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For a spirited adventure
explore Northern Kentucky 

F
or a spirited slice of the 
Bluegrass State, visit 
Northern Kentucky, a string 
of cities and towns along 
the Kentucky-Ohio border, 
across the Ohio River from 

Cincinnati. Spirits here take many forms, from 
religious attractions that tell Biblical stories to 
distilleries that pour their souls into producing 
bourbon and other distilled spirits.

Reflect on spiritual stories 
The striking Cathedral Basilica of the 

Assumption, inspired by Paris’s Notre Dame, 
appeals to both the faithful and to fans of fab-
ulous architecture. Its stony Gothic façade 
stands in contrast to a soaring interior bright-
ened by two 26-foot diameter rose windows 
and 80 German-made stained glass windows.

The spiritually minded also come to visit 
sister attractions, located 40 miles apart. Both 
the Creation Museum and the Ark Encounter 
tell Biblical stories through lifelike animatronic 
exhibits, but each also offers a host of other 
things to see and do. Gardens and a café add 
enjoyment at the Creation Museum. A wooden 
ark of Biblical proportions is of course the 
breathtaking star at the Ark Encounter, but 
there’s also a massive buffet restaurant, camel 
rides and a petting zoo, a gift shop, a large 
theater, a skating rink and a zipline. 
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Savor sippable spirits 
For distilled spirits and spirited startup stories, do tours and tastings at three area 

distilleries. Northern Kentucky is, after all, the northernmost point on the Kentucky 
Bourbon Trail. In Newport, New Riff is hanging more and more awards in its steel and 
glass distillery near the river. What inspired the “Made by Ghosts” slogan at Boone 
County Distilling, located a mile from Interstate 75? Owners say their whiskey, bourbon 
and gin reflect the spirits of men who first made bourbon in these parts in the early 1800s. 
Farther west, Neely Family Distillery also looks to the past for inspiration. Making 
moonshine--illegally in those days--kept food on the table for nine generations of this 
Kentucky family. Now, the 10th and 11th generations are making ‘shine and other spirits 
with the government’s blessing at their distillery 200 yards from Kentucky Speedway, 
home to NASCAR’s Quaker State 400. Groups are welcomed to tour the gigantic auto 
racing facility, and maybe even take a spin in their motorcoach around the 1.5-mile oval.

Experience the spirit of adventure
The Ohio River is not only scenic, its banks are packed with adventures. The best way to 

see what lies along each side is on a BB Riverboats’ tour. Sightseeing, dinner, themed and 
other cruises leave from a new dock and adjoining event facility. Tour boats paddle past 
riverfronts vastly remade, with parks and sports stadiums on the Cincinnati side and the 
Newport Aquarium, Newport on the Levee and hotels on the Kentucky side. In Newport, 
learn about the underworld spirits who turned the small city into the nation’s first “Las 
Vegas,” before city fathers ran the gamblers out of town on a Newport Gangster Tour.

Dig into local specialties
Get into the spirit of the region by sampling two of its iconic foods. Many local 

restaurants serve its riff on sausage -- a mashup of pork, spices and oats called goetta 
-- on burgers, or as a new twist on old favorites like Eggs Benedict or grilled cheese. 
Popular chains Gold Star and Skyline Chili deliver Cincinnati chili, a meaty concoction 
laced with cinnamon that locals like over spaghetti or on a hot dog bun. The region’s 
German heritage is celebrated daily at Hofbrauhaus, where groups rub elbows at long 
tables and enjoy brauts, sauerkraut and polkas. 
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YOUR DESTINATION NEVER LOOKED BETTER

Highlight your destination or experience with an article by a 
professional travel writer! With our custom content series, 
you can have your own article of up to four pages in any of our  

magazines. Our professional travel writer will work with you to  
develop a story showcasing the activities, attractions and accolades 
you want our readers to know about. Then our art director uses your 
photos to create a visually stunning magazine layout that is sure to 
drive leads and reader engagement. In addition to running in the 
print magazine, your Custom Content article will also appear in that 
month’s e-newsletter and will appear on our website for one year. The 
package also includes a 300 x 250 pixel banner ad in our e-newsletter.
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new restrooms. Learn to make jam and can green beans or taste half a dozen varieties of basil 
on a leisurely walking tour. Meet a beekeeper who gathers honey from around the world, then sit 
down to a meal where everything from the chicken to the salad dressing has been enhanced by 
honey. Head to a field, clippers in hand and snip snapdragons, cosmos and bachelor buttons to 
carry home. Even those who don’t have time for a canning class can go home with a jar or two of 
jam or jelly chosen from among dozens of flavors sold in the farm’s shop.

Get a bigger taste with a food tour
Giving visitors a bigger taste of Columbus is Columbus Food Adventures’ aim. Every group 

tour it designs is customized, based on that group’s interests, schedule and mobility. Because 
the company has connections throughout the city, it can easily handle the logistics involved for 
a progressive tour of restaurants in the artsy Short North, a driving tour with stops at the small, 
international cafes that pepper the city, a focus on coffee and desserts or a guided walking tour 
through German Village with stops for sustenance at longtime favorites. And, Columbus Food 
Adventures’ recent merger with Columbus Brew Adventures makes tours that combine food and 
drink easy to arrange. 

A perfect pairing: Chocolates and peanut butter
Depending on the season, chocolates take different forms at 

Anthony-Thomas Candy Company. Springtime brings bunnies; fall 
brings even more Buckeyes, the double-roasted peanut butter-stuffed 
chocolates it makes by the million. A tour of the candy manufacturer 
costs $2 but every visitor gets a $2 gift shop voucher in return. To 
stick with the peanut theme, make a stop at Krema Nut Company, 
which sells mixed nuts, candies and fresh ground peanut butter. 
Instead of a tour, visitors peer through windows to watch peanut 
butter in the making; a super snack bar slathers fresh bread with nut 
spreads and add-ins like bananas, chocolate, strawberry jam and 
marshmallow cream for scrumptious sandwiches. 

A German immersion
Groups buzz right past the always-present line at Schmidt’s and 

head up to the Banquet Haus, where a buffet bursts with Bahama 
Mamas--a spicy sausage that spawned its own festival -- bratwurst, 
German potato salad, sauerkraut and the meal topper -- mini cream 
puffs packed with vanilla cream. Dining at this German Village 
icon can be even more of a cultural immersion with add-ons like an 
accordionist who can play anything from polkas to the Star Wars 
theme or a step-on guide to direct a driving tour through picturesque 
German Village before or after a meal. For treats to take back home 
and a sweet ending to a tour, there’s Schmidt’s Fudge Haus where 
chocolate, sugar and nuts meld in copper pots. 

Burgeoning brews and spirits
Crafty and spirited sum up Columbus’ liquid assets. Craft brews 

are booming, with more than 40 breweries and more on the way. 
Distilleries are the next wave. It’s fun to get a taste of each by visiting 
Columbus Brewing and High Bank Distillery. Columbus Brewing, 
the city’s oldest craft brewer, has a new taproom with 20 brews on 
tap for post-tour sipping. There’s seating indoors and out, food 
trucks most nights and walls covered with the fantastical art used on 
the brand’s labels. Meanwhile High Bank is fairly new but already 
churns out gins, vodkas and soon will pour its first bourbon. After 
tours here, settle in at its roomy restaurant and enjoy a mushroom 
grilled cheese or tuna bowl and sample a Blackberry Collins or other 
cocktail crafted from High Banks’ spirits.
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in 2019.” 
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FAMILY DEFINES COLLETTE AS LEIBL-COTE STEPS FORWARD

W
orried that there’s nothing 
new under the sun in group 
travel? Relax, says Jaclyn 
Leibl-Cote, the new presi-

dent of Collette, the country’s longest-oper-
ating tour company. 

“There’s plenty of world left out there,” 
she said assuredly.

IGLOOS AND DOG SLEDS IN FINLAND
Take Finland. When Leibl-Cote and the 

Collette team saw how popular the company’s 
tours to Iceland had become, they ventured 
into Finland. No other tour company was 
showcasing the country. In Finland, Collette’s 
travel experts found igloo hotels and Finn-
ish log cabins for overnight stays and added 

dog sledding, reindeer encounters, Northern 
Lights viewings and other experiences a trav-
eler would wish for on a trip there.

ANOTHER TRAVEL SURPRISE? COLOMBIA.
Colombia has been another pleasant travel 

surprise for Leibl-Cote.  Collette has a new 
10-day tour of the South American nation. 
“There’s still the stereotype of Colombia that 
everyone remembers from the ‘80s, but I was 
there last year, designing and developing our 
program and the country is amazing, a won-
derful place to travel and visit,” she said.

BORN INTO THE BUSINESS
Leibl-Cote is no newcomer to travel or 

to Collette. She grew up in the business, 

the daughter of Dan Sullivan Jr., CEO, and 
granddaughter of Dan Sullivan Sr., who 
bought Collette from founder Jack Col-
lette in the 1960s. Collette turns 101 years 
old this year and has some 700 employees 
around the world. 

A BROAD WORK EXPERIENCE, 
FROM THE MAILROOM UP
Leibl-Cote’s first job with Collette was in 

the mailroom at the company’s headquar-
ters in Rhode Island, when she was just a 
teen. Over school breaks and summers, her 
experience with the company grew. She 
graduated from college, earned an MBA and 
returned to Collette full-time 13 years ago. 
Although she’s led tours, designed itiner-

aries, worked in customer care and inside 
sales, much of her recent focus has been 
on product development, tour management 
and marketing.  

“I have a broad perspective because 
I’ve been a part of the business in different 
ways,” she said. 

She knows that Collette must anticipate 
what travelers and travel planners want, 
delve into destinations and create itineraries 
that hit a chord. Not every group wants the 
same kind of tour, she realizes, which is why 
Collette has developed options like Explora-
tions, its line of tours for 19 or fewer people. 

“There are destinations that should be 
traveled with fewer people if you want to 
bring the experience to life,” said Leibl-Cote.  

COLLETTE RELIEVES BURDENS 
OF COMPLEX TOUR PLANNING
Group leaders who have planned trips 

abroad appreciate having a knowledgeable 
company handle the details. 

“We take a lot of the burden away from the 

travelers having to create this themselves,” 
said Leibl-Cote. “People can go online and 
look things up, but that can be overwhelm-
ing. They might not have any clue about go-
ing to Vietnam — where to go there, what 
to see, how long to stay, where to stay. It is 
very complicated if you don’t have the time 
to really understand the area to which you 
are going.”

COLLETTE CRAFTS AND 
OWNS ITS EXPERIENCES
Collette’s teams go into destinations and 

work directly with prospective hotels, res-
taurants and attractions. 

“We handcraft the experience and are do-
ing research all over the globe,” Leibl-Cote 
said. “We don’t buy through a local operator 
because we want to own our brand, own the 
experience. We have boots on the ground 
going in to experience these other cultures. 
That sets us apart. It is how travel should be 
developed. 

“In Vietnam, our team has gone to all 
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PANORAMA IN ICELAND

NORTHERN LIGHTS, ICELAND PUFFINS

JACLYN LEIBL-COTE 

AND DAN SULLIVAN JR.

DOG SLEDDING IN FINLAND

those cities and asked, ‘Which are the best 
hotels?’ and ‘Does it meet our brand’s expec-
tations?’ We go into the hotels and contract 
everything with them, so we can put trust 
behind the product we develop.”

COLLETTE DELIVERS AUTHENTICITY
A company doesn’t thrive for a century 

without a popular product, and Collette has 
always monitored group leaders’ needs and 
desires and adapted its tours to meet those 
needs. Today’s groups want authentic expe-
riences, Leibl-Cote said. 

“Expectations are changing and people 
want to really be a part of the experience. 
They want off the bus. You can’t just stop for 
30 minutes anymore. They want to be able 
to connect.” 

STREET FOOD HITS CHORD WITH GROUPS
A good example of that authenticity is 

the street food tour on Collette’s trips to 
Vietnam.

“Our street food experience is optional 
but most people choose to do it and love it,” 
said Leibl-Cote. “Our team vetted it, curated 
it and picked the vendors. Going local like 
that requires research, collaboration and 
due diligence.”

Finland is another example of how Col-
lette’s boots-on-the-ground approach en-
riches the travel experience.  A tour group 
never forgets the feeling of flying across the 
snow in a dog sled, for example. 

“You aren’t sitting on a bus; you are get-
ting out and connecting with what Finland 
is all about,” said Leibl-Cote. “You probably 

have a big smile, a frozen smile, on your face. 
It’s one of those things that you didn’t know 
was on your bucket list until you did it!”

LEIBL-COTE PREPARES TO LEAD 
COLLETTE IN ITS SECOND CENTURY 
Collette is among the few major tour 

companies with a woman at the helm. And, 
as Leibl-Cote points out, Collette is also a 
rarity because it has had only three leaders 
in 100 years, unlike many public companies, 
where CEOs change every few years.  

“With Collette,” she says, “there’s stabil-
ity. But, looking forward, I can assure our 
customers that we will also pivot and change 
as needed, to stay relevant to an ever-chang-
ing market.” 

EXOTICS ARE TRENDING

J
acyln Leibl-Cote grew up with suit-
case in hand. Her dad, Dan Sullivan 
Jr., often brought the family along 
as he traveled the world for the 

family business, now known simply as Col-
lette. 

Now, Leibl-Cote is doing much the same 
with her three young children, as she steps 
into her role as Collette’s president and 
prepares to succeed her dad in the next 
few years as CEO and president.  She will 
assume the reins of a tour company that is 
more than 100 years old. 

So what does such a world traveler sug-
gest to tour planners looking for new travel 
destinations? “Vietnam, Morocco, Japan, 
Iceland and South Africa,” she recommends. 
“The exotics are trending.”

She is also enamored of Colombia, South 
America, after traveling there last year to 
create Collette’s 10-day Experience Colom-
bia tour. “Colombia is one of those places 
where I was like, ‘Wow, I had no idea!’” 

Each city and region has its own flavor, 
she says: the colorful markets of Bogota; 
the hills and valleys of the coffee region; 
Cartagena, a tropical port with “unbeliev-
able Mediterranean style food”; and Medel-
lin, where travelers visit the neighborhood 
Comuna 13.

 “It used to be a gang area with lots of is-
sues,” says Leibl-Cote, “and it has reinvented 
itself through art and music. You go there and 
see how an area that seemed to have no oppor-
tunity for the future has turned itself around.” 

AN EIGHT-DAY ITALIAN VISTAS TRIP 
FOR TWO FROM COLLETTE

Collette celebrated its 100th anniversary 
in 2018. The family-owned company is 
the longest-operating tour operator in the 
U.S., and offers 169 tours to 59 countries. 

844-445-5663
www.gocollette.com
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SELECTTRAVELER.COM/2019-COLLETTE-ITALIAN-VISTAS-DRAWING-2

TO ENTER, GO TO

SIGN UP TO WIN

T
ravelers always rave about Col-
lette’s Italian Vistas tour!

“It was the snapshot of Italy 
we wanted.”

 “We would have never seen everything 
included in the tour on our own.”

 “How lovely the hotels were!”
“We saw more sights and learned more 

history than I thought possible.”
In 2020, one group travel planner, and 

their guest, will have the chance to ex-
perience Collette quality as the winner 
of Collette’s Italian Vistas Familiarization 
Tour. 

Planners can enter the giveaway by 
signing up online at www.selecttraveler.
com through February 11. The winner will 
be announced February 11 at the 2019 

Select Traveler Conference, to be held 
February 10-12 at French Lick Resort in 
French Lick, Indiana. (The winner does 
not have to be present to win.)

The eight-day tour takes place February 
27-March 5, 2020, and includes land, round-
trip air travel, and taxes and surcharges 
from New York. Most meals are included. 
The tour includes two nights in Rome, one 
night in Sorrento, two nights in Florence 
and one night in Venice. 

Iconic sites like the Colosseum in Rome, 
Michelangelo’s David in Florence and nu-
merous other well-known landmarks are 
included, and the tour includes local ex-
periences for its travelers at shops, res-
taurants, wineries and other authentic 
stops.
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