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Nexion's Boot
Camp groups are
small to promote

camaraderie among
the agents.

On-the-Job Training

BY KATE RICE

A look at the educational resources offered by some

top host agencies

H ost agencies are facing a

growing demand for education.
They must provide effective training
to far-flung networks of agents
with dispnmte business models,
locations and schedules. To manage
this challenge they usually offer a
combination of face-to-face classroom
courses accompanied by virtual
training. Following is a sampling of
some of the opportunities available.

America’s Vacation Center: America’s
Vacation Center has one goal, says Brad
Anderson, its co-president, and that’s to
in e the income of its agents. That’s
the focus ofits training as well. The com-
pany accepts only established agents, so
its training starts at a very elevated level.

Because America’s Vacation Center is a
marketing machine, sending its agents
qualified leads through its Live Leads
program, it doesn't offer classes on
marketing or website design.

Its curriculum focuses instead on
product knowledge, closing sales and
how to deliver the kind of customer
service that generates repeat and refer-
ral busines

. And it delivers its training

through its online program, America’s
Vacation Center University, and in
face-to-face settings, such as its na-

tional conference and regional meet-
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ings. Other educational events include

seminars at sea, ship inspections and

fam trips.
Ameri Vacation Center Uni-

versity provides different vendor, des-

tination, product and sales training
almost every day. These sessions are re-
corded, allowing AVC agents to access
them on demand.

Affiliates start with the New In-
dependent Affiliate Training Program,
which includes a Welcome Aboard and
Quick Start session, as well as training
on its much-vaunted agency operating
system, Agent Power. A weekly sales
coaching conference features guest
speakers and discussions of best prac-
tices, selling techniques, company news
and more. AVCU offers business devel-
opment cn:lching, vendor website train-
ing and vendor presentations. It also has
group sales training.

The host agency provides a variety
of ways for you to network with your
colleagues, using instant messaging, a
community forum and the “My AVC
Buddy System.”

Anderson says that one of the
best ways to become proficient at your

job is to network with equally success-

ful agents; America’s Vacation Center
facilitates that. It also provides internal
newsletters, weekly webinars, mentoring

and roundtables. And in the end, there
are no grades. AVC measures just one
thing, your performance, says Anderson.
And if you perform well, you pass.

For more information, visit www.

Joinave.com.

Cruise Holidays: Cruise Holidays,
which is part of the Travel Leaders Lei-
sure Group, is a franchise that originally
targeted storefronts. A year ago, how-
ever, it merged with its sister franchise,
SeaMaster Cruises, which targeted
home-based agencies. Now about half
of its agencies are home-based.

Cruise Holidays has its own cer-
tification program: Certified Personal
Cruise Expert. It uses both online and
classroom training, and incorporates
courses created by preferred suppliers
and CLIA, as well as Cruise Holidays’
own training materials. Franchisees
start working toward their certification
as soon as they sign their franchise
agreements. They begin their studies
online, preparing themselves for the
intensive, weeklong Cruise Holidays
Cruise University, held every quarter
in Minneapolis.

The online courses introduce stu-
dents to material that they’ll cover on
a more in-depth level in classrooms.
That makes the classrooms much more
interactive—students can ask questions
about the material they've just studied
and have the chance to delve into it in
a more intense way. It's a conversation,
not a lecture, says Mark Schiffner, vice
president of Cruise Holidays.

Cruise University covers the eco-
nomics, terminology and sales basics of
cruising. It covers Cruise Holidays’ sys-
tems, which include the Cruise Holi-
days sales system and Cruise Web, the
company’s proprietary web-based op-
erating system. Agents study business
practices such as marketing and draw
up an explicit action plan.

All educational materials are avail-
able in The Bridge, Cruise Holidays’
extranet (named for the bridge on a
ship), which holds all information that
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