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SOCIAL MEDIA AND 

PROFESSIONALISM 

are two hot buttons in 

today’s business envi-

ronment. What do they 

mean to you as a travel 

professional? Discussing 

these along with other topics critical 

to success brought a medley of impas-

sioned responses during Travel Exchange 

’16, dialogue that once again demon-

strates the importance of etiquette no 

matter the situation or industry.

While some may say etiquette is “old 

school,” most would agree that it has 

never been more crucial to set oneself 

apart from competitors. Recognize that as 

individuals we all have multiple roles in 

life, and etiquette—or the lack thereof—

weaves its way through each position.

Whether considering personal 

demands or professional requirements, 

everything we encounter is communica-

tion-driven. The devices and tools used 

for connecting have become as abundant 

as the personalities that utilize them. 

So have the missteps and faux pas. The 

opportunity to share information instan-

taneously with a client, colleague or 

friend through email, social media and 

texting not only broadens our possibili-

ties for success, it exponentially expands 

the potential for a negative interaction if 

proper etiquette is not employed.

What communication tool has proven 

to be the most effective? What consti-

tutes suitable use? Is social media a 

good outlay of time? What is the best 

way to interact with your clients? These 

are just a few of the questions posed to 

participants during my first session at 

Travel Exchange. The answers, though 

varied, struck a common theme: What 

began as a novelty a scant 20 years 

ago (the personal digital assistant) has 

evolved into crucial equipment (the 

smartphone or tablet) in today’s busi-

ness world, with endless possibilities for 

connecting.

Not only are they readily available for 

communicating, but these devices are 

also great assistants when it comes to 

calendar reminders and making notes. 

To ensure proper etiquette when using 

your device during an intimate meeting 

for note-taking, be courteous and advise 

others that you will be utilizing your 

equipment for that purpose.

With the endless possibilities offered 

by hand-held devices, the general con-

sensus among NTA participants indi-

cated that email is now on par with 

snail mail as two dinosaurs poised for 

extinction. Texting and Twitter are the 

preferred methods of corresponding. 

Facebook and LinkedIn rated next among 

the group with one very important 

caveat—be consistent. If social media is 

going to be employed, dive in with both 

feet and manage your avenues con-

stantly. Stay current and visible. Explore 

apps such as Hootsuite and Sprout 

Social to administer your social media if 

needed. If you don’t buy in completely, 

you are better off positioning your com-

munication through other channels.

One channel that all professionals 

should perfect is the art of presenting 

with ease. In the travel industry and 

across the commercial landscape, hav-

ing the ability to deliver a compelling 

message is critical to achievement.

Generally speaking, anxiety is the 

most common stumbling block for indi-

viduals when rising to deliver a pitch or 

presentation. According to attendees of 

my second session, “The WOW Factor—

Presenting with Ease,” the source of 

that anxiety varies from “feeling like 

I’m being judged” to “not liking how I 

look or sound.” Some admit to forget-

ting to breathe, a common occurrence 

in front of an audience, even an audi-

ence of one. The point of difference for 

composed and effective presenters is 

simple: They are prepared.

Preparation takes many forms. Allow 

yourself time to gather the information 

and thoughts needed for your presenta-

tion. Consider the benefits to your audi-

ence and hone in on them when plan-

ning your approach and delivery. Step in 

front of a colleague and rehearse your 

pitch … and then repeat it in front of a 

mirror. The more you practice, the better 

you will become; the more prepared you 

are, the less anxiety will distract you. In 

the end, if some anxiety remains, learn 

to channel it into energy to ensure a 

dynamic presentation.

High-quality communication in all 

forms is the key to success in the global 

market. Managing your channels effec-

tively, practicing superior etiquette and 

expanding your horizons and methodol-

ogy will deliver the results you desire.

Paul Vitale, president of Vital 

Communications Inc. and a familiar 

presenter to NTA audiences, speaks 

worldwide about personal and 

professional growth.

SOCIAL MEDIA

Managing Your Channels Effectively
BY PAUL VITALE

The general consensus among NTA participants 
indicated that email is now on par with snail mail 
as two dinosaurs poised for extinction.
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WHERE DOES NEPAL FIT in your tourism 

life? Have you been? Do you send clients 

there? Do you ever want to go? And after 

the earthquake last April, did you make 

a donation to help out? Please read on if 

your answer is ”Yes,” “I wish” or even “I 

want to know what tourism can accom-

plish after a crisis.”

For that is the story we can now tell 

as we approach the first anniversary 

of the Gorkha earthquake, which killed 

8,617, injured 16,808 and displaced 2.8 

million Nepalese.

Tourism Cares, as the charitable com-

munity of the travel and tourism industry, 

acted quickly after the disaster, launching 

the Nepal Recovery Fund, which gathered 

more than US$85,000 in contributions 

from 220 donors, such as The Travel 

Corporation, Alexander+Roberts, Globus 

and Abercrombie & Kent.

Our stories and lessons from Nepal 

are divided into two related parts: how 

visiting the country can uniquely support 

communities, companies and travelers 

during the recovery phase, and how tour-

ism’s collective philanthropy can help the 

industry—and the traveler experience—

bounce back better than before.

As a travel professional and influencer, 

consider this: Today is one of the best 

and most meaningful times ever to visit 

Nepal. Crowds are low along famous 

treks, discounts are available at attrac-

tions and the U.S. State Department 

recently lifted the travel advisory that 

had been in place since the earthquake.

Yet what supercharges the Nepal 

experience is what else you can experi-

ence only now: the inspiration of the 

recovery. Tourism accounts for 400,000-

plus jobs in Nepal and about 10 percent 

of its GDP. The welcome you receive by 

the famously hospitable people will be 

especially warm. A trip to Nepal in 2016, 

beginning with the earthquake anniver-

sary in April, can be especially meaning-

ful. There are “Wisdom Wednesdays,” 

hosted at a pub in the Kathmandu neigh-

borhood of Thamel by local nonprofit 

Next Generation Nepal; it includes speak-

ers on ethical tourism and volunteering.

You can even be a part of the recovery, 

as research from Tourism Cares shows 

that giving and volunteering during 

travel enhances trip satisfaction. So trav-

elers should consider a service trip, using 

a company committed to rebuilding and 

giving back to Nepal (e.g., Crooked Trails). 

Any trip will help sustain jobs, and you’ll 

create extra benefit if you pick a rebuild-

ing trek to the Langtang or Gorkha 

regions that were especially hard hit.

The greatest power we have for 

change is our business and clients. So 

think about Nepal and what you can do 

to help tourists return.

Our value to Nepal’s future is far 

from done. There’s also the power of 

philanthropic investments, especially ones 

linked to our business. The goal of the 

Nepal Recovery Fund is to support tourism 

during the recovery phase and to invest in 

the renewal phase afterward. As tourism 

returns, we want it to benefit more people 

and produce an even richer experience.

This is a vision that only the Tourism 

Cares community will tackle, and we’ve 

had some neat successes:

• We partnered with the Nepal 

Academy of Tourism and Hotel 

Management to offer a special 

training and certificate for lodge 

and tea house owners and manag-

ers displaced by the quake.

• With Seeing Hands Nepal, a massage 

clinic, we supported the training for 

another five visually impaired mas-

sage therapists, fostering a direct 

link to the tourism economy.

• On behalf of our contributors and 

media partners, we supported tour 

operator disaster preparedness 

trainings with the Adventure Travel 

Trade Association.

• We have promoted effective volun-

teering in the wake of crisis.

This was all made possible by you: 

NTA supporters, friends of Tourism 

Cares and the tourism industry itself. It 

is the magic of Tourism Cares, which is 

far more than your standard charity.

So thank you for what we have done 

to support Nepal and what we can do.

Mike Rea is the executive director of 

Tourism Cares. Read more about the 

organization and its work and research 

by visiting tourismcares.org.

Returning  
the Power  
of Tourism 
for Nepal
BY MIKE REA

Signs of last April’s earthquake damage 
remained in Kathmandu’s Durbar Square 
during Rea’s visit in August.

Mike Rea in Dhulikhel, on the rim of the Kathmandu valley, investigating a site for a 
social restaurant project last August.


