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I love the months of December and 

January! Why? Because it’s the time of 

year when everyone makes resolutions, 

looking ahead to make the next year 

even better. 

This is also the time to stop and reflect 

on what has been accomplished in the 

year just ended.

For Logimonde Media, the year 

2014 was one of the largest since  

its founding 27 years ago. We launched 

two monthly print magazines (PAX 

magazine in English and French) at 

the same time. Although many people  

we consulted told us it was a little 

crazy, we explained our concept 

by specifying that it would be very 

different from existing magazines  

in the market. The travel industry 

suppliers have trusted us since day 

one. We have received extraordinary 

comments and the magazine has 

already taken a prominent place in 

our industry.

We have prepared the editorial 

calendar for 2015 and there will be 

surprises, contests, and much more 

for our readers. Following the great 

success of 2014, we are motivated to 

the max!

In addition, Logimonde Media in 

2014 changed the name of its web 

magazines to PAX in order to find 

synergy with our printed publications. 

Our readers have already accepted 

this big change and also enjoy the new 

design of our e-magazines - sleeker, 

more modern and attractive.

2015

Yes, 2015! I cannot wait to show you all 

the projects we have in store for you. 

With respect to Logimonde Media, we 

have planned a major investment in 

our Toronto office. The team will grow 

and we will be even more present in 

Canada.

I sincerely wish you a HAPPY HOLIDAY 

AND HAPPY NEW YEAR 2015. Since this 

is our December-January edition, we’ll 

see you again in February 2015. 

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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I recently had the great opportunity to 

attend Ensemble Travel Group’s annual 

conference which was hosted in Indian 

Wells (Palm Springs), California.

My plan was to be on-location to provide 

coverage for the PAX online and print 

platforms - pretty standard when it 

comes to conferencing (verb: to attend 

conferences) - but I was surprised by 

how much more came from the four-

day event. Ultimately, I walked away 

having learned so much thanks to 

connecting with notable business people 

and listening in on keynote presentations 

that offered unique and interesting 

perspectives I may have never otherwise 

considered.

For example: “Your network is the greatest 

asset you have but it only grows when 

you give it away” was one of the many 

memorable points made by speaker Tim 

Sanders, who not only encouraged the 

act of networking, but also connecting 

those within your network with each 

other. 

He says, “The best networkers in history 

were highly generous. They leveraged 

every interaction into an opportunity to 

identify opportunities to connect people 

that ‘should meet.’ They expected 

nothing in return, other than follow up on 

the part of those they connected. Their 

networks grew exponentially as a result.”

Another point he made was, “Those 

who read lead” and encouraged 

the audience to “commit yourself to 

continuing to learn.”

This is a fitting segue to my introduction 

of this month’s cover person Stéphanie 

Bishop (pg. 32), who throughout our 

conversation, always rounds back 

to her quest for knowledge and self-

improvement. Bishop has made her 

way to the position as managing 

director for the Globus family of brands 

in Canada with this commitment to 

learn, and also an open mind that has 

allowed her to challenge herself and 

step outside of the proverbial box in 

order to grow. She’s likely what Sanders 

would classify as a “multiplier”: a leader 

who engages and empowers staff; one 

who makes everyone smarter; and who 

“puts the ladder on the right wall and 

enthusiastically says, ‘We’re going here!’”

This month, we also sit down with Corey 

Marshall, owner of Anderson Vacations 

(pg. 9), who shares how his business-

to-business approach with the travel 

agent community is being altered to 

cater to changing demands from the 

marketplace, especially considering the 

complex product he is selling (Canada 

& Alaska plus Australia, New Zealand & 

the South Pacific).

In addition, you’ll hear stories from 

a select number of travel industry 

entrepreneurs who have been successful 

thanks to finding a niche that sets them 

apart from the rest. It’s a recurring 

theme when speaking with thought 

leaders in travel - the idea that those 

who find a specialization (do one thing 

and do it really damn well) will truly be 

able to flourish in this challenging travel 

landscape.

This joint issue for December-January is 

both our last for 2014 and first for 2015 

and the seventh issue of PAX. I’d like 

to offer my most sincere thanks to the 

travel community for your support as we 

continue to thrive with this new venture. 

Wishing you blessings for the holiday 

season and much success for 2015.

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com

For the best travel industry news : PAXnews.com PAX   7



Your SUCCESS… 
             is OUR ONLY BUSINESS

DYNAMIC • MEMBER-OWNED • INTERNATIONAL

•  Top profi t-sharing

•  Preferential commissions & 
overrides

•  Award-winning integrated 
marketing

•  Intuitive technology

•  Training & networking

Bon Vivant
On the Menu

EATING YOUR WAY  

BACK TO SCHOOL

OUR TOP 5 MARKETS AROUND THE 

WORLD

PORTUGAL’S DOURO REGION 

FOR GOURMANTS

A D V E N T U R E S  I N  C U L I N A R Y  T R A V E L

Join Chef Christine Cushing 
on an EXCLUSIVE Bon Vivant 

Mediterranean Cruise!
— See page 16 for details —

Learn more at www.joinensemble.com or call 1-866-442-6877



setting the stakes

Text: Terrilyn Kunopaski
Photography: Nicola Topping



For the best travel industry news : PAXnews.com10   PAX

T hanks to the convenience of the Internet and PDF 

downloads, the value of brochures for travel suppliers 

across Canada has increasingly become a topic  

of discussion, due in part to the rising costs of compiling, 

printing and distribution, not to mention the ease of making 

digital versions available as well.

As such, it’s common to find traditional brochures taking up 

less space on travel agency shelves - some tour operators 

are cutting the number of pages, while others have opted 

against printed copies altogether.

Edmonton-based Anderson Vacations, which offers two 

distinct product lines - one for Australia, New Zealand & 

the South Pacific, and the other for Canada & Alaska - is 

one company taking an alternative approach and bucking 

trends, having introduced its first two Destination Planners 

throughout the past year, each with more pages than 

any brochure it had produced in the past. (The inaugural 

Destination Planners for Canada and Downunder were 136 

and 188 pages respectively, versus the 48-page catalogues 

previously distributed.)

In addition, the layout has been revised in order to provide 

a better tool for travel agents, according to President and 

CEO Corey Marshall, a New Zealand-based Canadian.

“We want travel agents to feel really good about being 

able to sit at their desk, use a catalogue and be able to 

customize a vacation with their client,” he says. “To do that, 

you need to break it down by region, city and even product 

with descriptions that allow an agent to walk through and 

show the different hotel product that we have on offer, 

where they’re located on a detailed map, and give them 

that expertise.”

It was after meeting with a content management company 

- one which Marshall says “makes the production catalogues 

simplified” - that he realized the benefits such a tool could 

offer agents. 

“We signed the deal within five weeks of that first meeting 

and by that November 2013 had released the first ever 

Downunder Destination Planner to the marketplace,”  

he explains.
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Anderson’s expanding breadth of product throughout both 

line-ups has created a demand for this new approach, 

and Marshall adds that because the company offers a 

high-ticket product for a high-yield clientele, the quality 

of brochure must match that demographic.

The wholesaler has been around since 1992, though bought 

by the Marshall family in 1994. It has changed significantly 

since that time, having started by offering coach tours in 

and around Western Canada as a direct-sell and since 

evolved to a business-to-business model that has allowed 

for expansion throughout its destinations.

“In 1999, we made a commercial decision to become a  

B2B operator; to open ourselves up to businesses and 

become their operator of choice, whether that’s a tour 

operator from overseas or a local travel agent that can 

buy our products and programs,” Marshall says. “As soon as  

we did that, that’s when our business really started to 

change; for the first five years, it was only in-group touring 

that we looked at travel agents as a way to sell our coaches. 

It allowed us to increase the number of departures because 

we had more people selling our product.”

By 2005, one year before Marshall bought out his parents’ 

portion of the business, he was looking to diversify Anderson 

and so, the Custom Canada Vacation Package program 

was born. 

In 2009, Anderson then jumped across the pond to  

offer Australia, New Zealand and the South Pacific, 

conscious of building a travel company that offers “unique 

destinations.”

“Even Canada as a country is a very complex travel 

destination for a consumer; they need a specialist to 

help coach them along the way and that’s what a travel 

consultant is,” Marshall says. “Our job is to make that agent’s 

job easier, by providing them with special knowledge and 

expertise on the destinations that we sell.”

And that rounds back to the evolution of Anderson’s 

brochure, which this business owner sees as being a valuable 

tool. The revised model has rolled over for the production 

of its 2015-2016 planners as well, a decision that was made 

following a 30 per cent growth in each of the business  
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Anderson Tours started by Dave and Lorraine 
Anderson

Marshall family purchases Anderson Tours

Escorted touring business grows organically 

Anderson launches inbound group division 
into Canada and begins to sell escorted 
touring program to retail travel agents

Anderson signs major preferred agreements 
with national retail brands and focuses on 
agents as key selling base

Anderson launches Custom Canada 
Vacation Package program (The Perfect FIT)

Corey Marshall and his wife Karen McCardle 
purchase Anderson Vacations outright; next 
generation of Marshall entrepreneurs take over

Launch of Anderson Vacations outbound 
program to Australia, New Zealand and the 
South Pacific Islands 

Anderson named 110th Fastest Growing 
Company in Canada. Marshall named one 
of Calgary’s Top 40 Under 40

Anderson opens office in Auckland, New 
Zealand (first international office)

Anderson exclusively brings Grand Pacific 
New Zealand tours to Canadian market

Anderson expands product catalogues into 
Destination Planner Series – inaugural editions

New website and agent loyalty program 
ahead

units when looking at year-over-year forward sales versus 

numbers when these Destination Planners weren’t available.

It’s all part of a greater overall strategy that will see even 

more developments in Anderson’s work with trade partners. 

The second step will be feeding the content from these 

Destination Planners into an evolving AndersonVacations.ca.  

The soon-to-launch revamped website will allow an agent 

to choose travel for their client by destination or type of 

travel, with full itineraries that can be printed out or shared 

through their social media network. 

Anderson is also building an agent loyalty program in 

conjunction with the new site.

“As a business, one of the things we’ve always looked for - 

whether launching custom Canada or when we launched 

Australia and New Zealand - is innovation and innovative 

ideas,” Marshall says. 

“Those ideas, if we can tie them back into the most important 

client base - travel agents - that’s critical. When the two 

align - where it’s innovative and also works for our key 

clients - that’s when we really push forward.” 

  
 



LasVegas.com

HERE, 
THE NIGHTS
ARE HOTTER.
 LIKE 20 DEGREES HOTTER.

VEGAS IS BRINGING THE HEAT WITH ITS FIVE-STAR DINING, 
WORLD-CLASS ENTERTAINMENT, INCREDIBLE WEATHER 
AND AMAZING NIGHTLIFE. IT’S THE HOTTEST CITY WITH
THE COOLEST REPUTATION.
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F or those not in the know, “SEO” stands for “search engine 

optimization.” To simplify, today’s search engines rank sites based 

on algorithms, and SEO is about understanding those algorithms 

and using them to achieve better ranking than the competition in search 

results. 

The two main factors determining where your site will rank are content and 

links. “Content” refers to the text, images, videos and even the coding. 

“Links,” also known as “backlinks,” refer to the connections between sites. 

Clicking a link will bring a visitor from one website to another. 

Google was the first search engine to see links as a useful ranking tool 

and this realization was the major reason why they have become  

the world’s top search engine, used for 80 per cent of all Internet 

searches. Now, links are used by all the major search engines and are seen  

as recommendations; the quality and quantity of links determine the 

ranking.  

Here are some tips on how to use these two major factors to improve 

your site’s ranking.

Know the keywords to target!

Most people don’t realize every site is ranked “number one” for some 

keyword or phrase. Unfortunately, it is often a phrase no one is searching, 

and as a result, is not beneficial for driving visitation. 

The goal of SEO is to find the best and most relevant keywords for your 

target market. To get started, it is important to create a list of 20 or more 

words defining your industry, product or service. The list should include 

insiders’ terms, desired targeted products, popular brands or general 

related terms. Also, consider what geographic region you are targeting 

and then add keywords for your city, neighbourhood or region. After 

creating this list, you need to verify if other people use these same words 

when searching. The easiest way to check is to use Google’s Keyword 

Planner. The tool is designed to sell Google Adwords but lists monthly 

search volumes for keywords. It will also show you other terms you might 

not have even considered. 

technology

Allan Pollett

Since 1998, Allan Pollett has been working 

as a search engine optimization specialist 

with web development experience. Over 

the years, he has helped more than 1,000 

clients achieve top rankings on all of the 

major search engines. He is considered an 

online marketing guru having written several 

books on online reputation management, 

social media and SEO. Allan is a graduate 

from Dalhousie University and holds a BSc. 

in Physics.
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When choosing keywords, it is not wise to go for the top 

terms. To use an example: if you have a computer repair shop 

and you see the term “computers” gets a million monthly 

searches, this does not make it the best phrase to target. 

The top level terms are extremely competitive and to rank 

well with these takes a top-notch site. 

It is better to target more relevant niche terms with less 

competition. Targeting “computer repair” or even “computer 

repair shop” would be better. Remember if your business 

operates in a local market, then go for even more niche 

terms and use your town or city within the phrase. 

Now that you know what words to target, you need to work 

those into the content of your site. Be precise when using 

keywords. As far as the search engines are concerned, 

conjugation, word order and whether you use plurals 

or singulars will change what you target. For example 

“computer repair shops” and “computer repair shop” will 

yield completely different results. If you target the term 

“computer repair shops” and you write “computer repair 

shop,” you will not rank as well as a site which uses the exact 

phrase. The rule of thumb is that people generally search 

more frequently with plurals, usually write the location at the 

end of a phrase and they avoid using conjugations. If you 

are not sure, you can always refer to the aforementioned 

Keyword Planner. 

Start a blog

One really great way to get more keywords into your site is 

to start a blog. Many people think of blogs as online diaries 

or journals, but these can be so much more. For the search 

engine optimizer, blogs are golden. One of the most popular 

SEO expressions is “Content is King.” Each blog article allows 

you to target new terms and get more content. With the aid 

of the keyword list you’ve now created, you use each niche 

term or phrase as a potential article topic. When creating 

articles, try to balance your SEO objectives with writing a 

piece full of useful content people will want to read. The 

goal is to utilize these articles for ranking. If done properly, 

the article will rank on the search engines and act as direct 

entrance into your website. They will be the first impression 

that your website gives, so make them good. 

Get links & get social

If you follow these suggestions, you should have a website 

with rich content that targets the right words. 

Link building comes next. If content is king, then links  

are queen. Building links is one of the most difficult parts 

of SEO and what makes or breaks a website. In 2012,  

Google launched an update called Penguin, which 

turned the world of SEO upside-down. After this, links could 

actually hurt a website’s rankings. However, not all links 

were considered bad and building the right kind remains 

important. Fortunately, social media offers a solution to 

those seeking new ways of using this technique safely. 

Social sites like Twitter, Linkedin, YouTube and Google Plus  

have a lot of authority with Google and the other search 

engines. 

Posting updates on social networks with links to your site is 

effective. If you share valuable information then others will 

re-post your updates and your links will build naturally. This 

is where creating value-added content in your blog comes 

in handy; the more useful the blog article, the more likely 

it is to be shared. 

Now, to put it all together. Know what keywords to target, 

build great content around these keywords and use social 

media to share that content and build links. You will find 

there is a side benefit that not only will you build links and 

improve your rankings, but you will also increase traffic from 

your social networks. 
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FOUR BRANDS UNDER ONE ROOF.FOUR BRANDS UNDER ONE ROOF.FOUR BRANDS UNDER ONE ROOF.
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From a single rowboat in Lugano, Switzerland, to a global travel industry leader, we’ve gotten to where we 

are today by earning your trust and igniting a passion for travel in your clients. We’ve kept our promises to 

you, from competitive commission structures to worldwide customer support.  And we continue to create 

the highest quality, most engaging travel experiences for your clients because we know that happy travellers 

return with an even greater love and trust for their travel agent, becoming lifelong customers. 

With four brands and over 420 vacations to choose from, you can fi nd a vacation to fi t just about everyone.  

Welcome to the family.

FIRST-CLASS 
ESCORTED 
TRAVEL

On a Globus tour, your 

clients never lift a fi nger, 

never lift a bag.  Every 

arrangement, every 

reservation is made 

for them.  There are no 

hassles, no headaches.  

When your clients tour 

with Globus, they enjoy.

THE BEST IN 
RIVER CRUISING

With the newest fl eet on 

the European waterways, 

the Avalon river cruise 

experience features 

the industry’s only 

Suite Ships
SM

, offering 

spacious staterooms 

with expansive views and 

premium styling on board 

—and unforgettable 

moments on shore.

VALUE-BASED 
ESCORTED 
TRAVEL

For over 50 years, 

Cosmos has been the 

travel style of choice 

for the savvy, practical 

traveller. Cosmos’ 

affordable tours to 

Europe, North America 

and South America can 

make travel dreams 

come true.

INDEPENDENT 
VACATION 
PACKAGES

Monograms puts all the 

planning, arranging, and 

coordinating into an all-

in-one vacation package.  

The work is done.  So, 

help your clients turn 

“someday” into today— 

an just GO!

GLOBUS AVALONCOSMOS MONOGRAMS

* For our current promotions or more information, please visit Agentlingo.ca.    
Centre Tower, 3300 Bloor St. W, 4th Floor, Suite 2400, Toronto, ON  M8X 2X3, TICO#1893755/50015835



experience

Lindsay Kyte

W alking by a Starbucks or a Second Cup these days, you’ll see signs for a “Flat 

White.” Running into the liquor store to pick up some wine? Bet you’ll see 

a featured display for Yellow Tail, Oyster Bay or Kim Crawford. Or maybe 

a bit o’ brew tickles your fancy? A Fosters may be just the ticket. Beverages from 

New Zealand, Australia and the South Pacific have started to pervade Canadian 

culture and we’re all the happier for it. Happier still, there remain beverages unique 

to these regions that make travel there just a little bit tastier. Ph
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Canadian coffee lovers are in for a treat in Fiji. The Bulaccino 

Café in Suva is rumoured to have the best coffee in all  

of Fiji, along with fresh, organic food. Suva is Fiji’s capital, 

its largest city and one of the most cosmopolitan cities 

in Oceania, while still boasting colonial-era buildings,  

parks, gardens, museums, outdoor activities and a vibrant 

nightlife. 

Away from the hustle and bustle of city life is Tuvalu, the 

fourth-smallest nation in the world. Tuvalu offers a peaceful 

environment with magnificent lagoons, coral reefs and small 

islands. You can sip away your stress by sampling “pi” (drinking 

coconut), “kaleve” (sweet coconut toddy) or, for a little energy 

pick-up, some sweet coffee or tea. Also available is “kao,” a 

sour toddy that can quickly render you senseless and produces 

a vicious hangover. Luckily, Tuvalu has enough beautiful 

beaches, so the choices are endless when deciding where 

you can nurse your way back to perfect health. 

“Kava,” also known as “grog,” is made from the kavaroot and 

rivals Fiji’s bitter beer as the national drink. Kava is both known 

for its health benefits and its mild sedative effect. In Vanuatu, 

the kava is the strongest in the South Pacific. While enjoying 

kava’s effects, visitors to this region can also experience diving 

to see the shipwreck of a luxury liner, viewing the world’s 

most accessible active volcano on the island of Tanna and 

snorkelling in remote areas where it’s just you and your kava-

esque thoughts.

Photos courtesy South Pacific Tourism Organisation



For the best travel industry news : PAXnews.com PAX   19

Photos courtesy Tourism New Zealand

New Zealand has become synonymous with great wine for 

many Canadians. Robert Ketchin, market manager Canada, 

New Zealand Winegrowers, says the country’s wine sales 

in Canada amount to more than 900,000 cases per year, 

with the Marlborough area accounting for 93 per cent of 

these sales. Marlborough is New Zealand’s premium wine 

growing region, with more than 40 cellar doors. Visitors can 

pre-arrange wine tours to visit the region’s top producers, 

mapping out their own route via self-drive, chauffeur-driven 

car or cycling tours. While there, the Marlborough Sounds, a 

collection of ancient sunken river valleys, are best explored 

on water whether by cruise, kayak excursion or luxury yacht. 

Visitors can also hike the Queen Charlotte Track, featuring 

native forest, scenic ridges and idyllic coves.

Coffee aficionados say the “flat white” may have been 

invented in Australia, but Wellington perfected it. A coffee 

drink similar to a latte but with a different espresso/milk 

ratio, travellers to Wellington can enjoy it in numerous cafes 

claiming to have the “best in the city” while also visiting the 

national museum Te Papa, marvelling over the view on top of 

Mount Victoria or booking a Lord of the Rings location tour.

And travellers must try “L&P,” available only in New Zealand. 

“L&P” stands for “Lemon & Paeroa” and was traditionally 

made by mixing lemon juice with carbonated mineral water, 

originating from the town of Paeroa. When in Paeroa, visitors 

can explore beaches, the Karangahake Gorge and many 

historical sites within the town. 



Photos courtesy Tourism Australia

Australian wine has taken over Canadian stores, with  

Penfolds, Rosemount Estate, Wynns Coonawarra Estate and 

Lindeman’s being some of the most well-known. But Australian 

beers have become more popular globally, with Fosters  

leading the way. Yet, each area in Australia has its own  

favourite.

In Queensland, it’s all about Bundaberg and XXXX. While in 

the area to toss back a brew, visitors can go on wildlife tours 

and explore native habitats, take a whale watching cruise 

or follow the early pioneers into the Queensland Outback. 

There’s also Aboriginal art, cultural exhibitions, art galleries, 

shopping and spas.

Victoria Bitter reigns as the top beer in Victoria, where travellers 

can also visit the 12 Apostles, which are magnificent rock 

stacks on the coast. There’s also Phillip Island Nature Park for 

those seeking some wildlife or the Gum San Chinese Heritage 

exhibits for those interested in the contributions of Chinese 

miners to the region.

Melbourne-based cider manufacturer Cheeky Rascal Cider 

has released a cider range designed to partner with the 

increasingly popular street food trend, including a Vietnamese 

cider of strawberry, lychee and apple, Nashi Cider for Japanese 

cuisine, an apple lime mint with chilli variety inspired by Mexican 

cuisine, plum ginger pear for Chinese cuisine and Blood 

Orange lemoncello pear to partner with Italian cuisine. While 

in Melbourne, visitors can also explore the Old Melbourne Gaol, 

the Australian Shark and Ray Centre and shop until they drop 

at the Queen Victoria Market.

Sipping your way through the South Pacific, New Zealand 

and Australia is a great way to start planning for the trip of 

a lifetime. Cheers to adventures in beverages from each of 

these regions! 
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pax people

Blake Wolfe

While many travel businesses cling to traditional models of being all 
things to all people, sometimes the necessary strategy is to cater to 
one specific niche. In fact, as competition from various directions 
continues to heat up, specializing in one segment or another may 
be the key to fiscal sustainability.

Here are five entrepreneurs that have opted to focus on a limited 
market segment rather than travel product at large.
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Planning a trip involves more than just buying plane 

tickets and making a hotel reservation; more often than 

not, travellers are also looking to see the attractions and 

experiences offered by a destination.

When it comes to booking tickets for some of the  

world’s most renowned performances, Simplyitickets.com 

has cornered the market in the travel trade.

Since 2010, Simplyitickets.com has been a Canadian supplier 

for tickets to theatre, opera, concerts, special events and 

other city essentials in international destinations such as 

London, New York, Las Vegas, Paris, Prague and Verona, 

allowing agents to book tickets to renowned venues  

and performances. Among those featured are Broadway 

performances, London’s West End Shows, the Edinburgh 

Tattoo and the many shows around the world by Cirque du 

Soleil. Preferred access and the option to pay in advance 

(thus saving on exchange rates) are among the advantages 

offered to travellers through the service.

President & Owner Mimoza Jakimi says that a high demand 

from the travel industry for the best prices on entertainment 

has created a need for this type of business. While  

based in Toronto, the company works with travel professionals 

globally, including “some of the most prestigious travel  

agent networks, tour operators and wholesalers,” Jakimi 

says.

She adds that the company’s experience and focus  

on a unique product also contribute to its success, in 

turn driving more sales – and commissions – for travel 

professionals.

“With over 16 years of experience in the entertainment field 

such as theatres, musicals, concerts, attractions, sporting 

events, sightseeing tours catering to tour operators, travel 

agents and individual consumers worldwide, I do believe 

that I have something special to offer to all my customers. I 

love what I do and will continue to offer my niche products 

with dignity and respect,” Jakimi says.



For the best travel industry news : PAXnews.com PAX   23

In keeping with a business catering to all things Sin City,  

Las Vegas Connexx (LVC) Founder Mitch Krystantos says he 

found his way into his niche “all by luck.”

“Many of my peers knew I travelled to Vegas on a  

regular basis,” Krystantos recalls. “They would call me 

when they were going to help them find the hottest clubs, 

restaurants and whatever was ‘in’ at the time. I started 

to get calls from strangers that got my number from  

friends to see if I could look after them as well. The more  

calls I got, the more I started to look into [making it a 

business].”

Offering a one-of-a-kind service to Canadian travellers 

seeking out the best of Las Vegas’ myriad entertainment 

options, LVC strives to provide them with the VIP  

experience. 

Whether it’s clubs, restaurants or access to niche 

attractions, Krystantos says that agents stand to  

bring in bigger commissions by incorporating these 

experiences into a Vegas trip – which is where LVC  

comes in. The company will work with travel advisors and 

their clients to customize a vacation to match demands.

With more than 1.7 million Canadians touching down 

annually, ranging from couples celebrating a honeymoon 

or anniversary to 20-something party animals living out  

the mantra of ‘what happens in Vegas, stays in  

Vegas,’ this particular market is healthy enough to keep 

Krystantos from expanding into other party destinations 

such as New York and Miami.

“I think we always need to be one step ahead of the  

pack,” he says of the need for a niche. “Our customers 

have a lot at their fingertips and can easily search for  

themselves. However, they look at the agent and value 

much of what they have to say. Pick something that you 

believe in and do it to the best of your ability – and become 

the expert in that area.” 
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Having been in the printing business for more than 30 

years, Scott Barker of Big Bark Graphics has seen the many 

evolutions taking place within both the printing business and 

the travel industry alike, reinforcing the need to become a 

specialist, he says.

Working almost exclusively with the travel industry, Big Bark 

offers partners unique collateral ranging from basic stationary 

like letterhead and envelopes to promotional materials like 

banners and calendars. Among its clients are some of the 

big names in the travel trade, including both the U.S. and 

Canadian sides of Ensemble and Travel Savers, as well as 

Vacation.com, Vision Travel Solutions, TPI, Carlson Wagonlit 

(Canada), The Travel Agent Next Door and Redtag. 

In addition to large custom orders, customers can access as 

few as 20 (depending on the product) to cater to specific 

groups.

Starting in the family-run business in 1981 and working since 

then with the travel industry when he started printing ticket 

jackets, Barker says he and his company have evolved with 

the times; for instance, while ticket jackets are still part of 

Big Bark’s product line, they take up a smaller part of the 

overall sales, as businesses become better at appealing  

to customers with more targeted advertising. The latest 

venture is I Do Wedding Print, a new bridal division and 

website that enables travel agents to offer all the print 

materials the bride and groom will require for their destination 

wedding.

As for being a specialist, Barker says it’s financially important 

to stand apart from the pack, whether selling printing services 

or vacation packages.

“You have to specialize in something; the industry is so big 

for printing, like travel, in that you can specialize and make 

more money because you can charge more,” he said.  

“For travel, niche marketing is like printing – you have to 

come up with their new ways and ideas and you can’t be 

a catch-all. With a niche, your product has to show you’re 

a specialist.”
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Although offering two distinct products, British Columbia’s  

Niche Travel Inc. ultimately specializes in the world of small 

group travel, taking travellers on a wide range of adventures.

Founded in 2013, options include Women’s tours and 

Niche Victoria, both of which are offered through  

travel advisors. According to Niche CEO (Chief Exploration  

Officer) Cathy Scott, the company’s women-only small  

group tours offer packages ranging from weekend getaways 

to African safaris, open only to a maximum of 12 passengers 

and incorporating stays in boutique hotels where possible. Also 

offered are Niche Victoria tours, providing local experiences 

in the B.C. capital catering to various interests, drawing a 

specific clientele.

Scott, a Canadian travel industry veteran, says that both her 

personal passion for travel as well as a recognition of a demand 

in the market led to the establishment of this business.

“Women’s travel has always been a passion for me and seeing 

a gap in the marketplace for small group women’s tours,  

I founded a number of women’s travel initiatives including 

the Women’s Travel Club (Canada) and the Women’s Travel 

Connection,” she says. “I kept getting travel agency owners 

and agents saying there wasn’t anyone on the ground in 

Victoria who was servicing that market. And unless you are on 

the ground it is pretty difficult to make sure things flow smoothly 

and clients are getting the experience they deserve.” Her 

guests are typically high-end, of the boomer generation, and 

are seeking experiences that are “unique and authentic.”

Scott echoes the feeling that given the competitiveness of 

today’s travel market, specialization is the key to survival for 

small companies, adding that Niche will continue to focus on 

these specific markets.

“We can do a really good job of something we are knowledgeable 

and passionate about or we can become ‘jack of all trades  

and master of none,’” she says. “Travel has become so 

commoditized that unless you are going to be huge and 

compete on volume, it is very difficult to compete in the mass 

market product.” 
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Appealing to the young and the young at heart, the 

endless attractions of Orlando, Florida are the core of 

Mouse Voyages Travel and for co-founders Robert Mercier 

and Jean Francois Grenier, it’s all about building customer 

relationships and narrowing the field of the destination’s 

unlimited entertainment options for travellers.

“From first contact to the return home, we take care of 

every aspect for our guests,” Mercier explains of the travel 

agency. “We configure their online profiles, arrange all 

ground transportation, book their resort stays and packages, 

reserve dining times and supply guests with customized 

attraction suggestions.”

Established in 2011 and since expanding its client base to 

come from more than 16 countries worldwide, Mouse is 

focused on what Mercier describes as a ”renewable” market, 

in which families often make return trips over the years and 

as children grow up, they bring their own kids with them.  

Not surprisingly, attractions such as Disney and Universal 

theme parks make up a sizable portion of the company’s 

sales, and in fact, the business was recently appointed  

the unique distinction of an authorized Disney vacation 

planner.

Mercier says that with increasing competition in the travel 

industry, niche businesses are an ideal way to corner market 

share by specializing in a select product, which benefits 

both the business and its clients.

“Travel agents are fighting for their piece of the pie in a 

very volatile and competitive market,” he says. “We have 

to stand out now more than ever before. By providing such 

a niche market, we don’t have to be ‘experts’ in several 

destinations or experiences - we only have one market 

to research and study… A true specialization means that 

you should be able to answer most every question without 

having to do much research. Guests come to us because 

we know our niche and recognize the value in having a 

team of knowledgeable agents working for them.” 
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Rates are in USD per person double occupancy in cat. F and include roundtrip airfare between Los Angeles and Papeete; 2 nights’ accommodations, a day room, and daily breakfast at  
InterContinental Tahiti Resort & Spa; transfers; and a 7-night cruise aboard the m/s Paul Gauguin. Port, security, and handling fees are additional. Single rates are available upon request.

Experience Idyllic Tahiti by Land & Sea 
Special hotel-and-cruise package includes  
airfare from Los Angeles and transfers

Space is extremely limited and available on a first-come, first-served basis. Call today!

Also available 7 to 14 night cruises:
7-nts Tahiti & Society Islands from $3,995

10-nts Society Islands & Tuamotus from $5,095
11-nts Cook Islands & Society Islands from $5,695

12-13 nts Fiji, Tonga, Cook & Society Islands from $6,695
14-nts Marquesas, Tuamotus & Society Islands from $6,995

 
 

Tahiti & the Society Islands 
2NTS HOTEL AND 7NT CRUISE PACKAGE

FEBRUARY 18, 2015 . . . . . . . . . . . . . . . . . . . . from $5,415

APRIL 1; MAY 20, 2015 . . . . . . . . . . . . . . . . . from $5,515

JUNE 24; SEPTEMBER 16, 30, 2015 . . . . . . . from $5,615

AUGUST 19, 2015 . . . . . . . . . . . . . . . . . . . . . . from $5,765

Including airfare from Los Angeles,
plus complimentary beverages, including
 select wines and spirits, and gratuities 

onboard the ship.

Paradise is closer than you think—and now it’s more 
affordable, too. Paul Gauguin Cruises now offers a hotel-
and-cruise package that combines a pre-cruise stay at  
the InterContinental Tahiti Resort & Spa—long rated  
the top hotel on the island of Tahiti—with a 7-night  
Tahiti & the Society Islands cruise aboard the award-winning  
m/s Paul Gauguin.

You’ll fly overnight to Papeete and check into your deluxe 
room immediately, with no waiting. �en, enjoy two 
additional nights in a lagoon-view room at the resort 
with daily breakfast. Or, for the ultimate Tahiti experience, 

For reservations please call 1-800-848-6172

For Sales & Marketing assistance please contact your Director of Sales
Western Canada- Vicky Lubyk - vlubyk@pgcruises.com

Eastern Canada - Helene Poirier - hpoirier@pgcruises.com

or visit us online at www.pgcruises.com

upgrade to an overwater lagoon bungalow, available for an 
additional $450 per person. 

In addition to your luxury hotel stay at Papeete, Tahiti, 
you’ll sail roundtrip, visiting the scenic islands of Huahine, 
Bora Bora, and Moorea, and spend a day on Paul Gauguin 
Cruises’ private islet off the coast of Taha’a.
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Text: Bert Archer
Photos courtesy Te Waonui

I n most ways, New Zealand is not like other countries. 

But, it does have one thing in common with some of the 

world’s great nations.

There are only a few cities in the world that come  

close to being perfect representations of their countries  

and cultures. Paris and London are two of them; Shanghai 

and Tokyo, too. In literature, we call that “synecdoche,”  

but in travel, it’s the must-see spot: If you’ve only got two 

days in France, you’re going to go to Paris, not Arles. Its 

history, architecture, art, food and people are everything 

we talk about when we talk about France.

For New Zealand, this place is Franz Josef, population 330.

Located on the northwest coast of New Zealand’s  

South island of Te Waipounamu, this place is pretty much in the  

middle of nowhere; a little like New Zealand (if you’re  

coming from anywhere other than Australia and Fiji, 

anyway). 
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It’s tiny, both demographically and geographically, once 

again, just like New Zealand, which sits between Croatia 

and Liberia on the world’s population list, and between 

Burkina Faso and Gabon by area.

But you only really see how perfectly Franz Josef  

embodies the essence of New Zealand when you walk  

up a little path, neatly hewn out of the lush density of 

the native tree ferns and kiekie vines. After about 15 

minutes, (give or take 10 minutes for marvelling at the sheer 

abundance, diversity and size of the flora), you emerge 

from the tropical rainforest you’ve been safari-ing through 

and directly in front of you is the massive glacier for which 

the town was named.

It was one of the great moments of my travelling life, 

stumbling on this stark juxtaposition of jungle and ice. I don’t 

use superlatives often, but this place is truly spectacular.

The vegetation stops on a line precise enough to have 

been ploughed by a farmer. Once you step over it, it’s all 

soaring rock and rushing, milky, glacial river, the Waiho, that  

starts here and races to the Tasman Sea, 20 kilometres to 

the north.

Like the rest of this topographically intense nation,  

the 750 metres or so between the end of the jungle path 

and the start of the ice is what you might call “uncurated.” 

There are no boardwalks or hand rails, no rope barriers  

and no signs telling you to watch your step until 

you’re actually standing on the glacier peering over  

the edge into the cataract below, at which point you notice 

a small square warning that you might fall in if you’re not 

careful. There may actually be a rope barrier there, too, 

but frankly, I can’t be sure, because my attention was 

entirely elsewhere - on the cascade of ice majestically laid  

out in front of me, for instance, and the other less path-

able edges of the rainforest on all sides of this jutting mass 

of ancient ice.

New Zealand is like Canada, but abbreviated. Instead of 

hours by air or days by road to get from coast to city to 



prairie to mountains, it’s minutes by plane and hours by car.  

Everything is pressed up aginst everything else, similar 

to this rainforest and that glacier, which, in addition to  

making it a perfect set of locations for filming, puts  

it at the top of the list for any traveller who likes the  

outdoors.

And if Franz Josef is the tiny, perfect representation of  

New Zealand, the Te Waonui hotel is the embodiment 

of Franz Josef. Made of raw wood, with 100 five-star  

rooms that give directly onto that same jungle with all its 

flora and fauna, it’s more like a hollow carved out of the 

terrain than a hotel, though the Amaia spa and chef Andrew 

Hayward-Swain’s five-course Maori-inspired tasting menu 

also put it firmly in TripAdvisor’s list of the country’s top 10 

luxury hotels.

It’s a bit of a hike to get to Fran Josef and the Te 

Waonui. The best way might be to fly into Hokitika airport  

and take a bus 135 kilometres south. But like New Zealand 

itself, it’s worth the effort. 

BOOK SELECT EUROPE, CANADA  

AND NEW ENGLAND, BERMUDA, ALASKA 

CRUISES OR LAND+SEA JOURNEYS  

AND RECEIVE: 

• FREE stateroom upgrades
• Up to 10% OFF select shore excursions 
• 50% reduced deposit
• FREE or reduced cruise fares for 3rd/4th guests 

READYSETSAIL
THE SUMMER UPGRADE EVENT

PLUS, WHEN YOU BOOK A SUITE, YOU’LL RECEIVE: 
US$300 onboard spending credit per stateroom • FREE Wine Navigator Package • 2 FREE soda cards  

*Terms and Conditions: ReadySetSail offer is available for new bookings only, is not combinable with Flash promotions, is capacity controlled, and may be modified or withdrawn without prior notice. Offers are applicable on select summer 2015 departures.  
Free stateroom upgrade offers are available in select stateroom categories and are subject to availability. Shore Excursion offer applies only to select shore excursions, purchased in advance of embarkation, prior to April 15, 2015. Third/fourth offer is based 
on sharing a stateroom with 1st and 2nd guests. Taxes, Fees & Port Expenses apply to all 3rd/4th offers. 50% reduced deposit offer: bookings made on voyages requiring immediate final payment are not eligible for a reduced deposit. Suite offer: Guests 
who book a suite category stateroom receive $150 per person ($300 per stateroom) onboard spending credit, a Free Wine Navigator (3 bottles) and two free soda cards. Suite offers apply only to guests 1 and 2 in the stateroom and are not transferable 
or refundable. All references to Holland America Line are: ©2014 Holland America Line. All rights reserved. Ships’ Registry: The Netherlands. For full terms and conditions, see www.encorecruises.com. © 2014 Encore Cruises is a wholly-owned division 
of TravelBrands. B.C. Reg. # 3597. Ont. Reg. # 50012702. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A5958



up front



Text: Terrilyn Kunopaski & Lindsay Kyte
Photography: Revolve Talent



For the best travel industry news : PAXnews.com34   PAX

B eing in sales was never part of the plan for 

Stéphanie Bishop, who started her career 

in the travel industry with WardAir as a 

reservations agent. 

Now Managing Director at the Globus family of 

brands in Canada, she’s come a long way from 

the shy young professional who only reluctantly 

agreed to move from her initial post to one as a 

sales representative for the airline – a decision that 

can fairly be cited as critical to the way her career 

path has shaped up.

Speaking one-on-one with Bishop, she comes across 

confident, poised and well-educated, regardless 

of the topic of conversation. While the first two 

characteristics may have developed naturally 

over time, it’s the third that she’s made a point of 

continually working on in every stage of her life, 

both personally and professionally. Whether through 

reading, networking or taking advantage of the 

access to knowledge at conferences she attends 

on behalf of Globus, learning has been a key priority 

for this self-described “inquisitive mind.”

“Throughout all of my career and still to this day, 

what’s most important is that I am on a journey and 

always learning,” she says. “What I knew yesterday 

was great but what I’m going to learn tomorrow is 

even better. That’s what keeps me going.”

In a way, stepping out of her comfort zone has 

contributed to this self-improvement, relating back 

again to her change in positions at Ward Air. “My boss 

just said, ‘You’re going out’ and I said, ‘No, I don’t 

think so,’” she recalls. “But it was fantastic; it was the 

best thing that could have ever happened to me.”

Since then, she’s been challenging herself in this 

way, which once meant stepping outside of travel 

to gain what became valuable insight into how other 

industries work. It was during this time that Bishop 

worked for a company that was then called PHH 

Executive Relocation Real Estate Management, 

where lessons in project management and executive 

account management were among the key take-



away points. It was a career decision she doesn’t regret and 

even recommends it to her peers. 

“I think it’s very important for someone looking for a career 

in the industry to get different perspectives; to grow and see 

things differently. It doesn’t change your passion for travel, but 

you see how different industries apply different strategies and 

to this day, those strategies help me in everything that I do.” 

“Even if I left the industry for a short time, which was great, 

also within the industry, I’ll always have a new challenge,” 

she goes on. “I think that’s part of what keeps me going – I 

love a challenge; I love building and developing and seeing 

something grow. And once that seed has grown, I need to 

have something else to take to the next level.”

This thirst for cultivation has a direct impact on the way she acts 

as a manager, and as such, Bishop admits that her approach 

to leadership is continuously evolving; between working at 

Ward Air and Globus, she wore many hats, including that of 

vice-president - cruise division at Thomas Cook Group and 

vice-president of marketing at Holiday House, and says that 

throughout the moves, she’s kept an open mind about her 

style, adapting it as required.

“You come into a company and you have your views, 

experience and style, and every company has a different 

culture. That culture is the result of different individuals with 

different experiences and backgrounds,” she says, recounting 

that she joined the Globus family about six years ago. “I’m 

certainly not the same leader today that I was then and I can 

say that very confidently as well, because I’ve grown through 

all of that… The leadership here isn’t about revolution but 

evolution – evolution in every individual that comes into our 

world and our family, to really see them grow and exposed to 

different aspects that they didn’t think that they’d do.”

She was that same bright-eyed rookie she is referring to all 

those years ago and it’s using that experience that aids in her 

success at the helm. And while Bishop values the opportunity 

to challenge a team, she equally embraces the challenges 

that they bring to her. 
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“What I cherish today in the leadership role that I’m  

in now is to see people grow and evolve,” she says. “If you 

can be that person who is continuously growing - but at the 

same time, share that knowledge and expertise with other 

people around you to help them grow – it’s the ‘ultimate’ 

from a career perspective.”

“Many people say ‘Well, you’re the leader’ and yes, 

that’s true but you’re only as good as everyone you have  

around you, and I’ve been able to surround myself with 

exceptional individuals. Every day, we’ve got fantastic 

products with this organization – we sell the world with  

few exceptions – but I think we live and work in a world 

where it’s all about the relationships, sustainability and 

integrity.”

She says that at the Globus family, there is a clear alignment 

between her personal values and those of the company – 

an important factor that has not always been the case as 

she moved up the corporate ladder.

“I once did work for a company that didn’t fit my values 

and I truly struggled in that organization,” she says candidly. 

“Every day, you have to love what you do and be passionate 

about it and believe in it.”

Despite the aforementioned struggle, Bishop stuck it out, 

recognizing the growth opportunities that came with being 

in that particular situation. But she knew instinctively when 

the time was right to move on, and as she was ready to 

close that door, another opened.

In fact, this situation ties in perfectly to what she calls the 

most important lesson she’s learned from her journey thus 

far, which is “be true to yourself.”

“It sounds corny, but if you’re not fighting with yourself, 

you’re going to be OK,” she says. “If you’re doing something 

you believe in, you’ll be OK. It might not be the outcome 

that you envisioned, but you’re going to be at peace with 

your body, mind and soul.”

“To have that open mind and to know that I continuously 

learn and do things differently,” she says, “I find myself in 

a different way, yet I’m still little Stéphanie that came from 

a small town and who was a shy kid.” 
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All data provided by the Canadian Tourism Human Resource Council: 2012 Canadian Tourism Sector Compensation Study (www.cthrc.ca, www.cthrc.ca/en/

labour_market_information/compensation)

About this report:  The 2012 Canadian Tourism Sector Compensation Study looks at both the overall national tourism industry as well as four individual ‘industry 

groups’ within: Food and Beverage Services, Accommodations, Recreation and Entertainment and Travel Services, the focus of this article.
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Taking the earliest form of mechanized transportation to new levels of 
elegance and service, these trains define the luxury rail experience.

 

The rugged and unforgettable views of the Canadian 

Rockies meet comfort and service on the Rocky Mountaineer, 

transporting guests through the dynamic landscapes of 

Canada’s western provinces as they enjoy fine dining and 

modern luxury. With options to combine a rail package and 

an Alaskan cruise, travellers aboard the Rocky Mountaineer 

will depart the train with plenty of memories from their voyage.

Photos courtesy of Rocky Mountaineer

Blake Wolfe
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Experiencing equal parts opulence, romance and 

outstanding service, travellers aboard the Deccan 

Odyssey will enjoy an Indian rail journey in a “rolling luxury 

hotel,” which takes guests on a number of routes through  

the country. From the classic exploration of India’s  

Golden Triangle to lesser-known locations, travellers will 

experience a level of refinement and elegance difficult 

to replicate. 

 
Traversing the dramatic vistas of Peru’s Andean landscape, 

the Andean Explorer takes travellers back in time to the 

age of the Incan Empire, as the luxury train criss-crosses 

the countryside between Cuzco and Lake Titicaca with 

stops in rural villages along the way. Seated in cars crafted 

in the inimitable style of the 1920s, travellers also enjoy 

on-board entertainment and fine dining over the course 

of their journey. 
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In need of no introduction, the legendary Orient Express 

transports travellers back to the age of high-concept  

style and endless possibility of the 1920s, as they make 

the famous rail trip across Europe, from the westernmost 

destination of London to Istanbul in the east. Luxury  

cabins and fine dining complete the experience, which 

promises to be an unforgettable one for all who board 

the train. 
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Aptly named, The Blue Train of South Africa was originally 

envisioned in the 1920s as a cross-continent connection 

between the Cape of Good Hope and Cairo, Egypt. While 

that ambitious goal was ultimately scaled back to a regional 

service, the Blue Train has comfortably carried the likes of 

royalty and celebrities from around the world in its five-star 

cars, travelling through the awe-inspiring scenery of the 

South African countryside. 



escape

Text and photography: Judy Waytiuk
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W hen the guide for Vavau 4 X 4 Adventures tells us we’re 

going to stop at a pareo-making factory in a minute, I 

expect a small roadside building. But this is Bora Bora, 

the tiny, perfect South Pacific island of micro-everything, so instead, 

we pull to a stop beside a clearing in the forest where a couple 

of local women tend broad wooden tables on which finished 

pareos are drying under the sun. 

They’re making these wrap-around skirts by hand in tie-dye fashion, 

twisting and dipping fabric into small plastic tubs of bright dye, 

arranging brass design shapes over top of the flattened wet 

pareos. 

It turns out you can never buy too many pareos. 

In fact, there’s a lot you just can’t get enough of in Bora  

Bora. Half a dozen dive operators here offer similar packages to the 

best snorkelling spots on the shallow reefs and sandbeds around 

the island. The man-made Bora Bora Lagoonarium is a favourite 

for first-time snorkelers or timid swimmers, but our Reef Discovery 

guide Christophe eschews the lagoonarium as too tame, so during 

this part of our experience, we head north in our little open boat  

(he guides a maximum of six people) to Faanui Bay off  Mai Moana 

Island, and leap into the sea’s magic: iridescent corals, bright, 

darting fish, glowing cobalt blue saltwater clams wedged by  

the dozens into reefs, even blacktip sharks and massive, silent  

rays sweeping the seabottom’s sand. We snorkel and dive all 

around the island and its motus (little companion islands that ring 

the big one), sensibly wearing t-shirts over bathing suits to avoid 

serious sunburn. 
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Resorts here keep snorkeling gear on hand for guests and the 

iconic thousand-dollar-a-day (and up) resorts, all located on their 

own motus with overwater individual thatched bungalows on 

stilts, even have their own favourite snorkel spots to themselves.

But there’s as much to explore above-water on this impossibly 

green and gorgeous island as there is below. Half a day 

in Vaitape, so small it barely qualifies as a village, yields an  

eclectic assortment of shops and souvenirs. Oddly, the grocery 

store, Chin Lee’s, stocks both reasonably-price French wines 

(this place is a French Protectorate, and French is the primary 

language) and trip memorabilia. The handful of little shops 

sprinkled haphazardly along the unpaved road carry wood 

carvings, local artwork, weaving, trinkets, sandals, coconut and 

vanilla soaps, sundresses, ubiquitous locally-branded t-shirts, oils, 

and black pearls: the best-known symbol and souvenir of the 

Tahitian Islands.

While they’re called black, these lustrous little beauties come 

in dark, rich colours ranging from greenish-black to pale grey. 

High-end pearls - the ones with way too many zeros on the price 

tag before you see a decimal point - rest in glittering cases at 

elegant, air-conditioned Tahia Pearls or at The Farm at the Bora 

Pearl Company. This is off Matira Beach and you’ll need a boat 

to reach it, but you can see how the farmed pearls are made 

in the ocean and even dive for one if you want. Poorer-quality 

pearls, much cheaper though still lovely, are sold everywhere, 

even at roadside stalls. 

Maison de la Presse stocks plenty of books, and adjacent to the 

store, a tiny restaurant serves up fresh-caught seafood lunches. But 

the local craft market on the dock offers a handmade motherlode. 

Behind each bench or table, someone is busy making more of the 



same, and all the artists are happy to pose for snapshots 

or demonstrate how to knot a pareo properly with the 

gleaming seashell clasps. 

Souvenir obligations satisfied, I’ve earned a lazy 

afternoon at Matira Beach, the soft sand crescent 

fronted by shallow, clear water where everyone, 

locals and travellers alike, goes to play. A few open-air 

beachside dining spots serve up fast food Tahitian-style - 

fresh fish especially - and poisson cru’s always available 

- tender lime-juice marinated tuna chunks mixed with 

cucumber, tomatoes, chili, scallions or onions. Visitors 

can get there by bicycle rented at the dock or go for 

one of the open-air wooden vans that shuttle back 

and forth constantly. (Tip: If you stop at Bloody Mary’s  

(a famous little bar and restaurant) on the way back  

from the beach, you can try their specialty - coincidentally 

called “the Bloody Mary” - while you browse the list of 

famous folk who’ve loved this place.)

Round-the-island trips are a great way to be introduced 

not just to real pareo-makers, but to the island’s famous 

history and its lush beauty.  During World War II, the United 

States chose Bora Bora as a military supply base, built 

defensive fortifications and spawned the classic film 

South Pacific; tours stop at some of these, and pass by 

the vacation veranda on stilts where Marlon Brando 

(who first turned up here to film the original Mutiny on 

the Bounty movie and never really left) fell in love with 

his Tahitian bride. 

Tours run high up the sides of the long-inactive volcanic 

island, the only way to get up there since hiking is actively 

discouraged unless you’re with a local guide because 

it’s dangerous. The jeeps use the steep, rough roads 

built more than 60 years ago by the Americans and 

when it’s my turn for the experience, we hop out on 

high plateaus ripe with coconut, mango and papaya 

trees to check out the sea views. Our guide has to 

bribe us off the mountainside and back into the vehicle 

with promises of more stunning scenery just up the next 

bumpy, rutted, dirt road.

It turns out that, as much as I’ve traveIled tropical 

vacation spots, I will never, ever get enough of Bora 

Bora. 



business sense

For the best travel industry news : PAXnews.com50   PAX

I t’s an annual challenge for employers that can often lead to 

uncomfortable conversations and could impact the way staff 

view and approach their day-to-day work.

In fact, the matter of how much to fairly compensate an employee 

is one of the more delicate balancing acts that management must 

undertake, weighing such factors as individual performance and 

the current economic climate.

Reports from the Conference Board of Canada and consulting firm 

Mercer estimate an average salary increase around 2.9 per cent 

for private sector employees in 2015, which means organizations 

are looking to stretch their numbers even further.

Here are a few tips from the experts on how you can too.

Do more with less

Top talent commands top dollar and businesses are always looking 

to do more with less. While neither fact should be surprising, how 

do companies balance the two?

According to Karen Gordon, vice-president of consulting with 

Optimum Talent, in the day and age of smaller annual increases, 

a compensation model basing these on performance rather than 

cost of living is her suggested approach.

“I typically recommend my clients to put it all in performance and 

those that perform will still get a relatively good increase while 

those that aren’t performing might fall back a little - and perhaps 

that’s OK if they’re no longer performing,” Gordon said, noting 

that the typical increases she has seen over the past 10 years are 

two or three per cent.

Allison Griffiths, principal of human resources at Mercer, said that the 

balance of favouring top talent with smaller budgets is a difficult 

task, particularly for Canadian companies.

“If we’re talking three or 2.9 per cent, it’s not a lot of money, so 

having to do all you want to do with a limited budget is a really 

big challenge,” she said. “At the same time, you don’t want to 

spread the peanut butter too thin. Having a limited budget while 

rewarding top performers is really hard to balance.... Canadian 

 Ian CullwickKaren Gordon Allison Griffiths

Blake Wolfe
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organizations, in general, seem to struggle with that; I think everyone 

wants to pay for performance but as Canadians, we want to be 

fair and equitable, so organizations and managers really struggle 

with picking out one or two people that are the top performers 

on their team.”

In dealing with shrinking budgets, 

Ian Cullwick, VP of leadership 

and human resources research 

for the Conference Board of 

Canada, said that in the current 

economy, businesses may also 

want to minimize the number of 

pay scale reviews undertaken.

“In this day and age of slow 

growth economy and minimal inflation, companies may only want 

to externally review their base pay comparability every two or three 

years as opposed to every year,” he said. “Your salary grid may not 

move on a year-to-year basis. There’s a bit of a trend to not doing 

a cost of living or economic adjustment to the grid every year.”

Keep up with the times

Times change and with it, so do demands for specific roles within 

an organization. While established pay bands for each position 

within a company are essential to effective compensation planning, 

Gordon pointed out they need to be flexible in order to account 

for increased need for one type of employee over another.

“Sometimes there’s a skill shortage in a certain type of role; for 

instance, IT might be hot and you really need to put some time 

into ensuring that you’re paying those employees at a different 

level than others, because that may have changed since you 

developed your salary structure,” Gordon said. “All of a sudden, 

a role like engineering is really hot and you can’t continue to pay 

them what you used to or you won’t be able to attract anybody.”

Money isn’t everything

As they move through their respective position’s pay band, all 

employees – including the company’s star performers - will eventually 

reach the plateau of the maximum salary. In an economy where 

the top talent has a choice in where they can work, businesses are 

offering incentives – both monetary and in-lieu of payment – to  

those employees they want to retain, Cullwick explained.

“Some of the creative ideas we see in the marketplace for 

employees who have been evaluated to be high performers that 

exceed expectations, they may get a one-off, lump-sum cash 

bonus in lieu of the base salary adjustment,” he said, adding that 

such payouts are usually in the 2.5 to 5 per cent range.

“There are some employers, 

in terms of their ability to pay, 

they just can’t do that,” he 

continued. “In terms of trying 

to retain their top performers 

who have maxed out, it could 

be access to training programs, 

conferences, job rotation, 

special projects either on our 

outside the job, or even basic 

recognition – having your CEO publicly recognize those high 

performers, because those are the ones you want to keep.”

No surprises

When the time for that annual talk rolls around, Griffiths said it’s 

important for organizations and their respective managers to make 

sure that there are as few surprises as possible – both during the 

conversation and throughout the preceding 12 months - requiring 

managers to explain to employees not only how to improve their 

performance but also why they are receiving that particular 

increase.

“If you give the top performers a big increase and not-so-good 

performers no money or very little, you don’t want that to be a 

surprise,” she said. “Giving feedback throughout the year and along 

the way that it’s not a surprise for people is very important. We see 

that employees, millennials in particular, they want feedback all the 

time throughout the year, so make sure you’re giving that ongoing 

feedback; some would like it every hour on the hour, but give it 

at regular intervals, especially to those people who maybe aren’t 

performing and help them develop a plan for how to improve 

their performance. 

“I think one of the biggest strategies is removing the ‘black box,’” 

Griffiths continued. “Employees sometimes don’t understand why 

they’re getting the increase that they are, so any way you can 

remove that box and make it seem like a consistent, fair process, 

so it’s thoughtful and not just a manager saying ‘you get two per 

cent – I don’t know why.’” 

  
  
 

  
  



future proof

Nolan Burris
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I became a travel consultant in the 

early years of the GDS. There were no 

graphics and no icons to click. Our 

computers were monochrome jumbles 

of all-caps text. Keyboards required the 

forceful punch of an old typewriter to 

register any input. It’s a wonder we didn’t 

all go blind and develop carpal tunnel 

syndrome. Still, those ancient terminals 

gave us an advantage: we understood 

them, the public didn’t and they couldn’t 

have them.

We were advised to turn the screens 

where our customers could see  

them. They would stare in awe as we 

navigated the hieroglyphics of end-

items, pillow-keys, crosses of Lorraine, and 

bizarre combinations of letters, numbers 

and dollar signs. As if deciphering the 

Rosetta Stone itself, we could translate 

the gibberish into flights, fares, hotel 

rooms, rental cars, tours, cruises and 

more.

When customers witnessed our feats 

of magic, they became well aware of 

their need for our wizardry. And then, 

the Internet was invented. The symbols, 

formats and secret codes became pretty 

buttons on do-it-yourself websites and 

smartphone apps.

We were like Oz and our customers had 

peaked behind the curtain. Fortunately, 

like the kindly wizard, travel consultants 

have great gifts to impart with no special 

effects or gadgetry required. You can still 

take clients over the rainbow with a little 

courage, mind and heart while finding 

your own way back home. 

Courage

The wizard didn’t give the Cowardly 

Lion bravery; he gave him a medal.  

It was really just a way of recognizing 

accomplishments and reminding him of 

his own abilities. Don’t hide your medals.  

Wear them proudly and point them out 

by inserting them into your consultations 

and client conversations. 

“I’ve been doing this for more than 

10 years. You’re in good hands.  

I know how to spot the real deals and 

protect you from the rip-offs.”

“I’m not at all troubled by the Internet.  

It’s not a competitor. It’s great for 

ideas and general prices, but it isn’t 

capable of delivering advice or 

human support.”

Mind

I suppose it was actually a brain that 

the Scarecrow wanted. But, in the end, 

the wizard helped him discover his mind 

by offering him a diploma. He told him: 

Nolan Burriss is a top-selling author, former travel agent, 

failed musician and self-professed techno-geek.  

He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder 

and chief Visioneer of Future Proof Travel Solutions  

in Vancouver, British Columbia: 

www.futureprooftravel.com



“Anybody can have a brain. That’s a 

very mediocre commodity.”

In today’s tech-savvy world, those 

brains are often called iPhones and 

Android tablets. A mind however, can 

only emerge from a human through real 

human experiences. The purpose of the 

diploma was to offer skeptics evidence 

of the Scarecrow’s skills and expertise, 

but mostly to remind him of his own 

achievements.  

You may not receive a certificate or 

diploma for every supplier webinar or 

workshop you attend, but you can talk 

about them. Doing it without being 

boastful takes a little practice.

“When I completed travel school,  

I knew the long hours of study would 

be well worth it.  It makes me so happy 

to use those skills to help people like 

you.” 

“The Internet is like one big 

advertisement. It can make every 

cruise look perfect. Luckily, we 

are continually educated through 

seminars, workshops and courses, all 

to help you make the right choices.”

Heart

The Tin Man believed he was a hollow 

shell without a heart. But, the wizard knew 

better. Those rust-producing tears he 

shed came from somewhere genuinely 

emotional. He said: “Where I come from, 

there are men who do good deeds...and 

their hearts are no bigger than yours. But 

they have one thing you haven’t got - a 

testimonial.”

When the wizard handed him a heart-

shaped clock he said: “Remember, my 

sentimental friend, that a heart is not 

judged by how much you love, but by 

how much you are loved by others.”  

After all, one doesn’t receive testimonials 

from people who don’t like you. 

Today’s testimonials often appear in 

Twitter tweets and Facebook posts. The 

wizard knew that it helps to be a little 

more proactive and hang it around 

your neck sometimes. Today he might 

suggest that you do a little heart-felt 

posting yourself.

“I just helped plan a romantic 

honeymoon in Hawaii for the nicest 

newlyweds.  Best wishes to John and 

Karen!”

“I love my job as a travel consultant, 

but what I love the most is the 

wonderful people I get to help, like 

Bill and Sarah.  Enjoy Costa Rica!”

Home

After the wizard handed out his gifts to 

Dorothy’s friends, she worried there was 

nothing in the bag to help her get home.  

Then, Glinda the Good Witch appeared 

and told her: “You’ve always had the 

power to go back home to Kansas.” The 

message was clear:  rather than looking 

outside yourself to solve your problems, 

look inside.

Back when we were behind the curtain, 

in control of the gears and switches, we 

thought we had found our home and 

that our value came from the buttons 

we pushed. In reality, our home and our 

true value has always been outside the 

curtain, helping people. With a little more 

courage, mind and heart, we needn’t 

ever worry about wicked witches or flying 

monkeys again. 
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Check out some of the top headlines that caught the attention of our readers. Find daily 
national travel industry news updates on PAXnews.com, or PAXnewsWest.com for news from 
Western Canada.

changes at btmi

irish eyes

in the zone

more rewards

klassen moving on

Cheryl Carter has been appointed 
Barbados Tourism Marketing Inc.  
director for the U.K., moving from her 
previous role as vice president for 
Canada, a position she held for 13  
years.

Tourism Ireland has appointed Dana Welch 
as its new marketing manager for Canada. 
Specifically, she will have responsibility for 
implementing Tourism Ireland’s new three-
year ‘Strategy for Growth,’ which aims to 
grow tourism from Canada to the island 
of Ireland by 47 per cent between 2014 
and 2016.

Air Canada is implementing Zonal 
Boarding, prioritizing passengers travelling 
in business class as well as frequent fliers, 
followed by premium economy and 
passengers requiring more time to board, 
such as travelling families. Economy 
passengers will be further divided into 
three sections and boarded back to 
front.

Transat has launched Confetti, a new 
sales program that aims to reward top 
travel agents, as well as their agencies, 
with big prizes through a series of different 
sales challenges.

After 13 years of senior management 
leadership at the Canadian Tourism 
Commission, most recently serving as 
interim President and CEO, Greg Klassen 
announced that he will be leaving the 
CTC effective Feb. 13, 2015.

new partnership

The Association of Canadian Travel Agencies (ACTA) has signed a partnership with 
Learning Library Inc., a technology-based professional elearning development 
and education management firm, and DWG Performance, a strategic consulting 
company. The partnership will bring the Travel Learning Campus (TLC) to ACTA 
members. 

news
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From the Greater Miami Convention & Visitors Bureau and various local properties: 
Front: Rosario Ramirez, Concha Perdomo, Joanne Scalamogna, Cathy Rodriguez, 
Linda Stilmann and Michelle Bell. Middle: Lisa Gory, Berit Naatz, Nara Azevedo 
and Danielle Torres. Back: Louis Escoto, Fred Khoury, and James Anderson.

The flavours of Saint Lucia were showcased during a culinary event in Toronto 
featuring the island’s top chef and culinary ambassador Nina Compton. Photo: 
Alison Theodore, regional marketing manager, Saint Lucia Tourism Office; Tracey 
Warner-Arnold, deputy director, The Saint Lucia Tourism Office; Chef Nina Compton; 
Cindy Gerhardt, product buyer, WestJet; & Clive Farmer, the BodyHoliday.

Showcasing the diverse nation of Nicaragua were: Dina Joseph Hodgson, 
Nicaraguan Tourist Board; Francisco Campbell, ambassador of Nicaragua 
– Canada & the U.S.; Ana Carolina Garcia, Nicaraguan Tourist Board; Bill 
Maloney, Partner Concepts; Maritza Rivera, Partner Concepts; and Roberto 
Yanquil, Avianca.

Travel industry partners from tourism offices and agencies joined top TravelBrands 
executives in Toronto to mark a new era for the 18-month-old company. Pictured 
from left are: Frank DeMarinis, Brad Miron, Joe DeMarinis, Dawn Rzepka, Enzo 
DeMarinis, Firdosh Bulsara & Brian Klompas

Thanking travel partners at a special event that hit both Toronto & Vancouver, 
Bahamas representatives included: Deputy Director General Ellison Thompson; 
Paul Strachan, director of the Bahamas Tourist Office - Canada; Director 
General Joy Ann Jibrilu; and Minister of Tourism Obediah Wilchcombe.

Hola Sun’s annual Fiesta Cubana event included dinner, dancing, prizes and the 
sounds of Old Havana, helping to launch the tour operator’s new Cuba brochure.



marjanek joins travelsaversvision expands more connections

TRAVELSAVERS appointed Johan Marjanek 
as director, new business development for 
the brand on the West Coast and in Quebec, 
responsible for increasing the company’s 
membership base of independent travel 
agencies.

Vision Travel Solutions has added a number 
of active travel experts to its roster in Western 
Canada, with the recruitment of Amie Rand 
and Jody Corothers in its Vancouver office, 
Lauri Walters and Tracy Fiala in Calgary and 
Maureen Johnson in Edmonton.

Air France KLM is increasing weekly services 
to Western Canada in 2015.  As of May 5, 
KLM will offer three Amsterdam-Edmonton 
flights (four as of June 22), while Air France 
will offer up to five Paris-Vancouver flights 
as of Mar. 29.
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Skal Vancouver’s November meeting took on an interesting twist: members and 
guests were treated to an evening filled with little-known local history during 
a private guided walking tour called ‘Secrets of the Penthouse’. Pictured are 
Will Woods, founder & chief storyteller, Forbidden Vancouver; Randy Vannatter, 
president & CEO, City Passport Inc.; Aaron Chapman, author; Lydia Miller, president, 
Skal Vancouver; & Danny Filippone, owner, Penthouse Nightclub.

Representatives for Berlin and Vienna came to Vancouver for a dual presentation, 
providing travel updates for the two European capitals. Pictured are Kirsten 
Schmidt, public relations, Visit Berlin (left) and Helena Hartlauer, media relations, 
Vienna Tourist Board.

More than 130 travel agents attended the 16th annual Vacation.com regional 
conference and trade show, aimed to remind members that they are part of a large 
international consortium, with multiple tools available to help optimize professional 
development and grow sales. Of V.com: Christine James, VP Canada and Tiffany 
Glass, chief operating officer.

Melia Hotels International wrapped up its cross-Canada road show in 
Vancouver with a cocktail reception and dinner presentation for travel 
agents. Of Melia Hotels International: Carlos Peralta, regional director, 
leisure sales; Irma Del Angel, group sales manager; Jairo Torres, director of 
sales; Leticia Del Rosario, regional sales manager; & Leandro Cruz, director, 
leisure sales North America.

Of Tourism Ireland (from left): Ruairi Lehmann, publicity & trade executive; Tanya 
Warren, publicity & events executive; and Helen Cole, trade, promotions and 
marketing executive.



More than 900 members and travel 

trade partners recently came together 

for Ensemble Travel Group’s annual 

conference, which took place this year 

in Palm Springs, CA. The cooperation 

announced a launch into Australia & 

New Zealand and also touted growth in 

tools and services available to members. 

Here are a few snapshots from the four-

day event.

Ensemble’s Cheryl Babulal, business 

development director & Cathy Varrecchia, 

national training manager - Canada

ETG Co-presidents Lindsay Pearlman and Libbie Rice awarding one of its top 10 members, 

presenting to TravelMasters’ James Shearer, COO & Neil McMahon, chief excellence officer

Jennifer D’Ippolito & Eric Bacon of Rail Europe 

accept the award for 2014 Outstanding Agency 

Support Award - Transportation from ETG 

Co-presidents Lindsay Pearlman & Libbie Rice

Dan Prior of Transat Tours Canada with 

TravelOnly’s Patrick Luciani at the ETG 

Conference’s Award Gala

Participants in the “View from the top” panel 

discussion: (Front) Andy Stuart, EVP, Norwegian 

Cruise Line and Xavier Mufraggi, president & 

COO, Club Med; (Back) Jeff Drew (moderator); 

Edie Rodriguez, president & COO, Crystal Cruises; 

and Guz Vonderheide, VP, Hyatt Hotels

At Ensemble’s trade show, pictured here are 

Contiki’s Sheralyn Berry, director of sales, and 

Brad Ford, president

Ensemble members from Oakville’s Adventure 

House Travel, Suzanne Kirsht, director of client 

management and Ron Dawick, president
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Directed at managers and supervisors seeking 

to motivate and engage employees, Handle 

With CARE takes research based on interviews 

with more than 1,200 employees at various 

organizations and provides approaches to 

establishing a supportive, welcoming - and 

ultimately profitable - workplace culture.

Written by and for human resources 

professionals, The 2020 Workplace offers 

businesses the tools to find and retain 

‘tomorrow’s employees today,’ in an 

increasingly challenging and ever-changing 

economy.

A step-by-step toolbox to building a 

stronger workplace, The Culture Engine 

is the blueprint to building an inspiring 

environment for employees, including the 

creation of a “constitution” enshrining a 

company’s values to keep business running 

smoothly.

Putting the focus on team goals and recognition 

over that of individual employees, this book lays 

out a straight-forward approach to building 

employee engagement through RESPECT – 

seven principles that allow businesses of any 

size to create a stronger workplace culture.

Taking a microscopic look at why some 

employees quit by assessing retention 

problems within an organization rather than 

from without, The 7 Hidden Reasons provides 

management and human resources with 

insight into the mindset of workers and those 

workplace factors contributing to turnover 

that can be controlled.

Tackling the questions of why employees 

stay or leave a company, this book provides 

examples and resources that will help 

employers ensure their top talent don’t 

abandon ship on the voyage toward a 

stronger workplace culture and increased 

profitability.

By: Barbara A. Glanz

By: Jeanne C. Meister and Karie Willyerd

By: S. Chris Edmonds

By: Paul Marciano

By: Leigh Branham

By: Dawn McCooey
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LIVE IT TO BELIEVE IT 

A world unto itself
With the vast selection of gourmet restaurants, luxurious spas offering every 
treatment imaginable, seaside colonial treasures in the heart of all the action, idyllic 
beaches hidden from the rest of the world, and championship golf courses in the 
middle of the ocean, this enchanting part of Mexico offers endless opportunities for 
rest and relaxation, or fun and excitement. And with the return of the humpback 
whales, now is also the time for whale watching!

Visit transatholidays.com
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Lara Vanderheide

CYAN BLACKYELLOW MAGENTA

Immerse yourself in Latin culture with our year-round service to Bogota, Buenos Aires, 

Lima, Santiago, and São Paulo. And with new service to Panama City and Rio de Janeiro, 

we’ve got Latin America covered. 

For more information contact your travel agent or visit aircanada.com

SOMETIMES THE BEST PLACES ARE 
THE ONES YOU’VE NEVER BEEN TO.
INTRODUCING YEAR-ROUND FLIGHTS TO PANAMA CITY 
AND RIO DE JANEIRO THIS DECEMBER.
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