
 
 

 

  

  
 



For more information, please visit hrhweddings.com or call 855.762.5255

And this isn’t like any other wedding. 

Couples can customize their day, mixing 

and matching from nine show-stopping 

wedding collections by celebrity event 

designer Colin Cowie. Let our Wedding 

Specialists handle every single detail. 

Newlyweds can enjoy every imaginable 

luxury, and even take advantage of our 

signature Honeymoon Packages to make it 

the ultimate experience to remember. So give 

your clients the best of the best, only better.

*A 20% service fee will apply over the final price of all transactions using the Limitless Resort Credit 
promotion on all services or products available at Hard Rock Hotel Cancun, Hard Rock Hotel Riviera Maya, 
Hard Rock Hotel & Casino Punta Cana and Hard Rock Hotel Vallarta. Service fee can only be paid with 
cash, room charge and credit card. Service fee cannot be paid with the remaining Limitless Resort Credit 
promotion balance. Other restrictions may apply. Please refer to website for full Terms and Conditions.
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As promised, this month will be the first of several columns dedicated to the 

team members which have contributed to the success of Logimonde 

Media. We begin this month with someone who, in a few months, 

will be celebrating her 10th anniversary with Logimonde: Karine 

Lefebvre, our vice president, media.

People who know me are not surprised when I say that I have 

multiple things to take care of at the same time. Karine is my 

balance, to the point where I’ve even said she is not only my 

right arm but my left leg as well!

A mutual friend brought us together in 2006 when Logimonde was 

looking to fill a position. Admittedly, I was a little reluctant due to 

the level of experience required by the role, but I told myself that 

everyone can learn with time.

A decade later, Karine – who is now fully bilingual – has served in ten different 

positions within the company, contributing to and exemplifying the growth 

of our company perfectly. While she is mainly based in our Montreal office, 

Karine has become a familiar face in Toronto as well.

Since joining Logimonde, Karine has progressed through almost all departments 

– including human resources, accounting and sales & marketing – and now 

serves as Logimonde’s vice president, media, after having acquired a vast 

knowledge of the company.

Karine has indeed become "the department of miracles,” which can solve any 

problem. Our valued partners can see this clearly while working with Karine to craft 

new advertising campaigns.

When she’s not travelling the world (Morocco, Sri Lanka, Germany, Portugal 

and Luxembourg are among her most recent stops) you can find Karine at 

many of the industry events taking place across Canada throughout the 

year. Be sure to say hello!

Next month I present Blake Wolfe, Logimonde’s associate editor based in 

our Toronto office.

Marie-Klaude Gagnon
Publisher
marie@logimonde.com

Karine Lefebvre 

Years of service: 10 

Role: Vice president, media 

Location: Montreal

Contact information: 

450-689-5060, ext. 226 

karine@logimonde.com 
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New bookings only. Subject to availability at time of booking. Subject to change without notice. Offers expire at 11:59 p.m. ET on the date indicated. Flights operated by Air Canada or Air Canada Rouge. For applicable terms and conditions, 
consult www.aircanadavacations.com. Holder of Quebec permit #702566. TICO registration #50013537. BC registration #32229. n 1Valid on Air, Hotel & Transfer packages of 7 nights or more to Mexico & the Caribbean. Per family amount 
shown based on 2 adults and 2 children. Valid for departures between November 1, 2016 and April 30, 2017. 2New bookings only made between May 1 and October 31, 2016 for travel from November 1, 2016 and completed by April 30, 2017. 
Not valid within 21 days of departure. Applicable on select hotels and resorts only. Maximum $400 refund per person. Additional conditions apply. Details at aircanadavacations.com/agents. 3Air Canada Vacations’ Privileges program is available 
with air-inclusive packages only. Applicable on participating hotels and resorts only. 4Based on resort layout. Areas of high aesthetic appeal and low disturbance or noise. Within category purchased. 5Subject to availability. 6Restrictions may apply.
7Air Canada Vacations’ Play Collection is available with air-inclusive packages only. Must be travelling with minimum one child aged 2-12. Valid for departures up to October 31, 2017. Subject to availability. Conditions may apply. 8Kids 12 and under. Eat 
free applicable at participating all-inclusive resorts. Based on maximum occupancy of hotel room. Conditions may vary by resort. See aircanadavacations.com for details. 9Not applicable to children 2 and under. n ®Aeroplan is a registered trademark 
of Aimia Canada Inc. ®Air Canada Vacations is a registered trademark of Air Canada, used under license by Touram Limited Partnership, 1440 St. Catherine W., Suite 600, Montreal, QC.  

The SAFETY & RELIABILITY of  
Air Canada and Air Canada Rouge

40 DESTINATIONS  
full of new experiences

MORE
ADVANTAGES

CONNECTING FLIGHTS  
from 64 Canadian cities

EARN POINTS 
towards cash, travel 
and Aeroplan® MilesPOINTS

Call 1 877 752-7710 aircanadavacations.com/agents

Book winter packages early
Book your winter vacation by August 31 

per family1

SAVE
$800

$250 per adult and  
$150 per child (ages 2–12)

CASH  BACK 

up 
to $800

per couple if your price drops2

› Preferred room location4

› Early check-in/late checkout5

› Free WiFi or Internet at your resort6

›  3 guaranteed à la carte dinners  
at All-Inclusive resorts

›  Lots of Aeroplan® Miles

3

•   KIDS EAT, PLAY AND STAY FREE8

•     Pre-boarding for families
•   FREE seat selection for every member of 

the family9

•     $10 in-flight meal voucher for every 
member of the family9

•   and a lot more!

The ultimate family-friendly vacation 7

13420 Pax_fullpg_Aug_winterEBB_EN_V2.indd   1 2016-07-04   3:50 PM
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NEW TO PUNTA CANA
Opening in September, the high-end, adult-only Excellence El Carmen promises 
to live up to Excellence Group’s reputation for stellar service, fi ne dining and 
stunning accommodation. With 23 pools, 16 bars, 12 dining options, free WiFi 
and phone calls to Canada and the US, a state-of-the-art spa, and an array of 
activities, guests will have everything they need and more, right at their fi ngertips.

TRZ-16-0717 COOP - Pax Magazine - Excellence - B2B - EN-FR.indd   1 2016-07-08   1:21 PM



E X C E P T I O N A L

Brand new section with exclusive facilities and personalized service speci� cally designed for 
families. Luxury within the reach of all members of the family.

NEW OPENING WINTER 2016-2017 AT PARADISUS VARADERO



For the best travel industry news : PAXnews.com PAX   11

setting the stakes

  

 

Ph
o

to
 b

y 
M

ic
h

a
e

l P
ih

a
c

h



For the best travel industry news : PAXnews.com12   PAX

ome travellers simply prefer to go it alone. 

Just ask the folks at Just You, a U.K.-based tour 

operator that specializes in crafting tours for the 

single traveller. 

The idea of travelling solo, though daunting to  

some, has proven itself a successful business model for 

the growing company, which has booked more than  

150,000 independent globetrotters on vacations to  

24 countries across five continents since its inception 

11 years ago – all, notably, without charging a single 

supplement.

The tour company made its debut on the Canadian 

market last November and has since come into its own as 

an industry leader in giving unattached travellers space 

to explore while providing an inviting place to retreat at 

the end of the day.  

PAX sat down with Colin Wilson, group sales director at All 

Leisure Holidays Group (Just You's parent company) to learn 

more about the solo travel market and how the company 

is staying ahead of the curve. 

 

It was born out of other brands in the U.K. that offer escorted 

touring. We knew a lot of single travellers liked going on 

escorted touring but what they also told us was that they 

didn’t like going on escorted tours with couples because 

they felt isolated. So we set up Just You. [To date], we’ve 

carried more than 150,000 people. 

  
 

The trade has woken up to this over the past two years.  

We’re leading the way because we’re saying to hoteliers 

that people who are travelling solo have more flexibility,  

so they can travel without the same barriers. We’ll go to hotels 

and say, "When are your down times? Give us the rooms. We’ll 

fill them for you." It’s also not just about having a departure 

with a single supplement. You’ve got to understand what 

makes people tick, and we’ve really learned that over  

11 years. 

 

The singles market has exploded in the U.K. over the past 

few years. There are more single travellers and single 

households than ever before. We thought: surely there’s an 

opportunity in other English-speaking nations for them to 

join our tours with U.K. customers in the same way that U.K. 

customers join other tour operators with Americans and 

Canadians. Since launching in November, the response 

has been overwhelming. 

 

We look at tours that we believe will appeal to the 

Canadian market. Those tours form the basis of our 

brochure. Canadian solo travellers [then] fly over to the 

U.K. and join a [Just You] tour with U.K. customers. So, in 

theory, you might have 25 Just You customers joined by 

three or four Canadians. To us, in the U.K., this is incremental 

business we wouldn’t ordinarily receive. 
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Predominantly people who are widowed, [but also] divorced, 

single or married. It’s circumstances which mean the traveller 

either wanted to do a different type of holiday or can’t do 

it at the same time as their partner. The average is people 

in their 60s, but depending on the tour and activity, that 

can vary enormously. If you’re going on an extensive tour 

of China you have people in their 30s and 80s. 

The tours are more activity-based. In terms of average age, 

it’s a natural selection. Rather than target to a specific age 

group, the tours attract a certain age group. 

 
  

We had a couple in their 70s who met [on a tour] and  

now they’ve gotten married. The one thing [customers] all 

have in common is that they’re all travelling on their own. 

A lot of them have nervousness, apprehension [but] you’re 

travelling with likeminded people. When someone buys a 

Just You holiday for the first time, the biggest decision isn’t 

about where to go, it’s to make the decision to do it. Once 

they do it, they become serial travellers. We’ve got people 

who’ve been with us 20-30 times. 

 

[Customers] sometimes worry about being on their own. 

What we’ve done is enable them to have as much time 

and space as they want to. The most commonly asked 

question is: "Do I dine alone?" People are perhaps happy 

to have their own time during the day but they don’t 

want to have to sit in a restaurant in a foreign country on 

their own. So no, we organize dining events. "Do I get my 

own room?" Yes. "Will I still have my own free time and 

space?" Absolutely. "Do I have to be single?" No. "Can I 

bring a friend?" Yes, as long as you each have your own 

room. There’s no sharing. Often what will happen is that 

people will go on a Just You tour, they’ll make friends with 

someone, and then they’ll go again as friends. But always 

as single travellers.



For the best travel industry news : PAXnews.com14   PAX

 
 



For the best travel industry news : PAXnews.com PAX   15

 
  

The ones that work best are ones that people may not have 

the confidence to do themselves. Two years ago I was in New 

York City and met a group of 25 people from the U.K. who were 

doing everything there was to do in New York in five days. I asked 

how many had been to New York before and the answer was 

only one. Next question I asked was, "Why did you book it?" [The 

answer]: "Because you started doing it." We’re an enabler. They 

would have never dreamed of going to New York on their own. 

With the security of travelling with a group of people who feel 

the same way, it gave them the confidence to do it.  

In terms of what Canadians are booking, we see Tuscany 

and Euro cities, as expected. [However], recently, we’ve had 

Canadians booking our Toronto-Boston New England tour. 

Domestic tourism: There’s no one else doing it for single travellers. 

 

Christmas. We launched a Christmas program in the U.K. and it 

sells incredibly well. We’ll sell right up to the week before. 

 

We’ve done some pretty stringent price comparisons against 

similar-looking tours with a single supplement and in the vast 

majority of cases we are significantly cheaper. The cynic might 

say we’re wrapping single supplements into the price. But the 

consumer is smarter than that. They’d see though that right away. 

[Just You tours] are genuinely priced for the single traveller. I think 

when we look at pricing in Canada, we’re incredibly competitive. 

 

Understand their database. They should really understand who 

their single customers are. What’s always worked well in the U.K. 

is events – getting a gathering of single travellers together. It 

doesn’t mean a huge group of people will have to come along 

– 15-20 people for afternoon tea. The brochure and website 

does a good job but you need to explain the detail behind it. 

The customers need nurturing and reassurance.

Just You Holidays is represented in Canada by Discover the 

World. For more information visit justyou.com.Ph
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Sail from Havana

MSC Opera
with Sunwing on

More comfortable cabins

More mouthwatering dining options

More leisure and entertainment attractions

More choices for kids and teenagers

More space for well-being and relaxation

Even before MSC Opera sets sail, stepping on board is like embarking on 
a voyage of discovery. With its impressive array of new features and facilities, 
the ship is now even better equipped to satisfy every need.

Spacious new cabins with balconies to delight our guests with superb 
panoramic views. Enlarged restaurant and buffet areas to serve up an 
even greater variety of culinary treats. A new 319 m2 area to fill with music 
and dancing. With the help of prestigious partners like Chicco, LEGO® and 
Namco®, MSC created fabulous new play areas for children of all ages, 
including an exciting spray park packed with fun water features. And to 
offer even more routes to relaxation, the lavish MSC Aurea Spa now has 
more space for massages.

All this is just a taste of what a cruise on MSC Opera can offer. There’s a 
world of new experiences to discover on board, day after day, moment 
after moment. Because MSC Opera is the ship that suits you.

Varadero package departures from Toronto • Winnipeg • Montreal • Ottawa • Halifax

All inclusive
Allegrissimo
beverage package included

on all Sunwing MSC Opera vacation packages including wine, beer, 
cocktails and soft drinks throughout the ship.

Cruise packages include 
roundtrip airfare 

with round-trip pier transfers, 
meals & beverage package

MSC Cruises ship’s registry: Panama. All flights are with Sunwing Airlines or Travel Service. *For full 
terms and conditions, please visit Sunwing.ca or refer to the Sunwing Caribbean Cruises Winter 16/17 
brochure.  Itinerary is subject to change. 27 Fasken Dr. Toronto ON. Ont. Reg#2476582 |  JUL 2016

NEW

Cayman Is.
Georgetown

Jamaica

Mexico
Cozumel

Havana
Cuba
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Frédéric Gonzalo

technology

Speaker & consultant specializing 
in e-tourism

I t’s a fast moving landscape when it comes to social media, especially 

on mobile devices where messaging apps are all the rage. Where should 

you focus and put efforts in order to get the best bang for your buck? 

Here are seven useful tips to consider.

I recently asked a hotelier why they had a Twitter account, and what purpose 

it served in the overarching marketing and communications strategy. The 

answer? “We’re there because it seems like we should.” That’s not a reason.

Social media acts as content amplifiers, reaching audiences with promotions, 

photos or videos which enhance customer service, sell special offers or get 

community engagement over a given topic. But what marketing purpose 

does it serve for YOUR brand? It can be about improving customer service, 

helping brand awareness, getting excitement over a product launch, etc. 

So make sure you know why you are active on Facebook, or Twitter, or 

Instagram, or whichever social outlet where you have an account.

A classic mistake I see to this day: agencies or companies that  

have accounts on almost every possible social media there is. With. No. 

Activity.

Managing communities, looking after digital strategies and implementing 

strategies into tactics is very time consuming, and for many – if not most – 

small and medium businesses, it is not a core function. I get that. So you 

must make some difficult choices. Do you really need to have an account 

on Twitter? How active are you really on Pinterest? How often do you post 

new videos on that YouTube channel anyway?



It’s better to manage one or two social accounts very well 

than to have five or six accounts with random content 

and irregular postings.

Perhaps one of the biggest misconceptions about social media 

is that it’s free. It’s not free. It’s just a different kind of expensive. 

It takes time, and it takes resources to manage properly. Yes, it’s 

free to open an account, but you not only need some money 

to get some traction on key platforms such as Facebook or 

Instagram, you will also need to create content: texts, photos, 

videos. And someone will need to publish at the right time, 

targeting the right audience, then answer comments and 

manage flow of conversations. Thus, it’s not free.

Do you know what success looks like for your social media 

marketing? You won’t ever be able to tell if you are moving 

the needle if you don’t even know what the key performance 

indicators (KPI) are for your efforts. These can range from:

• Growth of your social 

account

• Referral traffic sent from 

social media to your 

website

• Conversions on your website, 

coming from social media

• Engagement rate on your 

page: likes, comments, 

shares, reshares, tags, etc.

• Customer service issues 

resolved or addressed

• Reach (organic / paid) of 

content

These KPIs should be linked to organizational goals and business 

objectives, and measured regularly, i.e. monthly or quarterly.

As much as we’d like to think we can get our video to 

go viral, or that cute picture to reach a great audience, 

the average post won’t perform that well organically 

in an environment where content shock is occurring, 

and information overload is a reality. Thus, you need 

to consider a line in your budget for paid social media 

tactics. These include:

HYATT ZIVA LOS CABOS
Savings up to 50% off the published rate. Offer valid for new bookings made through August 15, 2016 for travel through December 23, 2016. Savings may vary by date. Based on a minimum 3 night stay, 1 child 
per 1 adult paid, limited up to 2 children per room. Children aged 12 and under. Blackout dates November 22 through November 27, 2016. Other blackout dates may apply. Valid for new social group bookings 
only. Offer may be changed or withdrawn at any time. Not responsible for errors or omissions. The Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks are trademarks of Hyatt International 
Corporation. © 2016 Hyatt International Corporation. © 2016 Playa Resorts Management is the exclusive operator for Hyatt Zilara and Hyatt Ziva. All rights reserved. PLA08680616

C A N C U N  •  L O S  C A B O S  •  M O N T E G O  B A Y  •  P U E R T O  V A L L A R T A

■■ Luxurious all-suite accommodations featuring swim-up suites,  
family suites and ocean views

■■ 16 unique restaurants and bars such as Zafiro, our beachfront Italian 
restaurant and pizzeria

■■ Sparkling swimming pools including an infinity ocean-view pool 
and tranquil adults-only pool

■■ Magnificent two-story Zen Spa with indoor and outdoor treatment  
areas, spa pools and vichy showers

■■ Professionally staffed KidZ Club and water park with slides  
and splash zones for younger guests

■■ Elegant oceanfront wedding gazebo and 35,000 sq ft  
of Baja-inspired meeting space — the largest in the area

Call Your Preferred Tour Operator |  800.720.0051 |  ALLINCLUSIVE.HYATT.COM

Surrounded by the majestic charm of the Baja peninsula and the Sea of Cortez, Hyatt Ziva Los Cabos inspires families to live in the 
moment — and now — kids stay free! Lounge with your toes in the sand or challenge the kids to a game of volleyball in our sparkling 
infinity pool. Whether you choose relaxation or adventure, it’s all included and all bestowed with our genuine Service from the Heart®.

 The Evolution of  All-Inclusive ®

The WOW Factor

50% OFF +  KIDS STAY FREE  HYATT ZIVA™ LOS CABOS
up to

a l l  i n c l u s i v e  r e s o r t s



• Promoting a given  

post, tweet, video or 

picture

• Remarketing, getting  

users of your website 

to return through ads 

pushed in the social 

media newsfeed

• Facebook ads getting users to 

click on a given URL through 

photos or compelling copy 

with exclusive offers or promos

• Twitter or LinkedIn ads 

with a custom message, 

targeting niche audiences 

on these platforms

Too often, we tend to think of social media in a silo, while email 

marketing is in another, traditional media in a different corner, 

and the website is perhaps a stand-alone department. Truth 

is, they should all work together. 

For that next contest, why not send the details and conditions 

through your regular newsletter, pushing subscribers to read 

all the details on your Facebook page. And the contest itself? 

Make it about pictures taken on Instagram, with a specific 

hashtag, with a “Pic of the Day” being put online daily on 

your website. In other words, use various social media and 

communications tools together, rather than in competition, 

or worse, in isolation.

All that is fine and dandy, but at the end of the day, who is 

accountable for your actions on social media? Make sure 

you have at least one champion who has clear objectives 

defined, if possible tied to year-end performance review. 

There can certainly be various people active on social 

media accounts, especially for bigger organizations. But 

if nobody is accountable, then it becomes a task folks do 

whenever there are slower moments, or “if I have time,” 

which is quite seldom.

One last tip: you want your social media strategy to really 

work? Make sure the person accountable is high-ranking 

within the organization, i.e. owner, general manager, 

c-level etc. The higher the level of ownership and 

accountability, the better the odds of success for your 

social media initiatives.

HYATT ZIVA LOS CABOS
Savings up to 50% off the published rate. Offer valid for new bookings made through August 15, 2016 for travel through December 23, 2016. Savings may vary by date. Based on a minimum 3 night stay, 1 child 
per 1 adult paid, limited up to 2 children per room. Children aged 12 and under. Blackout dates November 22 through November 27, 2016. Other blackout dates may apply. Valid for new social group bookings 
only. Offer may be changed or withdrawn at any time. Not responsible for errors or omissions. The Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks are trademarks of Hyatt International 
Corporation. © 2016 Hyatt International Corporation. © 2016 Playa Resorts Management is the exclusive operator for Hyatt Zilara and Hyatt Ziva. All rights reserved. PLA08680616
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of Baja-inspired meeting space — the largest in the area
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experience



 wasn’t even finished unpacking my luggage 

in my cabin at the Karongwe Private Game 

Reserve when a troupe of elephants casually 

walked by. I dropped the underwear I was putting 

away and hurried to the deck at the back of my hut 

to admire the six pachyderms leisurely crossing a dry 

river bed. Welcome to Limpopo, the northernmost 

province in South Africa.

A few hours later I joined four other journalists, hosted 

by Judy Pillay of South African Tourism, for the first 

game ride of our media trip. We clambered aboard 

an all-terrain range rover with three-tiered seating, 

and under the guidance of Head Ranger Keenan 

Houareau and Tracker Sondy (last name withheld 

by request) we drove into 9,000 hectares of bush.

It was late May, almost winter in South Africa, making 

it a great time to be on a safari. The weather was 

warm without being too hot, I didn’t see a single 

mosquito (the area is low risk for malaria), and  
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according to Houareau “in the winter months 

we see a lot more animals because the brush 

is dying off.”

Over the next three days we spot the “Big Five” 

(lion, leopard, rhino, buffalo, and elephant) all 

in their natural habitat, including a quartet of 

lion cubs, a baby leopard, and a range of other 

animals, including giraffe, impala, and we even 

follow a cheetah on foot, getting within eight 

feet of it. One warning: don’t crouch down, 

because then you become “food size.”

According to Pillay, the wildlife experience 

is why so many of South Africa’s two million 

overseas tourists came to the country in 

2015, including 56,000 Canadians. South 

African Tourism focus groups found that North 

Americans want “safari, luxury, food and drink, 

culture and lifestyle.” 

In the Karongwe Portfolio they can get all 

of the above, with five different lodges on 

the reserve that range from “glamping” 

(glamour camping) to a five star experience 

(the massage was fantastic), and we ate like 

kings of the jungle, whether it was a traditional 

barbecue (known as a braai) in an outdoor 

space (boma) to à la carte restaurants (I loved 

the springbok carpaccio).

But as Pillay pointed out there’s more to 

South Africa than safaris, and many tourists 

(especially returning ones) are looking to 

explore other offerings, like cosmopolitan 

Cape Town. We spent five days in the coastal 

city, just an hour’s flight from the game 

reserve, to discover what Cape Town had 

to offer. 

According to South Africa Tourism, visitors 

want more interaction with locals. A great 

(and delicious) option for this is “Cooking 

With Love” with Fadela Tolker, who provides 

Malaysian cooking lessons for groups right in 

her home, located in Cape Town’s colorful 

Bo-Kaap district. 

Most tourists will get to snap pics of the 

exteriors of the brightly-painted houses in 

this predominantly Muslim district, but this 

was an opportunity to go inside. Her home 

is simple and utilitarian, with a propane tank 

hooked up to a pair of burners that sit on top 

of the electric stove. Tolker kept us laughing 

as we made samosas and curry, informing us 

that “another word for salt is love.”

For artisanal food, clothes/accessory 

shopping, and art, we checked out Bree, 

Loop, and Long Streets (which run parallel 

to each other), in and around where they 

intersect with Strand Street. 

We began at Little Saint, a lovely cafe serving 

a variety of fresh foods, pastries, and healthy 

The  
“big five”
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treats, including gluten-free snack balls, 

kombucha, and fresh vegetable juices. They 

have a tiny art gallery in the basement where 

they sometimes do Pilates lessons. The Cape 

Town Partnership is a group that’s put a lot of 

energy into revitalizing this area. After the end 

of apartheid, businesses were fleeing from the 

core and the group said “central cities were 

being lost.”  Now boutiques and cafe culture 

are thriving in the area. The first Thursday of 

every month many businesses stay open late 

and are packed.

We also toured the Woodstock area of Cape 

Town, which was an industrial area but is 

going through a revitalization, including some 

amazing street art, much of it by commissioned 

artists from around the world. Nearby is the 

funky Biscuit Mill. The original brick buildings 

have been enhanced with steel and glass 

architecture, home now to a series of designer 

shops, a market full of food stalls, art workshops 

(I loved the darkly humorous ceramics at 

Sootcookie, including a figure in a leopard print 

bunny onesie that I couldn’t leave behind). 

As I munched on a lamb covered latke, a 

woman belted out soft rock classics, hipsters sat 

in groups on the ground drinking their coffee, 

and the whole place had a love-in vibe.

For a more posh experience we were driven 

to the Table Bay Hotel, where we enjoyed 

a live pianist, the soaring ceiling with 

its wooden arches and floor to ceiling 

windows, while partaking in high tea. Even 

I couldn’t resist their table ladened with 

delicious cakes, cupcakes, and truffles. I 

never got tired of waking up to the view 

of Table Bay from my room, or at night, the 

lit up ferris wheel in the waterfront market 

just steps away.  

We also paid a visit to The Twelve Apostles 

Hotel and Spa, which is part of The Red 

Carnation Hotel Collection. The boutique 

property is 20 minutes from the city centre, 

nestled between mountains with a 

spectacular ocean view. Here, we dined 

on yellowfin tuna, hen’s egg with smoked 

bacon, springbok loin, and manjari 

chocolate mousse.
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While Cape Town offers all of these urban 

delights, it’s also the perfect home base for 

a bevy of outdoor excursions. Overlooking 

the city is the majestic flat-topped Table 

Mountain. The trick is to go when the sky 

is clear. When we saw the clouds pass we 

dropped everything and our tour guide from 

Escape to the Cape drove us to the cable 

car as quickly as he could (hiking was also 

an option). Bring a jacket. The view of the 

surrounding mountain tops and the city 

below are breathtaking, but it did get chilly.

Our stop at Table Mountain admittedly put 

us off schedule, but we still got a full day 

of activities as Escape to the Cape took 

us in a WiFi-equipped van to Hout Bay (for 

shopping and to feed seals), all the way 

south to the Cape of Good Hope (popularly 

perceived as the meeting point of the Indian 

and Atlantic Oceans, but apparently this 

honour goes to Cape Alguhas.) The view 

was amazing, as was the fish we ate for 

lunch at Two Oceans Restaurant, but for 

me the highlight was Boulder Beach. There 

we walked along a boardwalk to admire an 

African Penguin colony. They are colloquially 

known as Jack Ass penguins, because their 

bird call (which we heard often) sounded 

like a pair of donkeys getting it on.

For those looking for a South African experience 

that’s not yet overloaded with tourists, I would 

suggest the two hour drive to Peternosta 

Village. It’s a fishing village of whitewashed 

walls that give it a Mediterranean feel. Our 

guide was Dianne Heesom-Green, who runs 

ceramic classes at Stone Fish Studio & Gallery. 

As we played with clay, she waxed poetic 

about the importance of the medium; it’s 

where the most ancient human footprints in 

South Africa were captured, and in the form 

of tablets and pottery has been an important 

source of archaeological information. 

She said tourism development in the village 

of 2,500 people has been slow, and veered 

towards the artisanal. Guests can stay at the 

Abalone Guest House, or for something more 

rustic there’s the waterside Sea Shack, with its 

take on (mostly) off-the-grid glamping. 

July to December is whale season, where 

Heesom-Green has seen mother whales give 

birth, and then teach their young how to 

breathe. With so many options - not to mention 

a very favourable exchange rate - I think of 

something Head Ranger Houareau said during 

our game drive: “Once South Africa bites, 

people always come back.”
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rom summers spent working in hotels to promoting his home 

country to the world, Philip Rose has made a career out 

of his love for Jamaica’s tourism industry. A familiar face in 

the Canadian travel trade, Rose spoke to PAX about his path 

to promoting Jamaica in Canada, the future of tourism on the 

island and something called ‘Reggaerobics’…

I’ve always been fascinated with the industry. Ever since I was 

in high school, I knew I wanted to be in tourism; back then, I 

thought I wanted to be in the actual hotel business. My first 

summer jobs were always in hotels. My very first one was in the 

Courtleigh Hotel in Kingston, where I worked in every single 

department. After finishing school, I went to the North Coast 

and started working at a property which back then was called 

Jamaica Jamaica as an entertainment coordinator. Shortly after 

I worked in my early 20s at various hotels in various capacities, 

and the hours were extremely long but I learned a lot. One of 

the things I learned was that I couldn’t see myself working in 

hotels the rest of my life! As much as I loved it, it really takes up 

all your time. But I knew I wanted to stay in tourism for two main 

reasons: one, tourism is the lifeline for Jamaica; it’s our largest 

foreign exchange earner and one of, if not the, top industry as 

it pertains to job development and economic growth. I know I 

wanted to play a role in development for Jamaica.

Then I started a very small DMC, handling European visitors who 

were predominantly press and tour operators, mainly from Italy. 

The Jamaica Tourist Board was one of my clients, so  

I was essentially a freelancer. They asked if I was interested  

in coming on full-time several times, and at first I rejected the 

concept  and said no, then after much thought and deliberation 

on my part, I thought it was the right decision to make. I was 

brought on as a business development manager in the U.S.,  

Text & photos: Blake Wolfe

One on one with 
Philip Rose, regional 
director – Canada, 
Jamaica Tourist Board
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where they gave me the choice of Chicago or New York. Since 

I had never been to Chicago, I decided to go there. I was there 

for eight years and got a promotion, which relocated me to 

Dallas. I was there for seven years and got another promotion, 

which lead me to Canada in 2012. 

I started with the JTB on March 15, 1998 – it was a cold evening 

in Chicago, that’s why I remember it so well! I left the beach 

that morning and I landed in Chicago with multiple layers of 

clothing and wondering if I made the right decision. 

I told them back then that I was only interested in staying for 

three years, so if you do the math… but this industry is really a 

wonderful vortex; very rarely do you find someone who jumps 

in and jumps out. 

A couple things. I had essentially done so much on the island 

that I needed to start looking beyond and two, the JTB actually 

made me realize that given my skill set – which is more sales and 

marketing oriented –  I was better equipped to sell my country in 

an overseas capacity. They reminded me of that constantly and 

I thought "If it’s the best way I can serve Jamaica, that’s what 

I’ll do." There’s a couple people from the JTB who convinced 

me – it was a tag team effort!

 

One thing may be that they don’t recognize the vast difference 

between running a tourist board in the U.S. versus Canada. The 

cultural differences are tremendous. You also have to work with 

and around various personalities. That’s not only applicable to 

your team but your trade, airline and media partners – this is 

an industry of multiple personalities. You better be equipped to 

navigate those personalities and if not, you need to learn fast. 

You always have to be ‘on’ and be positive; your retail and 

tour operator partners don’t want to know if you’re having a 

bad day. You  always need to  be smiling and be  a positive 

diplomat. I like to think I do a good job at that!

 

Canada used to be seen as the market that would only 

send winter travellers; Jamaica was a destination that you 

escaped to because of cold weather. But as the years 

progressed, a love affair has developed as Canadians 

continue to find out more and more about the intricacies of 

the destination. They discovered reggae music, our cuisine 

– they really started to experience and enjoy our culture 

and because of that you had more Canadians coming in 

the summer, they weren’t just escaping the winter. That’s 

definitely been a positive change over the years.

 

In the U.S., you’re selling to someone in San Diego who may 

not have experienced winter before, so it’s a different beast. 

It's more about target marketing and multiple messages, 

because you’re selling to several demographics.

 

The Canadian consumer is a little more economically  

conscious and that’s not a judgment, it’s just how it is. The 

Canadian traveller also does a lot of research - they do a 

ton of research online and are much more savvy. They know 

their options so when we market to them we have to give 

them exactly what they need because if you don’t serve 

them, they know how to find what they need and demand. 

The price and product have to be right.

 

They’re trying bits and pieces of everything. Gone are the 

days when all they wanted was the large all-inclusive on the 

beach. That’s still the driving force in arrivals from Canada 

but not what we’re limited to. A lot of Canadians are looking 

for villa accommodations or smaller boutique getaways. 

The whole food scene in Jamaica has also taken off and 

destination weddings are big; Canadians are even looking 

at off-site weddings in Jamaica where they stay at the 

lovely resort but they’re going into the mountains to have 

the wedding because they want a waterfall backdrop. That 

makes me smile because the consumer is really going into 

the countryside and learning about what I deem the biggest 

asset in Jamaica, and that’s the people and the culture.

 

There was an event with a lot of musicians a number of years 

ago – I got to hang out with the late Natalie Cole, which was 

a big deal for me. Another thing was I got to go on TV in New 



York and showcase something I developed called ‘Reggaerobics’ – this 

was years ago when I was full of energy! I love reggae, I don’t dance 

but I do exercise and a friend of mine said he bet he could get me 

to do aerobics so we developed this program around reggae dance 

moves. The local TV crew filmed us and someone from the Caribbean 

Tourism Organization saw it, invited us to New York for CTO Week and 

we did our Reggaerobics for the audience. I also enjoy all the seminars, 

meeting the travel agents and hearing their stories.

 

We have new hotel rooms coming online and not in any one category, 

but predominantly in the all-inclusive realm. We know that the tour 

operators are going to increase airlift from Canada into the destination 

as a result and create more competition, which typically results in 

improved product and bodes well for the consumer. We know the 

Canadian consumer is very savvy and going to fall in love with Jamaica 

all over again.

There was a time when law was in my sights but I couldn’t see myself 

doing that; it had to be travel. When I was 16 I went backpacking 

across Europe for an entire year; just interacting with other cultures 

and trying new cuisine made me realize I wanted to get into travel. 

If I had a magic wand, I’d be a professional soccer player.

One of the other reasons I got into this industry is that I love travel and 

I love travelling; experience is the best educator. Even with my own 

family now – my daughter is six and this year she’s been to six different 

countries. I genuinely approach everything I do from an altruistic 

standpoint, from a position of love. I know that sounds cliché and 

corny, but I want people to understand each other and get along; it’s 

not just from an economic standpoint but from an educational one.

I’ll never truly retire – I’ll always be doing something. I’m going to 

dedicate the rest of my time to charity; I’m already very involved 

with several charities and the one I’m most proud of is Helping Hands 

Jamaica Foundation and we raise money to build and renovate 

schools in Jamaica. So far, we’ve raised enough for 11 schools. I’m 

very proud of what we’ve accomplished. There’s a couple creeds 

I live by – one is "We don’t inherit the earth from our parents – we 

borrow it from our children" and the other is something Bob Marley 

always said, which is "My life is not for me alone, it’s for others – if 

it’s for me alone, I don’t want it." That’s what makes me tick and 

move – that’s why I’m in this business. Tourism is the lifeline of the 

Jamaican people.
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t may come as a surprise to some that, in spite of 

spending more than two decades building a career 

with Air Canada, Craig Landry did not always yearn 

to work in travel.

Rather, the now-president of Air Canada Leisure Group 

(ACLG) began his professional life as a violinist, performing 

in his 20s with the likes of the Quebec Symphony Orchestra, 

and the Montreal Symphony in places like Carnegie Hall. 

“I’m a Maritimer through and through,” he tells me from 

the company’s offices in Mississauga. “My parents are from 

Cape Breton, I grew up in Halifax, and music was always a 

part of our life.”

Landry started playing the violin at the age of five, 

developing such a proficiency that he was accepted into 

the Nova Scotia Youth Orchestra at 14, where he became 

concertmaster, the orchestra’s main soloist.

After high school, Landry’s talent and skill brought him to 

McGill University’s prestigious music program in Montreal, and 

upon obtaining his Bachelor of Music, the violinist embarked 

on his new life as a professional musician – only to have 

recurring problems with tendonitis cut his plans short. 

“All musicians struggle with tendonitis and I was no different,” 

Landry says, of the life-altering setback. “So I stopped, and 

[didn’t really know] what to do with my life at 24 years old, 

since I’d devoted all of it to music.”

The answer came rather unexpectedly, he explains, by way 

of a friend working at Air Canada. 

“He said to me: ‘You’re reasonably nice and bilingual. If 

you’ve got nothing else to do for the summer, why don’t 

you try and get a job at the call centre?”

And so began what would become a 22-year career with 

the largest airline in Canada.  

“It was all a little by accident,” the executive now charged 

with overseeing Air Canada Vacations (ACV) and Air 

Canada rouge (rouge) says, “but I found I loved the business. 

I loved the complexity, the people and the dynamics of the 

industry. I was hooked.”

Working his way through several departments, Landry 

found that the industry required many of the same qualities 

he had obtained as a musician, such as focus, discipline, 

patience and teamwork. 

“There’s a huge connection in what I learned during 

my music training and what I brought into my business 

experience,” he says. “Things like resilience and dedication 

transferred very easily.”

Fueled by new purpose, Landry returned to McGill, earned 

a Master of Business Administration, and began climbing 

Air Canada’s executive ranks. He held a number of vice-

president positions within the company’s loyalty rewards 

program Aeroplan, and was appointed vice-president of 

marketing at Air Canada in 2010, where his command of 

brand management took the company to new heights 

within the realms of social media, digital communications 

and customer service. 

Fast forward to January 2016, when Landry stepped  

into the role of president, Air Canada Leisure Group with 

the intention of helping guide ACV and rouge toward 

greater success as the brand’s global network continues 

to evolve.

Landry describes his new role as “stimulating,” due to 

the diversity of the companies’ distinct natures, but adds 

that his years working in and around Air Canada’s various 

subsidiaries has prepared him for the task. 

“The brand weight of Air Canada is pretty impressive,” 

he continues, “and its potential [is] probably even more 

impressive, so to find ways to deliver against that with ACV 

and rouge is [what] got me excited about this opportunity 

in the first place.”

It also helps that Landry has always been intrigued by 

the tour operator side of the industry and its inherently 

commercial components – a sector he describes as “a 

tough, low-margin, hypercompetitive business.” 

“The ACV culture has a tremendous amount of passion 

and grit,” he says of the vacation company’s team. 

“You can feel it. They know what it takes to succeed and 

they’re willing to do it.”
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It’s a state of mind which undoubtedly appeals 

to the former instrumentalist, who now has plans 

to expand Air Canada Vacations beyond the 

standard offerings which have long been the 

bread and butter of the 35-year-old business. 

“ACV has been focused on sun destinations,” 

he says, “and we’ve built a tremendous business 

out of that. But the portion of [Air Canada’s] 

network that ACV uses is actually quite small. So 

its opportunity to grow into the global footprint of 

Air Canada is very significant.” 

According to Landry, the plans will include 

transforming the tour operator’s products to meet 

the demands of customers flying Air Canada’s 

international routes.

“Instead of a static, bundled product of a seven-

day, all-inclusive beach vacation, the customer 

who is travelling to Europe or Asia is looking [for 

their trip to be] constructed and bundled in a 

very different way,” he says, adding that such a 

change is expected to require technology, and 

product line development investments – and that 

a long-term strategy for these plans is still being 

determined.

New products are already beginning to roll 

out, however, with the help of Softvoyage’s TTS 

reservations system, which ACLG adopted earlier 

this year. 

“We want to get into new markets on a more 

serious basis, so we need the enhanced flexibility 

and bandwidth that the TTS system brings,” Landry 

explains, describing the new system as a “win-win” 

for both Air Canada and its agent community.
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“TTS enables us to be able to distribute more product, 

and we think the trade will be able to see – in a much 

more simple, centralized environment – the breadth of 

the product ACV really has.” 

In addition to bringing big changes to ACV, Landry is 

also heading up Air Canada rouge’s burgeoning global 

network, which celebrated its third birthday in July 2016. 

Originally created to compete with the likes of Air Transat, 

WestJet and Sunwing, Landry says the airline has enjoyed 

unprecedented growth since its inception, serving 11 

million passengers, growing to 1,600 employees, and 

offering seven new international destinations in two 

months. 

In fact, the airline is now preparing to increase its fleet 

from 44 aircraft to 50 by 2017, adding six Boeing 767s to its 

current lineup of A319s and A321s for greater international 

reach. 

Of course, Landry points out that while rouge and ACV 

both play a strategic role in Air Canada’s overall strategy 

to become a global champion, they’d be nowhere 

without the support of the agent community. 

“We don’t work without trade support,” the president 

says. “They are critical partners in our success. So it’s 

constantly our focus to ask ourselves: are we getting the 

right feedback? Are we giving the agents what they need 

to be able to sell on our behalf?”

In an attempt to address those questions head-on, 

ACLG is developing a travel agent advisory council 

for the fall, which will hold regular meetings to 

discuss new campaigns, system upgrades and other  

developments with industry representatives from across 

the country. 

The trade’s voice on groups travel has already been heard 

loud and clear, Landry adds, explaining that ACV’s 2016-

2017 Sun Collection included a new Groups Price Drop 

Guarantee, in response to a demand for more groups 

resources, which allows agents to earn more revenue 

with one reservation.

“The feedback we got was that this was something that 

would be more helpful to them,” he says. “And our main 

focus is to ensure that we make it easy for agents… that 

they have the tools to be able to do their jobs.”

With so much on the way, Landry points out that it’s still 

early days, and that comprehensive feedback on things 

like the TTS system and new product launches – as well 

as the development of ACLG’s internal culture – are still 

to come. 

But as the former concertmaster-turned master of branding 

knows from experience, you can prepare, practice and 

plan all you want, but at the end of the day, the key to 

success is seizing opportunity, and being ready whatever 

comes next. 

“I’m not someone who started my career with an end-goal 

in sight,” Landry says, when asked whether it had always 

been his intention to reach presidential status. 

“To me, the journey – this may sound cliché – but the 

journey has always been more interesting than the 

destination.”
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alm Springs, California is in the midst of an exciting 

renaissance. 

Once a refuge for Hollywood stars and their 

glamourous entourages in the 1930s, and later a stomping 

ground for the Rat Pack in the 1950s and 60s, the desert 

city had arguably lost its elite allure by the late 20th 

century, developing into a quiet haven for retirees and 

snowbirds.

In recent years, the resort town just under two hours from 

Los Angeles by car seems to be everything but that. 

Bolstered by a widely-publicized downtown revitalization, 

and not to mention the payoff of successful local music 

festivals, Palm Springs is changing in dramatic and wild 

ways.  New and improved amenities and attractions are 

on the rise, and you can bet millennials are Instagramming 

their way to finding their own desert oasis. 

Which brings us to the V Palm Springs Hotel, one of the 

latest developments in town leading the charge. Set 

at the base of the sprawling San Jacinto Mountains,  

the V Palm Springs, or simply, “The V,” puts a chic and 

modern twist on desert hospitality. 

Located approximately two miles from downtown  

Palm Springs in the up-and-coming neighbourhood of 

South Palm Springs, the 140-room hotel opened in April this 

year following a $15 million dollar renovation facilitated  

by owners Brian Kabateck and Mark Geragos, two 

celebrity attorneys whose past clientele includes  

Winona Ryder, Nicole Richie, Michael Jackson and Chris 

Brown. 

Strategically, the hotel opened its doors right in time for 

one of America’s largest music events – the Coachella 

Valley Music and Arts Festival, which unfolds in the city 

of Indio about 40 minutes away. 

Coachella, which reportedly drew 99,000 people per day 

over the six days it took place, combined with its sister 

festival, Stagecoach, a country music festival in the same 

city, generated $704 million USD in economic activity this 

year, according to research conducted by Development 

Management Group. 
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And so, The V, despite being a new kid on the block, had 

no trouble filling rooms for its spring launch, Rick Patten, of 

Filament Hospitality, which manages the hotel, told PAX 

when we visited the property in June. 

Since Coachella, the hotel’s palm tree-speckled courtyard, 

which features poolside DJs on weekends, has become a 

go-to spot for weekend warriors, bikini babes and modern 

day rat packs – “the 20 to 45, affluent market from San 

Diego, Los Angeles and Orange County,” Patten tells PAX. 

Retirement community no more. As Emma Haber, the hotel’s 

publicist, puts it, The V is a “true desert playground with a 

Garden of Eden-esque vibe.” 

Proof of this is found in the hotel’s many luxury must-haves, 

such as a spacious pool (which is, fittingly, in the shape of 

a “V”), a soothing jacuzzi, a poolside Asian-Fusion BBQ bar 

called Elixir Pool Bar & Grill, and bubbly accents, such as 

blow-up floatable swans for the pool. 

In other words, The V has everything it needs to host an epic 

desert party.
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The property’s sharp Chevron motif, combined with 

monochromatic colours and use of contemporary materials, 

such as cement, wood and fumed oak, evoke feelings of 

warmth, sophistication and exclusivity – as if an A-List celebrity 

has given you the keys to his or her Hollywood mansion for 

the day. 

The halcyon décor, in many ways, honours the native land 

of the Cahuilla Indians – cues to spiritual symbols, such as 

feathers, can be found scattered throughout the property, 

in addition to decorative arts such as wall hangings, dream 

catchers, skulls, macram and horns.  

And that’s just the half of it. At the time of PAX’s visit, the hotel 

was still building a second “desert-inspired, modern American 

restaurant,” Solstice Restaurant & Lounge; a second phase 

of rooms; and a second, “quieter” pool, all set to open by 

early September. 

Evidence of the property’s previous incarnations – a budget 

motel property called The Curve, and before that, a 

Travelodge – are seldom and few, save for the site’s classic 

mid-century motel architecture, which only adds to The V’s 

inviting and communal vibe. 

Exotic gardens lead guests to their suites, which either 

overlook the pool yard, parking lot or outwards to the 

mountains (which appear to transition in colour from brown 

to purple to red throughout the day).  

The rooms are stylish and thoughtfully designed, featuring 

customized beds with ultra-soft linens, bone-inlaid nightstands 

and whimsical southern-inspired wall art. The bold-coloured 

floors are made of a unique textile resembling that of a 

placemat, which, to me, beats carpeting anytime. 

The bathrooms are particularly wow-worthy, boasting 

glamourous glass showers, white quartz countertops and oil-

rubbed bronze hardware throughout. All rooms include work 

desks, private balconies or patios and cute swings perfect for 

relaxing in after a morning bike ride (The V, notably, provides 

bicycles to guests on site). 

Less than a five minute Uber ride to downtown’s shopping, 

dining and art galleries, The V is uniquely positioned to 

revitalize Palm Springs into a trend-hunters’ paradise, 
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especially as “several more boutique hotels [in the area] 

come down the pipeline,” Patten says. 

That, and more big-ticket music festivals, too. Desert Trip, 

a classic rock event in Indio that pundits have dubbed 

“Coachella, for old people,” unfolds in October, and at the 

time of our visit, The V had “already sold out its first week,” 

Patten tells me. 

It’s that kind of talk that makes me wonder if V will one day 

be the new W. All the hotel needs is a good tag line, which 

Patten admits is still in the works. 

“It could be V for ‘very,’ he says. “Very sophisticated, very 

relaxed…there’s many different incarnations on how we 

can use that.”

Whatever the word, I’m sure it will be a victory.

vpalmsprings.com 

visitgreaterpalmsprings.com



Limited time offer — Early Booking Bonus

When your clients book a qualifying 2017 package of 8 days or more by August 26, 2016, they’ll receive $1,000* per couple  

to use towards extra hotel nights, sightseeing, cruising, dining, and much more.

It’s the biggest promotion of the year—blink and you’ll miss it!

To book or learn more, call 1.800.665.7245 or visit rockymountaineer.com

ROCKY MOUNTAINEER’S OFFER OF THE YEAR IS HERE

Terms & Conditions: *Offer valid on new 2017 bookings made in Canada between June 26, 2016 and August 26, 2016. This offer is applicable to 2017 Rocky Mountaineer packages of eight or more days on select dates only. Travel during the 2017 Rocky Mountaineer summer season between April and October on select dates. Deposits are required at 
the time of booking and full payment of the balance must be made by January 13, 2017. Offer value of $500 per adult bonus credit ($1,000 bonus per couple) is with qualifying holidays of eight days or more in GoldLeaf or SilverLeaf Service. Applicable to single, double, triple or quad package prices. Bonus credit amount varies by package class of ser-
vice and duration of holiday. Qualifying packages can be purchased in any class of train travel or grade of accommodation. Credit must be requested at the time of booking and will not be automatically allocated or retrospectively added. Credited option must be  selected at the time of booking and can only be added to a Rocky Mountaineer package. 
An amendment fee of $50 per booking will be charged for changes to the use of the credit after the booking has been confirmed. Credits can only be used towards the purchase of additional services offered by Rocky Mountaineer – the credit cannot be used to upgrade rail service or accommodation and cannot be used against the price of the core 
package. Credit cannot be deferred to a later trip. Offer is not applicable to child prices, 2 or 3-day rail only bookings or Group Tour bookings. Not available in conjunction with any other offer. Offer has no cash value and is non-transferable. Offer is capacity controlled and may be modified, withdrawn or amended without prior notice. Additional conditions apply.  
†Rocky Mountaineer Rail & Cruise packages are applicable with the total package duration being the qualifier for the offer, not just the number of non-cruise land nights.

A journey onboard Rocky Mountaineer is much more than just a train ride through the majestic Canadian Rockies. 

It’s the key to unlocking a hidden world of shifting landscapes and unparalleled beauty. Invite your clients to 

sit back, relax and enjoy the awe-inspiring scenery unfold beyond their glass-dome window. Complimented by 

gourmet cuisine, vibrant storytelling and impeccable service, a Rocky Mountaineer journey is truly above and 

beyond the extraordinary.



vogue
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While sun and sand are relaxing in their own ways, resorts are increasingly catering to travellers 
looking to unwind and rejuvenate on vacation with new spa facilities and expanding menus 
of treatments. As vacationers begin thinking about their winter escapes, PAX takes a look 
at a selection of the top-selling spa destinations among Canadian tour operators.

Text: Blake Wolfe

Offered at Sandals properties in Jamaica, St. Lucia, Antigua, and the 

Bahamas, Red Lane Spa features a wide range of services for guests, evoking 

a Caribbean feeling with treatments such as In Good Spirits Body Scrub and 

the Night Blooming Jasmine Massage. The spa also caters to brides getting 

ready for their big day at Sandals properties and guests can take the spa 

experience home with a line of Red Lane-branded products. Available from 

ACV, Transat, TravelBrands & WestJet Vacations
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A member of The Leading Spas of the World and recognized for many years 

as among the best spas on the Mexico's Pacific Coast, the 16,000 square foot 

Signature Spa at Grand Velas Riviera Nayarit features 20 treatment rooms and 

more than 30 treatments including advanced therapies, rituals and rejuvenation 

treatments using products from exclusive lines such as Natura Bissé, Germaine 

de Capuccini, Kerastase y Opi. Kids and teens are also invited to enjoy Spa 

treatments, with special menus created just for them. Available from ACV, 

TravelBrands & WestJet Vacations

Combining wellness traditions both modern and ancient, the One Spa at 

Mexico’s Finest Playa Mujeres features an array of treatments incorporating 

holistic, alternative and traditional therapies; these culminate in the 100-minute 

Aztec-inspired Tonalli Ritual (‘luminous essence’), which includes treatments 

ranging from warm herbal body wraps to a massage involving obsidian stones. 

Guests can book private spa experiences or partake as a couple or even a 

family, with kid-centric treatments including strawberry sparkling pedicures and 

lullaby massages. Available from ACV, Signature, Sunwing, Transat, TravelBrands 

& WestJet Vacations



For the best travel industry news : PAXnews.com PAX   47

Exclusively offered by Air Canada Vacations, the newly renovated Papillon by 

rex resorts in St. Lucia offers guests a four-star, all-inclusive experience with only 

110 rooms. Guests looking to unwind with a spa day can enjoy a wide range 

of treatments and therapies within the Royal Spa featuring ELEMIS products, 

located at the adjacent rex resort, the Royal. Catering to families, kids stay 

free at the property.

Located in the town of Runaway Bay in Montego Bay, Jamaica, Luxury Bahia 

Principe Runaway Bay offers a wide range of treatments at Bahia Spa. Guests 

can treat themselves to sessions ranging from massages and treatments to 

beauty salon appointments and specialized programs. Among the luxuries 

featured at the spa are a steam bath, Finnish sauna, ice fountain, foot bath, 

and heated pool among many other amenities. Available from ACV, Transat, 

WestJet Vacations

A four-star resort within the vicinity of Destiladeras Beach and Rancho Mi Chaparrita, 

guests of Iberostar Playa Mita can indulge at the on-site spa Sensations, where they 

may pamper themselves with a full range of spa services including massage, facials 

and therapies that calm and soothe. Access to steam room and wet areas are free 

of charge. Available from ACV, TravelBrands & WestJet Vacations
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future proof

Nolan Burris

THE ART OF BECOMING FUTURE-PROOF

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

T he word “habit” can have 

both negative and positive 

connotations. Habits can cause 

us to harm our own health, or push us 

to exercise and stay fit. They can drive 

a travel agency to the highest levels of 

success, or trigger a downward spiral 

of failure. 

Habits are important and even essential to 

business productivity. For example, when 

first learning cryptic GDS formats and 

entries, productivity tends to plummet. As 

more of them are memorized, stress levels 

fall and efficiency climbs. Eventually, 

previously intimidating keystrokes 

upgrade from memorized repetition to 

second nature where very little conscious 

thought or effort is required. 

Often attributed to attributed to Abraham 

Maslow, there is a predictable hierarchy 

that nicely defines this phenomenon. 

Think of it as the four stages of developing 

a habit.

   

You don’t know how to do something, 

and you’re unaware of why it even 

matters.

~ Example: you sell travel products, but 

don’t sell your own value.

 

You’ve become aware that it matters, 

and realize that you don’t know how!

~ Example: your clients are booking 

online and you don’t know what to do.

 

You’ve learned some new skills but it’s 

not natural or easy for you yet.

~ Example: sometimes you sell your 

value, except when you’re busy or 

stressed

 

You’ve practiced, refined, committed 

and perfected it until it’s completely 

natural.

~ Example: with every client interaction, 

you sell your value with such confidence 

that once scary subjects like professional 

fees seem easy and logical.

I couldn’t resist mentioning fees. However, 

it is those agencies that have mastered 

the habit of selling their own value that 

have the greatest success with them. Still, 

whether you charge professional fees or 

not, selling your value is a habit that could 

change everything for the better. 
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Like all good habits, you will have to 

struggle though the awkward Stage 

Three (Conscious Competence). 

You’ll have to practice, refine, and 

commit until you develop Stage Four 

(Unconscious Competence) before the 

fruits of your labour will be fully realized.

If you haven’t quite moved past Stage 

One (Unconscious Incompetence), 

perhaps the following warning signs 

will push you.

  

If your first reaction to a client who asks 

about an online deal is to be defensive, 

you need a new habit; one that inspires 

and intrigues.

Example: “There are some incredible 

prices online. Of course, a great price 

isn’t a good deal if you don’t enjoy the 

trip. Let’s start by making sure you’ll love 

the resort.”

  

Of course you give your clients prices, 

but you know there is a LOT more 

to it than just reading numbers off 

a screen. Start calling them what 

they really are: the results of your 

professional research, which includes 

prices. 

Part of your value is that you find 

the RIGHT prices for RIGHT cruises or 

resorts. It’s a bad habit to call such 

skilled work “price quotes.” If that’s 

what you call them, that’s all your 

clients will think they are.

Example: “I researched several 

different suppliers, websites, and our 

own internal resources, looking for the 

perfect fit for your desires. I have two 

recommendations for you including 

some really great prices.”

  

To be fair, sometimes you might  

sell them what they want, but your 

job is to make sure they don’t waste  

their money on a trip they won’t 

enjoy. 

A client who has never been to 

Waikiki Beach for instance, may ask 

for it assuming it is a quiet, peaceful 

setting based on highly-edited photos 

seen online. You can sell your real 

value simply by digging a little deeper 

to find out WHY they are interested 

in whatever destination or supplier 

requested. 

This is perhaps the most common 

bad habit I see in the field, yet few 

travel consultants are even aware 

of it. Here’s how to spot it: next time 

a client calls asking for prices or 

information and your next question 

is: “when are you thinking about 

going?” you are already on the 

wrong track and dangerously close 

to believing they’ve made a good 

choice. Instead, sell your value by 

doing what you do best – consulting!

Example: “Many people love that 

destination/supplier. For some, it 

didn’t turn out to be quite what they 

were hoping for. My job is to make sure 

it’s a good fit for you, otherwise, even 

the best price would be a waste. Can 

you tell me why it interests you and 

what you’re hoping to experience?”

These are just three examples of good 

habits that could replace bad ones.  

There are plenty more when it comes 

to selling your own value. You have 

to approach them with the same 

seriousness and dedication you’ve 

put into learning to sell your travel 

suppliers’ products. If you don’t, old 

unconscious habits could get in the 

way of your future. Maybe it’s time to 

take a more conscious look at the 

things you no longer have to think 

about.
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A t a time of shrinking commissions in the travel industry, 

many travel agents are looking to ancillary revenues 

to bolster their bottom lines.

With an average commission of between five and  

eight per cent, there’s an obvious financial advantage 

to offering your clients a pre-booked excursion* on their  

next vacation – especially when it comes to group 

bookings! 

However, there’s other benefits – for agents and clients 

alike – when it comes to pre-sold excursions:

For today’s travel agent, it’s not enough to simply stick to the 

old standbys of airline tickets and tour packages, especially 

considering the decline in commissions. However, by adding 

ancillaries like pre-booked excursions into the mix, agents 

can both increase their revenues and add another sales 

tool to their repertoire.

For Canadian travellers, a pre-booked excursion is paid for 

in Canadian dollars as opposed to U.S. funds. Considering 

the recent exchange rate, there are major savings to 

be had.

By learning about a destination and the excursions available 

there, agents can bring added value to the booking process 

– which can create repeat customers.

While excursions can be booked by travellers in-destination, 

do they know who they’re dealing with? By pre-booking, 

agents can put their clients’ minds at ease by knowing they’re 

dealing with a reputable supplier with ties to a Canadian 

tour operator. And in the event anything does go wrong, 

travellers can contact their booking agent back home.

PLANNING  
AHEAD

business sense



PUERTO VALLARTA  .  JALISCO . MÉXICO

Discover a new way to travel

1 866 487 3415
www.CantoDelSol.com

Tours to top attractions, such as Mexico’s Mayan ruins, can 

sell out quickly, especially during peak travel seasons. By 

booking in advance, clients can have a better chance at 

ensuring a seat on the most popular treks.

By booking ahead, a travel agent may be able to make 

special arrangements in advance for their clients, from 

customized tour itineraries to special offers. For example, a 

wedding group booking an excursion may want to have a 

special tour just for themselves – something which can be 

difficult to arrange in-destination.

 Know the destination and what excursions are available – 

and make sure your clients know too!

 Know your clients and what kind of experience they’re 

looking for

 Where/when available, always offer to book excursions on 

travel packages

 If a client is booking early but not ready to make a decision 

on excursions, let them know what’s available and follow 

up later closer to travel (i.e. a month before departure)

With input from Nino Montagnese – Air Canada Vacations; Deana Murphy -  Sunwing 
Vacations; and Denise Heffron - Transat.

*based on the tour operators contacted for this story



escape
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pinning lassos, the birthplace 

of tequila, colonial plazas, and 

mariachi bands are just a few of 

the delights that await the senses of visitors to 

Guadalajara, Mexico. 

PAX recently got to experience these highlights 

during a four-day media visit. Guadalajara is 

the country’s second biggest metropolitan area 

and the capital of the state of Jalisco, and like 

many urban centres, traffic often clogs its major 

arteries. Fortunately, getting around by cab 

remains both manageable and affordable, and 

once at its many picturesque areas, it becomes 

easy to forget that this is a bustling city.

Before getting on the plane, I recommend 

checking out descubrecentrogdl.com. It’s all 

in Spanish but Google Translate does a decent 

enough job for non-Spanish speakers like myself 

to navigate the site. Click on WALKS to explore 

walking maps that include Urban Art, City Light 

(for nighttime views of lit-up architecture), LGBT, 

and Gastronomic routes.

The city’s most famous destination is the 

Renaissance-style Cathedral right in front of 

Plaza de Armas (main square). Take note of 

the Cathedral’s yellow and blue tile covered 

towers – the official colours of the city. 

The square was once the site of executions 

and remains a centre point for public events, 

including concerts by the Banda del Estrada 

(State Band) on Thursday and Sunday 

afternoons. There’s more than a dozen other 

historical sites within a few minutes walk, 

including the Palacio Municipal (Municipal 

Palace) and the Rotonda de los Jaliscienses 

Ilustres, with its statues of prominent men and 

women from Jalisco. 

Amidst all the historical buildings I couldn’t help 

but take a moment to appreciate the “running 
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man” street crossing lights, which I considered 

much more honest than the more conventional 

“flashing hand” that futilely warns impatient 

pedestrians to wait. Instead, as these lights 

counted down, the walking stick figure went 

from a steady pace to a sprint.

My next stop was the highly recommended area 

of Tlequepaque, a very reasonable 70 pesos 

($5.00 CAN) taxi ride away from the Cathedral. 

As I got in the cab I suddenly realized that other 

than pointing at the word “Tlequepaque” in my 

iPhone notes, I actually had no idea where I 

was going. Fortunately the driver didn’t need 

a precise address, and when he dropped me 

off, he pointed vaguely at the picturesque 

Parroquia de San Pedro Apostol (San Pedro 

Apostol Parish), which is in the austere style of 

the Franciscans who built it.

It was the perfect starting point to just wander 

around, enjoy the low-key feel of locals on park 

benches drinking their late morning coffees.  

A place this picturesque in Europe would 

have been filled with camera-toting tourists,  

but in Tlequepaque there were no crowds, 

and my maple leaf ball cap definitely made  

me the odd man out. All the same, the area was 

prepared for this hapless Gringo. I happened 

upon a tourist booth and asked for directions 

for the shopping street that fellow journalists 

had specifically recommended. 

Most Mexicans I met spoke little to no English, but 

his was perfect, and it turns out I was only a block 

and a left turn away from my primary destination, 

Calle Independencia (Independencia Street).
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Again, a beautiful brick pedestrian-only street 

like this in Europe would be mobbed. This was 

wonderfully free of crowds. I slowly wandered 

amidst the street sculptures and a bevy of 

shops that featured a broad range of art and 

housewares that ranged from colourful crafts 

to sleek modern designs. The prices were 

remarkably reasonable. When I tried to buy a 

wrought iron and blown glass hummingbird I 

thought it was 450 pesos (about $30 CAN) each. 

That was actually the price for five of them. 

To round out my Guadalajara experience I was 

happily taken to the city of Tequila along with 

about 40 of my fellow journalists to experience 

the birthplace of Mexico’s most famous alcohol-

based export. It was about an hour bus ride to 

reach the quaint town, which was surrounded 

by fields of succulent agave plants. 

For the full experience, visitors may want  

to consider the “Jose Cuervo Express,” a 

specialty train that travels from Guadalajara 

to Tequila. When we arrived traditional dancers 

were performing in the town square, and a lasso 

artist twirled his rope about himself, hopping in 

and out of the loop. 

Tequila can easily be done as a day trip  

but for those looking for a more relaxed itinerary 

with an overnight stay we were shown the  

newly built hotel Solar de las Animas. It’s 

modelled in a quaint style that matches the 

town perfectly, with stark white interior walls 

that give full attention to the antique-looking 

furniture, and beautiful touches like the blue  
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and white porcelain signage/room numbers 

throughout.

Steps away we toured La Rojena tequilla 

distillery, where we witnessed the agave 

distillation process, such as the chopping of 

the pina (which looks like a giant green and 

white pineapple) into halves. This is then baked 

to convert the starches into the sugars that will 

be fermented. 

The facility’s interior was painted in fresh yellows 

and blues, with black guard rails accented in 

gold, and so immaculately maintained it almost 

felt like a set (though it was fully functioning, 

from the pulp that was being off-loaded into 

a dump truck to the fermentation tanks and 

aging barrels).

From there we were taken to the open-air El 

Centenario de Lazaro Gallardo. With paths 

meandering amidst a sculpture park, it was a 

beautiful spot for our banquet under the stars. 

Amidst margaritas and sips of tequila in shot 

glasses we feasted on a buffet of beef fillet 

with aged tequila, octopus tacos, pork leg in 

mole sauce, churros, and “black zapote sweet” 

(basically a persimmon compote). 

As more than one person put it, “I would love 

to get married here.” And they do indeed do 

weddings.
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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.

GEDEON EXITS TRAVELBRANDS

AIC AWARDS 
SHOWSTOPPERS

Zeina Gedeon is leaving TravelBrands after completing her mandate, the company stated in 
mid-June. Frank DeMarinis has taken on the role of CEO for the tour operator/wholesale divisions 
effective July 1.

AIC Hotel Group hosted the first annual 
Showstopper awards at Hard Rock Riviera 
Maya, honouring the efforts of tour operators 
and travel agents who enjoyed the rock star 
treatment over three days.

RIU HONOURS AGENTS

RIU Hotels & Resorts awarded its top U.S. and 
Canada travel agency partners at its first 
annual Riu Partner Club Awards held at the 
Riu Palace Aruba. Agencies recognized were 
rewarded with a trip for two to Aruba to attend 
the Riu Partner Club Awards Ceremony. In 
addition to the awards program, they were 
treated to a VIP weekend, inclusive of special 
tours of the island, recreational activities and 
special events.

MONTAGNESE MOVES ON

Nino Montagnese resigned as senior vice 
president of sales & marketing for TravelBrands 
in late May, returning to Air Canada Vacations 
in the new role of managing director - sun 
markets.

BIG SPRING FOR AC

Since May 19, Air Canada and Air Canada 
Rouge started seven new non-stop routes 
to Europe and one each to Asia, Africa and 
Australia as part of the airline's international 
expansion. In addition, Air Canada has also 
launched 11 new U.S. transborder routes since 
the start of May.

TRANSAT CHANGES

Transat has ended its Transat Discoveries 
collection and will be closing its Toronto 
call centre in September. From now on, the 
company will focus on destinations served by 
Air Transat, eliminating cruise-only bookings 
and requiring cruises to be booked as part 
of a package including flight. In addition, 
the Toronto call centre will close on Sept. 
12 (eliminating 66 jobs) and 63 cruise agent 
positions in the Montreal call centre will be 
converted to ‘hybrid agents’ handling B2B 
and B2C inquiries.

NEW VP SALES FOR 
UNIWORLD

VOX SAYS ‘ALOHA’  
TO HAWAII

Uniworld Boutique River Cruise Collection 
has announced the promotion of Michelle 
Palma, director of national accounts to vice 
president, sales – Canada. Palma has 20 years 
of experience in the travel industry, including 
the last six years spent with Uniworld.

The Hawaii Tourism Authority has awarded 
its Canadian marketing contract to Toronto-
based VoX International, effective Jan. 1, 2017. 
The one-year contract will see VoX provide 
leisure travel and MCI marketing services, 
with the HTA having the option to extend the 
agreement with one-year contracts for up to 
three additional years.

NEWLEAF RELAUNCHES

Low-cost airfare ticket seller NewLeaf Travel 
is back in the travel game five months after it 
shut down to await a federal regulatory ruling. 
Travellers will be able to start flying on the low-cost 
carrier on July 25 and the airline has also added 
five more destinations to its service, including 
Halifax, Moncton, Hamilton, Winnipeg, Regina, 
Saskatoon, Edmonton, Kelowna, Kamloops, Fort 
St. John, Abbotsford and Victoria.

news



For the best travel industry news : PAXnews.com62   PAX

After a brief hiatus, the Barbados on the Water festival 
returned in early June to Toronto’s Harbourfront 
Centre, a free three-day event celebrating all things 
Barbados since 1996. Of Barbados Tourism Marketing 
Inc: William ‘Billy’ Griffith, CEO & Peter Mayers, director 
– Canada.

Karisma Hotels & Resorts and Transat were shining the spotlight on agents in June. A 
select group of travel agents joined reps from both Karisma and Transat (the resort 
chain’s travel partner of the month) for the exclusive event in Toronto’s Distillery 
District. Pictured are: Alex Portman, regional sales & marketing manager – Central 
Canada, Karisma Hotels & Resorts; Steve Brown, inside sales, Transat; Michael Price, 
partner, Quadra Innovations Group; Paula De Campos, product director, Transat 
Tours; David Black, director of sales, Karisma Hotels & Resorts.

Switzerland Tourism and Trafalgar Canada welcomed approximately 20 travel 
agents and trade media to learn more about the latest tourism offerings from 
the mountainous Central European country. The event marked the final stop 
of a Swiss tourism road show that previously visited Austin, Dallas and Chicago. 
Pictured are Evelyn Lafone, director Canada, trade manager central USA for 
Switzerland Tourism and Anita Emilio, vice president of sales, Trafalgar Canada.

The Discover Central Europe evening brought together representatives from Poland, Hungary, Slovakia and 
the Czech Republic along with Air Canada and 12 suppliers from Central Europe, including accommodations 
and tour operators. Guests were also treated to a dinner featuring regional dishes from each country. Pictured: 
Jiri Duzar, director, Czech Tourism; Elzbieta Budzillo, operations manager, Polish National Tourist Office; Vijay 
Bathija, vice-president - commercial, Air Canada Leisure Group; Magdolna Fekete, director, Hungarian 
National Tourist Office; Zuzana Andreanska, director – New York, Slovak Tourist Board.

Hundreds of delegates attended the 2016 Indaba African tourism convention 
in the beach town of Durban, South Africa on May 7.  Pictured: Gillian Saunders 
of Grant Thornton, Tourism Minister Derek Hanekom, TBCSA CEO Mmatsatsi 
Ramawela, Deputy Minister of Tourism Tokozile Xasa, and CNN’s Richard Quest.

Travel Professionals International (TPI) welcomed their agents to this year’s TPI 
Summit tour, visiting nine cities in 11 days. The tour started May 4 in Winnipeg 
and was followed by stops in Edmonton, Calgary, Saskatoon, Vancouver, 
Ottawa, Toronto and St. Johns and wrapped up in Halifax on May 14. Of TPI: 
Sheila Lamirande, senior operations manager; Christine Winchester, national 
director of sales; Tim Morgan, vice-president; Rhonda LaFosse, Ontario regional 
sales manager.
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Israel Day 2016, a trade show and dinner hosted by the Israel Ministry of Tourism 
took place at Toronto’s Park Hyatt on May 16, welcoming approximately 100 travel 
agents, tour operators, media, as well as Israel-based hoteliers, municipalities and 
attractions. Of the Israel Ministry of Tourism: Ellen Melman, director operations & 
marketing, travel industry, clergy & community liaison and Jerry Adler, director 
for Canada.

Preferred Hotels & Resorts hosted their annual Toronto summer showcase in 
June, bringing together a selection of hotels that belong to the company’s vast 
collection of independent properties from around the world. Of Preferred Hotels 
& Resorts: Vanessa Gromer, director, global sales, Canada and Rick Stiffler, vice 
president, leisure sales.

Transat launched its 2016-2017 winter program with new additions to its south 
collection, changes to its cruise packages and, notably, a new take on its 
branding. The evening, which welcomed approximately 30 travel agents, agency 
owners, travel partners and trade media, was held not only to thank Transat’s 
key partners, but to also celebrate the launch of the company’s south season. 
Of Transat: Nicole Bursey, commercial director & Denise Heffron, vice-president, 
national sales & commercial.

The Antigua and Barbuda Tourism Authority hosted a dinner and networking 
event in early July, providing information about the Caribbean destination and 
introducing the trade to Colin Skerritt, the organization’s new director of tourism 
for Canada. Of the Antigua & Barbuda Tourism Authority: Colin Skerritt, director 
of tourism, Canada; Sharlene Nibbs, tourism advisor; Tameka Wharton, sales and 
marketing manager; Ann-Marie Layne, consul general of Antigua and Barbuda; 
Colin C. James, CEO at the Antigua & Barbuda Tourism Authority – Antigua.

WestJet and more than 60 travel partners welcomed hundreds of agents to 
downtown Toronto at the sixth and final stop on the current run of the airline’s 
2016 Travel Trade Expo. Dozens of suppliers representing hotels, resorts and 
destinations offered by WestJet and WestJet Vacations met with agents during 
the event, providing product and destination updates. Of WestJet: Jane 
Clementino, director, agency sales, WestJet and WestJet Vacations and Tim 
Paul, manager of sales strategy and planning.

The U.S. National Parks Service was given the star treatment in June, during 
the Canadian premiere of America Wild: National Parks Adventure, a new 
film chronicling a century of wilderness preservation efforts in the U.S. Pictured 
are Sana Keller, director - Canada, public relations & marketing, Brand USA 
and Shaun MacGillivray, president & producer, MacGillivray Freeman Films.
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WJ HONOURED

Turismo Chile hosted 100 travel agents in May at a training session and cocktail reception 
at the Loft at Earls in Vancouver. It was the only Canadian stop for the nine-member 
delegation with representatives from properties and travel operators from Patagonia 
to the Atacama Desert.

Cruise360 welcomed more than 1,200 travel professionals and representatives 
from 25 cruise lines to a six-day event this spring featuring product and destination 
workshops, a presidents’ panel (pictured here), daily training sessions and plenty 
of ship inspections. 

Emirates and Alaska Airlines welcomed business partners, suppliers, frequent flyers and 
government representatives to downtown Seattle in May to celebrate the airlines' 
codeshare and lounge agreement announced last fall. Pictured: Joseph Sprague, senior 
vice-president, external relations and sales and communications, Alaska Airlines; Robert 
Gurney, senior vice-president, North America, Emirates; Andrew Harrison, executive vice-
president, chief commercial officer, Alaska Airlines.

WestJet and WestJet Vacations were recognized 
as a top buyer by the Chairman’s Circle Honours at 
IPW, the largest annual travel show in the U.S. The 
distinguished Chairman’s Circle Honors took place 
at the Orpheum Theater in New Orleans to applaud 
a selection of companies for their prominence and 
contributions to the U.S. travel industry.

AC HELPS

Air Canada flight AC7007 transported 300 South African 
firefighters from O.R. Tambo International Airport in 
Johannesburg to Edmonton, the largest number of 
wildland firefighters ever brought into Canada. It was 
also that organization's largest-ever deployment.

CONDOR AWARDED

Condor Airlines was recently recognized with an 
Award for Continuous Service from the government 
of Yukon, marking 17 years of flights between the 
territory and Frankfurt, Germany. The airline launched 
its Yukon service on May 18, 1999.

EDELWEISS RETURNS

Edelweiss returned to the Alberta landscape Sunday, 
May 29, with the inaugural flight of its non-stop 
seasonal service from Calgary International Airport 
(YYC) to Zurich. Edelweiss will operate twice-weekly 
from June to September with an Airbus 330 adding 
nearly 600 seats a week into the Calgary market.

INTREPID EXPANDS

The Intrepid Group has officially announced the hiring 
of three new business development managers in 
North America. Rino Falvo, a Canadian travel industry 
veteran who has worked for Flight Centre as a store 
manager, travel consultant, and trainer for Western 
Canada over the past eight years, is now working out 
of Intrepid’s Vancouver outpost. Falvo will provide 
support for industry partners throughout Alberta, 
Saskatchewan and British Colombia.





Fred Dixon, president & CEO, NYC & Co. and the 
Teenage Mutant Ninja Turtles, New York's latest 
family ambassadors

Susan Webb, president, VoX International & 
Joanne Scalamogna, owner, Access Marketing

Grammy winner Gladys 
Knight entertains IPW 2016

The IPW 2016 Media Marketplace officially opens
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Elliott Ferguson, president & CEO, Destination DC
Joanne Hudson, communications specialist, Flagstaff 
Convention & Visitors Bureau

Of the National Parks Service: Donald Leadbetter, 
centennial partnership coordinator & Craig Ackerman, 
superintendent, Crater Lake National Park.

Lori Campbell Baker, director of public relations, 
Daytona Beach Area Convention & Visitors Bureau

Alison De Grasi, communications coordinator, Visit 
Mendocino County

Lieutenant Governor of Louisiana Billy Nungusser; Stephen Perry, president 
& CEO, New Orleans Convention & Visitors Bureau; Roger Dow, president & 
CEO, U.S. Travel Association; Chris Thompson, president & CEO, Brand USA.

New Orleans welcomed the rest of the U.S. – 

and the world – to IPW 2016 in June, the biggest 

annual U.S. travel show.

Hosted by the U.S. Travel Association, IPW 

2016 featured hundreds of exhibitors and 

representatives from each state’s tourist boards 

and various travel attractions, as well as more 

than 6,400 buyers, suppliers and media from 

around the world, taking part in purchase 

appointments, educational seminars, 

tours, and of course, various functions held 

throughout the week.

Here’s a selection of scenes and images from 

when IPW took over The Big Easy for a week.
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themselves with comforts all around. Plus, they can take advantage of priority airport service. aircanada.com/premium-economy
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