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Welcome to The Digitization of Travel, a special report on the future of the 
industry. Over the coming pages we’ll explore what’s possibly in story in the 
coming decade in travel, specifi cally focusing on the role technology has and 
will continue to have on our business.

I’m Scott Coates, co-founder of Smiling Albino an innovative travel company 
based in Bangkok, providing highly-customized travel experiences in Southeast 
Asia and Nepal. While on sabbatical, studying at the East West Center in 
Honolulu, taking part in their Asia Pacifi c Leadership Program, I had the 
opportunity to refl ect on my industry and began marveling at how technology 
has radically changed our business over the last decade. Then I began to ponder 
where the coming decade may take us?

Having gathered the thoughts of 15 highly unique and talented individuals, 
from world-class travel planners to guidebook writers, bloggers, hotel owners, 
explorers and guides, I believe I now have something approaching an answer.

While no one can predict the future, I hope you’ll enjoy the pages ahead, learn a 
bit, perhaps confi rm some suspicions you’ve had, disagree with some points and 
share with others. This report would not be possible without the generous time 
that so many gave, sharing their opinions, expertise and insight. Thank you very 
much!

Here’s toasting to a fun, lucrative, always exciting and ever-changing future for 
all of us that work in one of the world’s most exciting and satisfying businesses.

Happy Trails...

Scott Coates
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L
ove it or hate it, technology is 

shaping the future of travel for 

everyone. Mobile devices and 

tablets seem like they’re becoming 

as essential to a journey as a bag 

and are playing a signifi cant role 

in the process from moment of 

conception to research and plotting 

during the journey. While there’s 

some concern that ready access 

to heaps of information potentially 

spoils the actual journey, many see 

this availability as a plus in getting 

the best possible experience. 

Come and Go owner Tim Russell 

is one such person, “Mobile 

technology is the big one and 

Foursquare is the best example 

of this, being able to switch 

your phone on and see what 

places of interest or what deals 

are available near you.” “As the 

technology becomes smarter, 

recommendations will become 

personalized. For example, on 

a Saturday night at 10pm I’ll 

automatically get recommendations 

on nearby bars showing English 

Premiership football.”

Bangkok-based travel writer and 

serial blogger Greg Jorgensen also 

sees huge value and power in such 

technologies. “The ability to crowd-

source data and information will 

be very powerful. You can browse 

the pictures of other travellers to 

fi nd the best vantage point. Real-

time check-in and applications 

like Foursquare will build insta-

communities among the people in 

a particular place at a particular 

time.” “The world has shrunk, and it 

will continue to shrink in the coming 

years. Detailed information on travel 

methods, real-time mapping and 

video chat, augmented reality apps, 

and the ability to search, review, 

ask, and book hotels, cars, tours, 

and trips will make it much easier 

for people to head somewhere on a 

moment's notice.”

While technology makes much 

possible, Absolute Travel Founder, 

Ken Fish, feels it’s important to 

remember to live in the moment 

and enjoy where you are, “My 

instinct is to go with the opposite; 

travel is not virtual. At a certain 

point you just have to get out and 

do and that’s what it’s all about.” 

“For example, people go on safari, 

they see the lions preying on some 

other animal in the bush, they take 

pictures but they’re not going to 

have that moment, where they’re 

just gazing in the bush appreciating 

where they are.”

Travel photography is another 

area where technology is quickly 

changing how business is done 

according to photographer Lester 

Ledesma. “When covering events, I 

usually have my smart-phone tuned 

to a few choice twitter accounts, 

so I can quickly know if there’s 

something interesting happening 

in another part of the location. 

And I can check Instagram posts 

to see photos taken from different 

viewpoints of the same place, taken 

just seconds ago, that way I’ll have 

an idea where the best views are.” 

Others, like Earth Cubed founder 

Greg Michaels, see technological 

positives for travellers of all sorts 

and standard travel gear changing 

quickly. “Having a lightweight digital 

tablet with internet connectivity will 

soon become an essential travel 

item. They will become much lighter 

than today's iPad and will fold into 

a pocket. You won't travel with 

guidebooks and all the choices you 

make with guidebooks will be made 

with the tablet.” 

Despite access to travel information 

increasing quickly, Michaels sees 

advantages for seasoned explorers 

too. “All of these technological 

changes will make travel much 

easier and attractive to fair-weather 

travellers. So, as always in this kind 

of case, there will be a tendency 

by independent-minded travellers 

to reach out for other ways to get 

away from the masses. This ability 

to get off the beaten path is what 

I'm personally more interested in.  

Technology will enable this type of 

travel too, but it's less clear how it 

will manifest itself. In any case it will 

likely be exciting!”

While he makes his living selling 

fully-hosted travel experiences 

around the globe for upper-market 

teens, Westcoast Connection 

founder, Mitchell Learner, fi nds 

technology an indispensible part of 

the travel process. “The ability to 

sit down in front of a computer and 

complete all pre-trip research; from 

understanding more about a town 

or city, to reading honest reviews 

from other travellers about a hostel, 

hotel or outfi tting company, to, 

with the click of a button, selecting 

the date and time you wish, to 20 

hours later being around the world, 

technology has certainly increased 

the ease with which people travel.”

The Anantara Golden Triangle’s 

John Roberts on the other hand, 

sees guides having a tough 

time adapting to technology and 

competing, “Tour guides will have 

a tougher time as technologies 

develop that allow mobile devices 

coupled with GPS, to give and 

interpretive history of buildings and 

areas merely by being pointed in the 

right direction and using the right 

application.” “As communications 

improve perhaps instant translation of 

languages will also play a major role.” 

An interesting aspect of 

technology’s reach is its ability not 

only to inform but help educate 

potential travellers about areas 

they’ve never previously considered 

going explains Charlie Scott, owner 

of Toronto-based travel company 

Truffl epig. “I think and hope it 

will make it more clear to North 

Americans what SE Asia looks and 

sounds like. More frequent use of 

video and peer-to-peer information 

sharing will help to tell the actual 

story of Asia. As it is, I think many 

North Americans just don’t know 

what to expect.” 

We usually think of technology 

benefi tting western travellers but 

Absolute Travel’s Leslie Overton 

makes an interesting observation 

about it often affecting locals before 

visitors. “One interesting thing about 

technology and developing nations 

is that it always leap-frogs over the 

developed nations. There was a 

time in Nepal when you would be 

in mountain villages and there was 

no phone service or any means of 

communication, and then a few 

years later you would be walking 

around that same village and 

everyone would have a cell phone. 

I was in Lhasa in 1996 and there 

were very, very few cell phones in 

New York City at the time, but in 

Lhasa every other person was on 

their cell phone talking! Technology 

can move the have-nots beyond the 

haves very quickly.”

 

The Digitalization of Travel series 

continues tomorrow, when we 

look at Tour Operators

TECHNOLOGY
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T
he internet has been the 

death of some traditional tour 

agencies while at the same 

time it’s been the main channel 

of growth for others. Some tour 

companies love the internet, peer 

sites and the power of ever-

changing technologies while others 

detest everything this medium 

embodies. Technology is enabling 

small, far-fl ung, traditionally 

unreachable niche operators to 

enjoy a level of success not possible 

ten years ago and attract guests 

from the other side of the globe 

directly. Other traditional large travel 

conglomerates are fi nding it hard to 

maintain their dominance, no longer 

being the only voice in town. More 

travellers will no doubt strike-out 

on their own due to an abundance 

of online information, some good, 

some not, some up-to-date, some 

not accurate in the least, but 

discerning travellers will continue 

to trust savvy operators with their 

precious holiday time. One thing’s 

for sure, the internet, peer-to-peer 

sites and 3G mobile technologies 

are changing the balance of power 

in the tour industry.

Small tour operators in off-the-

beaten-track locations like rural 

Laos and Cambodia are perhaps 

benefi tting most from technology. 

Many of these areas now have 

robust 3G mobile service, allowing 

them to reach out directly to 

potential customers, interact 

with them and win business they 

normally never would have been 

able to acquire without the help of a 

connected international agent. 

The Anantara Golden Triangle’s 

Director of Elephants, John Roberts, 

who has spent a good deal of his 

career working in remote regions 

of Nepal and Thailand, believes 

there’s a huge opportunity to be 

had here, “Empowerment of smaller 

operators as they become computer 

literate and more used to checking 

their email via 3G mobile signal will 

mean that small operators can take 

bookings and answer queries from 

mobile phones.” 

You don’t have to be operating 

out of a small village to reap the 

potential power of technology to 

grow your business either explains 

Jason Williams, founder of bike 

touring company Grasshopper 

Adventures. “The ride of the internet 

has been only a positive for us. 

There’s no way I feel we could have 

gotten to the position we are now 

without the internet and sites like 

Trip Advisor.” “In the past small 

companies getting started still had 

to have a network of agents to 

sell their trips and market through 

traditional PR and advertising. Now, 

if you can build a good website 

that’s found by the search engines 

and get some good reviews on Trip 

Advisor the business can easily 

take off,” he enthuses. “We went 

from 30 pax per month before 

Trip Advisor, to nearly 300 pax per 

month today. I guess as people 

are booking their holidays more 

themselves rather than through 

an agent that they want more 

information upfront so that they can 

check on these details.”

Walk though your city and chances 

are traditional travel agencies have 

closed, downsized or gone online, 

their employees now working from 

home. While the plethora of online 

travel information, ability to book 

hotels and air tickets online will no 

doubt empower many travellers 

to strike-out and do it themselves, 

many industry experts see a trend 

shifting back to creative travel 

planners who bring high value to 

the table. 

“The rise of information online 

allows travellers to fi nd experts 

who have a niche and do it well 

and to travel with these tour 

companies rather than joining with 

more generalist companies,” says 

Williams.

Roberts also shares this sentiment, 

“There will still be a place for 
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imaginative agents who can deliver 

true insider knowledge. Clever 

social networking will be key to 

explaining the difference without 

spoiling the surprise or killing the 

feeling. Less imaginative and guest-

centric agents may fi nd their place 

squeezed.”

Few travel planners have done a 

better job of remaining relevant 

than New York City-based Absolute 

Travel Founder Ken Fish says it’s all 

about communicating value, “The 

challenge has been in the market, 

how we reach our customer, how 

they interact with us, how we 

provide them with information and 

what information they come to us 

with and how we manage that.” 

“We have to be able to close a trip, 

plan and use our expertise. What 

we do is very much an upfront 

proposition and we have to help 

clients understand why it [a trip] 

costs what it does.”

Fish goes on to explain how the 

value in certain industries is obvious 

and what he and his team do to 

help their clients understand the 

value proposition they bring to the 

table. “You have to build up your 

trust with your clients, there are 

people who want your expertise 

and trust your expertise. Here’s an 

example: someone goes to a very 

expensive restaurant, they don’t 

walk in and ask why it’s so much. 

It’s because it’s an experience. You 

go to a tailor and buy a fi ne suit; 

no one asks why the suit costs 

$3,000US. In our industry we really 

have to prove our expertise over 

and over and sometimes people 

don’t bother thinking about the 

expertise in the value, you have 

to emphasis what you’re offering: 

experience in planning, execution, 

a vast network of contacts and we 

provide unique experiences they 

can’t do themselves. We’re also on 

the ground to handle any situation 

that may arise during the trip itself. 

Any number of 150 things we 

deal with on a daily basis, they’re 

[clients] not prepared to handle 

those things.”

It’s not just a business’s ability to 

get online, answer emails and be 

creative that will ensure success 

in today’s market. Tim Russell, 

an Englishman whose Come and 

Go Travel based in Vietnam, has 

enjoyed a good deal of success 

over the last few years due to 

being online. “As more hotels in the 

region go online and it becomes 

easier to book transport tickets 

or research train/bus timetables 

online, more people will travel to the 

region independently. Luxury tour 

operators, or tour operators who 

make it easy to book online, will 

survive, many others won’t.” 

But there’s more to the success 

equation says2 Russell, “I also 

think that online one-stop shops, 

or switched-on tour operators, 

will become increasingly popular, 

given the huge diversity of hotel & 

fl ight booking sites and the often 

disparities in rates. It gets tiring 

trawling through dozens of booking 

sites & aggregators.”

It’s this abundance of information, 

confusion with prices, schedules, 

hidden policies, extra charges and 

the sheer time of putting a winning 

trip together that makes informed 

travel agents appealing to some 

savvy travellers. Leslie Overton, 

Senior Travel Planner at Absolute 

Travel, feels the internet only goes 

so far. “Technology has opened 

up airline and hotel bookings to 

anyone, plus provided reviews of 

these services, so seemingly you 

can do away with a trip planner 

of any kind. But I think we all now 

know that Trip Advisor reviews can 

be bought, and what shows on a 

hotel website is not necessarily 

what you will fi nd when you arrive 

at a destination. I think that for a 

while the trend went towards doing 

everything online, but now the trend 

is swinging back to using a travel 

planner. Booking a hotel in Paris 

might be one thing, but planning a 

two-week trip when that is all your 

vacation time for the whole year, to 

a destination that is not familiar to 

your immediate contacts is another 

thing entirely.”

The Digitalization of Travel series 

continues tomorrow, when we 

look at Planning the Journey



W
e all have different 

styles and preferences 

for planning vacations. 

Some people clip articles from 

the travel sections of newspapers, 

tuck them away and refer to them 

years later when it’s time to book. 

Others poll friends for their top 

recommendations; some people 

devour guidebooks and trust in all 

they say, while many are turning 

to online peer-to-peer sites where 

information, recommendations and 

tips are abundant. Whatever your 

style, there’s little doubt technology 

is playing a larger role in how 

travellers plan their vacations.

“The really interesting component 

of technology is the online social 

networking,” says Phnom Penh 

hotelier Alexis Suremain. “The 

trend started about three years 

ago and is gaining more and more 

momentum. They [travellers] don’t 

trust what they read in the press. 

The guidebook writers can be 

biased and there’s a global fear 

that you can be cheated by the big 

machine. So you trust your peers, 

read what your friends and people 

like you say, and through their 

real experience, they’re the only 

one who can explain an area in an 

unbiased way.” “I think it’s wrong 

but people tend to believe this. 

It’s the whole global tendency to 

doubt authority, the press, and the 

internet through social networking 

is something that’s contrary to all 

these things. Social networking is 

the single biggest decision maker 

with holiday planning.”

Travel writer Greg Jorgensen is 

cautious about peer information 
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and says various sources is the key 

to planning a winning trip, “I think 

using a single site to plan a trip is 

a mistake.” “You need to research 

and read multiple sites to parse the 

data and get a good overall view 

of things. That’s helped me in the 

trips I’ve arranged with the help of 

social media and websites.”

He also feels it’s also important to 

keep in mind who may have written 

the information you’re reading and 

potentially putting trust in. “You can 

never really trust what you read 

online, so you have to read a lot 

and take the average. But this is 

where I thing social media excels 

and what is frightening traditional 

travel companies. I’m much more 

likely to believe what a friend says 

than some website written by a 

group of people I’ve never met who 

are being paid by God knows who.”

“I think it’s great to have the world 

at your fi ngertips and this has 

certainly made travel planning and 

travel itself much easier,” enthuses 

guidebook writer Trevor Ranges. “I 

think with the information available 

on the internet you’re less likely 

to end up in a destination or a 

hotel that doesn’t meet your travel 

needs. That said, it’s easier for 

everyone to get that information 

and now it’s more of a challenge to 

fi nd those [remote] places; unless 

of course you turn off the phone, 

leave the guidebook at home, and 

do some random exploring the 

old-fashioned way. But then you 

have to be willing to experience 

some challenges and perhaps 

disappointment along the way to 

fi nding the hidden gems.”

It’s these gems that get Ranges 

excited, “I’m old enough to have 

done lots of backpacking before 

the age of the internet, and I 

really enjoyed the feeling of being 

away from it all and having to 

rely on word of mouth or random 

wanderings to discover cool, new, 

uncharted attractions.”

Westcoast Connection owner 

Mitchell Lerner totally agrees, 

“There’s something to be said 

about fl ying by the seat of your 

pants, going where the wind takes 

you, and discovering for yourself 

the pulse of an unknown corner 

of the world. When travelling, 

Iive by the idea that one should 

become completely immersed in 

the country you are visiting and the 

culture that you are immersed in. 

While technology has the ability to 

make travel more accessible and 

doable to the average traveller, I’m 

not entirely sure that it has made 

travel as a whole better, as in my 

opinion, the best part of travelling 

is the parts that you don’t expect.”

Even some of those who thrive 

on travelling with little pre-trip 

planning are in on helping to 

push technology further into the 

process and believe it’s the future. 

“When I was working on the offi cial 

website for the Tourism Authority 

of Thailand we integrated a Trip 

Planner that allowed you to easily 

save interesting events, attractions 

then coordinate a trip based on an 

adjustable travel calendar,” explains 

Ranges. “You can then save or print 

the calendar prior to your trip and 

adjust it as you travel.”

Like or hate technology and its 

role in planning a journey, things 

are just beginning and even 

greater tools are coming soon says 

Ranges, “This is just the infancy 

of such applications, but they’re 

likely to become indispensable 

means for planning a trip and 

uploading/cataloguing your travel 

diary and photos as you travel.” 

“The digital guidebooks of the 

future will become far more useful 

than today’s pencil and paper 

books. The travel applications I’m 

currently working on for Travel 

Dojo for example, will allow you 

to fi nd hotels in the area you’re 

travelling to and have links to call 

or email them to make bookings 

directly.”

The Digitalization of Travel 

series continues tomorrow, 

when we look at Expectations

PLANNING 
THE 
JOURNEY
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T
he sheer volume of 

information about travel 

destinations available online 

has exploded over the last decade. 

No longer must people talk to 

friends, visit a library or watch a 

movie to learn about a place they’d 

like to visit. From their computer 

or portable device they can access 

a lifetime of travel books, blogs, 

opinions, photos and know almost 

everything about a location before 

leaving home. This can help enrich 

knowledge of a destination prior to 

setting off and possibly add more 

meaning when there, but many 

argue it dilutes the travel experience 

and sets false expectations.

“I think technology these days, 

specifi cally information technology, 

is making travel less of an 

exploratory experience and more 

of a follow-the-numbers trip,” says 

photographer Lester Ledesma. 

“Just read a Wikitravel entry and 

you’re bound to get very precise 

instructions on just about everything 

from locating a bus station to 

haggling for souvenirs.” “The 

experience might turn into just a 

follow-the-numbers trip. It’s hard to 

discover anything if you’re always 

following what is recommended. 

Personally I think it makes 

travelling kind of boring, like eating 

McDonalds in Bangkok or Tokyo.”

Ken Fish, founder of Absolute Travel, 

thinks Americans in particular over-

research and sometimes set false 

expectations, “Americans seem to 

think they have to control everything 

and there’s a right and wrong for 

everything.” “They come to us 

for our expertise, but they don’t 

necessarily trust our expertise and 

they ask “why am I not doing this?” 

or “why am I not at that hotel?”. You 

have to advise people why they’re 

doing things and more importantly 

why they’re not doing things. They 

have to understand that travel is 

experiential and that takes time.”

Being connected at all times and 

having to have a sense of control 

can also create some interesting 

and potentially awkward situations 

Fish explains. “I know people like to 

stay connected but everything has 

its place. You lose so much when 

you’re face is in your phone and 

you miss it all. Sometimes clients 

have a problem, they don’t talk to 

the guide, they email their assistant 

in New York, who calls us, and 

we call the guide where they are. 

Sometimes a day unfolds, maybe 

it has a rough start, the guide was 

10 minutes late, but at the end of 

the day there is balance, you have 

a great day and you have to realize 

you can’t control everything.”

Publisher Mason Florence echoes 

Fish’s sentiments and feels people 

often miss out on one of travel’s 

greatest pleasures, “Nowadays it’s 

just crazy, there’s way too much 

information out there, people stress 

themselves out over it and sadly, 

it’s not allowing them to follow 

their nose and leave things a bit 

open-ended. It’s one of the great 

pleasures of travel, getting lost.”

Blogger, Greg Jorgensen on the 

other hand loves the abundance of 

travel information available online 

and says it only adds to his travel 

experiences. “If I ever go to the 

Grand Canyon, my fi rst thought 

will probably be, “Yep that looks 

the same as all the pictures I’ve 

seen.” Just because you know what 

something will look like doesn’t 

mean it won’t impress. I’ve seen 

the Taj Mahal a billion times in 

fi lms and pictures, but when I was 

standing in front of it, it still took 

my breath away, and is literally the 

most beautiful thing I’ve ever seen. 

Similarly, because I’ve read so 

much about the Mona Lisa, when I 

fi nally saw it at the Louvre I never 

said “I thought it would be bigger,” 

because I’d already read about 

the morons who say that and think 

it’s any less historic. I knew what 

to expect and was still impressed. 

Even more, I may have learned facts 

that I never would have learned just 

by looking at it.”

Surprise is a key element of gaining 

as much as possible from travel 

says hotelier Alexis Suremain, 

regardless of how much you read or 

where you get it from. “There’s no 

difference between online sources 

and a traditional guidebook, but 

when you read too much about a 

destination, you don’t need to go 

there. You’re just going to double-

check what you’ve read. The impact 

of what you’re discovering is much 

more powerful when you discover 

it as an unexpected element. When 

you don’t expect things it makes 

the experience so much more 

powerful.”

The Digitalization of Travel 

series continues tomorrow, 

when we look at Hotels

EXPECTATIONS
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T
echnology has radically 

changed the way hotels do 

business, perhaps more so 

than any other arm of the travel 

industry. In-room internet, on-

demand movies and other tech 

amenities are playing a larger role 

while guests are in-house. On 

the selling side, a basic website 

showing facilities, rooms, amenities 

and location is a must for any 

property to survive in this digital 

age. A decade ago such sites were 

mostly acting as a living brochure 

and placeholder on the internet 

for a hotel, much like being in the 

yellow pages, but today they’re 

responsible for much more and 

customers generally expect a full-

service site from properties they’re 

considering. 

Customer to business bookings are 

perhaps the most powerful aspect 

of a website, enabling guests to 

connect directly with the property, 

make a booking and payment with 

no middlemen or agents. Hotel 

wholesalers such as Agoda are 

also playing a major role in fi lling 

rooms, in many cases eliminating 

traditional advertising costs for 

properties. One thing is for sure, 

from websites to in-room amenities, 

technology will continue to play a 

larger and larger role in successful 

hotels’ operations.

David Lees, founder of Ariyasom 

Villa, an ultra-boutique property 

in the heart of Bangkok which 

opened in late 2008, credits the 

internet and his website for much 

of their success. “The internet and 

now social media has made huge 

differences to sales and marketing. 

I think it would have taken twice as 

long as it did to establish ourselves 

if it had not been for the internet.” 

“The development of an effective 

website has become not just 

important but essential. Now a huge 

percentage of our customers search 

for their accommodations online so 

they have to be able to fi nd us and 

more than that they have to be able 

to read reviews of customers who 

have been before.” 

Lees whose property enjoys high 

occupancy rates stresses that 

being content with your website is 

a danger and is constantly on the 

lookout for new ways to stand out. 

“Today I received a proposal for a 

particular video tour of Ariyasom 

Villa to be embedded in our website. 

So in the future all our customers 

will know so much about us before 

they have even arrived.”

Technology is also keeping hotels 

on their toes according to the 

Anantara Golden Triangle’s Director 

of Elephants, John Roberts. “The 

ability for information to travel fast 

will force service standards up. In 

a marketplace with much choice, 

those giving poor or dishonest 

service rely on their being no 

word of mouth. This luxury is fast 

disappearing.”

Roberts also uses Twitter to stay in 

touch with guests and fi nds its role 

increasingly important to enhancing 

the Anantara-guest experience. 

“With Twitter people ask me about 

fl ooding in the area, weather and 

special programs we have going. 

This will only become more effective 

and interactive as coverage 

increases.”

Technology has also changed the 

way guests book rooms and has 

required leading properties like the 

Four Seasons in Thailand to alter 

their promotions explains Director of 

Sales Betty Chan. “The accessibility 

of information and choices have 

made travel easier and more user 

friendly.” “The booking lead-time 

thus has been shortened, instead 

of booking in advance, consumers 

are now waiting for last minute 

promotions. To combat this trend, 

some hotels have launched early 

bird bookings by offering very 

attractive rates online if they book in 

advance.”

It wasn’t long ago that travellers 

booked rooms at least half-a-year in 

advance, but it seems the internet 

has put information and booking 

power in the hands of consumers, 

tipping this former trend on its 

head. Peer-to-peer sites are also 

having a huge impact on the way 

travellers make decisions but 

Chan doesn’t worry about potential 

guests relying on one website when 

forming their travel decisions. “I 

believe consumers are now more 

sophisticated when come to reading 

information online. They spend time 

to read more than one comment 

and website, and they make up their 

minds on the overall comments 

given on a variety of sites.”

Cambodian hotelier Alexis Suremain 

feels hotels need to go way beyond 

the tradition business model to 

succeed in today’s market. “Hotels 

traditionally provide just rooms and 

beds to people. At the moment 

the experience we provide is very 

important. People are ready to pay 

for an experience that makes them 

live. What’s really important is to 

give people a strong experience 

that they’re going to be able to 

relate to, tell their friends about 

when they’re back and impact their 

holiday. We can gain some market 

share if we provide people with 

strong experiences.” “Providing 

things like an evening where you 

can have a drink and interact with 

the staff, hear a local provide a 

small talk - it’s a small thing but 

connects people.” “We’d like to 

organize lots of things that are not 

traditional tourist destinations but 

make a lot from little things and 

places. It’s providing people with 

new experiences and setups that 

will be putting them in different and 

unexpected adventurous situations.”

Hotel technical amenities are also 

playing a larger role in attracting 

guests. In-room Wi-Fi, iPod docks, 

video ports on televisions for 

computers and interactive display 

screens throughout hotels are just 

a few of the more popular extras to 

emerge at leading properties over 

the last couple years. While such 

technologies may be the deciding 

factors when choosing a hotel in the 

west, Leslie Overton, Senior Travel 

Planner for one of America’s leading 

travel agencies Absolute Travel, 

says Asian hospitality is still a 

property’s main draw. “Asian hotels 

are generally on the cutting edge 

of technology and will probably 

continue to be so.” “One thing about 

SE Asia is that the level of service 

is such a part of the culture that 

technology has not been allowed 

to take over the personal level 

of service. I think in other places 

technology has been allowed to 

replace the human element, but not 

in SE Asia.  The personal connection 

is still there.”

The digital age is radically altering 

the way hotels do business through 

the entire process. From marketing 

and acquiring guests to enhancing 

the in-property experience and 

the ever-important post-stay peer 

feedback stage, properties that 

embrace, manage and cultivate 

technology will likely be long-term 

winners. But all the technology in the 

world cannot trump the hospitality of 

staff, especially in highly competitive 

regions like SE Asia.

The Digitalization of Travel 

series continues tomorrow, 

when we look at Navigating

HOTELS
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S
o you have your airline 

tickets, immunizations are 

done, visas are stamped in 

your passport and you’re on the 

ground in a strange new land. 

How we navigate the journey 

has changed dramatically and is 

changing more rapidly every day. 

Paper maps, traditionally a must-

have item on almost any trip are 

quickly losing their dominance to 

portable electronic devices. Google 

Maps has literally almost mapped 

the world, augmented reality is 

adding an entirely new dimension 

to information available and borders 

are opening up like never before. 

How travellers now get around is 

something every person working in 

travel needs to consider.

Aaron Frankel, owner of Groovy 

Map, who has made his living for 

more than a decade designing and 

selling traditional maps, sees the 

future of navigation being totally 

digital and is preparing for the 

change. “When roaming fees cease 

to exist, when using your phone/

iPad anywhere you travel is the 

same rate as home or cheaper, 

that’s when we’ll see a massive 

shift to apps (applications) on the 

iPad and which is going to become 

essential travel kit.” 

 

An innovation many feel will have 

a massive impact on how digital 

devices are used while travelling 

is augmented reality. This entails 

a mobile device’s ability to be held 

up to the view in front of you (along 

a street for instance), then using 

its camera, it overlays information 

about businesses, temples, and 

areas you are looking at. Everything 

from historical information to food 

specials can be displayed. 

Frankel, while currently depending 

on paper maps for his livelihood, 

is in love with his new iPad and 

it’s got him dreaming of the future 

and eager to develop mapping 

products for it. “The iPad allows 

almost the same experience of 

using a paper map for orientation 

as the surface area is big enough 

to zoom and navigate with.” “Given 

the technological advantages of 

augmented reality, true positioning 

on the maps, language translation 

and ‘can I have...’ functionality, it 

will really assist independent travel 

in ways it could not have before. 

Walking tours with commentary as 

you walk, “look at the building with 

the green awning to your right...” 

will work like the museum guides 

but instead of you having to input 

what you are looking at, the GPS 

signals will trigger the info you 

are most interested in whether 

historical, architectural or, cultural.”

Guidebook writer Trevor Ranges 

loves traditional maps and new 

technologies, uses them all, and 

sees advantages on all sides. 

Whether working or travelling for 

fun, he embraces everything that’s 

available. “I have come to rely more 

and more on technology before, 

during, and after my travels. This 

is primarily because of the ease at 

which a wealth of information can 

be gathered on the internet. Prior to 

heading out to a destination, I will 

book rooms online, using websites 

that show locations of hotels in 

order to fi nd a place in a suitable 

location and user generated reviews 

to determine which hotels seem the 

best in their price range. Once on 

the ground in a location I tend to be 

a bit more old-school, using paper 

maps marked up with a pen, though 

the locations I intend to visit are 

often researched beforehand on the 

internet. I tend to avoid using other 

travel guides when I’m working, 

but smart-phone applications, 

including Google Maps are proving 

indispensible. I actually like getting 

lost, but often wish I had my 

iPhone with me when I have left it 

behind, particularly as I’m currently 

developing guidebook applications 

and must tag all locations with a 

GPS device. I still like the paper 

maps because they easily fi t in a 

pocket and can be written on more 

easily than smart-phone maps. That 

said, as the smart-phone maps 

can tell you your exact location and 

can use sortable search criteria to 

fi nd, say, a nearby sushi restaurant 

or a hotel between $20-30, I 

think people will be utilizing these 

interactive maps more and more in 

the upcoming years.”  

Photographer Lester Ledesma also 

uses augmented reality and his 

smart-phone while working and 

travelling. While he gets benefi ts 

from these modern technologies, 

he enjoys strolling, exploring and 

fi nding things on his own, but 

understands the power and ease it 

brings to causal travellers. “Many 

places in Southeast Asia have been 

documented on the internet well 

enough that it’s so much more easy 

to just pull out some information on 

a smart-phone than, say, explore 

the main road of Vientiane to look 

for a good restaurant. The fact 

that you can check Google Maps 

wherever you are and get up-to-

the-minute information on nearby 

locations is amazing. For ordinary 

travellers, I’d say this is a big 

convenience.”

While seemingly having everything 

in the palm of your hand whenever 

you want, the Anantara Golden 

Triangle’s John Roberts thinks 

there may be a danger of travellers 

putting too much dependence on 

their digital devices, “Safety may 

become an issue as the illusion 

of having contact with the outside 

world may cause independent 

tourists to become over confi dent.” 

“If the phone breaks, if taken or it 

evens runs out of battery they may 

fi nd themselves over extended.”

Roberts also sees navigating 

borders becoming much easier 

and less time consuming in the 

near future. “A great advantage 

that could happen would be ASEAN 

or a Mekong sub-region visa that 

would allow tourists to travel from 

country-to-country with minimized 

immigration hold-ups through the 

adoption of electronic passport 

technology.”

Publisher and former guidebook 

writer Mason Florence remembers 

a day and age not long ago when 

people actually had to hit the 

road to fi nd out what was hot and 

happening. “When I fi rst went to 

Vietnam people only knew the 

main destinations. Then someone 

tells you about a quaint destination 

and one by one the places get 

found by the backpackers and 

eventually through the years they 

make their way into guidebooks.” 

“Pre-internet you waited for info to 

appear in a magazine or guidebook 

or through the coconut telegraph, 

at the right pace. You needed to 

do your homework, you needed to 

hang out at travellers’ cafés, talk 

on public buses, basically acquire 

that valuable information involved 

communicating with human beings, 

fellow travellers and literally look 

for people you were crossing paths 

with who are coming from where 

you’re going. That’s gone now.”

The Digitalization of Travel 

series continues tomorrow, 

when we look at Documenting 

the Journey

NAVIGATING
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T
he digital age has completely 

reshaped not only how 

we travel but the way 

we document and share our 

journey with others. Not so long 

ago travellers relied on sending 

postcards, writing home and 

stopping by General Post Offi ces 

to pick up mail on longer journeys. 

Today those are virtually things of 

the past. Some suggest that the 

actual journey is only a part of travel 

today as writing, blogging, posting 

photos and updates online is a 

part of the experience that many 

travellers live for perhaps more than 

the journey itself. While some argue 

this electronic connectedness has 

negatively changed the nature of 

travel others feel it’s life, travel will 

change, but continue to be exciting, 

rich and fulfi lling.

I’m very nostalgic; when I travelled 

between 1990-95, I lived on Post 

Restante, picking up mail in all the 

cities I went from the General Post 

Offi ce,” remembers Talisman Media 

founder and former Lonely Planet 

Vietnam writer Mason Florence. 

“They would hold the letter for as 

long as needed until you came. 

It was almost like a WWII movie 

where you really looked forward 

to going to the post offi ce to see if 

there was anything there for you.” 

While Florence uses modern 

travel tools daily with his work, he 

embraces the past and in some 

ways feels many travellers are 

missing the essence of hitting the 

road. “The sad thing about travel 

now is that in the old days you took 

a trip, took some pictures and wrote 

a diary. You waited until you got 

home to put the photos together 

and show them to your friends and 

family. Then digital photography 

came along, you downloaded them 

and shared them. Now people are 

sharing while they’re on their trip: 

here’s the noodle soup I just ate, 

here’s the temple I just went to, 

and it’s like people are travelling to 

instantly sharing their experiences 

with people at home and they’re not 

experiencing travel and living in the 

moment. They’re living to share – 

kind of like everyone has become 

a citizen journalist. There’s just too 

much sharing - it’s kind of sad – 

there’s not enough soaking up what 

it means to travel.”

Earth Cubed founder Greg Michaels 

agrees that many people are 

travelling just to broadcast, but 

doesn’t feel it’s all negative, “A huge 

motivator for people’s travel is to let 

others know what they are doing.” 

“The ability to communicate this will 

become much more sophisticated 

than today’s travelogue sites. 

Instead it will be more like how 

much is communicated through 

social media sites like Facebook. 

Technology like Foursquare will 
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document and map peoples’ 

journeys, they will be able to meet 

and communicate with other 

travellers through social media sites 

while travelling, connecting people 

even more effectively.”

 

Photographer Lester Ledesma 

uses technology heavily with his 

job but also worries that for many 

travellers it’s taking over and 

clouding the experience. “People 

can tell everyone about their travels 

in seconds, a far cry from the time 

we waited weeks for postcards to 

arrive. It’s easy to be there but ‘not 

there’ in a way. You can be 10,000 

miles away, but still be connected 

to your job, your friends, family 

and everything else in your home 

country instead of interacting with 

the one you are visiting.” 

Ledesma goes even deeper with 

technology’s connection to travel 

and its partial disconnect from the 

experience. “Sometimes I even 

think that the actual trip itself 

is just one of the stages of the 

travel experience. Technology has 

given people such easy access to 

information a place that they can 

know everything about it before 

they even arrive. As such, ‘being 

there’ often simply confi rms what 

you’ve already known and seen on 

the internet.”

While the ability to stay in touch 

with friends and family at home 

is a wonderful and powerful tool 

according to Come and Go founder 

Tim Russell, he agrees with 

Ledesma’s comment on it taking 

some of the magic out of the overall 

travel experience. “It’s becoming 

increasingly impossible to really get 

away from it all and that it’s taken 

the surprise element out of a lot of 

travelling. When you already know 

everything about the hotel you’ve 

booked, which restaurants you’re 

going to eat in and where you’re 

going for a drink afterwards, you 

lose some of the spontaneity of 

travel.”

Absolute Travel’s Leslie Overton 

is frank with her feelings of 

connectedness and travel. “I 

hate that technology means that 

everyone is linked in all the time. In 

the olden times, maybe 10 whole 

years ago, when you travelled 

to destinations like SE Asia you 

expected to be out of contact, from 

your offi ce, from your friends, from 

your life at home. It was really lovely 

to step away from all of that and be 

able to focus on the experiences 

you were having and the world 

around you, and to feel totally 

removed from your life and in a 

different place. Now everyone has 

their Blackberry or iPhone in-hand 

and as they sit on the bus they 

are getting texts and emails from 

work, fi nding out in live time what is 

happening back home, responding 

to questions – it totally takes away 

that feeling that you are far, far from 

home and keeps you in the daily 

grind.”

While being a fan of trolling online 

for travel info prior to travel, 

Westcoast Connection’s Mitch 

Lerner is much in-line with Overton 

about his use of documenting 

travel and connectedness while 

exploring. “I, for one, make use of 

technology extensively before my 

travels and attempt to limit, to the 

best of my ability, my use of it while 

actually travelling. The diffi culty 

in the state of the world now, is 

the expectation of always being 

plugged in and accessible, and with 

that accessibility comes a loss of 

personal and private space.”

Others like travel writer and 

blogger Greg Jorgensen see 

technology’s infl uence on travel as 

a natural, something that shouldn’t 

be compared to ‘the good old 

days’ and will ultimately enrich 

the experience. “A rather large 

information net has been laid across 

the world in the past fi ve-or-so-

years. The advent of tiny cameras, 

smart phones, GPS technology and 

satellite communication, which all 

would have been highly classifi ed 

military technology even 20 years 

ago, has meant that you’re never 

out of touch for long, and certainly 

rarely without a device that can’t 

record and transmit something of 

the area that you’re in. Sure, some 

of the mystery and fun has been 

taken out of it of course, but it’s 

just a natural evolution. Lots of 

people squawk that “travel isn’t an 

adventure anymore” because of all 

the gadgets we have. I bet someone 

said the same thing when they 

invented the sextant.”

Whether the ability to comment 

on a trip in real-time is a plus or 

minus, there’s little doubt we’re 

only beginning the journey that 

technology will play on documenting 

our travels. One thing’s for sure, 

no one’s forcing anyone to carry a 

smart-phone, sit at an internet café 

or read other’s musings about their 

holiday.

The Digitalization of Travel 

series continues tomorrow, 

when we look at Travel Writing
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A
s long as people have 

travelled they’ve written 

about it. The printing press 

brought an ability to transmit to 

a great audience and the advent 

of the internet has amplifi ed 

that enormously. Nowadays the 

defi nition of a travel writer is itself 

changing. Anyone with a computer 

can post their musings about their 

trip but does that make them a 

travel writer? What is real, what’s 

accurate and what is up-to-date? 

The traditional barriers to entry 

of becoming a travel writer have 

eroded and its impact is being felt 

on numerous fronts.

“Every traveller is a potential travel 

writer,” says Come and Go founder 

Tim Russell. “And so every traveller 

should get special treatment, at 

least as far as we’re concerned. 

The rise of travel blogs, peer-to-

peer review sites, and travel forums 

means that anyone who travels can 

write about it and, in many cases, 

get a lot of eyeballs. It’s also led to 

a sea change in where people get 

their travel information. People no 

longer trust journalists writing puff 

pieces about hotels who’ve given 

them a free stay in return for some 

publicity; they want to read real 

reviews and real experiences by 

real travellers.”

As a result Russell is very 

cognoscente of the fact that every 

guest is potentially a ‘travel writer’ 

and can broadcast their travel 

experience globally in no time at 

all. This is a profound change in the 

traditional view of travel writing and 

guides many of the business and 

marketing decisions he makes. 

This abundance of information 

online has diluted the overall quality 

of content according to writer Greg 

Jorgensen but it’s not all bad news, 

“The future of travel writing mirrors 

the future of news/media/writing in 

general.” “Now that everyone and 

their dog can have a blog and a 

voice for a global audience, literally 

every single person not in their own 

town has, by defi nition, become 

a travel writer. But the market is 

self-correcting and the chaff will 

eventually be sorted out from 

the wheat. The good writers with 

something important to say in a 

quality, consistent way, will remain.”

The entire notion of who can be 

a travel writer and their self-

assumed creative license to do 

so is something that irks Absolute 

Travel’s Leslie Overton, a regular 

contributor to travel publications. 

“I’m generally not a fan of travel 

writing and I think that technology 

has lowered the bar even farther 

for travel writing. Now every person 

who decides to take-off six months 

and travel gets a blog and decides 

they are writing the next Eat, Pray, 

Love. Travel writing can be really 

indulgent and self absorbed, a lot of 

“I did this so now I’m an expert and 
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you should do what I did”, with very 

little respect or understanding of the 

cultures being encountered or the 

fact that everyone’s experience is 

individual or for the fact that there 

are travel professionals. There are 

some great travel writers who can 

bring dimension to what they are 

doing but you have to be a great 

writer to be a great travel writer, not 

just someone on a gap year with a 

blog.”

Turning to professional writers, 

guidebook author Trevor Ranges 

fi nds the electronic medium 

potentially more powerful than 

traditional print, “As a writer, the 

biggest challenge I face is the 

lack of word counts on electronic 

media.” “There is so much to say 

about so many different places. 

While I fi nd it hard to edit certain 

things down to fi t paper guidebook 

page-limits (for example, the fi rst 

draft of my Angkor chapter in the 

National Geographic guidebook 

was 80 pages that needed to be 

honed down to 38), with electronic 

media I can talk about every 

interesting feature. Overall, it’s a 

good thing, as technology allows 

multimedia writing that can include 

more photos, videos, interactive 

illustrations, and perhaps traditional 

music that can play while you 

are exploring a temple. But it’s a 

lot more work to produce such 

content.”

Writer/photographer Lester 

Ledesma on the other hand feels 

the themes of travel writing have 

changed greatly over the last 

decade. “The ‘journey of discovery’ 

theme in travel writing might 

become less relevant in popular 

places like Bangkok or Singapore. 

I’ve covered Singapore for many 

years and the travel writing here 

has degraded into simply fi nding 

what’s new in the city: the hottest 

restaurants, newest boutique hotels, 

the art scene, etc.” 

Even large travel publications 

have made a major shift in what 

they’re covering he explains, “I’ve 

noticed that National Geographic 

has already veered away from 

the classic travel writing that has 

infl uenced my work.” “Now they 

seem to focus more on current 

issues or technological/scientifi c 

advances instead of far off places. 

This could be because it’s easier to 

research places and go there, now 

that they’re no longer the eyes and 

ears of the world that they used to 

be - at least in the travel writing 

department.”

If it’s travel advice and reviews 

you’re reading, Ranges has a few 

tips to keep in mind regardless of 

the medium you’re consuming. “The 

biggest thing is perhaps fi nding 

the most up-to-date content that 

was written by a writer with similar 

interests. I fi nd that books that 

have been in print for six or seven 

editions aren’t necessarily better 

as the content often gets diluted or 

less visited areas of a country aren’t 

updated well.”

While traditional print and 

electronic mediums both have 

their benefi ts, Ranges says there 

are a few important things to keep 

in mind before reading, “Certain 

books try to list everything rather 

than list only recommended 

hotels or restaurants.” “While 

it’s useful to know if a certain 

place isn’t worth visiting, in paper 

guidebooks the page limitations 

force comprehensive guidebook 

writers to only pen 10-20 word 

reviews, which are less informative. 

Online resources can provide 

more comprehensive information, 

including up-to-date user-generated 

reviews, particularly for off-the-

beaten-path destinations that 

some writers are too lazy or busy 

to get to. Finally, readers/travellers 

need to fi nd good sources that 

specialize in certain types of travel, 

such as community based tourism, 

which are a greater focus of some 

publishers and websites than 

others.”

Publisher and travel writer Mason 

Florence feels it’s crucial to keep in 

mind what the writer’s background, 

intent and level of experience is 

before putting faith in what they’ve 

written. “The quality of information 

is really in question nowadays. 

Everyone has a blog, there’re 

peer sites, a lot of people with a 

pure heart put reviews out there 

but they’re not qualifi ed to review 

frankly. It would be like someone 

babysitting for a night and then 

try to tell you what it’s like to be a 

parent.”

The Digitalization of Travel 

series concludes tomorrow, 

when we look at Trends and 

offer our fi nal thoughts
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A
lmost everyone interviewed 

for this report felt the next 

big thing in travel is the 

continuing rise of smart-phones 

and tablets. From being able to 

make payment and view complex 

travel itineraries, to learning where 

to get the best thin-crust pizza in a 

small Cambodian town, our Panels 

agrees, highly portable devices will 

be an integral part of travel in the 

coming years.

“It’s simply going to be easier 

and easier to plan a trip and 

get accurate information while 

travelling,” says guidebook writer 

Trevor Ranges. “Really, you might 

not even need to plan, as you’ll 

arrive at the airport with a smart-

phone and have everything you 

need to know and the means to 

fi gure out where you need to go and 

how to get there at your fi ngertips.” 

He sees an even more powerful 

future in translation applications. 

“I think the next big thing will be 

translation software that will allow 

you to communicate with locals in 

their language, greatly enhancing 

the experience travellers have 

while visiting foreign lands.” “I 

believe once the language barrier 

is overcome, visitors being able to 

ask a local, “Where is your favourite 

noodle shop?” this will make travel 

that much more enriching. The 

insight of local populations on their 

hometown attractions is as valuable 

as tips on the best boutique hotels 

from experienced foreign travel 

writers.”

Earth Cubed founder Greg Michaels 

takes things one step further and 

sees complex algorithms playing 

a major role in planning your trip. 

“Imagine the following super-

website: you go there and you enter 

the places you want to visit and 

the amount of time. Instantly you 

get an itinerary with international 

airfare, hotels, train and bus times, 

local guides, adventure activities, 

out-of-the way places to see, etc.  

And you get the price. All of the 

hotels, connections and preferences 

of guides, or not, would be exactly 

what you’re looking for, because 

you will have used the website 

in the past, rated some hotels, 

connections, and it already knows 

what kind of travelling you like to 

do. If you ever wanted to spend 

more time at the site you could 

have fed the algorithm even more 

information about your preferences. 

And if you were visiting it for the 

fi rst time, it might ask you a few 

questions, but the default itineraries 

would be attractive to many people. 

So this is instant trips that satisfy 

what you’re looking for.”

Having more at your fi ngertips 

isn’t necessarily a positive thing 

says publisher Mason Florence, 

“Technology is already now so 

that you can turn on your smart-

phone and it will tell you where to 

get the best pepperoni pizza near 

you, who’s cooking and about the 

tables.” “Everything is really getting 

automated and the information is 

getting more and more detailed. It’s 

getting so easy you don’t need to 

think anymore or speak to people. I 

don’t think that’s a good thing.”

Phnom Penh hotelier Alexis 

Suremain is showcasing as much 

of his hotels online as possible 

and sees a possibly unusual 

coming trend. “At the moment our 

website has pictures of the garden, 

360-degree-views of the room, 

description of the food, you’re 

almost trying to give guests an 

experience through the internet 

that’s as close to what they’re going 

to experience for real. At some point 

some people might just be sitting at 

home enjoying a remote room. You 

might not have to go there and this 

might kill some of the tourism.”

“Customers will be expecting to be 

able to interact with any company 

using their phone to book and 

buy and pay for products,” says 

Grasshopper Adventures founder 

Jason Williams. “I think it will 

get to the point where having a 

mobile website version will need 

to be standard for any business in 

much the same way that having a 

regular website now is considered 

mandatory for a company. “

Ken Fish, founder of Absolute 

Travel (AT) takes a bit more of a 

holistic approach to where things 

are headed, “I’ve been in business 

22 years; I can’t say I had a vision 

of where I wanted to be when 

I started. I feel it’s more critical 

now to know where you want to 

be.” “I think travel is going to be 

determined by the state of society, 

our civilization, our ability to live 

together, environmental situations, 

be it man-made or natural, we have 

to be able to live together.” “You’re 

going to see some wonderful 

experiences; people are going to 

be able to travel to very remote 

places, see people living their lives 

and interact. The world is going to 

be very much connected and we’re 

not going to be able to keep anyone 

any one way, but you’re going to 

be able to access experiences for 

people that weren’t achievable 20 

years ago.”

While Fish has an earthy approach 

in some respects, he’s keeping 

his company on the cutting edge 

of what’s possible in the industry. 

“We [AT] are going to develop our 

ability to be very connected all over 

the world with people who can 

do very special things. I want to 

be able to pick up my phone and 

know wherever I have someone, in 

a word, something is taken care of 

and I can make something happen. 

It’s a question of getting people 

special experiences anywhere, 

anytime. Using technology I want 

to sell travel to anyone, anywhere 

going to any destination.”

TRENDS
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Sometimes I think it’s incredible that any of us continue working 
in the travel industry. Despite it being exciting, extremely high-
touch, and of course we get to visit remote corners of the globe 
while ‘working’, it’s perhaps one of the most volatile industries 
on the planet. Natural disasters, diseases, coups, fuel prices, 
they’re all entirely beyond our control and have massive direct 
impacts on our businesses. Just when a year looks set to be the 
best ever, a flood comes, a new disease hits newspaper headlines 
and everything changes overnight. Yet we stick with it. There’s 
something powerful to be said for that.

Travel affords us an opportunity to not only relax and move beyond 
our usual communities, it allows us to learn more about our 
common man, reaffirm our place in the world and realize we have 
more in common with others than our differences. To play a role 
in shaping those experiences is extraordinarily fulfilling and an 
honour. Connecting people, putting smiles on faces and creating 
memories around the world is a dream and passion that’s tough 
to beat. 

To the road and memories ahead!

Scott Coates
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