
  

 
 

  
  

  



Opening November 1, 2016,  
the all-new, Family-friendly Luxury Bahia 

Principe Fantasia Don Pablo Collection  
in Punta Cana will be the latest addition  

to this prestigious line of hotels. 

*The first child stays and eats free  
from May 1 to Oct. 31, 2017; the  
second, from Nov. 1 to Dec. 23, 2016, 
and from Jan. 3 to Apr. 30, 2017.

LUXURY BAHIA PRINCIPE  
FANTASIA DON PABLO 
COLLECTION

             A Wonderland 
FOR FAMILIES

Guests can expect  
high-end services, 
heavenly suites,  
of-the-moment  
decor and  
impeccably  
manicured gardens, 
plus a wide range  
of advantages like:

NEW!
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And with access to most of the services and facilities 
of the Bahia Principe properties listed below, guests  
will never run out of things to do!

Grand Bahia Principe Bávaro 
Grand Bahia Principe Punta Cana 
Grand Bahia Principe Turquesa 
Luxury Bahia Principe Ambar Blue  
Don Pablo Collection (18+ years)

Luxury Bahia Principe Ambar Green  
Don Pablo Collection (18+ years)

Luxury Bahia Principe Esmeralda  
Don Pablo Collection (18+ years)

Don Pablo inclusions  
for adults:
• Free WiFi in the room and lobby
• 24-hour room service
• Waiter service by the pool  
 and beach 
• Unlimited à la carte dinners at  
 15 specialty restaurants
• Unlimited domestic,  
 international and  
 top-shelf drinks 

Services for teenagers 
(ages 12 to 17):
• DJ classes
• Video game competitions
• Exclusive Teensport centre
• A spa, just for them!

Services for children:
• Bahia Scouts waterpark 
• Children’s pool
• Supervised activities at the   
 Bahia Scouts Kids’ Club 
 (ages 4 to 12)
• Babysitting (subject  
 to availability, $)
• Free stays for one child  
 under 13*
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Job #:
ALLIN-01276

Two (2) children 12 and under stay free when sharing a family room category with one (1) full paying adult. Booking window: Now - December 15, 2016.
Travel window: Now - December 23, 2016. Not applicable at Hard Rock Hotel Cancun & Hard Rock Riviera Maya Heaven Section. Other restrictions may apply.

Take the whole crew to paradise and let the family fun run 

wild. All year long, two kids (12 & under) stay free with 

one full-paying adult. Kick back with oceanfront views, 

live entertainment, and championship golf. There’s a little 

something for everyone at the all-inclusive Hard Rock Hotels

of Mexico and the Dominican Republic.

 allinagents.com   888-680-7625



Ah, dear "Benit"!

No, we have not forgotten the "o" in his 

name – “Benit” is his nickname here in the 

office. We don’t really know where it came 

from, but he is our “Benit,” the comedian 

in our great team.

Benoît started with us three and a half 

years ago, when he first arrived in the 

country. Originally from France, he 

came to Canada to start a new stage 

of his life. When we first met for the job 

interview, he was working at a shop in 

downtown Montreal that specializes 

in photography. However he had also 

worked for a public relations company 

in Paris, and combining that with his 

clear, unconditional love for the art  

of photography – he has an incredible 

talent! – I told myself that Benoît was the 

perfect person to join PAXnouvelles.com 

as our newest journalist. And you know 

what? I was right!

Motivated and open to any challenge, 

Benoît was and still is up for any adventure 

or project I think of for Logimonde. When 

we launched PAX magazine, our print 

publication – which are you holding in your 

hands right now, or reading online – Benoît 

was onboard from the very start, excited 

to start what has become a wonderful 

project. On that very first issue, and all the 

extra time he put in to make it happen, 

he never once wavered. But that’s no 

surprise, Benoît has always been, and 

continues to be, an extremely dedicated 

member of our team.

Since day one, his writing ability and 

photography skills impressed us. It’s no 

secret that photography holds a special 

place in the heart of our "Benit." For him, 

nothing beats the pleasure of capturing 

images of animals, and Arctic animals, 

no less. For Benoît, a dream vacation 

does not mean turquoise sea and 

sumptuous hotels; he prefers 

Nordic countries where he can 

take pictures of animals… 

sometimes encountered 

on the road, sometimes 

in their natural habitats. 

He is a true wildlife 

photography enthusiast! 

I know, I know, I can tell 

you’re thinking, "but at 

PAX, when do you ever take 

photos of animals?!” And this 

is true, and at the very start, 

taking photos of people was not 

something he preferred. But you 

know what? He went along with it and 

within months, as his ‘eye’ became more 

trained, he developed quite a talent for 

it. You can’t deny his ability when you see 

his photographs inside the pages of the 

magazine every month, and every day 

on PAXnouvelles.com. It is he who, for the 

most part, takes those beautiful portrait 

shots of the people in our industry, along 

with the more candid photos captured 

during the many events.

Beyond his talent as a writer and 

photographer, and in addition to being 

very endearing, Benoît is also a very cute 

dad to Olivia, affectionately nicknamed 

"Olive" at the office. And you know what? 

He will be a dad again in December,  

when a second little princess arrives in 

this world.

Benoît, thank you for your loyalty and your 

excellent work! Our team is very lucky to 

have you.
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Contact information: 
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UNIQUE

gotokyo.org   

andtokyo.jp/en/

Sign up for our newsletter  
at canada-tokyo.ca  
for the latest news and 
information about Tokyo.  

Contact us 
info@canada-tokyo.ca

A re  y o u r  c l i e nt s  l o o k i n g 
fo r  s o m et h i n g  d i f fe re nt ? 

T h e y ’ l l  f i n d  i t  i n 

TO K YO
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LA HABANA  •  VARADERO  •  CAYO SANTA MARÍA  •  CAYO GUILLERMO
CAYO COCO  •  CAYO LARGO DEL SUR   •  TRINIDAD Enjoy being a star

Escape to CUBA 
take away feeling like a star 

IBEROSTAR Playa Blanca
Cayo Largo del Sur

Follow in:

Ideal seaside resort to enjoy both accessible beaches, like 
Playa Sirena or Playa Paraíso and close to Marina Cayo Largo. 
Unspoiled Caribbean nature in idyllic surroundings.
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or the first time ever in the history of 

Carnival Cruise Line, Justin French, the 

company’s managing director, Canada 

and international sales, will have a profile 

on Facebook. 

“I’m not on it yet – I’m joining next week,” he tells 

me in late September, sitting down to discuss the 

whirlwind year enjoyed by the 25-ship cruise line 

belonging to Carnival Corporation’s portfolio of 

brands. “[Before now], I kind of underestimated 

the importance of its power.”

French, who has been with Carnival for 

approximately 14 years now, explains his 

timely presence on the social media platform 

is a response to Carnival’s recent influx of 

growth-related news, which has been steadily 

rolling in over the past year. While he admits 

he was dissuaded by the time commitment 

of a Facebook profile up until recently, these 

days, he says, there’s just too much good news 

to share.

“We’ve got this great 

network of agents in 

Canada, but there is always 

someone out there who 

we can do better with,” 

French enthuses. “I want 

to make sure it’s getting to 

the masses.”

Last May, Carnival Cruise 

Lines sailed Carnival Vista – 

its first new ship in four years 

– from Europe to Miami, 

announced the impending 

arrival of another new vessel, Carnival Horizon, 

for March 2018, and received approval to 

increase its fleet even further, with two new 

ships in 2020 and 2022. 

In addition to that, the cruise line has rolled 

out multiple products and initiatives such as 

live on-board entertainment, exotic itineraries 

and new excursions, in an effort to improve  

the customer experience and appeal to 

multiple travel styles. It will also appear as 

part of Carnival Corp.’s new series of family 

television programs, which will showcase the  

magic of cruising in a weekly Saturday 

morning timeslot. 

Such developments are the hallmarks of a 

business on the rise; a brand with a lot more in 

store. Recently named 'Most Trusted Cruise Line 

in America' by Reader’s Digest for the second 

consecutive year (an award based on the input 

of more than 5,000 consumers), it’s no surprise 

Carnival is making big plans for the future. 

“As we build ships, we’ll find people who want 

to cruise on them,” French says, explaining that 

as large as the world of tourism may be, cruising 

represents its own enormous sector – and there 

are a lot of travellers out there who have not 

yet given it a chance.

“The biggest thing we need to focus on is 

putting the right person on the right ship. And 

if we can do that as an industry, we know we’re 

going to have happy customers.”

Carnival’s customer loyalty is due to the its 

mastery of the first-time experience, French 

adds, which consists of a fun, “something 

for everyone,” atmosphere, popular brand 

partnerships, and its 'Great Vacation 

Guarantee' – a 110 per cent refund program 

to customers who are dissatisfied with their 

cruising experience. 

According to French, only about 40 out of 

4.5 million Carnival guests have ever taken 

advantage of it. 

“We’re all about bringing people to cruise,” 

he says of the brand’s overriding goal, which 

isn’t so much about attracting guests away 

from other cruise lines, but rather from vacation 

products keeping them on shore.

As Carnival’s newest ship in four 

years, Vista has received the 

Lloyd's Register’s ECO Notation 

designation for exceeding current 

maritime statutory environmental 

regulations. It’s also propelled by 

Liquefied Natural Gas, the latest 

development in clean burning 

fossil fuels.
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With Canada’s once well-cornered resort-

going demographic increasingly looking past 

the beach for no muss, no fuss and culturally 

immersive vacation alternatives, French argues 

that what may be bad for the cruise industry’s 

long-time land-based competitors is actually 

great for his sector. 

“We always tell people, [on a cruise] you 

unpack once, and get to see multiple 

destinations,” he says, pointing out that unlike 

a hotel or resort, a cruise ship not only moves 

between different locations, but its ability 

to add new entertainment, dining, activities 

and excursions in response to changing travel 

trends is limitless. 

It’s the same reason why the Canadian travel 

advisor is Carnival’s go-to partner for reaching 

its ideal customer: curious travellers who don’t 

just want to vacation in the same spot for a 

week anymore.

“Travel agents have much more reach than 

we do,” French explains. “We advertise, but it 

doesn’t reach everybody. Advisors have these 

big community networks, and we need them 

to help get the word out about why cruising is 

a great vacation option.” 

Carnival celebrated the first anniversary of its 

"Onboard with You" trade support platform in 

September, ringing in the milestone with a 

“Together We’re Better” ad campaign, a 

contest and a 100-city roadshow. It’s invested 

in new training and user-friendly enhancements 

to the agent Internet portal, GoCCL.com, and 

recently partnered with Travelsavers for access 

to its 2,500 plus agency roster.

Whether there’s a family emergency, a work emergency, or they’ve 

realized that a cruise is just not their cup of tea, Carnival provides 

guests who want to leave the ship with a 110 per cent refund – and is 

the only cruise line in North America to do so. Sound too good to be 

true? Here’s the fine print:

• This program does not impact agency commissions, and is free 

to guests;

• Guests must visit their ship’s guest services desk within 24 hours 

of departure;

• Carnival will arrange complimentary transportation for guests to 

either fly home (including airport transfers), or if they drove to the 

ship, the point of embarkation; 

• Guests who receive the refund will also be awarded a $100 onboard 

credit, to be used on a future Carnival cruise within one year of receipt.

Photo: Courtesy of Carnival Cruise Line
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It places emphasis on agent familiarity 

with technology and sophisticated 

training on the cruise line’s ever-growing 

list of product offerings, knowing that on 

the horizon of nautical vacations, the 

future is bright. 

“As big as the travel industry has 

become, there are still a lot of people 

out there who really don’t know what to 

expect from a cruise vacation,” French 

explains, going on to say that Carnival’s 

dedication to delivering on consistent 

customer satisfaction – and take full 

financial responsibility in the rare event 

where it fails – is the main motivation 

behind all the recent growth.

It’s also the quality that is likely to keep 

it appearing in issues of Reader’s Digest.

“If we keep reinventing ourselves and 

adding to cruising’s value perspective,” 

he reflects, “the demand will continue 

for years to come.”

It’s been a big year for Carnival Cruise Line, in news both big and small. 

Here are the highlights:

The much-awaited Carnival Vista set sail in the Mediterranean in May 

to great fanfare. The 3,954-passenger ship includes a range of new 

features, such as SkyRide, the first IMAX on a cruise ship, and the New 

England-themed RedFrog Pub, which offers its own private-label brew.

Carnival named its new 133,500-ton ship Carnival Horizon, which will 

offer many of the same activity options as Vista and set sail in March 

2018. It’s also scheduled to take delivery of two new 180,000-ton cruise 

ships in 2020 and 2022, which are expected to result in the largest ships 

in Carnival’s fleet. 

In September, Carnival announced the initial lineup for its 'Carnival Live' 

on-board experience program, a combination of music and comedy 

featuring top artists such as Tim McGraw, Little Big Town, and Jay Leno.

Immersive and expeditionary travel is becoming the product du jour 

among family and multi-generationally-focused cruise lines, and 

Carnival is no different. In March 2015, the brand launched its 'Carnival 

Journeys' collection, featuring a series of longer, adventurous sailings 

in Bermuda, Hawaii, Alaska and the Caribbean.  

It’s also extended its Cozumel Plus Sailings in Mexico to allow guests to 

take advantage of its growing list of excursions, such as swimming with 

whale sharks, historical tours and adventure activities. 

Photo: Courtesy of Carnival Cruise Line
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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. ■ 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. 
■ ®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.  
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Air Canada and Air Canada Rouge

40 DESTINATIONS 
full of new experiences

MORE
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CONNECTING FLIGHTS 
from 64 Canadian cities
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and Aeroplan® MilesPOINTS

Book winter vacations by October 31

Book early, save big

per family1

SAVE
$500
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up 
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Call 1 877 752-7710 aircanadavacations.com/agents
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Frédéric Gonzalo

technology

Speaker & consultant specializing 
in e-tourism

ravel marketing, at its core, is no different than marketing in any other 

industry; it is a means to reach financial objectives, increase revenues, 

lower costs and have an overall profitability making travel brands viable 

in the long term. But how we communicate to our customer base and 

potential travellers, on the other hand, is where travel and hospitality has 

an edge: we sell dreams! Vacations or getaways, leisure or business travel… 

there is an aspirational component here, and it's relatable to everyone.

Rather than simply trying to get “heads in beds," hoteliers are now 

communicating beyond room amenities and rates, tapping instead into their 

customer values and lifestyles. Destinations now tend to put less emphasis on 

popular touristic icons, and more on how locals experience their preferred 

neighbourhoods, inviting travellers to experience their city like a local. The 

same can be said about airlines and other transportation carriers, which 

tend to sell experiences rather than focus solely on their product and service.

Travel brands should therefore embrace storytelling as a key component of 

their communications efforts in order to cut through the marketing clutter 

and noise customers are experiencing both online and in real life.

Here are five factors to consider for travel brands seeking successful 

storytelling efforts.

Your travel agency counts on experienced advisors, hotel rooms have 

Nespresso coffee machines, your destination has fabulous museums,  

your festival hosts the greatest rock bands… yawn… We’ve heard these  
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arguments countless times, but it’s getting 

increasingly difficult to get the message across, 

even with huge budgets. Instead of focusing on 

WHAT to see and do, travel brands now embrace 

the WHY, in other words the sense of purpose.

Storytelling becomes a great way to convey these 

emotions sought by travellers, from excitement to 

deceit, humour and frustration, and all the emotions 

in between. The WestJet video “Christmas Miracle” 

that came out in 2013 is said to have doubled 

traffic to their website, but also helped increase 

bookings by 77 per cent and revenues by 86 per 

cent in the following year.

In order to connect with a story, we must believe in 

the authenticity of the message. Nowadays, only 

14 per cent of customers believe traditional ads 

while more than 92 per cent of us will believe online 

comments and reviews from peers, friends and 

even strangers. Not surprisingly, we are thus seeing 

destinations tapping more and more into local 

wisdom, with influencers as brand ambassadors.

In April 2016, Sweden even went so far as 

launching its most recent initiative inviting anyone 

and everyone to connect with a local, using its 

universal phone number: +46771 793 336 (+46771 

Sweden). Talk about authenticity, as you can ask anything from the best place to go out 

to how to put together that IKEA furniture you just bought!

Effective storytelling doesn’t happen only through official channels from travel brands, but 

more and more from content shared by travellers and locals alike. Creating an easy-to-use, 

easy-to-remember hashtag is a key component in order to get people to share on Twitter, 

Instagram, Pinterest and other visual platforms. 

But how can travellers know about a given hashtag for a destination, other than through 

official platforms, i.e. website, social networks? We need to think “offline” as well.

For hotels, this may mean having a given hashtag visible in the lobby or elevators. Restaurants 

may use menus or table tents, while events should consider messages on giant screens or 

with the paper program distributed at large.



There is a time and a place for effective storytelling, and in most cases this 

will occur at earlier stages of the travel decision-making process. It helps 

to understand which online marketing channels are most effective when 

reaching out to prospects and current customers, as we may be more 

influenced by emails and videos on YouTube at the aspirational stage, 

while branded paid search may be more effective as we get closer to 

the last interaction leading to an online transaction.

It is therefore crucial to evaluate and measure the effectiveness of the 

various marketing channels, from paid to organic search, social, email, 

referral and direct traffic, among others. We can’t tell our stories in the 

same way through AdWords campaigns versus a lengthy corporate blog 

posts, and that’s fine, as long as we know which role each one plays in 

the overarching marketing mix.

Last but not least, impactful storytelling often stems from using a savvy 

mix of images and sound, stirring emotions along the way. Visuals 

are key in travel marketing, as they convey aspirational images for a 

destination or property, in particular when combined with the power 

of music in videos that can be amateur or professional, from six to 15 

seconds long on Vine and Instagram to longer, beauty shots shared 

on Facebook, YouTube or Vimeo.

The success factor here is to try various types of content to see what 

works best for your brand. We know videos are hot right now on 

Facebook, even beating YouTube in terms of daily views, but that 

doesn’t mean you should be posting only photos or videos. Editorial 

content still packs a punch, just like surveys, contests or questions 

can stir a debate and stimulate community engagement on most 

social networks, in particular on Facebook.

For the best travel industry news : PAXnews.com

Sunwing Vacations makes a great use of its Instagram account to engage conversation with 
users and potential travellers.
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E X P E R T SAFRICA

M I D D L E  E A S T A N D
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We had departed from Montreal a little over an hour ago 

when a man came to take my order dressed in double-

breasted chef’s coat and an apron tied at the waist.

Earlier, while I sipped champagne - a Taittinger Brut 

Réserve - he came to offer a small plate of appetizers 

and introduced himself. 

"My name is Ahmet,” he said. “Please call me with any 

questions about the food."

I had to choose between the salmon with lemon butter 

or the grilled beef and ravioli with butter and mushrooms. 

I opted for pasta, even if the sauce - a bechamel - raised 

some doubts in my mind (I was wrong - it proved to be 

extremely light and infused with the scent of 

the mushrooms). Ahmet Manoglu, one of Turkish Airlines’ "flying chefs.”
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Ahmet Manoglu belongs to a new class of flight 

attendant embraced by international airlines looking  

to offer travellers the ultimate on-board experience:  

that of "flying chefs.” Later, after dinner, I found him in the 

“office” (the galley in airline jargon), where he explained 

that Turkish Airlines features two flying chefs on board 

each long flight: one for economy class and another  

for the business cabin.

“Our role is to ensure that foods prepared in the 

kitchens of our catering house in Istanbul are heated 

to the specification of the passenger,” he told me. 

“So, if you had chosen beef tenderloin and wanted it 

rare, I would have made sure that it is not overcooked. 

And tomorrow morning, if you order eggs, I will  

ensure that they are prepared to taste. I also supervise 

the flight attendants when they have food on the  

plate. Passengers in business class are accustomed 

to frequenting good restaurants and our plates must  

be as pleasing to the eye as those found in a 

gourmet restaurant.”

Two days later, I met Ziya Takent, vice-president, sales  

of Turkish Airlines. He confirmed to me that the improvement 

of their business class product is key to competing with 

other airlines such as Qatar Airways, Etihad and other 

Gulf carriers.

"We do not have the means to outbid them in  

the race for luxury, so we [focus on] a niche: the culinary 

experience," he observed. "In 2007, we entered into a 

partnership with the Austria-based catering business 

Austrian Do & Co to found Turkish Do & Co, which  

supplies our flights as well as those of 60 other carriers 

at Istanbul and other Turkish airports. So we very  

closely monitor the quality of food prepared in 

their kitchens."

Obviously, this strategy has paid off, as Turkish Airlines 

won the Skytrax Award for Best Business Class Catering 

in 2015, along with the Best European Company for the 

fourth consecutive year and fourth in the ranking of best 

global companies.

Overall, the food served on board was up to the  

stated objectives. For my next meal, I chose to honour 

the origins of the carrier and got a Mediterranean mezze 

platter (with smoked salmon, marinated shrimp and 
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grilled zucchini) and a lamb kebab accompanied by  

mashed eggplant, grilled tomato and a fragrant rice. 

The breakfast served before landing was plentiful and on  

the return flight, I was served two full meals, each followed 

by petits fours with coffee or port. 

The service matched the quality of the menu. Just after 

takeoff, the flight attendant asked to prepare my "bed" 

and secured my seat with the thin mattress before 

handing me a duvet cover and two pillows, including  

a back support.

On board the Airbus A330-300, serving Montreal  

and Toronto, the 61-inch seat pitch is less generous 

than the carrier’s Boeing 777 (78 inches) but the 

seats unfold to 77 inches (1.88 meters) in horizontal  

position.

A quick look through the entertainment offerings reveals 

a wide range of films (350, counting television series  

and documentaries) and choice of music (600 albums), 

offered through the in-flight entertainment system 

(featuring large touch screens). While WiFi is available,  

I had a slow connection.

Ziya Takent, senior vice-president sales, Turkish Airlines.



The experience provided by the Turkish carrier would not 

be complete without a stop at the Business Class lounge 

at Istanbul Ataturk Airport.

However, the word "lounge" is a bit restrictive. This is,  

in fact, a suite of open spaces, spread over two floors, 

for a total area of 3,500 square meters (38,500 square 

feet). It can simultaneously accommodate 1,030 

passengers without feeling crowded, and there are several  

food outlets, bars, tea and coffee stations, plus a well-

stocked library of books in both Turkish and English, as 

well as pool tables, showers (towels and bath amenities 

are provided) and, of course, workstations. In 2015,  

the lounge won the title of Best Business Lounge in the 

Skytrax awards.
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pax people

hile her university studies were focused on a career 

in teaching, Kimberly Hartley has long been bitten 

by the travel bug, having been involved in the 

industry as a part-time certified travel consultant since 1974.

A shortage in teaching positions ultimately altered her career 

path, with Hartley first joining the Florida Division of Tourism, as 

Canadian marketing and promotions manager in 1985, followed 

by roles with Anheuser Busch Theme Parks as Canadian sales 

manager and as director of Canada for the St. Petersburg/

Clearwater Area Convention and Visitors Bureau, under contract 

with her company KGM Marketing Ltd.

In 2009, when the Visit St. Petersburg/Clearwater CVB 

experienced a decline in funding due to the recession, 

Kimberly renamed her company and launched Travel 

Solutions by Design, with a new contract, representing the 

Myrtle Beach Area Convention and Visitors Bureau.

PAX caught up with Hartley on her travel career thus far, 

new developments for Myrtle Beach and the ongoing love 

Canadians have for the destination.

Having been educated to be a high school French and Special 

Ed teacher, I am driven to “show and tell” my story with passion 

and dedication.  I love seeing people smile, learning something 

new and exciting, being happy and successful!  I believe you 

have to be actively involved with your peers, travel partners 

and clients – this circle is important to me. Meeting deadlines, 

presenting facts, enabling others to succeed and caring 

about them, drives me and inspires me day in and day out. 

As president of Travel Solutions by Design, I value all travel 

professionals, as well as my team at the Myrtle Beach Area CVB!  

 

 

Canadians have been visiting the Myrtle Beach area for 

decades – in fact we just celebrated our 55th anniversary 

of CAN AM Days this past March, honouring Canadians as 

we do each year during the middle of the month with special 

festivities, special rates, activities and proudly flying Canadian 

flags throughout the destination.



We also work very closely with our Canadian airlines and tour 

partners – Porter/Porter Escapes, WestJet/WestJet Vacations, 

as well as Alio, Holiday House by Travelbrands, Royal Scenic, 

Huntington, Simply Escape, Merit Golf Vacations, to name a 

few suppliers – plus all of our retail travel agency consortiums 

and independent retailers across the country.

 
 

Our annual "60 More Days of Summer" campaign, which 

typically launches in late August, has added a value 

element for Canadian visitors with special offers during 

the fall months after Labour Day when the summer crowds 

are gone, the prices decline to shoulder season levels, 

yet the weather is still very warm with less humidity, and 

the ocean is like a bathtub! 

The CAN AM Days Deals that we offer during the middle of 

March each year were expanded from January 1 to April 30, 

2016 – it was a resounding success! It helped Canadians save 

more, be less affected by the currency exchange rate, take 

advantage of special offers at hotels and resorts, attractions, 

and restaurants.  We did not see a major decline in visitation 

this year due to our promotional offers made available 

from many of our CVB members who respect and cherish 

Canadian business!  

 

Fortunately the currency exchange challenge has not had a 

large impact on travel to the Myrtle Beach area due to our 

proactive and creative approach to offer a “solution” with 

a multitude of savings just for Canadians during our CAN AM 

Days Deals this past winter and spring. We anticipate launching 

a 2017 program sometime later this fall.

 
 

Plans are in the works for construction of Bluefin, a new 

oceanfront restaurant along the Myrtle Beach boardwalk, 

while the owners of Wicked Tuna, a highly popular local 

seafood restaurant along the Marshwalk in Murrells Inlet, have 

decided to open up a second location by the boardwalk 

in downtown Myrtle Beach.

The International Culinary Institute of Myrtle Beach is 

planning a major expansion of its program. A brand new 

30,000-square-foot state-of-the-art education center is 

planned within the Market Common district of Myrtle 

Beach on the corner of Pampas Drive and Crabtree Lane. 

Construction began in March 2015 to be completed by 

the end of the summer season in 2016.

In addition to four other live shows, the 2016 season of The 

Calvin Gilmore Theater brings a new production called 

Time Warp, featuring the most iconic music and pop 

culture memories of the 60s, 70s and 80s. GTS Theatre, the 

Myrtle Beach area's newest live theatre that opened in 

November 2015, is planning three new shows that will open 

in the spring of 2016: The Music of Motown, Vaudeville 

the Show and I Wanna Rock. 

Located just south of Myrtle Beach, the town of Surfside 

Beach signed a proclamation in January making them 

the first autism-friendly travel destination with support of 

the Champion Autism Network. The town is working to 

raise awareness with restaurants and other hospitality 

businesses to be understanding and accepting of families 

with autistic children. Also, other weekend events are 

being planned throughout the year like barbecues, play 

dates, fishing from the pier and movie nights for those 

with autism.

Virginia-based Buchanan Motels is planning a new hotel 

in central Myrtle Beach. The hotel, located on 17th 

Avenue in Myrtle Beach, is planned to be 23 floors and 

include 530 units. The hotel will sit across the street from an 

indoor water park and parking garage. The construction 

is expected to be complete by 2017. 

A new Homewood Suites Oceanfront Resort & Conference 

Center is planned at 1805 S. Ocean Blvd., the first and only 

Homewood Suites in the 399 chain that is an oceanfront 

property. The property will have 100 suites including a 

mix of two bedroom, one bedroom and studios, all with 

kitchens and private balconies. 

The 30-acre oceanfront Springmaid Beach Resort located on 

the south end of Ocean Boulevard in Myrtle Beach began 

a property-wide renovation project in September 2015. The 

property will be rebranded as a DoubleTree by Hilton upon 
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completion of the renovation planned for early 2017 and 

includes a 500-room hotel, conference centre that will also 

undergo changes, a camping facility and pier.

 
 

I started as a member of the Skal International Hamilton Club 

in 1996, moved up the ranks to be president in 2004, then a 

Skal Canada national representative for four years, before 

transferring to the largest club in Canada in 2009.  I am currently 

an active board member of Skal International Toronto, with most 

recently being the golf chair for our annual golf tournament 

which welcomed many travel industry professionals and their 

friends or colleagues.  

The value of being a Skal member is what you put into the 

organization – networking and “doing business amongst friends” 

is our goal – working with each other in every way for future 

growth, to encourage young travel professionals to carry the 

torch, and be the future leaders of tourism.

 

The travel industry to me is like a privilege – it allows me  

to travel all over the world, meeting exceptional people, 

and experiencing so many things.  I also manage 

international sales which opens up so many new doors 

– meeting tour operators, corporate group planners, 

travel agents, media and other suppliers in many 

countries, experiencing their cultures both personally 

and professionally.

Throughout my career I have had the opportunity to 

attend IPW, WTM, ITB, Travel South International, to name 

a few key conferences which bring travel industry 

professionals together and build favourite memories – 

snorkelling the Great Barrier Reef; seeing Celine Dion, 

Lionel Ritchie, and many other celebrities on stage; eating 

alligator (which tastes just like chicken); visiting an original 

slave quarters on a plantation; walking the Great Wall of 

China…these are just a few of my fond memories, all from 

working in this wonderful industry of travel!



  

A work of art 

Taking a different approach to the traditional 
travel guide, Alain de Botton’s The Art of Travel 
skips the matters of how and where to travel 
and asks the hardest question: why? Drawing 
insight from renowned artists and thinkers from 
Wordsworth to Van Gogh, the book examines 
what fulfillment travellers receive from all aspects 
of a journey, from the airport to the hotel to 
sight-seeing. alaindebotton.com/travel

Fall festivities 

While Halloween may first come to mind when Oct. 31 festivities are mentioned, 
Mexico’s Day of the Dead celebrations also begin on that auspicious date, lasting for 
several days of remembrance of loved ones who have passed. A national holiday in 
Mexico and recognized by UNESCO, Day of the Dead celebrations – with their colourful 
floral displays and iconic skull decorations – have also become tourist draws and the 
Mexico Tourism Board has plenty of travel ideas centered around the celebrations as 
well as a brief history of Dia de Muertos. visitmexico.com

Walk on the Wild side 

Celebrating the centenary of the U.S. National Parks 
Service, America Wild: National Parks Adventure is a 
40-minute IMAX film, showcasing a handful of the more 
than 400 U.S. National Parks while following a trio of 
adventurers as they climb, bike and explore their way 
through the Parks’ various landscapes, narrated by Robert 
Redford. The film will play in more than 100 theatres across 
13 countries this year. nationalparksadventure.com
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Surf’s app

The Hawaii Tourism Authority recently launched its Go Hawaii app, described 
as “a one-stop mobile reference guide” for visitors. The app offers valuable 
travel tips for each of the six major Hawaiian Islands, from activities to weather 
conditions to important phone numbers. GoHawaii is currently available free 
from Google Play and the App Store, offered in English, German, Japanese, 
Korean, Simplified Chinese and Traditional Chinese. hawaiitourismauthority.org





up front
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hile at first glance the grocery industry may seem 

worlds away from travel, like every consumer-

focused business, the two share a common link: 

the reliance on strong product.

It’s perhaps for this reason why Sunwing COO Andrew 

Dawson so quickly took to travel after working in the 

supermarket business in the UK, a change which arose out 

of a simple desire to take on new challenges in a (seemingly) 

different setting.

“There’s no good story there, I just wanted to try something 

different,” Dawson jokingly insists.

Prior to the travel industry, Dawson worked with UK grocery 

chain Asda (owned by Wal-Mart) in a variety of roles, 

notably as a product buyer for the company. It was 1993 

when Dawson got his first taste of the travel industry. After 

deciding to part ways with Asda, he first joined UK tour 

operator Airtours Holidays on the finance team, eventually 

moving into roles on the commercial side of the business. 

Three years later, he would relocate with Airtours to Florida, 

only to head to the West Coast of the U.S. six months later 

when the role took him to California.

However, a change in direction for Airtours, which included 

a purchase of a pair of well-known Canadian tour operators, 

would bring Dawson north to Toronto in the late 1990s.

“From California, we closed that business there and it was 

time to move back to England, but I instead ended up in 

Toronto where Airtours had just bought Sunquest and Alba 

Tours and were merging the two together. I was thrown 

into the middle of that,” he recalls, becoming president of 

Sunquest in 2004, a role which he held until 2007.

After joining Sunwing in 2009, Dawson was named chief 

operating officer of the company in April 2013. While his 

experience working with tour operators in three countries 

has revealed differences (as well as similarities, particularly 

when comparing Canada and the UK), it comes down to 

one simple principle: product is king.

“Selling a good vacation in Canada is all product-based,” 

Dawson says. “The way you can improve the customer 

experience and the way you get more profitable is by 

having the right product. The same is not necessarily 

true in the U.S. and the concept of the tour wholesaler is 

almost non-existent.”

With Sunwing growing to serve two million travellers 

annually in the seven years which Dawson has been 

with the business, he says that it’s the focus on product 

which has not only helped propel that growth but set 

the tour operator apart from its Canadian competitors, 

specifically those of which have evolved as offshoots of 

airlines looking to fill seats.

“We've grown the product differentiation so that three 

quarters of what we sell is exclusive to Sunwing,” Dawson 

explains. “That’s where we're different from the other main 

tour operators in Canada – we work on the product and 

buying first and the aircraft and flying aspect becomes 

a means to an end to get people to those products, as 

opposed to the other way around.”

Those exclusive products include Sunwing’s Blue Diamond 

properties, along with an exclusive Canadian partnership 

with RIU Hotels, both of which continue to see new properties 

come online in the Caribbean, with a focus on Jamaica; this 

winter, Blue Diamond will open the Royalton Blue Waters in 

Montego Bay along with Hideaway at Royalton Negril, while 

the Riu Republica and Riu Reggae will open in Punta Cana 

and Montego Bay respectively.

“We recognized that there was a need for quality 

accommodations at the right price,” Dawson says of the 

Blue Diamond line. “We had difficulties sourcing rooms 

in some of the major markets and we also knew what 

kind of product Canadians would want, so we set about 

designing the perfect experience at the right price.

“We work together in deciding where to build next,” he 

adds, regarding RIU. “The product drives the air so whenever 

they’re going to add a new property, we’re there to add 

the lift so we know it’s possible to sell that from Canada to 

give them the volume they need.”

And like shoppers pushing carts down the supermarket aisles, 

instinctively reaching for their weekly necessities, travellers 

can get stuck in similar patterns, which is where new and 

evolved product comes into play.
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“People have grown up taking all-inclusive vacations and 

want to move to the next level, so the concept of it being 

one huge buffet for 21 meals is not appealing,” says Dawson. 

“Today’s travellers want a selection of à la carte restaurants 

and a variety of good bars. They also don’t want a one-size-

fits-all approach, so if they want to upgrade to top-level 

liquor, that’s a possibility. The general concept remains good 

service and great location. People want bigger rooms that 

can cater to their needs, such as bigger families. It’s all about 

being creative and offering something that takes them away 

from the norm. It’s the evolution and the modernizing of the 

all-inclusive concept.”

And when it comes to getting that product to market, travel 

agents continue to play a vital role in selling, Dawson said.

“We still rely on agents for the vast majority of business, 

probably moreso than our competitors with us not having 

a stand-alone air-only flight product,” he explains. “We’re 

pioneering things like the STAR points in rewarding travel 

agents and there’s a great relationship with the sales team. 

You can see from our product launches we have a thousand 

agents at one event to meet our partners, so there’s a 

definite level of engagement.”

South of the border, Sunwing has made gains with Atlanta-

based Vacation Express, which Dawson says has become 

the third-largest tour operator in the U.S. While the U.S. travel 

market may differ from Canada’s (including a fragmented 

travel agent community compared to that in Canada, 

Dawson says), the Vacation Express business model works 

in harmony with Sunwing’s Canadian operations.

“The beauty is that the main customer base is in the south 

so the peak travel time is from May until school resumes in 

early August,” Dawson says. “We can balance a lot of hotel 

blocks better because we’re putting passengers in there 

during Canada’s low season.”



With increasing numbers of both American and 

Western European travellers visiting the Caribbean as 

well as domestic economic factors affecting the way 

Canadians travel, Dawson acknowledged that there 

are challenges for Canadian tour operators. And while 

external factors such as demand from other countries 

may be impossible to predict or control, Dawson says 

that Sunwing has learned to react and realign its  

strategy accordingly. 

“With the exchange rate, everything has a 30 per cent 

surcharge before it gets to the Canadian customers,” he 

continues. “Last year, we saw a lot of people who traded 

downwards, who were happy to go to a four-star instead 

of a five-, or go for one week instead of two. It didn’t 

affect volume but certainly the buying patterns. Places 

where volume was affected was places where the 

economy was a problem, such as Alberta and Atlantic 

Canada…. normally demand balances itself, so one year 

a market may be soft but there’s a possibility to shuffle 

around and increase capacity in a market that’s doing 

well. Part of the company’s growth has been the ability 

to react quickly to the demand patterns we see.”
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hotel



For the best travel industry news : PAXnews.com40   PAX

  
a gleaming beacon of hospitality overlooks yet another soon-to-be transformed 

neighbourhood. And while it’s true that development projects have flooded 

the area where the Radisson Blu Hotel popped up in November 2015, 

as far as its guests are concerned, class and tranquility are the order of the day. 

Although the Radisson Blue Hotel, 

Nairobi Upper Hill is primarily marketed 

toward business professionals, it’s 

worth noting that as Nairobi continues 

to develop as a travel destination 

in its own right (in addition to being 

a jumping-off point for safari-bound 

travellers), the hotel’s proximity to the 

airport and nearby tourism attractions 

makes it ideal for visitors looking to 

explore the city.

PAX’s Britney Hope was given  

the opportunity to explore this 

newly-minted property during a trip  

with the Kenyan Tourism board, and 

spent several days experiencing its 

singular service and facilities. Here’s 

her take:

Situated a mere 20 kilometres from 

Jomo Kenyatta International Airport 

- and less than 10 kilometres from the 

Finix Casino, Nairobi National Museum 

and Nairobi National Park, the Radisson 

Blu Hotel, Nairobi Upper Hill is an ideal 

home base for first-time travellers who 

want to experience the country’s 

urban capital before heading out into 

the wild. 

The hotel is also a quick, scenic 

drive from other notable attractions, 

including the popular Giraffe Centre, 

(where guests can feed - and kiss, 

if they’re so inclined - the rare 

Rothschild Giraffe), and the David 

Sheldrick Elephant Orphanage, which 

hosts a daily public viewing of not-

so-pint-sized pachyderms. Another 

must-do for those new to Nairobi is 

the Karen Blixen Museum, the original 

farmhouse of the Danish author 

whose book Out of Africa - penned at 

the now-museum - inspired an Oscar-

winning film.  

The hotel’s design airs on the side of 

understated sophistication, featuring 

natural wood accents with cheerful 

splashes of colour, sparkling light fixtures 

and avant-garde furnishings artfully 

arranged throughout its lobby, bar and 

restaurant areas. 

The sizable guestrooms feature three 

contemporary design themes: ‘Urban,’ 

‘New York Mansion’ and ‘Naturally 

Cool,’ all of which include free WiFi, 

satellite television on a LCD screen, 
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24-hour room service and a brightly lit 

bathroom with a rain shower. 

Breakfast is included in buffet form at 

the Radisson Blu, and the selection is no 

less than stellar: the spread varies from 

a bloody mary bar (yep, you read that 

right) to an on-demand omelette station 

(ask for Chef Max - he makes the best 

scrambled eggs) and fresh smoothies 

served in beakers. Cured meats, cheese, 

granola, fruit and an overflowing bread 

basket round out the experience, 

which is taken to an entirely new level 

of satisfaction when the incomparable 

Kenyan coffee is poured. 

Later on, guests can unwind after a 

day of sightseeing by sipping a cocktail 

by the hotel’s outdoor pool, or kicking 

back on its well-placed patio, which 

sits at tree-level and has a serene and 

secluded atmosphere. Both areas include 

wait service, allowing guests to indulge 

in a frosty mug of Tusker (the official 

beer of Kenya) from wherever they’re 

kicking back.

For evening meals, guests have a 

choice of two restaurants, or 24-hour 

room service. The Chop House features 

grilled meats served table side - much like 

Nairobi’s popular Carnivore restaurant, 

but much more bed-adjacent for the 

food coma aftermath, while The Larder 

offers a more relaxed experience with a 

sophisticated take on traditionally Kenyan 

menu items. 

Located in the business district of 

the city, this hotel is ideally situated  

and designed for working abroad, 

with 12 meeting rooms totalling  

1,400 square metres and a 

590 square metre ballroom for 

large-scale conventions. 

For professionals with complex schedules, 

breakfast can be packed to go, and 

express laundry and late checkout is 

available until 6 p.m. 

The hotel also has an enclosed Humidor 

Lobby Bar and Cigar Lounge for casual 

meetings or simply kicking back to some 

DJ-spun tunes on weekends. 

The service is delivered with a smooth, 

courteous efficiency - which almost 

makes you forget you flew about 14 

hours across the world. The 

accommodations and surrounding 

property are clean, modern and 

designed for guests who like everything 

- free WiFi, a place to stretch out, or a 

cocktail - at their fingertips. The food at 

The Radisson Blu Nairobi Upper Hill 

delivers a comfortable, sleek and 

refreshing experience, and is the perfect 

primer for a week on the savannah.
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future proof

Nolan Burris

Nolan Burris 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

very profession has its tools. Some 

tools, like hammers and screwdrivers, 

have changed very little over the 

years.  Others, like telephones and mobile 

computers, have changed in ways we 

never imagined. 

Choosing the right tool for the job is 

one sign of a true professional. Another 

is the demonstration of confidence 

and mastery in using the tools to help 

customers and clients.

For a moment, imagine this unlikely 

scenario: you’re sitting in the dentist’s 

chair awaiting an expensive and 

lengthy procedure. Just as the dentist 

leans in and approaches your teeth, he 

makes an unsettling comment:

“I’m sorry if I’m a little slow at this. 

I’m not very good at using the drill. 

I was a little better with the old 

version, but they keep replacing it 

with new ones that are supposed to 

be better. Young people are much 

better with drills, so I usually ask my 

twenty-year-old file clerk to do the 

drilling. Open wide!”

How would you feel? Would you be 

comfortable moving forward with 

someone who hasn’t mastered their 

tools? Would you just laugh it off?  

“That’s OK, I don’t know how to use a 

drill either. You can just let the file clerk 

do it.” Probably not.

Now, imagine another scenario: a 

travel consultant is sitting in front of 

a computer preparing to create an 

expensive and lengthy European tour 

for a client. Just as the client leans in 

to see what’s up, the consultant says:  

“I’m sorry if I’m a little slow at this. 

I’m not very good at using the 

computer. I was a little better 

with the old version, but they 

keep replacing it with new ones 

that are supposed to be better.  

Young people are much better 

with computers, so I usually ask my 

twenty-year-old file clerk to do the 

computer stuff.”

How do you think THEY would feel?  

Would they be comfortable moving 

forward with someone who hasn’t 

mastered their tools? Would they just 

laugh it off? “That’s OK, I don’t know 

how to use a computer either. You 

can just let the file clerk do it.” 

Probably not.



I’ll admit, risking pain and nerve 

damage from a drill-phobic dentist 

is pretty unlikely, and perhaps not 

a fair comparison. There are many 

important factors that contribute 

to being a travel consultant, such 

as geography, product knowledge, 

supplier relationships, communication 

skills, and the priceless advantages 

of experience. On the other hand, 

a dentist who knows all about teeth 

but is clumsy with the drill is still a 

scary thing! 

Travel consumers today are increasingly 

reluctant to trust someone who 

struggles with the very source of 

finalizing their travel hopes and dreams. 

This is especially true when they get 

a sense that they know more than 

their consultant about the machine 

delivering the goods. 

You might know how to click your 

way through a supplier online booking 

form, but how organized is your 

email? Are your computer files and 

documents neat, tidy and secure? Do 

you know how to upload, download, 

back up and protect your data and 

your clients’? 

Does a travel consultant really 

need to be a whiz at everything a 

computer can do? No. Definitely not. 

Architects now draft digital designs 

of buildings, yet some may still be 

puzzled by Facebook.  One would 

hope that they are at least better 

than the average consumer at using 

their industry’s electronic tools. That 

however, brings us back to drills.

There are plenty of technology-

related tasks which can (and 

probably should) be outsourced or 

tasked to others.  Similarly, I imagine 

most dentists leave drill maintenance 

to people who specialize in that sort 

of thing. But, when it comes to using 

their primary tool of the trade, I would 

expect nothing less than mastery. The 

same is true for travel consultants.

In reality, I know that most consultants 

are quite functional at using computers.  

Some have even mastered them. Social 

media may not be necessary for booking 

cruises, but it is where most of your clients 

will post pictures of them. Knowing the 

most reliable mobile travel apps might not 

be a requirement in planning a European 

holiday, but most of your clients will use 

them during their trip. To them, these 

things ARE travel tools.

No, you really don’t need to master 

everything in the world of technology, 

just the travel part. Your clients expect 

it. A dentist may go an entire day 

without touching a drill, but most 

travel consultants are tapping their 

computer's keys all day, every day.  

Perhaps some of that time would be 

well-spent learning a little more about 

your primary tool of the trade.

With one last dental analogy I’ll 

confess that this article might have 

hit a raw, sensitive nerve with some 

of you. If so, I sincerely apologize. It 

might help to know that I too 

sometimes struggle to keep up with 

technology. Luckily, since I’m no 

longer an active travel consultant, 

no one depends on my computer 

skills for anything more than writing 

articles and preparing PowerPoint 

slides.  How about you?
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Text: Steven Bereznai

Arguably one of the best bike share programs in the world, the City of Light’s 

Vélib system has more than 23,600 bikes in 1,800 stations, located every 300 

metres. Long-term subscribers swipe a member’s card, while short-term 

users follow the instructions on the terminal screen at the docking stations. 

Official guided city tours using Vélib bikes are available. In some green and 

pedestrian-friendly areas, there are even Vélib bikes available for kids. “P’tit 

Vélib” comes in four different models, including one without pedals and 

another with removable training wheels. en.velib.paris.fr

Paris Tourist Office - Photographer Amélie Dupont Paris Tourist Office - Photographer Marc Bertrand

Paris Tourist Office - Photographer Jacques Lebar



For the best travel industry news : PAXnews.com48   PAX

In July of 2016 Budapest’s transit system opened its 99th docking station for the 

apple green bikes belonging to its MOL Bubi bike share program. They can be 

found in 11 districts of the city, including the city’s Grand Boulevard and City 

Park, as well as transport hubs Széll Kálmán tér and Móricz Zsigmond körtér. 

Quarterly, annual, and semi-annual passes are available, as well as 24-hour, 

72-hour or weekly tickets. molbubi.bkk.hu

Los Angeles is known for its car culture, even inspiring the hilarious “The 

Californians” skits on Saturday Night Live. But it’s amazing how much ground 

can be covered on two wheels. That’s just gotten easier with the Metro Bike 

Share pilot in Downtown Los Angeles. With 1000 self-service bikes and 65 stations, 

it’s calling itself, “an additional public transportation option for Angelenos and 

visitors to get around Downtown Angeles.” Register a Metro TAP card, then 

purchase a monthly or yearly pass. bikeshare.metro.net
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Tokyo has strict bike rules, so taking an informative organized bike tour is recommended 

(tokyocycling.jp) before making use of their Community Cycle bike share system. 

There are four different bike share areas in the city. You used to have to sign up for 

them individually and return bikes within the same area from which they were taken. 

This year (on a trial basis) all four areas (153 stations) are essentially being treated 

as one. You can register using your mobile device or personal computer. One time 

usage, 24-hour, and monthly passes available. docomo-cycle.jp

Tel Aviv’s Tel-O-Fun bike share program is part of a plan to turn the city car-free, 

with an average of just over 5,000 rentals per day last year. "It is our goal to 

encourage bike riding and turn them into a green and friendly vehicle which 

is a substitute to the private car,” says the city’s mayor. It’s catching on, with a 

54 per cent rise in use amongst residents since it launched in 2011, reaching 

20,000 annual subscribers. Tel-O-Fun has 206 rental stations, just over 2,000 bikes 

available, and daily, weekly, and annual subscriptions. tel-o-fun.co.il/en

Launched in December 2014 by two young Emirati entrepreneurs, ADCB 

Bikeshare has 11 locations in Yas Island and Raha Beach, and will expand later 

this year to more than twice its current size across Abu Dhabi. As of June 2016, 

over 18,000 trips across 163,000 km were made using the system (that’s 4 million 

kilo-calories, and 24.76 tons of carbon emissions displaced). One-day, three-

day, one-month, and one-year memberships are available. www.bikeshare.ae

Photo by Chiyoda City

Photo by Avi Levi

Photo by Chiyoda City

Photo by Kfir Bolotin
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business sense

ore and more companies 

are realizing the role good 

internal communications 

play when it comes to creating a 

healthy corporate culture, engaging 

employees, and ultimately driving 

future success. The formula, by now, 

is tried, tested and true, with one step 

leading naturally to the next.

Whether your company is privately 

held with just a few employees, or a 

public organization with 1,000+ on 

your team, the need to communicate 

clearly and regularly with your people 

plays a key role in your business’ long-

term success, particularly when it 

comes to change management... 

be it employee integration after a 

merger, the introduction of a new 

management style or structure, or a 

fundamental change in the way you 

do business.

The problem is, there are many 

companies that view communications as 

only being necessary when shareholders 

are in the picture, not taking into account 

the internal stakeholders – the employees 

themselves – whose buy-in is crucial when 

it comes to reaching and surpassing each 

year’s targets.

The prospect of establishing solid 

communications habits may sound 

daunting, however, out of everything 

you have to take into consideration 

when running a business, it’s probably 

the easiest goal to achieve with the 

smallest investment of resources. 

And when it comes to change 

management, keeping employees 

in the loop with a little outreach 

via regular updates will drastically 

improve engagement and corporate 

culture overall, and with that, your 

bottom line.

 

Here are three key reasons:

1. A disengaged employee base – It’s 

very hard to succeed in getting that 

boat to port, so to speak, if everyone 

inside the boat is just sitting there, 

refusing to paddle;

2. Management/leadership behaviours 

that do not support the desired change 

– The whole ‘say one thing, do 

another’ approach or consistently  

 

Text: Kerry Sharpe
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making empty promises regarding 

things to come; and

3. Lack of active and/or visible 

sponsorship of new changes – 

Employees are told that everyone 

needs to come together to 

succeed however because the 

proper change management 

process isn’t in place to include 

employees, more and more silos go 

up. (And nothing kills engagement 

and enthusiasm faster than silos.)

 
 

That is literally all it takes. A good 

internal communications strategy can 

do more for employee engagement 

and a healthy corporate culture than 

anything else. And that doesn’t mean 

telling everyone everything; it means 

telling everyone something, and being 

open, honest and transparent about 

it. If you can’t go into details because 

the information is commercially 

sensitive, say as much – people get 

it – but they’ll also feel a part of 

something bigger, and instrumental 

in the company’s success.

Your employees have a vested 

interest after all, and when it comes to 

the travel industry specifically – where 

many companies enjoy what is today 

considered a remarkable employee 

retention rate – your employees are 

huge assets… they are your in-house 

experts who want the business to 

succeed as much as you do. 

When there is no communication, no 

sharing of a vision, no call-to-action, 

there’s no engagement, no pride and 

no culture. What you will be left with is a 

company that is divided between ‘us’ 

and ‘them’, and employees who are 

left feeling ostracized and expendable. 

How healthy and productive can 

any company be when its people 

feel like that? How can it ever thrive 

and succeed?

First and foremost, you need to 

communicate your vision and strategy 

for the company, and by doing that 

you will – little by little, but significantly 

– reduce the natural resistance 

to change, while also engaging 

employees and in the process getting 

their buy-in on that strategy.

1. Close the gap between leaders and 

employees – Open the channels 

of communication through 

regular updates;

2. Promote two-way dialogue – Not on 

a one-off basis but as an ongoing 

means of gaining feedback; and

3. Engage employees in telling 

the company story – Keep them 

informed, and recognize and 

reward success.

Through a well thought-out internal 

communications plan, you build 

confidence and pride in your 

employees, while also ensuring the 

change you implement is sustained 

and becomes engrained in your 

corporate culture.
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alk about a sweet deal: Icelandair’s ground-breaking 

Stopover scheme (which has actually been around 

since the 1960s) makes it possible for travellers to 

stay for up to seven nights in Iceland without any additional 

fares, either on the outbound or inbound flight between 16 

North American and 27 European gateways. That is, effectively, 

getting double bang for your buck with two holidays in one.

But Iceland is by no means a hidden gem anymore; 

indeed, the Nordic is land has been gett ing  

increasingly enthusiastic reviews over the past couple 

of years and the tourist infrastructure has been 

developing accordingly, making it difficult to know 

where to even begin. Here are five ideas to kick-start 

your itinerary.
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This quintessentially Icelandic expedition 

encompasses some of the country's most 

photographed and iconic sights, including the 

tectonic rift at Þingvellir National Park (where it’s 

not only possible but strongly encouraged to walk 

in) and the literally boiling Strokkur geyser, as well 

as the multi-tiered Gullfoss waterfall and Kerið 

crater lake. Nearby is the Laugarvatn Fontana 

wellness centre, featuring natural hot springs 

and geothermal pools – a quieter, cheaper, and 

more tranquil alternative to the Blue Lagoon. This 

tour can technically be done in just a few hours, 

making it ideal for travellers with limited time on 

their hands. Geysir Icelandic Horse

Laugarvatn Fontana Laugarvatn Fontana Silfra fissure

Pingvellir National Park 
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Not to be outdone by Iceland’s stunning 

landscapes, the peculiar capital city is home 

to a thriving culinary scene proudly fuelled  

by its profound Nordic roots, as demonstrated 

at both Matur og Drykkur and Kopar restaurants. 

The backdrop? Only Reykjavik’s peaceful  

yet lively harbour, dotted with colourful  

fishing lodges. There’s plenty to do between 

meals, such as admiring the view from atop 

Perlan or Hallgrimskirkja, grabbing artisan  

coffee at Reykjavik Roasters, visiting the Viking 

Settlement Museum or joining a delightful, 

informative walking tour with I  Heart  

Reykjavik. View from Perlan

Kopar restaurant

Reykjavik Harbour
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It would be an understatement to say that thrill-

seekers will have a field day in adventurous 

Iceland! Go deep into Europe‘s second largest 

glacier at Langjökull, hike up Snæfellsjökull — 

the glacier that inspired Jules Verne’s Journey  

to the Centre of the Earth — explore all- 

natural ice caves at Jökulsárlón, scuba 

dive in the world’s clearest waters at the  

tectonic drift in Þingvellir National Park, mingle 

with birds and whales on a kayaking expedition 

in the West Fjords or trek on one of the world’s 

most active volcanoes, Hekla — which,  

funnily enough, is nicknamed the “Gateway 

to Hell." 

Into the Langjökull Glacier

Langjökull
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Often described as Iceland in a nutshell, this 

90-kilometre-long charming peninsula does indeed 

comprise an impressive concentration of the 

Iceland’s most evocative attractions: glaciers 

(Langjökull, Snæfellsjökull), oddly shaped mountains 

(Kirkjufell), waterfalls (Hraunfossar, Kirkjufellfoss), 

adorable fishing villages (Stykkishólmur, 

Grundarfjörður), dramatic beaches and cliffs 

(Gatklettur, Lóndrangar, Hellnar, Arnarstapi, 

Djúpalónssandur), lava fields (Berserkjahraun), and 

saga-related sites (Bárðar Saga statue). This is the 

perfect destination for first-timers on a mission to fully 

grasp what Iceland is about, with just a handful of 

days on their hands to explore.

Kirkjufell

Snæfellsjökull

Hraunfossar

Arnarstapi
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This attractive seven-day road trip will take you 

to the East Fjords and back and along some of 

Iceland’s most jaw-dropping vistas. Notable 

and worthwhile stops include Seljalandsfoss, 

Seljavellir, a concealed man-made hot spring 

pool right at the foot of Eyjafjallajökull, the 

Westman Islands, Skogarfoss, the Folk Museum, 

Dyrholaey and the Reynisfjara black sand 

beach, Vatnajökull glacier and the Jökulsárlón 

glacier lagoon, the picturesque fishing hamlet 

of Hofn, and, lastly, the stunningly beautiful east 

fjords – all of which will be awash with Icelandic 

horses and lush expanses. This is the lengthiest 

possible way to fully take advantage of a 

stopover in Iceland, but it’s also one of the 

most rewarding.

Our journalist was a guest of Icelandair, which flies from Edmonton, Halifax, 
Montreal, Toronto, and Vancouver to Reykjavik several times weekly. For 
additional information, visit icelandair.ca.

Reynisfjara

Dyrholaey

SeljalandsfossSeljavellir
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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.

TL NETWORK DEBUTS IN 2017

ITRAVEL2000 NEWS

On Jan. 1, Vacation.com, Travel Leaders Associates and Results! Travel will combine to become 
TL Network, with nearly 7,000 locations on both sides of the border, representing approximately 
35,000 agents with more than $22 billion in sales. TL Network will be led in Canada by longtime 
Vacation.com VP Christine James. From left: Steve McGillivray, chief marketing officer, Travel 
Leaders Group; John Lovell, president, Travel Leaders Network and Leisure Group; Christine 
James, vice-president, Vacation.com; Roger Block, president, Travel Leaders Network; Jose 
Ferreira, chief technology officer, Travel Leaders Group.

The company formerly known as itravel2000 
has filed a notice of intention to its creditors, 
weeks after it was reported that the familiar 
brand would be purchased by Red Label 
Holdings. On Aug. 10, the notice was filed 
by 8635919 Canada Inc. via accounting 
and consulting firm Richter Advisory Group, 
detailing more than $21.6 million owed to 
seven creditors.

AM ADDS FLIGHTS

Aeromexico will boost capacity on its three 
Canadian flights by 47 per cent, starting in 
December. The expanded service, which will 
take place on three of Aeromexico's Canadian 
routes, will start on Dec. 1 on the Vancouver 
and Toronto routes, followed by the Montreal 
route on Dec. 2.

SUNWING ADDS RESORTS

Sunwing Vacations has expanded its Cuba 
portfolio of properties with the opening of the 
Grand Memories Santa Maria and Sanctuary 
at Grand Memories Santa Maria in Cayo Santa 
Maria, Cuba. Both properties will welcome their 
first guests in January 2017.

BORDER SECURITY UPDATE

A new federal policy will require Canadians 
with dual citizenships to hold a Canadian 
passport to fly back into the country. The new 
policy, coming into effect on Sept. 30, is the 
final phase of the government’s new electronic 
screening process to increase border security, 
which in part requires Canadians arriving by air 
to present their Canadian passport, according 
to a report in the Toronto Star.

CHARGES & CONVICTIONS

TICO has charged Pawel Jedruch charged 
with four counts of operating as a travel agent 
without registration, contrary to the Travel 
Industry Act. Jedruch operated in the City 
of Niagara Falls and elsewhere in Ontario. 
In a separate incident, John Douglas Mills, 
sole proprietor operating as Algonquin Travel, 
plead guilty and was convicted of charges. 
According to TICO, Mills was a registrant under 
the Act and terminated his registration on 
June 4, 2015. Mills operated in Oshawa and 
elsewhere in Ontario.

TOURS CHANTECLERC ON 
THE MOVE

ACV OFFERS ALL-IN-ONE 
CRUISE

After 46 years of serving the province of 
Quebec, Montreal-based tour operator Tours 
Chanteclerc is expanding into English Canada 
with the appointment of a new representative 
for Ontario and Atlantic Canada, along with 
the launch of their first brochure in English. The 
brand is currently being marketed as Island 
Dreams by Tours Chanteclerc, initially offering 
itineraries in Tahiti with plans to expand to other 
destinations offered by the tour operator in the 
Quebec market, such as Europe.

Air Canada Vacations is making select cruise 
packages available in Sirev, Travelport and 
Amadeus. The move coincides with ACV's 
recent migration of its Caribbean and Mexico 
product. With the addition of cruise, ACV “will 
further standardize its content; increase its 
distribution; maximize its visibility to the travel 
trade and allow agents to conveniently book 
cruise and air packages,” the company said.

AMRESORTS NEWS

AMResorts has appointed Brian Joseph 
as business development manager for the 
Ontario region. In this role, Joseph will develop 
and manage relationships with key travel 
agents, tour operators and industry partners 
throughout Ontario.

news
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Toronto’s Hospital for Sick Children was the big winner in September, as TravelBrands 
hosted their third annual charity golf classic raising $182,500 for the hospital. 
Pictured are TravelBrands co-CEOs Frank, Enzo and Joe DeMarinis with Sick Kids 
patient William Cockwell.

The Tourism Authority of Thailand welcomed the travel trade 
to Toronto for an evening of information, fun and all things 
Thailand. Of the Tourism Authority of Thailand: (from left) Srimala 
Waraphaskul, director – New York office; Pataraporn Sithivanich, 
executive director – the Americas; Kayla Shubert, representative 
for Canada.

The Turkish Culture and Tourism Offices in Toronto hosted 
a stylish soiree dedicated to celebrating Turkish cinema 
as part of this year’s Toronto International Film Festival 
(TIFF). Of the Turkish Ministry of Culture and Tourism: 
Darlene Paolucci, assistant to director and Derya 
S. Acar, director, welcomed guests at Malaparte in 
Toronto.

A luncheon hosted by the Antigua and Barbuda 
Tourism Authority for a select group of travel advisors 
represented the beginning of Blue Waters’ first steps 
into the Canadian market. Tameka Wharton, sales and 
marketing manager, Antigua and Barbuda Tourism 
Authority & Graham Hawkins, global trade relations 
manager, Blue Waters Antigua.

Air Canada Vacations (ACV) informed and entertained close to 1,000 travel 
agents and more than 85 suppliers with the Dream Makers event at Muzik 
Nightclub in downtown Toronto, unveiling an assortment of new products and 
promotions. Pictured: Dina Bertolo, VP product development, ACV; Craig 
Landry, president, AC Leisure Group; Nino Montagnese, managing director, 
sun markets, ACV; George Platanitis, VP of sales and partnerships, ACV.

Trafalgar took agents on a whirlwind tour of the globe, as the tour operator highlighted a 
handful of its Unexpected Destinations at a Toronto reception. From left: Wolf Paunic, president, 
Trafalgar Canada; Susana Moreno, business development and marketing marketing manager, 
Mexico Tourism Board; Justine Sawler, business development and events manager, Trafalgar; 
Anita Emilio, vice-president - sales, Trafalgar; Jeff Element, president, The Travel Corporation 
Canada; Kayla Shubert, representative for Canada, Tourism Authority of Thailand; Jim Papas, 
sales account executive, Delta Airlines.

The power of partnerships was highlighted as 
Transat kicked off its 2016 Sun Training Academies 
in Toronto, welcoming hundreds of agents and 
supplier partners as the tour operator prepares for 
the winter travel season. Of Transat: Denise Heffron, 
vice-president of national sales and commercial & 
Nicole Bursey, commercial director.
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PAX visited the Toronto offices of TravelBrands and Travel Nation Canada with 
the 'Santa of Summer' Brad Myttenar in late August, who served up ice cream 
and slushees to staff looking to beat the heat. From left: Sam Youseff, senior 
manager – marketing, TravelBrands; Elvi Cal, vice-president, product development, 
TravelBrands; John Kirk, EVP & co-publisher, PAX; Karine Lefebvre, vice-president, 
media; Brad Myttenar, Santa of Summer.

Visit Houston hosted an evening for travel trade 
partners at the Rogers Centre, as the visiting Houston 
Astros paid a visit to the Toronto Blue Jays. Rosalyn 
Hunter, director of public relations & communications, 
VoX International & Carina Boukary-Mory, account 
manager, Visit Houston.

The Cayman Islands Department of Tourism 
travelled north recently, sharing new developments 
related to both the destination and the 
organization itself with its Canadian travel partners. 
Of the Cayman Islands Department of Tourism: 
Oneisha Richards, deputy director of international 
marketing and promotions & Raymond Mathias, 
business development manager – Canada.

Nearly 60 agents and suppliers came out to attend an event organized by Switzerland 
Tourism, which centered on the key wintertime tourism attractions taking place 
in and around the Swiss Alps. Pictured: Ursula Beamish-Mader, manager, media 
relations North America, Switzerland Tourism; Evelyn Lafone, director Canada, 
trade manager Central USA, Switzerland Tourism & Patrick Oberson, director, head 
of SWISS Canada, Swiss International Airlines.

More hotel rooms and increased north-south 
transportation links are setting the stage for 
increased tourist arrivals in Jamaica, said the 
Jamaica Tourist Board’s Director of Tourism Paul 
Pennicook, during a visit to meet with Canadian 
travel trade in Toronto. Of the Jamaica Tourist Board: 
Paul Pennicook, director of tourism & Philip Rose, 
regional director – Canada.

Goway and Air New Zealand went head-to-head for some friendly competition 
in August, as the two teams met for their annual cricket match in Toronto. The 
annual tradition, held at the Toronto Cricket Club, saw players this year enduring 
a heat wave which blanketed much of southern Ontario earlier in the week.

Melia Braco Village got the star treatment during a dinner event at Toronto’s 
Sassafraz restraurant, welcoming the resort’s GM Dimitris Kosvogiannis to meet 
with the Canadian travel trade.



For the best travel industry news : PAXnews.com66   PAX

Representatives from Berlin and Vienna, alongside partners Swarovski Kristallwelten and 
RailEurope, were in Vancouver to welcome the travel trade to a traditional German-
style breakfast, where they shared information about the latest developments in both 
destinations. From left: Astrid LaMarche, Visit Berlin; Elke Bachner, Vienna Tourist Board; 
Nicole Lindner, Swarovski Kristallwelten; Rares Dumitru, RailEurope.

The Arizona Office of Tourism (AOT) and partners from destinations throughout the state visited 
Vancouver this summer, showcasing renewed plans to engage with travel professionals. 
Back row: Scott Dunn, Visit Phoenix; Blessing McAnlis-Vasquez, Talking Stick; Kegan Marissa 
Moorcroft, Sedona Chamber of Commerce & Tourism Bureau; Mary Rittmann, Visit Tucson; 
Marsha Mowers, CWW; Teresa Propeck, Verde Canyon Railroad; Marnie Schubert, Town of 
Queen Creek. Second row: Dawn Melvin, AOT; Michelle Streeter, Visit Mesa; Jennifer Stein, 
City of Peoria; Toni Smith, Tempe Tourism Office; Don Prince, City of Prescott; Judy Hector, Visit 
Sierra Vista; Kimberly Larson, Visit Glendale; Tony Alba, AOT. Front: Ken Duncan.

The lesser-known destinations in Thailand 
were in the spotlight during a recent 
Vancouver training session hosted by 
Goway Travel and the Tourism Authority 
of Thailand. Pictured: Kayla Shubert, 
representative for Canada, Tourism 
Authority of Thailand (left) & Soran Prasad, 
BDM - Western Canada, Goway Travel

The 382-passenger Silversea Silver Shadow, 
currently sailing between Vancouver 
and Alaska until the end of September, 
welcomed PAX aboard for a tour of the 
ship before passengers set sail for Seward. 
Pictured: Brad Ball, Silversea director of 
media relations, and Ann Layton, founder 
and CEO, Siren Communications

AC ADDS YVR-DFW

Air Canada will introduce daily year-round non-stop 
service between Vancouver and Dallas-Fort Worth, 
beginning Feb. 5. The new service will be operated 
by Jazz Aviation LP and will depart Vancouver at 
1:30 p.m., with return service leaving Dallas at 
7:25 a.m.

FLIGHT CHARGES

A 20-year-old Edmonton man was arrested following 
an incident on a WestJet flight in September. Yusuf 
Hasan, 20, of Edmonton was charged with mischief 
as well as two counts under the Aeronautics Act, 
namely endangering safety or security of an aircraft 
and failure to comply with crew.

DANYLUK JOINS CONTIKI

Contiki Holidays has appointed Joel Danyluk as its 
new sales manager for the Alberta and Prairie regions. 
In his new position, he will focus on strengthening 
relationships with agents in his region.

EXODUS EXPANDS TEAM

Exodus Travels has named Sheena Rosentreter 
and Kent Phillips as the new business development 
managers for Western U.S./Canada for the small 
group adventure tour operator. The two will 
continue to build and enhance relationships with 
agents.

CATHAY UPS YVR FLIGHTS

Cathay Pacific Airways will add three non-stop 
flights between Vancouver and Hong Kong, using 
the new Airbus 350-900XWB aircraft. As of March 28, 
2017, three flights will be added to Cathay Pacific’s 
existing twice daily non-stop service, increasing the 
frequency from 14 to 17 flights per week.



OCEAN RIVIERA PARADISE
Riviera Maya, Mexico, welcomes a new fi ve-star resort on its palm-studded 
white sands. Guests can embark on a sensory journey in the spa, indulge in 
culinary bliss at one of its 10 restaurants or lounge by one of its fi ve pools 
while their kids make a splash at the water park.

OPENING 
SOON
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