DWHSA Master Class:
Sell More Romance
Travel in 2026
(How to Grow Your
Bookings With Couples)

(September 9, 2025)
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2026 — It’s time to
mk some decisions!
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There’s so much in the travel industry — and with your clients —
that you absolutely cannot control.
So, for 2026, make it a goal to try every day to
focus just on the things YOU can control!
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5 Strategies for 2026

1. Get a firm handle in 4Q2026 on what you're selling, what's really
making you money — and what you should say goodbye to.

2. Clean up your database of clients and prospects. Then, work it
ceaselessly in 2026 (with a firm eye on building referrals).

3. Ramp up your prospecting in 2026 to a “17” (on a 1-10 scale).

4. Build dependable, repeatable syst in your travel business to
automate and delegate everything you don’t have to do personally.

5. Bring on some reliable helpers once you've hit the “wall” of what you
can do totally on your own.
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Step 1:

Get a good idea of what’s selling — and what’s honestly making
you money — in your business. (Plus, what’s working and what’s not.)
Then, start saying “Bye bye bye” to stuff that needs to go.
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Your 1-page business plan

. . My One-Page Travel Biz Plan
* What'’s your business in

a nutshell? i the next__years, i
*  What’s unique about sl .
you?

«  What are your dollars-
and-cents goals?

https://dwhsawebinarfiles.s Piksjessonsi
3.amazonaws.COM/DWHSA+  [Awreoe commision e

 of sales needed each YEAR to reach net

one+paqe+business+plan+f  of sales needed each MONTH to reach net profits:
orm.pdf 1 Wt ypos of rave should 1 el n 20157

2. What preferred suppiiers should 1 leam about and te into?
3. What target clients/audiences should 1 go after?
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My One-Page Travel Biz Plan

Within the next ___ years, will
become a
travel business providing to

Here's what sels me apart from other travel businesses;
1
2.

3

Net profits needed each year: §,

Gross up for taxes:

Average travel sale: §

Average commission rate:

# of sales needed each YEAR to reach net profits:

# of sales needed each MONTH to reach net profits:

1. What types of travel should | sell in 20157
2. What preferred suppliers should | leamn about and tie into?
3. What target clients/audiences should | go after?
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What did you really make?

* Run a thorough report from your CRM on your past 12 months’ worth of
sales (in this case, Sept. 2024-Aug. 2025). Print it out.

« Highlight the 10 highest-priced bookings you've made during that
period (whether they're couples-only trips like honeymoons or groups
like DWs).

« Take a breath — and think long and hard about those bookings. How
many hours would you say you worked on them? If you had to guess a
per-hour rate on each booking, what did you earn hourly?

+ Beyond the dollar earnings, think also about the “psychic” costs of
those bookings. Did you honestly enjoy working on them — or did they
make you want to tear your hair out every time?

« Use these conclusions to decide if 2026 is the year you need to
readjust your client base, change your niches, raise your service fees,
or make other changes to maximize your financial AND psychic pay!
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Step 2:
Work your database in 2026 as if you’re panning for gold every
day. Clean up the records, then segment those contacts (clients and
prospects) with a focus on building steady referrals.

Copyright 2025 Destination Wedding & Honeymoon
Specialists Association™ . All rights reserved
Images: Matt Seymour/Unsplash




Work your databases

Work your database - it’s a gold mine!

Start this fall by making sure you've entered every possible client and
prospect into your database. Check your sales records, your lead lists
from sources such as wedding shows, the corners of your desk
drawers — any place where you might have names, email addresses,
and phone numbers stored.

Once you're sure your database is as full as you can make it, run
reports through your CRM and your email service (e.g., Mail Chimp,
Constant Contact) checking for bouncing/undeliverable email
addresses. See if you can quickly update those records — and, if you
can’t consider deleting them or removing them from your active
client/prospect lists.
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Work your databases

Work your database - it’s a gold mine!

Next, go through your database (and your email service) and divide
the master list into different “segments” based on what they've booked
in the past with you:

One list for current and past clients — another for pure prospects
Separate lists based on their past trips (e.g., cruise passengers,
DW guests)

Separate lists for parents/families with kids and for no-kids-yet
people

Any other lists where you can sort names based on their interests,
their travel types, etc.

You can create actual lists or use “tags” to sort them.
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Work your databases

Work your database - it’s a gold mine!

Next, go through your database every month starting right now. Each
month, find your three most favorite past clients who haven’t
booked yet for 2026 — and love them to death. Give them very
personalized, hands-on, hand-holding attention — suggest trips for
them, meet for coffee, do whatever it takes to be their travel “best
friend forever” (BFF) until they book something or they turn you down.

Go through your prospect list, find your three most promising
prospects each month, and do the same.

Repeat every month in 2026 — hitting 36 top clients and 36 top
prospects.
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Work your databases

Work your database — it’s a gold mine!

Beyond your top clients mentioned earlier, pull out every other past
client who hasn’t booked with you yet for 2026. Focus on
anniversaries, babymoons, familymoons, and quick romantic
getaways.

Also, pull any “abandoned” consultations and proposals from the
past two years.

And, assembile a list of your current bookings for 2026, and look
for “upselling” opportunities (e.g., lodging upgrades, excursions
and activities).
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Send 5 handwritten notes a day ...
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Captivating Rhine Wine Tour

(CRUISE FROM : AMSTERDAMTO BASEL

... and include an itinerary or article from one of
your preferred suppliers.
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Ramp up your prospecting in 2026. Find affordable, low-effort ways
to add as many names as you can next year — preferably “ideal client
types,” but as many people as you can nonetheless.
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Always build your lists

* Make “capturing email addresses” your # 1 goal when you meet
new prospects.

Install an “email capture” form on your web site, with links in your
social media posts/accounts too.

Start using lead magnets — and, change them often.
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Email capture form

We've helped hundreds of Pfisburgh.
araa couples plan ther hoseymoons
since 2014, Get this frea report to learn
the 5 most popular destinations you can
feach quickly and afiordably rom the
Piisburgh airportt

Ermal *

First Name *

{We'l stay in touch with future ips, toof)
With your web site provider or email services provider, create a form or
pop-up box on your site to collect visitors’ email addresses.
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Contact form checkbox

ABC ROMANCE TRAVEL

Let us know whaer 16 send your 2031 haneymson report

Add a checkbox to any contact forms on your site that gives you
permission to add the visitor’s email address to your list.
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Social media sign-up buttons
and links

Add buttons and links
in your FB business
page, your Instagram

and Pinterest bios, and
other places in social

media directing
followers back to your
email signup page.
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Lead magnets

I-?t')neymoonsfmm s
Nashville

The 7 Most Popular Destinations fo
Middle Tennessee Gouples

Create (or find) lead magnets that you can give as “freebies”
to site visitors and prospects who sign up with their email addresses.
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Step 4:

Piece by piece, task by task, start building a dependable,
repeatable system for the day-to-day things you do in your
business (especially with bookings).
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18 places to start

A master list of questions you'll ask new prospects — plus a new client
questionnaire

An appointments calendar page on your site
One or more client agreement templates

A “cheat sheet” of your preferred suppliers’ DW and honeymoon
packages

A proposal template

A service/planning fees list you'll give new clients
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18 places to start

Templates for your booking confirmation sheets and emails (e.g.,
remaining payment due dates, travel insurance advisory, disclaimers)

A way to share “to do” lists with clients — things they’re responsible for
(e.g., Trello boards)

ltinerary builder software to create trip schedules for clients
An “Now That You've Booked” travel details confirmation sheet
Travel insurance waivers

A way to offer registry services to your clients

Copyright 2025 Destination Wedding & Honeymoon
Specialists Association™. All rights reserved

24




18 places to start

« A series of prewritten emails or messages to keep clients engaged with
you between deposits and departures

« A system or tool for distributing final travel documents to clients

* Ways to recommend commissionable excursions and add-on activities
and services for clients

« A“Before You Depart” tipsheet
* A*Welcome Home” email with a survey link

« Email templates or methods to request testimonials and reviews
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Step 5:

Get some help — start bringing on virtual assistants, independent
contractors, and part- or full-time employees (slowly but steadily) to
take on tasks that you shouldn’t be doing yourself.
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Starting with helpers

+ Sit down some weekend with a blank legal pad or an open word
document on your computer — and begin a bullet-point list of everyday
things you do that you don’t necessarily have to do personally.

« Begin with virtual assistants. Use services such as Tailored Assistant
Services, LetsLucia.org, Fiverr, etc., to find good VAs.
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Mile by mile, it's a trial;
yard by yard, it's hard; but

inch by-inch, it's a cinch.

Gabrielle Giffords
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Questions?

support@dwhsa.com

615.730.9977

DWHSA’s Facebook group
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