/C Statement concepts to your web site. Maybe we will add 
you as a good example of tourism marketing in our next revision of this course!   
  
Continued Professional Development 
I highly recommend you subscribe to and listen to my podcast Travel Business 
Success frequently.  
 
I share best practices of thought leaders in tourism marketing, travel business and 
hospitality careers. Since 1994, I have been teaching you how-to start, grow and 
succeed with your travel business and career with success stories and expert 
interviews. Discover how profitable tour operators, travel agents, lodges, hoteliers 
and DMO’s worldwide use tourism marketing, social media, internet marketing and 
more to increase bookings and arrivals. 
 
Listen today to get ACTIONABLE tips and learn new SIMPLE and EASY strategies to 
improve your travel business success – and your bottom line! Find show notes and 
special listener bonuses at http://www.TravelBusinessSuccess.com  
 

• Itunes subscription 
• Stitcher ( Android devices) 
• Google Play  (Search for Travel Business Success)  

 
 


