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The year 2015 is coming to a close, 
and what a year for Logimonde 
Media!

With the launch of another product, 
the PAX Virtual Travel Show, the 
numbers prove we have seen a 
record increase of more than 30 per 
cent in sales across all our products, 
as we continue to be first with the 
news on our three websites.

Our main objective for 2015 has been 
achieved: to remain the leader in 
the travel industry media in Canada.

I cannot help but to be grateful and 
thank you, our readers and partners, 
for your continued support and 
loyalty to our products.

I am also fortunate to have a 
great team that supports me in 
implementing my projects. A big 
thank you to them! It will be a big 
party for Christmas this year with the 
Logimonde Media team and we will 
celebrate our success together!

In May 2015, we also celebrated the 
first year of PAX magazine, which 
has quickly become a fixture in the 
Canadian travel industry. This unique 
and high-end business magazine has 
been quickly adopted by agents and 
agency owners, tourist offices and 
travel service providers.

This shows the commitment which 
our editorial team (five full-time 

and 15 freelance) displays to our 
readers, putting their talents and 
determination to work every day in 
creating and presenting the high-
quality content found in Logimonde’s 
two print magazines and three 
websites.

The beginning of 2016 will be 
marked by numerous exciting 
announcements to ensure the 
continued growth of Logimonde, as 
we continue to meet the needs of our 
readers and advertisers by introducing 
new cutting-edge technology to 
enhance the experience. We will also 
work on increased synergy between 
our different products.

I will take this opportunity to wish you 
a happy holiday season for 2015. I 
will be spending the holidays with 
my family around a cozy fire while 
enjoying good holiday meals. Take 
the opportunity to recharge your 
energy at this festive time of year!

Happy reading and Happy New 
Year to you, your family and all your 
co-workers! We’ll be back in February 
2016 – I look forward to seeing you 
then. 
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S teven Larkin believes Canadians should 

be able to choose their flights the same 

way they choose their destinations: 

with experience in mind. 

“It’s about more than a shiny new aircraft,” 

the director of sales, Canada at Delta Air 

Lines says. “Yes, they can be dazzling, but for 

us, it’s about transforming the experience 

on board - put some of the whimsy from the 

bygone days back into air travel. Because 

flying really is a chore.”

Strong words, perhaps, for an executive 

representing four major airlines as part of a joint 

venture that includes Delta, KLM, Air France 

and Alitalia, but Larkin’s more than 20 years 

of experience in various sectors of Canada’s 

travel industry makes him somewhat of an 

authority on the subject.

October 2015 brought about the one-year 

anniversary of Larkin’s appointment to Delta’s 

Canadian team, prior to which he held various 

leadership roles with organizations like



Intrepid Travel Group, G.A.P. Adventures 

(now G Adventures), Virgin Atlantic and 

Singapore Airlines. 

“It wasn’t just my airline experience that was 

of interest to Delta and the joint venture,” he 

says of the move. “They felt that collectively, 

my experience broadly within the trade would 

help shape a new future for the organization.”

Tasked with establishing a brand for Delta 

and its three partner airlines throughout the 

Canadian marketplace, Larkin 

has taken a strategic approach 

with the company’s consumer 

and trade partnerships, 

participating in popular 

festivals and volunteering with 

established charities such as 

Covenant House and Daily 

Bread Food Bank in Toronto, in 

order to build a profile. 

“Working with an airline that’s based in 

Atlanta, you have to get pretty creative with 

how you position your brand,” he says, going 

on to joke that collectively representing 

American, Dutch, French and Italian airlines 

feels a bit like working for the UN. 

As such, demonstrating commitment to the 

market and its potential for growth is key - 

and Larkin knows there’s no better way for an 

airline to do that than to launch new services.
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Air France’s Vancouver to Paris route is one 

example, as is the Edmonton to Amsterdam 

service brought about by KLM - one of the 

only routes launched by the airline globally 

in the year. Delta has likewise dug its heels 

into the market, expanding its reach in 2015 

with routes from Western Canada to Seattle 

and Los Angeles, as well as a joint corporate 

contracting partnership with WestJet.

“Canadians are savvy travellers,” Larkin 

says of the developments, “and so we 

have to compete across all brands and stay 

competitive in the marketplace.”

With networks which include routes to 

Africa, Asia and Europe, Larkin maintains 

that the brands provide Canadians with a 

choice - whether it’s based on destination, 

connection times, or even and perhaps most 

notably, in-flight experience.

“Different things will trigger somebody’s interest 

in booking a particular airline,” he explains, 

citing KLM’s appeal to those who may fancy 

a connection in Schiphol, Amsterdam’s world-

renowned airport, or a taste of champagne 

in Air France’s economy class. 

“Each brand brings something specific,” 

Larkin says, “and we’re constantly asking 

how we can bring a personal touch to that 

flying experience, because how we innovate 

is what sets us apart from the competition.”

In fall 2015, Delta announced its intention to 

ramp up its transoceanic menus, while both 

Air France and KLM have partnerships with 

Michelin-starred chefs in Europe. Alitalia’s 

new Economy Class offers Signature Caffe 

service on its long-haul flights, raising espresso 

to new heights. Air France’s introduction of its 

Best of Business class has also brought a new 

kind of inflight service to YYZ, and Calgarians 

will have the opportunity to fly on KLM’s new 

Dreamliner aircraft by December. 

Delta’s strategy of acquiring equity positions 

in airlines such as Aeromexico, China Eastern 

and GOL is another example of its focus on 

growing differently.

“The only way that the business can move 

forward is to do so in a thoughtful, meaningful 

manner,” Larkin says of the developments. “Yes, 

you can be the best at something, but if it 

doesn’t resonate with your customer, you’re 

probably not going to get ahead. If you create 

the right relationships and cement them along 

the way, you’ll get there a lot faster.”

Even then, none of it means much without 

a solid sales team. 

“Probably unique in this industry is that we’ve 

committed to having boots and heels on the 

ground,” he says, referring to the sales 

account executive staff located in 

Vancouver, Edmonton, Calgary, Toronto and 

Montreal
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- each of which is responsible for a portfolio 

of agencies and corporate clients. 

In fact, KLM’s new Edmonton-Amsterdam 

service has brought expansion to the Canadian 

team, by way of Sales Account Executive 

Kirsten Sheppard, who is charged with growing 

not only Edmonton, but also northern Alberta 

and the Prairies for the joint venture. 

“Ask anyone in the trade what 

their sales force looks like,” Larkin 

says pointedly. “We have one of 

the strongest, most experienced 

sales teams in the entire industry; 

I have employees who have 

worked for Delta - or the broader 

airline industry - for more than 30 

years, and they really know what 

they’re doing to help us move 

forward.”

The success of the business is also 

bolstered by the representation it 

receives from the trade - which 

Larkin believes is a mutually-

beneficial arrangement, thanks 

to the four-in-one nature of the 

joint venture.

“We go to the trade with one 

voice,” he explains. “A travel 

agent knows that if they have 

an issue, something they need 

solved, whether it’s with Delta, 

KLM, Air France or Alitalia - it’s 

one call.”

Larkin points out that this gives the 

brands a distinct advantage in a 

marketplace otherwise starved 

for selection. And although he 

acknowledges that they’re up 

against “a really big competitor,” 

he also says that the goal is to 

become everyone’s strong 

number two - and shake things 

up a little along the way.

“It’s healthy to have a balanced 

marketplace where there’s choice for the 

consumer,” he clarifies. “I think the agent 

community is looking for solid competition, 

and we’re confident in our product, and 

what we can deliver, so let the agent – and 

the consumer – choose.” 
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technology

 

Prezi

This unique platform is “on 

a mission to reinvent how 

people share knowledge, 

tell stories, and inspire their audiences to act.” Unlike 

slides, Prezi’s interactive, zoom-able canvas lets you 

show relationships between the big picture and 

fine details. The added depth and context makes 

your message more likely to resonate, motivate 

and be remembered. Creative visual storytelling is 

also the premise behind Prezi’s Nutshell app, which 

combines animation and photo bursts to generate 

short, cinematic narratives. Founded in 2009, and 

with offices in San Francisco and Budapest, Prezi 

now cultivates a community of 50 million-plus users 

and more than 160 million Prezis around the world. 

Choose the way you use Prezi, with options ranging 

from $0 investment to about $16 monthly. For more 

information, visit www.prezi.com.

GoAnimate

Taking the complexity 

out of video making, 

GoAnimate enables users to produce a wide range 

of custom, professional-looking videos from scratch 

using drag-and-drop tools. With libraries featuring 

thousands of assets from characters and actions to 

music tracks and sound effects, the platform is easy 

to learn. For those on a really tight deadline, there are 

also “Templates,” which enable the creation of simple, 

dialogue-based scenes in a matter of minutes. Finished 

videos can be downloaded as MP4 files, in HD or Full HD 

resolution, or exported directly to a number of platforms 

such as YouTube. Business subscriptions also include 

unlimited hosting and playback. Founded by CEO 

Alvin Hung in 2007, GoAnimate has served more than 

five million registered users worldwide and employs 

approximately 20 employees in the San Francisco Bay 

Area and Hong Kong. Visit www.goanimate.com.
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PowToon

Combining presentations 

with animated cartoons, 

PowToon is on a mission 

to help businesses covey their message “in an attention 

grabbing and engaging way,” with user-friendly and 

intuitive software. They say that the added level of 

abstraction created by using cartoons allows a viewer 

to experience benefits of using a product before an 

audience ever lays hands on it. Offering an alternative 

to costly and time-consuming options, the platform 

features a drag-and-drop user interface, pre-designed 

templates and a variety of style libraries. Each “slide” is 

treated as a scene in the story line of a presentation or 

video. PowToon has an easy export button so you can 

create presentations or videos to share on YouTube and 

Facebook, download to your computer, or play using 

the PowToon player. Various levels of membership are 

available, ranging from $0 to approximately $70 monthly. 

More information is available at www.powtoon.com.

emaze

Featuring a proprietary 

state of the art HTML5 

presentation maker that 

will create slideshows, 

video presentations and 

even 3D presentations, 

emaze’s cloud-based 

software is easy to use and offers multi-device 

access. A great alternative to those who want 

to up their PowerPoint game without the time 

to do it, users simply pick an existing template 

and create their presentation through the web-

based application. You have the choice between 

transitions, backgrounds and font options to help 

your content stand out and impress audiences. There 

are now more than two million users of the emaze 

platform, equivalent to six million-plus presentations 

and 75 million viewers. Pricing starts at $18 monthly. 

Start creating at www.emaze.com.

Haiku Deck

Haiku Deck has been 

created based on 

presentation t ips 

recommended by 

experts and designers, 

such as “Keep it simple 

by limiting your text and focusing each slide on a 

single idea,” “Make it beautiful by building your 

story around high-impact images and keeping your 

formatting consistent,” and “Have fun.” While the 

latter point is not one most people associate with 

presentations, this unique platform aims to change 

your mind. Haiku Deck is a simple app where you 

can put together slide decks, taking advantage of 

a library with more than 40 million free images to 

use as backgrounds. Presentations can be easily 

projected, shared, posted, embedded on a website 

or blog, or viewed on any web-enabled device. 

While the core iOS and web apps are free, the 

standard subscription rate for Haiku Deck Zuru will 

be $60/year. Visit haikudeck.com. 

HAVE NO CHOICE BUT TO USE 
POWERPOINT? HERE ARE A FEW 
TIPS TO HELP YOU SPICE IT UP A BIT:

• Too much of a bad thing is a bad thing: limit the 

text you have on each slide. Focus on having 

one main message per slide.

• Avoid the use of fonts such as Comic Sans and 
Times New Roman. Never use more than three 

font styles per document.

• Use images that tell the story for you instead of 

text.

• Visually-appealing presentations are more likely 

to keep an audience engaged: If you don’t 

have an eye for design, enlist help from friends 
or an in-house graphic designer (if you have 

one). If you don’t have that resource, research 

complimentary colours and remember to 

maintain a consistent (and basic) colour palette 

throughout.

• Ultimately, it all comes down to presentation 
skills of the individual in the spotlight, so make 

sure you know your content and keep your 

audience engaged.
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T ypically, leaders think to build 

teams based on job title: CTO, 

CMO, VP of Engineering, 

Director of Sales.

While functional leadership roles 

must certainly be filled, slotting 

talented people into an org chart 

may never unlock your company’s 

fullest potential.

By thinking of your team only in terms 

of roles, you risk building a group with 

homogeneous cultural attributes. This 

is an easy trap to fall into, as we tend 

to hire like-minded people, often in 

our own image. But by doing so, we 

miss crucial ingredients for success 

by passing over candidates who just 

might be the difference makers.

Rather than only looking at 

educational background and 

functional experience, make sure 

your organization has each of these 

personality types:

While the rest of the company is 

heads down on the challenges 

of the day, someone needs to be 

heads up, willing to dream wildly and 

think ahead. When your organization 

has a senior leader who focuses 

on what’s possible and breathes 

reinvention, you have a chance to 

reach those stellar, dreamed-about 

heights. Without this foresight, you 

run the disastrous risk of sliding into 

bureaucratic mediocrity. Growth 

won’t happen by protecting old 

ideas. You must employ a champion 

to push the organization forward into 

uncharted waters.

As a venture capitalist, I regularly 

see start-ups sputter because 

they’re so focused on vision 

that they don’t take the unsexy, 

detail-oriented work seriously. If 

your team is all grandeur and no 

precision, you’ll end up lagging 

behind instead of accelerating 

ahead. It is rare to find a founder 

who is world-class at both vision 

and execution, so make sure there 

is balance to your team. Countless 

great visions crashed and burned 

because there was no one owning 

Josh Linkner is a successful tech entrepreneur, author and 
keynote speaker. He is the founding partner of Detroit 
Venture Partners, co-founder of Fuel Leadership and author 
of two New York Times Bestsellers: Disciplined Dreaming and 
The Road to Reinvention. For more information, check out 
joshlinkner.com or follow him on Twitter @joshlinkner

Josh Linkner



the role of disciplined follow-through 

until completion. 

Someone has to live and breathe for 

your customers. A deep, empathetic 

understanding of your customers’ wants 

and needs can make the difference 

between realizing enormous success 

and fizzling out. Many companies start 

with a brilliant insight on how to better 

serve customer needs, but then make 

the shift to an internal focus as they 

grow. A key leader who never loses 

touch with the market satisfaction is 

as important as keeping the lights on.

Academic, manicured approaches 

rarely work in fast-growing companies. 

Irrespective of job title, someone 

needs to be the voice of grit and 

determination. The courage and 

commitment to do whatever it takes 

to achieve cannot be understated. In 

the words of Alexander the Great, “I 

am not afraid of an army of lions led 

by a sheep; I am afraid of an army of 

sheep led by a lion.”

The average customer sees more 

than 3,000 brand messages a day, 

so someone on your leadership team 

needs to be in the zone while pounding 

on the table and demanding attention. 

Unless a team member is foaming at 

the mouth to shout your story from 

the mountaintops, you’ll be lost in the 

nonstop noise. Think of the magic that 

Steve Jobs, Oprah, and Donald Trump 

have unleashed to make ignoring them 

simply impossible.

In the same way that a football team 

loses if it has all running backs and no 

defensive tackles, your organization is at 

risk if it’s missing key personality attributes. 

It is possible that some individuals may 

possess multiple traits; just make sure 

each characteristic is represented with 

strength around the leadership table. 

It’s time to think of your org chart by 

leadership traits instead of functional 

roles. Get this right, and you’ll be 

unstoppable. 

This article was originally published on inc.com

UNPLUG FROM THE WORLD, RECONNECT IN FIJI

Visit us at andersonvacations.ca for destination information,  
online booking, quotes, brochures, upcoming webinars and more!

Call Today To Book A Fiji Holiday 1-866-814-7378

Bula and welcome to Fiji! In 
the heart of the South Pacific, 
Fiji is blessed with over 300 
tropical islands that are home to 
happiness. With a  “no worries” 
approach and laid back attitude 
there is no better place in the 
world for a perfect holiday.
 
Unplug from the world and 
reconnect with yourself 
while you relax, unwind and 
rejuvenate.
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business sense

icture this: with notes in hand, you’re 

striding as confidently as possible 

to the front of the room, fighting an 

overwhelming urge to run toward the 

nearest exit. It’s time to deliver that 

speech you’ve been dreading for weeks, 

and the pressure’s on. Frantically thinking of 

a way to calm your nerves, you recall the 

old trick of picturing the audience in their 

underwear. The tension lifts momentarily but 

comes roaring back as the crowd falls silent, 

broken only by the whine of feedback from 

a microphone fumbled in sweaty hands....

In her 2004 book Communicating for Results: 

A Guide for Business and the Professions, 

author Cheryl Hamilton estimates that when 

it comes to public speaking engagements, 

approximately 75 per cent of us experience 

some form of anxiety, whether its shaky hands, 

a quivering voice or a complete freeze-up. 

For that reason, perhaps it’s time to not only 

overcome the fear, but also master the skill.

The benefits of strong speaking and 

presentation skills can make an individual 

appear more interesting, knowledgeable, 

charismatic and even fun – qualities which 

can both lead to a promotion or employment 

offer while simultaneously enhancing one’s 

personal life.

Whether your audience fits in a boardroom 

or a ballroom, the following advice can help 

you before and during your next speaking 

engagement:

  
 
 

 

 

 

 

 

 
 

 
 

Blake Wolfe
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C uba has always been a favourite destination for Canadians, who go for the beaches, 

the colourful arts scene and the beautifully timeworn architecture. But the recent 

relaxation of the U.S. embargo has resulted in increased visits to the country, and 

it seems as though more and more culturally curious travellers are making plans to go. 

Unfortunately, with travel to Cuba on the rise like never before, hotels in Havana are 

filling up months in advance, providing limited options for those looking to explore the 

island hot spot.

Luckily, MSC Cruises has a solution for those dying to see what all the fuss is about.

The company is offering Cuba as a destination starting in December 2015 as part of its 

Caribbean offerings for the 2015-16 season. Homeporting in Havana with cruises sailing 

to Cozumel, Montego Bay and the Cayman Islands, the MSC Opera will embark for two 

nights and two and a half days in the Cuban capital.

Guests can explore the historically-rich city by way of one – or several – of the excursions 

on offer, from UNESCO world heritage sites to the beaches of Veradero before retiring 

for the night on the newly renovated MSC Opera; a five-star hotel on the water where 

reservations are much easier to obtain.

Text: Britney Hope
Photography: Courtesy of MSC Cruises

trending
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MSC Cruises announced its intention to homeport in Havana for the 

winter 2015-16 season back in March 2015, partnering with tour operators 

Sunwing, Oceana Tours, Encore and Air Canada Vacations, who are 

offering the itinerary in their collections. 

According to Ian Patterson, director of business development, Canada 

for MSC Cruises, while some cruise lines may find entering the Cuban 

market somewhat difficult logistically, it was no big deal for the European-

based cruise line.

“MSC has a long history with Cuba already as an organization with 

our cargo division,” he shares. “So we’re not hamstrung in the same 

way North American lines can be in that they’re unable to offer Cuba. 

We’ve been there for a long time, and had a ship that fit the itinerary, 

so it was a relatively quick decision we were able to make.”

MSC, which has been growing the Canadian market ever since it 

entered the North American sphere, sees the Cuban itinerary as a 

way to bolster the brand while playing on the desirability of a popular 

destination. 

“We know that Canadians make up more than a third of the leisure 

guests who go to Cuba,” Patterson explains, “so we see this as a pilot 

project to really expand our presence in Canada.”

First-time cruisers and lovers of the all-inclusive experience – even those 

who may have visited Cuba’s beachfront resorts in the past and are 

looking for something different – will get the most from the voyage, 

Patterson says, as the itinerary offers the benefits of an all-inclusive 

vacation along with a new way of experiencing the destination. 

Given MSC’s family-friendly design, which includes age-appropriate 

kids’ clubs from age 0-17 years, and free cruising for kids aged 2-11, 

the product is also ideal for multigenerational travellers. 

The seven-night voyage brings travellers to ports throughout the 

Caribbean, including Jamaica, the Cayman Islands, Mexico and Cuba 

as well as one full day at sea, providing a well-rounded experience of 

beach, sun and culture along with the extravagance and hospitality 

of the newly-renovated MSC Opera.

The all-inclusive packages on offer include an Allegrissimo Beverage 

Package for unlimited alcoholic and non-alcoholic drinks, with MSC’s 

signature dining, which includes formal table service, buffet, in-room, 

luxury and speciality experiences for all ages and dietary needs.

The first cruise will start from Havana on Dec. 22, 2015, and Canadian 

guests will have a choice of various embarkation ports; in Havana on 

Tuesdays and Wednesdays and in Montego Bay on Saturdays.

Excursions in Havana range from city tours, historical and cultural outings 

to coffee plantations and cigar factories, trips to exclusive residential 

areas and nature reserves, and days at the beach – followed by 

overnights onboard the MSC Opera, in 5-star accommodations. 

Fresh off its recent renovation as part of MSC’s 2013 Renaissance 

Programme, the 2,210 guest, 13-deck MSC Opera now has 200 more 

staterooms (many with added balconies), additional shopping facilities 

(dubbed Walk Through Shops), and new play areas designed by Chicco, 

LEGO and Namco for young passengers.

There is also a new 319 square metre area designed for music and 

dancing activities, a Spray Park and more space for relaxation – and 

Turkish bathing, if that’s your thing - at the upgraded MSC Aurea Spa.

In addition to the redesign, the MSC Opera’s virtual arcade, Teatro 

dell’Opera theatre, Med Pearl Casino, six bars and lounges and 
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three restaurants offer passengers a unique, all-inclusive experience to enjoy 

in-between islands.

Cabin types are available with a range of features and accommodation 

options, ranging from 28 Suite cabins with private balconies, air conditioning 

and mini bar to 204 Balcony cabins, as well as 339 Ocean View cabins for 

families with bedroom and living room areas.

According to Patterson, the size of the MSC Opera also allows it to access 

other, smaller Cuban ports – a fact being taken into consideration by the folks 

at MSC for future itinerary designs. 

Travel agents won’t see the cruise on a cruise booking engine; the offering is 

only available through select tour operators for 2015-16. 

MSC has partnered with Encore, Sunwing, Oceana Tours and Air Canada 

Vacations, some of whom are packaging the voyage with air as well as some 

pre- and post-trip tour packages.

The cruise cannot be sold to travellers using a U.S. passport; boarding of the 

MSC Opera will be denied at destination without refunds for the unused trip.

Although MSC's voyage into Havana has barely begun, response to the product 

has been so positive, the cruise line has already announced its plan to return 

to the region with a second ship, the MSC Armonia for 2016-17. 

The MSC Armonia will sail with two eight-day (seven-night) itineraries, offering the 

guests a choice between visiting Central American and Caribbean destinations.

Following two days and one night in the Cuban capital, the first itinerary will 

take guests from Havana to Isla de Roatan in Honduras, Belize City, Costa 

Maya in Mexico and Isla de la Juventud in Cuba before returning to Havana. 

The second itinerary will start with two and half days and two nights in Havana, 

then set sail for Montego Bay in Jamaica, Georgetown in the Cayman Islands 

and Cozumel, Mexico before circling back to the Cuban capital. 

Guests will also have the choice to combine both itineraries into a 14-night 

cruise.

The MSC Armonia will join the MSC Opera from Havana in November 2016 for 

the entire winter season. 



SUN & SEA FOR FAMILIES
Varadero means to rest and repair in Spanish, and that’s exactly what travellers 
can look forward to at the Barceló Solymar Resort, set right on the beach 
in the heart of Cuba’s top destination. Part of Transat’s Family and Solo 
Collections, this 4-star complex o ers bright rooms, bu et and à la carte 
dining and a Kids’ Club so that parents can truly relax.
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“B eing a product 

buyer is a multi- 

faceted position,” 

Kirsty Perring, product man-

ager — Africa and Middle 

East at Goway Travel says of 

her role. “You are the point 

person between your com-

pany and the suppliers, a 

trainer, a troubleshooter and 

a problem solver… It is not a 

behind-the-scenes role.”

Having grown up in South Africa, Perring 

developed the foundation for what would 

become an expertise with the help of an 

education in travel and tourism – and a passion 

for the destination of her childhood. 

Having been entrenched in the business of African 

travel for about twenty years, Perring’s resume 

includes stints in both leisure and corporate travel, 

as well as placements abroad in the UK and, for 

Perring, Toronto.

“Ultimately, it’s been a natural progression,” she 

says. “I’ve always felt the need to grow and 

develop new skills.”

This need to master challenges and move forward 

has resulted in the growth of an illustrious and niche-

focused career that seems to suit Perring well; the 

professional explains that being a product buyer 

requires both flexibility and an ear to the ground.

“In this industry there are many outside influences 

which we have no control over, and which 

determine whether a destination is ‘hot’ or 

not,” she says. “These range from extreme 

weather phenonmenons to acts of terrorism, 

and we need to be able to manage any issues 

immediately, and be able to cross sell as the 

need arises.”

Perring adds that buyers also tend to be 

affected by the Internet, and the fact that 

more travellers are booking directly – requiring 

comprehensive competitor analyses and an 

enhanced awareness of what suppliers are 

offering on their website.

“You have to be constantly informed,” she states.

Aside from always having a finger on the pulse, 

Perring also maintains that a large part of being 

a successful product manager has to do with 

building and maintaining relationships.

“Most people would think you need to be 

an excellent negotiator,” she explains. “This is 

certainly important… but it’s also a small industry 

and people move around constantly, so it’s 

also important not to burn bridges and always 

deliver on promises.”

While it may not be a job for people longing to 

rest on their laurels, for Perring - and others who 

prefer to be constantly moving, shaking, and 

kept on their toes - it's the perfect fit.

“I love that no two days are the same in my job,” 

she shares. “It sounds cliché, but you really do 

learn something new every day, because the 

world is constantly changing.”
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F or Yves Marceau of G 

Adventures, the key to 

being a successful buyer 

lies in the possession of three virtues: 

patience, listening, and creative 

thinking.

Marceau attests that the attributes 

have paid off a number of times 

throughout his career, which first 

began with him designing food and 

wine group tours in France during 

the 1990s (“before it became popular,” he 

says). But it never proved so useful than when 

he was pulled over by a Cuban police officer 

during a business trip.

“I was driving from Santiago de Cuba to 

Havana looking at hotels, restaurants and 

potential stops,” he shares, "when I drove right 

through a stop sign. It was yellow, and when 

the officer pulled me over, I tried to tell him I 

was used to red, round signs. My Spanish is not 

very good, and it took about 30 minutes of 

back and forth, but he finally let me go – and 

told me about a great pig roast restaurant 

nearby.”

“I ended up including it in the tour,” he recalls. 

Experiences like these are old hat to 

Marceau, who, prior to joining G Adventures, 

spent several years developing product in 

France, Europe, North Africa, Spain and 

Portugal as well as pioneering product for 

US travellers to Cuba. Now the vice-president 

of buying for the adventure travel company, 

he connects with colleagues in South 

Africa, Brazil or Thailand, and has clocked  

more than 120,000 miles in the air in 2015 

alone. 

“Each day is different,” he says of the job. “I 

get to go around the world and I don’t always 

have to fly. It’s all the intangibles that make my 

job awesome.”

Having a knack for the intangible elements of 

buying in travel certainly helps, according to 

Marceau, who cites experience as essential 

to success.

“It’s rare that I see highly successful buyers 

who don’t come from the field, or from field 

offices,” he says. “It’s really important to know 

your market; it’s not a job you can do ad hoc, 

and do it well.”

Marceau also credits mentorship from 

colleagues within the industry as a great source 

of support, and feels that the role of product 

buyer can be somewhat misrepresented. 

“Everyone I talk to seems to think you have to 

be hard and mean to be a good buyer,” he 

reflects. “I hope I’m not either! There might 

have been a time and place when that’s what 

buying was but that will not get you where you 

need to be to be a sustainable travel company 

today.”
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“A strong team is key 

to the success 

of any product 

manager,” Diana Ditto says. 

The Collette leader credits 

brand’s co-operative 

environment for much 

of her own professional 

success, stating that 

by creating a deep-

rooted sense of product 

ownership and empowerment, the tour 

operator has managed to improve vendor 

communications, and, more importantly, its 

on-tour experience.

“[Teamwork] allows us to seamlessly assess 

and implement best practices,” she says, 

“and make the lives of our travel agents 

easier.”

Having come from a family of travel 

professionals and working as a summer 

intern, tour guide and even dabbling in the 

hotel industry throughout her life, Ditto was 

no stranger to working collaboratively, and 

always knew travel to be her true passion. 

“I love that one of the primary goals of my job 

is to create memories that will last our guests 

a lifetime,” she reflects. “I am deeply guided 

by this component of my job description.”

It’s not always easy, given the competitiveness 

of the market, Ditto continues, and the 

importance of maintaining strong partnerships 

to ensure she keeps in with the latest hotels 

and restaurants is paramount – especially 

given the changeable nature of the 

industry, and the propensity for some cities 

to experience swift and considerable growth.

According to Ditto, overcoming challenges 

before a client even realizes there is one is the 

best way to set a brand apart – something 

that comes easier with reliable intel in the  

field.

“The best ideas and vendors are not going 

to come from Google, or online reviews,” 

she clarifies. “They are going to come from 

trusted partners.”

Ditto also points out that along with strong 

connections, it’s also crucial to keep 

communications – both constructive criticism 

and otherwise – open between everyone 

involved, be they vendors, your in-house team 

or your guests - to ensure clarity and up-to-

the-minute awareness.

“The industry is so dynamic and trends are in 

constant flux,” she explains, “if you don’t have 

your finger on the pulse of every partner and 

channel, you’ll lose a piece of the business.”

Fortunately, Ditto possesses the ability to 

see the travel experience spherically, and 

from many directions – allowing her to 

stay adaptable and ahead of the curve – 

although she admits that neither trait will do 

much good without a fire in the belly.

“You have to be passionate for this job 

because it’s not easy,” she says of being a 

product manager. “You have to approach 

your product with an open mind, embrace 

change, embrace the impossible, challenge 

the status quo and always stay positive.” 
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D ana Toma is comfortable 

forging new paths into 

unchartered territory.

After starting her travel career in 

Romania, Toma, now the director 

of purchasing for Kensington Tours, 

soon became a sales consultant 

at an agency in Germany, where 

she specialized in luxury product 

and worked with high-end clients 

for the first time. Before long, Toma’s exposure 

to travelling around the world for work 

motivated her to explore opportunities further 

afield, ultimately bringing her to Canada – 

and Kensington.

“Initially, I started as an airfare specialist,” 

she recalls, “then went to accounting, and 

in two months, moved into a sales position to 

launch Kensington’s Europe product as the 

company expanded from its roots selling in 

Africa and Asia.”

Toma’s background helped pave the way, 

enabling her to grow with the organization 

to launch what would become its biggest 

selling region, an experience she remembers 

allowed her to broaden her horizons.

“I had the opportunity to design trips, source 

and create new product, study the market, 

as well as develop, negotiate and maintain 

vendor relationships,” she says.

During Toma’s time as a sales consultant, 

she launched more than 20 countries, 

experiences which she says helped shaped 

the beginning of her career as a buyer and, 

in one case, surprise herself with her abilities.

“I was asked to explore the cruise industry,” 

she explains, “to build a cruise sales 

department from scratch, even though I 

had no cruise background.”

Toma completed that task, and has since 

moved on to many others with the help of 

her experience, ability to think creatively and 

her determination – which she says she pulls 

from her Romanian roots. 

On top of it all, Toma also says that having 

a firm and ever-evolving understanding of 

the industry is imperative to the success of 

a buyer.

“Be well informed, and negotiate strategically 

but fairly,” she advises to those considering 

the path. “Understand your market segment, 

your clients, and their expectations. Keep 

ahead of the curve.” 

And although Toma is no stranger to 

challenges, she will admit that when it 

comes to being a buyer, there are all kinds 

of things to watch out for, such as increasing 

product diversity, and finding extraordinary 

experiences while driving unmatched value 

in the marketplace.

Whatever the job may entail, Toma says she 

is up to the task, because at the end of the 

day, nothing beats buying in travel.

“You get to see new places,” she shares, 

“and meet all kinds of people who share 

their lives, customs, and beliefs. You soon 

realize that language is not a true barrier.” 
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Nancy Jeronimo believes 

that the key to a bright 

future is to have a 

sunny disposition – although 

having friends and mentors is 

always handy, too. 

In fact, two years into her first 

job within the trade at Signature 

Vacations, it was a close friend 

who suggested that Jeronimo 

take the leap from the ticketing department 

to the operations department, where she 

developed a taste for product management.

“The product department was definitely 

intriguing and peaked my interest in learning 

more about this area,” she explains of her role 

as an assistant on the product team, where 

she worked with Caribbean destinations. 

“I enjoyed it tremendously,” she recalls. 

“Everything from the fast-paced environment 

to the tight daily deadlines – I was captivated.”

Of course, growth is a part of success, so 

when an opportunity at Air Canada Vacations 

(ACV), Jeronimo jumped at the chance. 

Starting as a product assistant for ACV’s 

North America product, Jeronimo spent 

the next few years gathering both skills and 

confidence from her colleagues with the 

intention of becoming a product buyer.

It wasn’t long before Jeronimo surpassed 

that goal and achieved what she claims 

to be her proudest accomplishment: being 

promoted to her current role as manager, 

product development for ACV.

“Having the responsibility of contracting 

product, bringing it to life and then booked 

by travel agents/consumers is a great feeling 

of accomplishment,” she says.

And while she admits that while a job with 

so many deliverables can come with some 

tough and demanding moments, she defers 

to her positive attitude and the power of 

mindfulness to help her find the light at the 

end of the tunnel.

“I always focus on the present and won’t 

allow ever-changing deadlines or meeting, 

disrupt my workplace,” she states. 

Besides, Jeronimo adds, there’s too much 

to love about her work to sweat the small 

stuff.

“I meet people from other industries and we all 

have the same issues,” she shares. “Too many 

meetings, rushing to meet deadlines and too 

much on our plates.  But we sincerely love 

our jobs and the relationships we developed 

over the years.”

The importance of relationships in the trade 

is a strong influencer in Jeronimo’s work, and 

in her opinion, cannot to be underestimated. 

“Being part of a team where the magic 

happens – that’s pretty amazing,” she says. 

“This industry is a social one, and you can’t 

help but be surrounded by people!” she 

shares. “This job is not a one-person show; 

working well with others is how we make 

dream vacations come to life.” 
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Hard Rock Hotel Riviera Maya caters 

to all types of guests from families to 

honeymooners to wedding parties; and 

anyone else under the sun. There are 

two sides to the resort: Hacienda and 

Heaven.

Hacienda is the designated family 

section of the property with family pool, 

an indoor kids club, splash pool and 

private beach. There is no shortage  

of fun activities for the entire family 

such as scuba diving, snorkeling and 

more. Lovable children’s characters 

like Thomas the Tank Engine and 

Angelina Ballerina have been known 

to frequent Hacienda. There is even a 

teen beach for discerning teenagers 

who are just ‘too cool’ to be seen 

hanging around the pool with their 

parents.

For those looking for an adult-only 

experience, Hard Rock has Heaven, 

a resort within a resort with lavish rock 

star extras and even a themed Bret 

Michaels suite. Honeymooners lounge 

by serene blue pools while other 

couples take in the sun as poolside 

attendants deliver drinks and snacks.

Regardless, everyone is enjoying the 

rock star life.

In addition to an extensive 24-hour 

room service menu, Hard Rock Hotel 

Riviera Maya boasts eleven unique a 

la carte restaurants, none of which 

require reservations. Whether guests 

are craving a pizza night, traditional 

Asian or something entirely new, 

guests can enjoy foods from all over 

the world and never eat the same 

meal twice…unless they want to. 

When the munchies attack during 

the day, head to one of Hard Rock’s 

snack bars serving fan favourites such 

as wings, quesadillas and tacos & 

salsa.
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The Heaven section of Hard Rock 

Hotel has a nightclub aptly called 

‘Club Heaven.’ Its modern design 

and extravagant dance floor make 

guests feel like they are centre stage. 

The premium drinks are flowing and 

tunes are banging from 11pm until 

the last person goes home.

For those parents who want to 

venture to Heaven once the little 

ones are tucked in bed, babysitting 

services are also available for 

children aged 0-12.

Every room has a private balcony and 

a hammock, the international symbol 

of relaxation. Whether you have two 

Queen beds or a King, in a Deluxe or 

Platinum Suite, all rooms are perfect for 

restful nights in between fun-filled days. 

Every room has a private hydro spa 

tub and rain showerhead with Rock 

Spa toiletries, while the mini fridge is 

stocked with a top rail bar and a bottle 

of red wine awaiting guests' arrival. 

Free resort-wide WiFi and calls to 

Canada and the U.S. mean that guests 

can continually remind everyone at 

home about how much fun they’re 

having 'on tour.'

For some superstar-style relaxation, try 

the Legendary Rock Spa. An adults-

only personal paradise, the resort's 

spa offers massages, body wraps and 

more.

• The Yoga Temple offers daily yoga 

instruction with breathtaking views.

• Get VIP hair and make up treatment 

at the Posh Beauty Salon.

• Keep in shape at the Body Rock 

Fitness Centre.

• Don’t forget to check out the Rock 

Shop for souvenirs to remember your 

Hard Rock adventure. 
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he first insurance policy I sold 

was for 70 euros,” Dr. Daniel 

Wichels recalls from his 

office in Toronto. 

The CEO of Allianz Global Assistance Canada 

is harkening back to his early days at Allianz 

Group in Germany, where part of the 

corporate growth process for employees 

of the insurance provider – even those 

with a Ph.D in finance, like Wichels - was to 

complete six-weeks of training in sales.

“The interesting thing is,” Wichels continues, 

“I really loved it.”

The memorable transaction took place in 

2003, around the same time that Allianz 

underwent a capital increase of 5.5 billion 

euros. The event was significant for Wichels; 

while his colleagues at headquarters were 

caught up in the excitement of being 

part of an exceptionally successful, large-

scale operation, he was miles away, 

peddling policies to a list of 100 clients 

– and discovering a passion for the sales 

game.

“It felt more rewarding to interact [face-to-

face] with the client,” he says, admitting that 

although his path pointed toward a career 

in business finance, he didn’t have a clear 

career focus in mind until he made that first 

sale. “From then on, I knew I wanted to work 

with people, as well as O&P [overhead and 

profit].”

By 2005, Wichels was promoted to 

assistant vice-president of group treasure 

and corporate finance for Allianz Global 

Assistance (AGA). This led to a role heading 

up Allianz’s new investment division, a large-

scale reorganization that appealed to 

Wichels’ newly revealed interests eventually 

saw him joining the newly-formed AGA 

branch in Paris as its chief investment officer. 
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As AGA’s operation continued to expand 

with the opening of three operational zones 

in Europe, Asia and the Americas, the young 

executive’s career grew with it. He oversaw 

the development and management of 

teams across the globe, from Paris to 

Richmond, Virginia, and finally was called to 

Canada in 2013 for a new type of challenge: 

to oversee the merger between Allianz and 

Travel Insurance Coordinators (TIC).

The deal, which was in the works for more 

than a year beginning in 2014 and saw the 

two companies move forward as one brand 

in November 2015, was put in motion to 

couple AGA’s global presence (serving 150 

countries and more than 250 million people 

worldwide) with Canada-based TIC’s network 

of more than 8,000 brokers and travel agents.

Wichels is the first to agree that a merger of 

that scale is a big undertaking, but he also 

maintains that from a structural perspective, 

the fit is ideal.

 “If you look at the way our distribution network 

is set up, we are totally complimentary,” he 

says of the two entities. “AGA has always 

been strong in e-commerce and financial 

institutions, but lacked a national presence 

in the retail segment of brokers…  TIC brings 

the kind of local partnerships AGA was never 

able to get into before.”

And although Wichels says that acquiring 

TIC was an advantageous move for the 

brand, the CEO has strong opinions when it 

comes to combining two workplaces within 

an existing culture.

“In any merger, if you don’t have a sound 

strategic rationale, you shouldn’t do it in the 

first place,” he shares. “But then, even if you 

do have that rationale, it doesn’t mean you’ll 

be successful.”

“Success,” he continues, “requires a lot 

of change management and a lot of 

communication. There’s a big people 

element… and you can only execute well 

and successfully if you integrate the culture 

and create one company.”

Fortunately, building a successful corporate 

culture is well within Wichels’ wheelhouse, 

and as far as he is concerned, AGA is 

also well-positioned for success on that 

score; programs have already been put in 

place to ensure open communication and 

streamlined service – both internally and 

externally.

One example is AGA’s ambassadors 

program, where representatives from 

every department in both the Kitchener 

and Toronto locations field feedback from 

staff on the ground and present it to the 

executive team. Ambassadors also relay 

process and policy details from decision-

makers back to employees, creating what 

Wichels calls an effective two-way channel 

of communication. 

“Anybody can anonymously present their 

views and questions, negative or positive,” 

he says of the initiative, pointing out that 

making the transition feel seamless for AGA 

employees is a key priority. “This way, we get 

a sense of what’s working and what’s not, in 

a measured and open way.”
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Then there’s AGA’s agency services 

department, a program previously 

implemented by TIC so its brand partners 

always have a line of support when dealing 

with policy and travel-related issues. 

Retaining it was one way AGA has held true to 

their pledge to minimize changes and ensure 

a smooth transition for employees and partners 

alike during the merging process – all in the 

name of avoiding disruption within its network. 

For Wichels, it’s simply a matter of priorities.

“The feedback we’ve received from our 

partners is that they don’t want to be 

impacted by merger details,” he says. “So 

we make changes behind the scenes, but 

we keep them to a minimum and we focus 

on our agents and brokers – regardless of 

how the merger is going, they come first.”

Wichels says this approach, along with the 

introduction of AGA’s international presence 

and network, has brought about a largely 

positive response from Canada’s travel com-

munity – something he attributes to the impor-

tance placed on insurance by its residents.

“Travel insurance is more important in 

Canada than any other country I’ve worked 

in before,” he says. “Usually, the market is 

driven by trip cancellation or interruption-

type policies. Canada is totally different; they 

tend to buy purely for health coverage.”

And though recognizing the importance in 

travel insurance is half the battle, valuing a 

product isn’t quite the same as understanding 

it. For that part, Wichels makes mention of AGA 

workshops and webinars – designed to help 

agents help their clients with the complexities.

“We call it sales training,” he says of the 

educational program, “but it’s not so much 

about learning to sell as it is about learning how 

to identify the right product for the customer.”

And while it’s true that travel insurance is 

a business just like anything else, the CEO 

asserts there’s a reason he’s remained with 

the same company for nearly 15 years. Even 

now, the driving force behind AGA and 

TIC’s successful assimilation comes down to 

something Wichels learned in sales. 

Travel insurance is a unique product to 

provide, he says, and yields unexpected 

and emotional responses from the people 

who end up needing it. As such, selling it is 

a special sort of job to have.

“There are, on occasion, life-threatening 

situations when we really do help our 

customers,” he says soberly. “Times where 

people need more than just roadside 

assistance. We call them 'moments of truth,' 

when you can really make a difference.”

For the self-professed people person and 

his team at AGA, the business of merging 

two companies, two cultures, two histories 

and two networks of clients, though time-

consuming, is really about building a strong 

foundation for providing a much-needed 

service. 

“It comes down to the same notion,” he 

says, “People like working for AGA because 

you’re helping somebody. That’s the reason 

why we come to work every day. And it’s a 

good one.” 
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CST: #2052644-40

THE ONLY CHOICE IN R IVER CRUISING

FOR YOUR CLIENTS:

•  Best in quality and service: Ranked #1 in Travel + Leisure 
World’s Best Awards—higher than any other cruise line

•  Highest customer satisfaction rating in river cruising

•  Most modern fl eet, featuring patented Viking Longships

•   More choices in staterooms—largest, true 2-room Suites 
on European rivers, real Verandas and French Balconies

•  Best value in river cruising: Viking Inclusive Cruising 
covers meals, lectures, shore excursions and more

•  An onboard concierge to customize experiences on 
Viking ships

•  200+ travel awards—more than any other river cruise line

FOR YOU:

NO NCFs
Earn commission on every aspect of your clients’
bookings—cruise, air, port charges and more.

EARN OVER $1,600 PER BOOKING
Average commission on a Viking Longship®

booking is over $1,600.

BEST SALES SUPPORT IN THE INDUSTRY
Our dedicated team provides everything you 
need to help grow your river cruise business.

AWARD-WINNING TRAVEL AGENT ACADEMY
The most comprehensive river cruise training 
program with all the tools you need to succeed.

Start earning on 2016 now!

Visit vikingrivercruisescanada.com/agents 
or call 1-855-707-4837.

THE WORLD’S LEADING RIVER CRUISE LINE...BY FAR®



vogue

What could be better than enjoying a complimentary spa treatment while waiting to 

board your next flight? Choose from an array of treatments when flying through Etihad 

Airways’ Premium Lounge in Abu Dhabi at the Six Senses Spa, unless you’d rather opt for 

an appointment at Style & Shave, where men can take pleasure in a wet shave or haircut 

and ladies can book eyebrow shaping, nail treatments or a blow dry. A relaxation area, 

shower rooms, den with individual TV pods and business centre are among the other 

options to keep travellers entertained, in addition to à la carte dining, an international 

buffet and coffee stations.

Photos courtesy of Etihad
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Hoping to bring a new standard of luxury to passengers travelling through Hong Kong, the 

Qantas Lounge at HKG, opened in 2014, reflects the colour, vibrancy and luxury of the 

city around it. Need a shirt pressed or a shoe shining? Anything for customers travelling 

in First Class or Platinum One Qantas Frequent Flyers. These guests also have priority 

access to showers, but if they have to wait, there’s plenty to do – for example, enjoying 

a range of dining experiences from the Spice Temple BBQ Bar to yum cha trolley. With 

capacity for 300 guests, the lounge also has a family zone and a flexible working area.

Offering what it calls “the ultimate airport experience,” Virgin Atlantic’s Clubhouse 

at London Heathrow offers a retreat from the hustle and bustle of one of the world’s 

busiest airports. Gamers and film buffs can sit back in The Den, which boasts video game 

consoles, a pool table and multi-screen display. For those more interested in sitting back 

and relaxing, The Lodge and Viewing Deck offer great views of the runway and if you’re 

there at the right time of day, the sunset. Internet access across the lounge makes it 

perfect for business travellers, while top-notch food and drink are always up for grabs.

Photos courtesy of Qantas

Photos courtesy of Virgin Atlantic
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Enjoy a refreshing drink in the garden resort area, catch a quick nap in one of the quiet 

rooms, or simply kick back and soak in a moment of serenity and indulgence at Qatar 

Airways’ Al Mourjan Business Lounge in Hamad International Airport. Boasting a design 

that combines elegance with Arabian heritage, the lounge is meant to mirror a resort-like 

experience, taking inspiration from sunlight, water and nature. Multiple dining options, both 

buffet and à la carte, will suit all taste buds. For travellers looking to refresh before take-

off, each shower is part of its own spacious area with luxury amenities and fine linens. 

Turkish Airlines’ CIP lounge for Business Class passengers is capable of holding 

2,000 passengers in a day and offers an extensive menu of hot and cold dishes, 

showcasing international and Turkish cuisine. Among the other amenities available 

to guests are private relaxation rooms, showers with special toiletry kits, a play room 

for children and private infant room. CIP Lounge includes a billiard hall, library and a 

business center, with WiFi access throughout. The lounge is also open to Miles&Smiles 

Elite, Elite Plus card holders and Star Alliance Gold membership card holders.

Photos courtesy of Qatar

Photos courtesy of Turkish Airlines
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Text & photography: André Désiront

escape

L ife at the edge of the world isn't all 

that bad. 

“We have the Internet, access to all 

TV programs that are broadcast in Chile and 

Argentina, and we see the world, because 

when conditions permit, cruise ships and 

sailboats bring their passengers here,” Miguel 

Apablaza, our host, explained. “Plus, tourists 

come by helicopter from Port Williams or 

Ushuaia.”

During his time as a quartermaster of the 

Chilean navy, Apablaza was tasked with 

the maintenance of two lighthouses and 

Cape Horn communications antennas, 

where the waters that mark the boundary 

between the Atlantic and Pacific oceans 

are considered some of the most 

dangerous in the world. Some 800 ships 

were wrecked in attempting to pass 

through the channel, leaving more than 

10,000 victims lost at sea.
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Here, the winds are fierce and waves can 

reach up to 30 metres high.

After arriving in Cape Horn, Apablaza 

lived here for a little less than a year with 

his wife Caterina and their son Mathias. 

There were two streetlights, a small chapel, 

telecommunications antennas and a 

helicopter platform.

The mythical Cape was the last stop we 

made during our Ponant cruise aboard The 

Boreal through Patagonia, which started in 

Valparaiso two weeks and 2,500 kilometres 

earlier.

Chilean fjords don’t get the same recognition 

of other cold water cruise destinations such 

as Alaska or Norway. But, in the channels of 

Patagonia, I dare say the experience topped 

any other. Amalia, Bernal, Zamudio, Garibaldi 

– they were all wider, higher or more dramatic 

than those elsewhere in the world.

And I saw them up close thanks to the 

zodiacs we frequently ventured out on – 

perhaps too close sometimes, like when a 

huge block of ice broke away from the wall 

when we were exploring the Amalia glacier.

It triggered a wave that lifted our zodiac, 

and for a moment, we hung on for dear 

life. Knowing everyone was safe, we 

shared jokes to stave off the nervousness 

that had overtaken us. “They did not say 

we had to bring our swimsuits!” one of my 

travel companions quipped, while another 

suggested he’d be enjoying some whiskey 

later that night.

There were other surprises – and emotions – 

in store for the remainder of our adventure.

After departing Valparaiso, the first planned 

stop was Puerto Montt, a major city in 

Southern Chile boasting a number of 
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beautiful lakes. I had 

booked a trip to Llanquihue 

Lake, the second largest 

in the country, with a 

perimeter of 180 kilometres. 

It was an opportunity to 

discover two small tourist 

towns,  Puerto Varas 

and Frutillar, where the 

architecture is reminiscent 

of certain corners of 

Switzerland and Bavaria. 

The next day, the captain 

of the ship had to cancel 

the scheduled stopover in 

Castro, the capital of the 

Chiloé Islands archipelago; 

due to timing, if we had 

gone, the tides might have 

blocked us in port for the 

evening.

Upon our arrival in Tortel, 

d i sappointment  was 

forgotten. This small town 

of 500 people nestled in the Gulf of Penas 

is one of the most beautiful villages in 

Patagonia. There are no cars to be seen 

and no roads – only walkways and wooden 

staircases connecting one place to the 

next.

The village’s houses and public buildings 

are set around a beautiful bay surrounded 

by mountains, with peaks sprinkled with 

snow even though this was the austral 

spring. 

One might expect that the locals make 

a living by fishing, but actually, the 

water is too polluted. Tortel is a village of 

lumberjacks, who profit from the wood of 

a unique variety of cypress trees endemic 

to Patagonia that surround the town.

The Boreal is one of the few cruise ships to 

stop at Tortel because high tide and shallow 

channels make it difficult to access. This visit 

was particularly notable because one of the 

passengers onboard, who came from Paris, 

was named Alain Tortel and the village was 

named in honour of one of his ancestors, 

Jean-Joseph Tortel, who was a French naval 

officer and considered a hero of the Chilean 

independence.

A few days and a half-dozen glaciers later, 

our ship anchored in Puerto Natales’ bay 

of Ultima Esperanza (i.e. the Last Hope), 

which is also the entrance to the Strait of 

Magellan. The city clearly lives off tourism, 

as streets that lead to the main square are 

dotted with cafés, small hotels and outdoor 

equipment stores. Part of the reason for this 

is that Puerto Natales is the gateway to 

Torres del Paine, the busiest national park 

in South America.

It takes nearly three hours to reach the park 

entrance, located 147 kilometres from the 

city. The road is paved until Cerro Castillo, a 

village located on the border of Argentina. 

From there, as we adventured down a wide 

gravel strip, we passed by grazing sheep 

and wild guanacos herds, while eagles and 

condors patrolled the sky. 

We stopped on the banks of Sarmiento Lake, 

where waters are a magnificent turquoise 

hue, before being dropped off at the foot of 

a waterfall to begin hiking along the shores 

of Lake Nordenskjöld. Although our trek was 

three hours long, the path we took was only 

a small segment of the park’s trail network, 

which covers nearly 300 kilometres.

It was eight o’clock by the time we 

returned to Puerto Natales and The Boreal 

immediately lifted anchor and sailed toward 

the Strait of Magellan and Cape Horn, 

where we did not expect to visit.

 
 
 
 
 
 



mEXICO BEYOND THE BEACH

Discover the Yucatan & Cancun 7 Days - $1107*
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“You’re in luck: there are barely 14 or 15 days 

like this a year,” said Apablaza, who shared 

how the week prior, winds were blowing at 120 

kilometres an hour, and more than twice that 

months before. 

We visited a small shop where t-shirts and books 

are sold, while certificates attesting that John 

Smith and Jane Doe have set foot here lined 

the walls. On the north side of the island, a 

cove allows canoes and dinghies to land their 

passengers safe from the swell, and visitors can 

climb the cliffs by stairs. At the top is a desolate 

plateau, where travellers visit the lighthouse or 

a statue representing an albatross. At its base 

is a famous poem by Sara Vial in memory of 

the victims of Cape Horn:

“I am the albatross that awaits you at the 

end of the world; I am the soul of the dead 

sailors who crossed Cape Horn.”

“Before coming here, I spent three years at sea 

and could only see my family twice a year,” 

Apablaza explained. But in Cape Horn, they 

were together all the time. The Navy, however, 

does not want its people spending more than  

a year there in fear that the isolation will have 

negative psychological impact.

Apablaza seems to unaffected, now  

living in Valparaiso with Caterina and 

Mathias. 

As for the rest of us, we disembarked the 

next day at Ushuaia, which marked the 

end of our cruise around the end of the 

world. 
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consulting

Pat Lipovski, Envision Group

N ot all conversations are coaching 

conversations. First, a coach-like 

conversation is very intentional 

and often includes forethought. Second, a 

coaching conversation focuses on the other 

person, his strengths and challenges, and 

the attributes he brings to the conversation. 

Third, the purpose of coaching conversations 

is to stimulate thinking, growth, and change 

that lead to action.

Envisions Growth Plan is a tool that may 

be used to guide you through a coaching 

conversation. Here is how it works.

  
 

Most of us will get out of bed in the morning 

and go about our day and do our jobs. You 

may have convinced yourself that you work 

simply to keep food on the table and a roof 

over your head. Ask yourself the questions 

“What makes you want to get out of bed in 

the morning?” “What internal fire keeps you 

working?” When the chips are down and 

things are maybe not going your way, what 

lights the internal fire within that gets you up, 

gets you motivated, and gets you out the 

door to your career? (External motivators are 

great – who doesn’t love a paycheck, or to 

provide for family? - but external factors are 

not part of this exercise).

The hope here is that answers to this part of 

the session inspire you, the coach. To help 

the employee get started you may consider 

asking some of the following questions:

• What excites you?

• What are you good at?

• What do you read about?

• What have you secretly dreamed of?

• What makes you smile?

• What do you like to talk about?

• What do you find easy?

  

By asking your employee this simple question 

you will generate confidence. Once you 

get them talking about what that they are 

really proud of you will see they light up 

with excitement. You will see what their 

confidence level is. This is important because 

you can’t help people grow until they know 

what they do well and are confident in what 

they do.

Confident people believe in themselves; 

they typically know their strengths and 

have accepted their weakness. They will 

define each goal carefully and will strive to 

achieve them. Confident people know the 

best path to achieving their goals is through 

hard work regardless of how demanding 

that work may be. Those who work hard 

will have confidence and those who have 

confidence will work hard. It’s a chicken-egg 

thing. They will never give up on their goals, 

even when it seems impossible. Confident 

people are positive, they know how to 

mitigate doubts, and how to find a silver 

lining and they know that while failure is a 

part of everyday life; even in failure a new 

start becomes possible.

If you are dealing with someone with low 

confidence, start with one achievement 

and on the next session work on one or two 

more - so as not to overwhelm them.

  
 

Why are growth and development 

important? They allow for greater goal 

commitment on behalf of employees 

because employees feel supported in their 

future aspirations. Consider this section as 

one to help them see their current potential 

and how to find their hidden potential.

When you ask the question "What do I need 

to do to perform and become even better?" 

ask them to rate themselves on a scale of 

1 – 10. Then ask what they would have to 

do to make it a 9 or a 10. Have them focus 

on their goals as follows:

• What is the intention of this goal?

• What do they have to start doing 
differently to get to a 9 or 10?

• What do they have to stop 
doing to get to a 9 or 10?

• What do they have to keep 
doing to get to a 9 or 10?

One final option to consider. What is their 

legacy goal (A legacy goal is something you 

work towards, which you think will contribute 

to you creating a legacy)?

• How do you want to be remembered?

• Who or what do you want to impact?

• How do you want to instill change?

• What will you create that 
Will outlive your life?

• What will be the results?

• What action steps do you need 
to take to make this a reality?

Remember: aligning and tracking goals 

through actions and results are critical to 

greater success. 



TIME FOR

#timeforcuba

Our newest resort in Cayo Coco!

For the perfect vacation! Offering countless 
options for relaxation, romance and family fun.

Visit meliacuba.com 
or contact your travel agent for more information
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future proof

Nolan Burris

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

I n our last installment, I wrote 

about the power of branding. This 

often-misunderstood subject is 

deceptively simple. Things like logos, 

advertising and slogans are factors in 

your brand but they are not actually 

the source of it. It emerges from how 

your company is perceived by clients 

and prospects.

Competing against online deals 

and in-app bargains can make it a 

challenge. To overcome it requires 

becoming keenly aware of how you 

communicate your real value and 

where you may be unknowingly 

harming it.

Think about a typical inquiry for a 

popular sun destination: “what’s the 

best price for a 7-night package in 

Cancun?” If you immediately respond 

by looking up deals and discounts, 

you risk putting the spotlight on price 

as being more important than other 

benefits of using your agency.

Moving the spotlight does not mean you 

should avoid answering price-related 

questions. Instead, answer them more 

completely and in a way that highlights 

your value. The following tips should help.

 

It’s unlikely that anyone would say they 

were satisfied with a terrible vacation just 

because they paid a low price. As one 

brilliant travel consultant I know regularly 

asks with a laugh: “how cheap does a 

bad vacation have to be for it to be 

OK?” It usually gets a chuckle from her 

clients, but always makes them think.

Moving the spotlight toward what really 

matters is easy: “I’d be happy to help. 

Most people love Cancun, but some 

say it wasn’t quite what they were 

hoping for. So, do you mind if I ask why 

it interests you? I’d hate for you to be 

disappointed.”

Right away, the spotlight will start to 

move. To immediately look up and 

provide prices is to assume that your 

clients actually know what they want. 

The best consultants would never make 

that assumption.

If that sounds silly, just remember that 

most consumers today form their initial 

decisions from websites and apps. Online 

travel content has been carefully crafted 

to be attractive, appealing and 
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most of all, appear to be a good deal. 

To quote another talented consultant I 

know: "It's not much of a bargain if you 

end up wishing you hadn’t taken the trip.”

Asking why your client was drawn to 

a particular cruise or destination can 

sometimes uncover misconceptions or 

erroneous information. It helps move 

the spotlight away from price and 

toward their own personal satisfaction. 

It also helps start a more meaningful 

dialogue where you can probe a 

little deeper, ask more important 

questions, and ultimately make better 

recommendations for them.

There are however, some hazards 

that can quickly move the spotlight 

right back to price if you’re not 

careful. Watch out for price-focused 

statements that might have crept into 

your vocabulary unconsciously.

“The best rates are usually with a 

package…”

“We have some terrific deals with our 

preferred supplier…”

“That’s a nice ship, and I can get you 

a $200 onboard credit...”

All of these can be useful at the right 

time. The best time is only AFTER you 

have communicated your value above 

finding great prices alone.

“Knowing why you are interested in 

Cancun can help me create the best 

vacation possible for you. There are 

a few specific things that can make 

a big difference. For example: were 

you hoping for a romantic getaway, 

just a little relaxation, or something 

more active and adventurous? I’ve 

learned that different resorts and 

destinations are better at some things 

than others.”

“It also helps to know what kind of 

food and dining you like, as well as 

the atmosphere you prefer: upscale, 

mainstream or something more 

discount-oriented.”

At this point, mentioning price can 

actually help.

“…and of course I’ll be looking for the 

best value for you. There are some 

great deals out there, but there’s 

always a reason for a lower price. 

Smaller rooms in undesirable parts of 

a resort are always cheaper than larger 

ones with nicer views. But don’t worry, I 

know what to watch out for.”

After you’ve had your time in the 

spotlight, demonstrating your value, it 

helps to shine it on your clients. Whether 

they give you a professional fee, a 

deposit, a final payment, or even if 

they walk away wanting to think things 

over, make sure they know that you 

genuinely care.

“There are a lot of ways to buy travel 

today. I want you to know how much I 

appreciate you giving me the opportunity 

to help you. It means a lot to me.”

It also never hurts to toss in a little 

preventative medicine!

“Before you go, one last thing: you’ll 

probably see something similar online, 

sometimes for what may look like a 

lower price. As I said, there’s always a 

reason. Sometimes it’s a good reason, 

and sometimes it’s an unpleasant 

surprise. If it’s a legitimate deal, I can 

usually get it for you. If it’s a rip-off, I’m 

here to protect you from it."

Will this spotlight shifting strategy work 

every time? Of course not. But even 

when it doesn’t, it will influence your 

brand in a positive way, and that is a 

good thing indeed. 
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Why wander when you can wonder? Monograms has created all-in-one packages a cut above going on 
your own, while leaving the group behind. Each package comes with hand-selected hotels, the 
service of a Monograms Local Host®—a local expert available throughout your stay—exclusive 
VIP sightseeing, and transportation, which includes fi rst-class trains. With Monograms, you 
travel in style independently without going it alone. Why travel any other way?

2016 SOUTH AMERICA VACATIONS:

BRAZIL HIGHLIGHTS: 6 days  |  $1,579*  |  Apr 1 – Aug 31, 2016

ARGENTINA HIGHLIGHTS: 9 days  |  $2,519*  |  Feb 24 – Apr 16, 2016

SOUTH AMERICAN SELECTION: 9 days  |  $2,349*  |  Apr 1 – Aug 31, 2016

AMAZONIA VOYAGE WITH RIO & IGUASSU: 10 days  |  $4,189*  |  Apr 2 – Aug 27, 2016

BRAZIL, ARGENTINA & CHILE: 12 days  |  $3,089*  |  Apr 1 – Aug 31, 2016

GRAND TOUR OF SOUTH AMERICA: 16 days  |  $4,269*  |  Jan 1 – Aug 31, 2016

PATAGONIA & CHILEAN FJORDS: 10 days  |  $4,079*  |  Apr 3, 2016

 New!  MAGICAL COLOMBIA: 8 days  |  $1,629*  |  Jan 1 – Dec 31, 2016

PERU HIGHLIGHTS: 8 days  |  $2,029*  |  Jan 1 – Dec 31, 2016

ANDEAN EXPLORER: 12 days  |  $3,449*  |  Jan 1 – Dec 31, 2016

ECUADOR DISCOVERY: 9 days  |  $3,569  |  Jan 17 – Dec 11, 2016

GALÁPAGOS HIGHLIGHTS: 8 days  |  $4,179*  |  Jan 9 – Dec 17, 2016

IN THE FOOTSTEPS OF DARWIN ON SANTA CRUZ & 
ISABELA ISLANDS: 9 days  |  $5,189*  |  Jan 8 – Dec 2, 2016

GALÁPAGOS HIGHLIGHTS & PERU: 14 days  |  $5,929*  
Jan 9 – Dec 17, 2016

Other vacations and departure dates available, please inquire.

Monograms provides a better way. How?

m  No hotel stress. Monograms chooses great, centrally located hotels.

m  No logistical concerns. We arrange transportation from the airport 
to hotel and between cities.

m  No sightseeing remorse. We include a half-day of sightseeing in each 
city so you don’t miss any must-see sites!

m  No waiting and no time wasted. We off er VIP access into the most popular 
sites and landmarks.

m  No problems. We introduce you to an on-site Local Host® who can help you 
make the most of your vacation.

gARE YOU READY to Tango?
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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.

CENTRE STAGE WITH HARD ROCK

AC HAS SEOUL

Hard Rock’s Generation Next, held in partnership with PAX and sponsored by Air Canada 
Vacations, toured across Canada this fall with stops in Edmonton, Calgary, Vancouver, 
Montreal, Halifax, Ottawa and Toronto, featuring a signature night-out experience designed 
to make an impression. Pictured at the Toronto stop are Ash Tembe, VP of global field sales, 
Hard Rock Hotels; the Hard Rock business development team.

Air Canada will launch a non-stop flight 
between Toronto and Seoul, South Korea as 
part of its ongoing expansion of international 
services, commencing June 17, 2016.

TRAVELBRANDS UPDATE

TravelBrands’ payment plan received 
unanimous approval from creditors, 
marking the next steps in the company’s 
ongoing restructuring process. According to 
TravelBrands, “99.85 per cent of the value 
of the claims and 99.87 per cent of the 
Affected Creditors voted in support of the 
Plan that would see all Affected Creditors 
paid in full.”

WESTJET FEES

WestJet will introduce a new $25 baggage 
fee to Economy bookings on international 
flights in the new year, while raising fees 
on some reserved seats on longer flights. 
According to WestJet CEO Gregg Saretsky, 
the fees will generate between $15 million 
and $25 million annually.

TICO APPEALS MKI DECISION

TICO has appealed the recent court 
decision regarding the matter of Ron 
Greenwood and MKI Travel and Conference 
Management Inc. (MKI). The matter will be 
heard at the Ontario Court of Justice in 
Ottawa at a date yet to be determined.

news

KIJEK JOINS HUNTINGTON

Craig Kijek has been appointed president 
of Huntington Travel Services following his 
recent departure from TravelBrands.

CRYSTAL MOVES FORWARD

Crystal River Cruises will launch in 2016 and 
feature five ships by 2017, commencing 
a year earlier and offering travellers three 
more vessels than previously announced.

TRANSAT WINTER SERVICE

As part of its domestic 2015-16 winter 
program, Air Transat will add three new flights 
between Montreal and Toronto in November, 
while continuing its service between Calgary 
and Vancouver in December.
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Marking 10 years of service to Canada as of Oct. 31, 2005, Etihad marked the 
historic milestone with a VIP reception attended by more than 100 industry 
professionals at the Four Seasons in Toronto. Pictured: With Etihad Airways cabin 
crew, from left: Craig Thomas, general manager – Canada, Etihad Airways; 
United Arab Emirates Ambassador Mohammed Saif Helal Al Shehhi; Sultan Ali 
al-Harbi, Consul General of the United Arab Emirates Embassy; Martin Drew, 
senior vice-president – the Americas, Etihad Airways.

It was an evening of celebration for Club Med and its travel partners, a mixture 
of suppliers and travel experts who all came together to toast the brand’s 
65 years of success, in addition to the launch of its 2016 winter brochure. Of 
Club Med: Amélie Brouhard, marketing and communication director; Nathalie 
Fauteux, business manager; Carolyne Doyon, senior vice-president - Canada & 
Mexico; Robert Ruttan, business development manager, Centre and Western 
Canada & Jacinda Lowry, national sales director.

Speaking to an engaged and enthusiastic room 
of travel agents and partner tour operators, the 
Philippine Department of Tourism (PDOT) held 
a dinner event in Toronto, offering news and 
information including presentations and videos 
geared toward specific island destinations. Pictured: 
Fay Lena Castro, tourism operations officer, market 
development group; Zeny Pallugna, tourism 
operation officer - NYC; Mitchelle Dy, officer in 
charge - NYC; Maria Corazon Jorda-Apo, director, 
market development group. Of CWW Canada: 
Charmaine Singh, president; Anna Vena, account 
director; Ashton Marcus, PR coordinator.

The Italian Government Tourist Board turned the 
spotlight to Tuscany this fall, hosting agents and 
suppliers at a recent event. Pictured: Alberto 
Peruzzini, tourism department manager, Economic 
Promotion Agency of the Tuscany Region; of the 
Italian Government Tourist Board: Mauro Giacobbe 
and Salvatore Basile.

Tahiti Tourisme North America said ‘Maeva!’ to 
Toronto-area agents, inviting them to meet with 
a group of travel partners specializing in the 
South Pacific destination. Pictured: Kristin Carlson, 
director of marketing, Tahiti Tourisme; Vladimir 
Gosaric, International Travel; Tekura Kelley, trade 
& promotions manager - Tahiti Tiare Program, Tahiti 
Tourisme; Beli Ou Wen, regional manager - the 
Americas, Tahiti Tourisme.

Visit Florida hosted over 100 guests at a Mix n’ Mingle 
in Toronto. Together with Visit Florida partners, they 
celebrated the Canadian travel market and the 3.8 
million Canadians that visited the state in 2014. Pictured: 
Jerry Grymek, LMA Communications Inc. & Meagan 
Dougherty, public relations representative for Visit 
Florida.

Air Canada rouge took delivery of its first Airbus 321 
on Nov 4, 2015, direct from Hamburg. The arrival 
of the aircraft, one of five A321’s that will join the 
Air Canada rouge fleet, was celebrated with an 
event for Air Canada employees, family and friends. 
Pictured: Amanda Burt, rouge flight crew; Michael 
Friisdahl, president & CEO, Air Canada Leisure 
Group; Dennis Guay, rouge flight crew.

India’s economic growth, relationship to Canada 
and its ever-growing tourism sector were among 
the topics of discussion at an exclusive event 
in October, as India Tourism partnered with the 
Empire Club of Canada to welcome Vishnu Prakash, 
India’s High Commissioner to Canada, to a lunch 
event in Toronto. Pictured: Vishnu Prakash, High 
Commissioner of India to Canada; Gordon McIvor, 
president, Empire Club of Canada; Barbara Jesson, 
president, Jesson & Company Communications; Anil 
Oraw, director, India Tourism Toronto.
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Destination BC welcomed more than 60 Fraser 
Valley hotel and attractions operators to the Coast 
Chilliwack Hotel for an update on its achievements 
and results over the past year and what’s new 
for 2016. Of Destination BC: Maya Lange, vice-
president - global market & Marsha Walden, 
president & CEO.

SkyLink welcomed more than 100 members of the 
travel community to a celebration of Diwali and to 
the launch of the latest enhancement to its TripPro 
tool, a self-ticketing option. Pictured is Sandeep 
Mamgain, director - sales, SkyLink Canada.

More than 150 travel agents joined 25 suppliers at 
the Executive Airport Plaza Hotel in Richmond, for 
the second of Vacation.com’s Western Canadian 
Fall Regional Conferences in Vancouver. Pictured: 
Christine James, VP Canada, Vacation.com and 
Tiffany Glass, COO, Travel Leaders Leisure Group 
& Vacation.com.

Representatives from Travel Alberta and some of 
the province’s key tourism destinations met with 
travel media in Vancouver to highlight their latest 
tourism offerings. Pictured: Rose Bolton, global 
media specialist, Canada,Travel Alberta; Helena 
Cox, manager, media – international, Banff Lake 
Louise Tourism; Kymberley Hill, senior manager, 
media – North America, Banff Lake Louise Tourism; 
Andrea Visscher, manager, public relations, Tourism 
Calgary; Kelly Bertoncini, travel media manager, 
Edmonton Tourism.

The Las Vegas Convention and Visitors Authority (LVCVA) brought a taste of the gambling capital of 
the world to Vancouver. Pictured: For the LVCVA: Marsha Mowers, director, public relations, Connect 
Worldwide Canada; Afra Davis, account manager – Western Canada; Kelly Sawyer, sales executive, 
international sales; Charmaine Singh, account director.

FROZEN TREAT

WestJet and Disney have teamed up for 
a second custom-painted aircraft, this 
time featuring the characters from Frozen, 
marking the carrier’s second Disney-themed 
plane. The aircraft features characters from 
the film on the exterior, with the theme 
carried through to the interior of the aircraft.

ANZ UPS YVR FLIGHTS

Air New Zealand is adding an additional 
return service on its Vancouver-Auckland 
route ahead of the upcoming peak northern 
summer period between April 2 and May 
7, 2016, which will see the airline step up 
frequency next year from three to four return 
services per week.

YVR HONOURED

Vancouver Airport Authority was recently 
recognized with a pair of national awards 
for its commitment to employee health and 
safety, receiving the Canada’s Best Health 
& Safety Culture award and the Gold award 
in the Transportation category of Canada’s 
Safest Employers for 2015.

ASIA-PACIFIC GROWS

International arrivals into the Asia Pacific 
region continued the strong growth 
momentum of previous years with a gain of 5.4 
per cent during the first half of 2015, resulting 
in close to 12.5 million additional arrivals year-
on-year, according to PATA’s Annual Tourism 
Monitor 2015 Final Edition.

PACIFIC COASTAL
APPOINTMENT

Pacific Coastal Airlines has appointed 
Jenelle Hynes to the position of business 
development and customer service manager 
for its Okanagan – Kootenay Region. For the 
past ten years, Hynes has been responsible 
for marketing and business development at 
Kelowna International Airport.



Let go

Over 65 all-inclusive resorts worldwide
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THE HAPPIEST CLIENTS 
FLY NON-STOP.
Introducing…non-stop flights to Delhi, surrounded by the 
luxury of our Boeing 787 Dreamliner. Starting November 2015.
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