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CANCÚN YUCATÁN 
RESORT IN A NEW 
LIGHT
Starting in the summer of 
2014, the Cancún Yucatán in 
Mexico resort will offer many 
new features that will make 
your client stay even more 
memorable.

NEW FAMILY ROOMS  
COMBINING SPACE AND  
INTIMACY

Always attentive to the comfort of its 
clients, Club Med is building new  
Deluxe Family Rooms that are perfect for 
families seeking separate, private areas. 
These two-room spaces will be stylish, 
modern and spacious, as well as having 
a terrace that offers a magnificent view 
of the sea.

SOMETHING BIG  
FOR THE LITTLE ONES

NEW! The Petit Club MedTM* for children 
aged 2 and 3 years joins the other Clubs 
for children aged 4 to 17 years old. Plus, 
kids under 4 years old stay for free**.

REDESIGNED AND  
RENOVATED RESTAURANTS 
AND LOUNGE

•  La Pergola will become La Estancia, a 
totally new indoor and outdoor Argen-
tinean grill.

•  The Las Cazuelas restaurant will be  
expanded and transformed with a  
stylish decor and two new buffet areas.

•  The new Lounge Maya, a fusion of 
an amphitheatre and a lounge, will  
welcome you with its refined yet  
relaxed atmosphere.

*At extra cost. **Children aged under 4 years stay for free at most of our family destinations, including Sandpiper Bay, Florida; Ixtapa Pacific and Cancún Yucatán, Mexico; Punta Cana, Dominican Republic; Columbus Isle, Bahamas; Buccaneer’s Creek, Martinique; 
and Caravelle, Guadeloupe. For flights that are booked through Club Med, tickets for children must be paid for by the client. Children who are eligible to stay for free must be lodged in the same room as the adults who are paying for their stay, or in a connecting 
room. Blackout dates may apply.

For more  information or to book your clients’ next vacation,
please call 1 800 465-6633 or visit www.clubmedagents.ca.

DO AS WE DID… 

CHANGE DECOR

NEW 
Petit Club Med TM

NEW 
Family RoomsNEW 

Maya Lounge and 
Amphitheater

RENOVATED 
Las Cazuelas

Buffet style dining
RENOVATED 
La Estancia  

Argentinean grill

Beachfront
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For 2014, the Logimonde team challenged 

ourselves to launch a new print magazine for 

the travel industry. It took risk, guts and a little 

bit of faith, combined with an unshakeable 

confidence in the future of our industry - the 

thousands of agents and agencies, and the 

wholesalers who are innovating and selling 

travel every day – so we knew we had all 

the ingredients necessary to thrive with our 

newest venture. 

Welcome to the launch of PAX magazine, 

setting our sights on becoming the Canadian 

travel industry’s benchmark publication. 

When discussing my plan to launch a 

60-page monthly print magazine for travel 

professionals, some of them said to me: 

“You’re crazy!”

However, once I explained my vision 

for the project, I saw their doubt turn to 

understanding, and the feedback I received 

was overwhelmingly positive. The last 15 years 

of meetings, conversations and experiences 

have given me the opportunity to interact 

with the travel industry’s many stakeholders 

and left me convinced of the relevance 

and viability of PAX. What you hold in your 

hands is the full realization of all that forward 

momentum. 

One person in particular who played a critical 

role in the foundation of this new endeavour 

is my mother, Uguette Chiasson. With 40 years 

experience as an entrepreneur, publisher 

& journalist and as founder of Logimonde 

Media in 1992, her interests first intersected 

with tourism some 25 years ago. She instilled 

in me her passion for the publishing business, 

as well as a taste for risks and challenges. 

With PAX magazine, Logimonde Media 

rounds out our industry-centric product 

range with a multiplatform approach, 

which includes three online publications  

(PAXnews.com, PAXnewsWest.com and 

PAXnouvelles.com), the QuickPresse e-blast 

service, and the event management service, 

QuickRSVP.ca. Given our strengths and 

expertise in the field, it was only natural that 

we publish a monthly magazine focused on 

business management, human resources, 

innovation, and travel professionals 

themselves, and do so from a whole new 

angle. 

A publication created for the individuals who 

make up the travel industry – not to mention 

its clean and attractive design – is what PAX 
magazine is all about. The content of these 

60 pages has been produced with a specific 

purpose in mind: to provide information that 

will prove useful to travel executives and 

advisors alike.

PAX will be printed 10 times per year, once 

a month, except during the holiday season 

(one issue for December and January) and 

during the summer holidays (one issue for 

July and August). It will be published in both 

English and French, though neither will be a 

translation of the other; different content is 

being prepared by the editorial teams from 

our offices in Toronto and Vancouver for the 

English edition, and that of Montreal for the 

French edition. 

I wish to thank all advertisers who have 

encouraged us in this great adventure.

I’ll leave you now to discover and enjoy for 

yourself, as you might a new destination, all 

60 pages of PAX magazine, which was an 

absolute joy to put together. 

Our editorial team, graphic designers and 

administrators have worked tirelessly to bring 

you a quality product worthy of the dynamic 

players who make the travel industry what 

it is. 

It is with great pride that we present 
PAX!

Marie-Klaude Gagnon
Publisher

Publisher’s Note
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There’s always hesitation in the media 
world when new print magazines surface. 
The platform has faced its challenges 
over the years, often being referred to 
as a “dying breed” – let’s face it, much 
like common public perception of the 
travel agent. 

It might be a bold move to get into either 
profession, but certainly not doomed as 
some might think.

Since Logimonde’s launch of travel trade 
e-magazines in the 1990s, first in French 
and then in English, our mission has been 
to provide industry professionals the most 
up-to-date, relevant and interesting 
travel news out there via our online 
platforms. And as we’ve evolved over 
the years - and I hope you agree - we’ve 
become pretty damn good at it.

Yet as business goes, change and 
evolution is necessary in order to remain 
relevant. 

As with print publishing, some say the 
biggest threat to travel consultant survival 
is the Internet; discount sites and online 
travel agencies are presenting deals that 
take away the selling power of people. 
But, as you will see from the agency 
owners and managers in the following 
pages (see PAX People on pg. 22 & Up 
Front on pg. 31), many are learning that 
in order to compete, they have to “step 
it up” by offering undeniably valuable 
service to their clients; give them an 
experience that the faceless competition 
could never match.

At our roots, we are an online business 
and will continue to inform our readers 
about industry happenings via our daily 
e-newsletters but with PAX magazine, we 
are offering even greater value, in the 
most classic of forms. With a grassroots, 
people-focused approach, this beautiful 

new print publication you are holding in 
your hands is about the business of travel 
and those who run it. 

Simply put, like all successful travel agents 
are doing these days, we are taking a 
new approach to an old way of doing 
things.

Our goal is to provide you with content 
that matters. In each edition, we’re 
looking into business strategies and best 
practices within the industry and beyond, 
shedding light on various approaches 
professionals take to maximize return, 
and evaluating opportunities for 
improvement. Every issue will also include 
a destination element – this is the travel 
industry, after all – as we test product 
and places on your behalf. 

The ultimate goal is to provide valuable 
reading material that you find pertinent 
today, a week from now or a year from 
now. We welcome your story ideas, 
suggestions and feedback as we strive 
to offer you the absolute best of the best, 
and each month, challenge ourselves to 
be better than the last. 

It’s thanks to a great team at Logimonde 
and our guest contributors that we 
can do this. I have so much gratitude 
and respect for their tireless efforts in 
all aspects – content, design, sales, 
administration, production and beyond. 
I hope you enjoy the read as much as 
we’ve enjoyed compiling it.

Please send comments, questions, 
story ideas or other inquiries to  
terrilyn@logimonde.com.

Editorial
Here we go!

Terrilyn Kunopaski
Editorial Director
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porter airlines  
With Robert J. Deluce, president & CEO

Text : Terrilyn Kunopaski
Photography : Olive Photography

On the up & up



setting the stakes

J
ets or no jets, Porter Airlines has been making a 

lot of noise throughout the past year. A vision 

for expansion has had the airline take on major 

activist groups and political opposition while 

pushing an aggressive marketing campaign to 

garner support for its proposal to fly jets from Billy Bishop 

Toronto Island Airport.

But no plan seems too big for this small airline, started out 

seven-and-a-half years ago with two Q400 aircraft serving 

only Ottawa, now with a fleet of 26 flying to 19 destinations in 

Canada and the U.S. They carry about 2.5 million passengers 

annually, which might seem minimal compared to WestJet’s 

17 million or Air Canada’s 35 million – but call it a David and 

Goliath situation, as Porter continues to fight the good fight.

It was built on the three key pillars of speed, convenience 

and service, according to President & CEO, Robert J. Deluce, 

and has since influenced change in the Canadian airline  

industry. “I think the service piece is the one that makes the real  

difference,” he says. “It’s what is distinguishing us from the 

other airlines that are out there.”

“The airline business hasn’t been known for this, so it was 

a refreshing change for passengers. You may have a 

great idea or the very best product, but if you can’t keep 

customers happy, you don’t have much of a business.”

It’s thanks to this service, at least in part, that Porter has 

maintained a four-star Skytrax rating and, in 2013, was 

named Best Small Airline in the World by Condé Nast Traveler. 

It’s arguably also this attribute that encouraged the idea 

of introducing jets to its fleet. 

Combine this with affordable pricing, the convenience of a 

downtown airport plus the novelty of complimentary snacks 

and alcoholic beverages, and you have the equation for 

a winning airline.



Frequent fliers were creating a demand for Porter to offer 

those things on longer-haul routes, (“What almost forced us 

to look at jets was that many of our passengers had become 

very loyal supporters,” according to Deluce), and while this 

was never part of the original plan, the Bombardier CS100 

jet changed that.

“Ten years ago, no one could have envisioned technology 

that would have allowed jet aircraft to be comparably quiet 

to the existing Q400s,” he explains. And evidently, Porter 

has a habit for opening the door when opportunity knocks. 

Consider the 2012 launch of Porter Escapes, a natural step 

to combine flight and hotel accommodation, providing 

a service to leisure customers who were making those 

bookings anyways. They’ve remained strong competitors 

to their fellow Canadian airlines, and have kept hold of 

their reign over the island airport, though some slots now 

belong to Air Canada. 

“We did gather a good number of the spots, and now that 

we have them, we’d like to use them to access some of 

those additional destinations that are served by other airlines,”  

Deluce says. “They might not like that but our passengers 

do because in every single instance where we’ve gone into 

a new market, airfares have fallen by 60 per cent or more.  

And who doesn’t like affordable airfares?”

And you can point the finger at Porter for forcing other changes 

among the longer-standing airlines, even beyond pricing.   

“We have seen competitors change their service to mimic the 

Porter experience in certain ways,” Deluce says. “An example 

of this is the in-flight service with snacks and complimentary 

beverages provided. What’s interesting is that this only seems to 

apply on certain popular routes where Porter offers competition, 

such as Toronto-Ottawa and Toronto-Montreal. Porter provides 

the same service everywhere...Our passengers have come to 

expect a certain level of service and I guess if the others want 

to compete, they’ll have to do it on equal terms.” 



Once again pushing the boundaries, in April 2013, the airline 

launched PorterPlans.com as a platform to garner support for 

expansion and offer up its value proposition. 

It markets the CS100 as a “whisper jet” to communicate 

how quiet it is in response to noise concerns voiced by the 

opposition. It emphasizes the estimated 2,000 new jobs an 

expansion would create and how an increase in passenger 

volume would contribute greatly to Toronto’s economy to the 

tune of $134 million. It refutes claims of detrimental upticks in 

health care costs related to noise and  

air impacts.

And while the Toronto Port Authority 

and federal government have been 

transparent in their support for Porter’s 

expansion plan, Toronto City Council has 

to get onboard first. If Porter has its way, the CS100 will take to 

the skies as soon as spring 2016. But during a council debate in 

April, the decision was made to study the opportunity further 

and postpone a vote until after the fall’s municipal election. 

And if it doesn’t go through?

“We will continue operating to all destinations and looking for 

other opportunities,” Deluce says. “But I think passengers have 

spoken clearly about what they’d like to see.” 

“What almost forced us to look at jets was that many 
of our passengers had become very loyal supporters.”
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Our passengers have come to expect a certain 

level of service and I guess if the others want to 

compete, they’ll have to do it on equal terms.
“

”

PORTER – FAST FACTS

Porter President & CEO Robert Deluce grew up in White River, ON which is halfway between Sudbury and 
Thunder Bay; his family owned a hunting & fishing travel business.

Before making his way to Porter, Deluce worked for airlines such as White River Air Services, Austin Airways, Air 
Creebeck, Air Ontario and Canada 3000 Airlines.

Porter’s first flight was Oct. 23, 2006, with 10 daily return flights to Ottawa.

Present destinations are: Toronto (City), Ottawa, Montreal, Moncton, Halifax, St. John’s, Quebec City, Thunder 
Bay, Sault Ste Marie, Sudbury, Timmins, Windsor, New York (Newark), Chicago (Midway), Boston, Washington 
(Dulles), Mt. Tremblant (seasonal), Myrtle Beach (seasonal), Burlington, VT (seasonal).

The current fleet includes 26 Bombardier Q400s.

The airline has about 1,400 employees.

The Toronto Port Authority (airport operator) is constructing a pedestrian tunnel, offering another option for 
passengers to reach the island in addition to the ferry, expected to be complete in 2014.
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technology
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top apps in the industry 
Adapting to a new way of searching, communicating & purchasing

You can run but you can’t hide from a 
new trend that is no doubt here to stay. 
Mobile app users are expected to reach 
4.4 billion by 2017, which some estimate 
equals more than 200 billion downloads. 
Content, engagement and inspiration 
are among the recurring themes when 
evaluating the most successful apps in 
the travel industry, plus, when possible, 
an opportunity to make money. Check 
out a small compilation of apps we’ve 
put together, from various segments of 
the travel industry.
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technology

AIRLINE: Lufthansa 

Official name : Lufthansa

 

The Lufthansa app is designed to allow users easy access 

and navigation to all Lufthansa products and services. It 

contains native and web view content, allows the user to 

store personal data for easy interaction and covers the entire 

travel cycle from inspiration (fare offers and travel tips) to 

flight booking. Product and service information, flight status 

information, check-in, feedback, frequent flyer information, 

and many other tools are also included. The app content 

does not require an Internet connection, valuable for those 

travelling abroad. What makes a good app for an airline? 

According to Lufthansa, relevant content and services for the 

traveller especially on the go (not simply copying everything 

that you will find on a regular website), content & interaction 

designed for small screens exploiting technical possibilities of 

an app, easy navigation and simple screens without clutter,  

intelligent context sensitive display, plus it must mirror the 

company’s brand values.

Timeline from inception to launch: Approx. 9 months

TOURISM BOARD: Hong Kong Tourism Board

Official name : Discover Hong Kong - Travel Pack

The app contains all of the Hong Kong Tourism Board’s travel 

guides with various local insights, practical information and 

interactive elements. The tourism office wanted to harness 

the mobile platform with interactive elements to provide 

a flexible, convenient platform with comprehensive travel 

information that will inspire visitors and enrich their in-town 

travel experience. It also introduces various destination 

strengths of Hong Kong, while providing trip ideas and 

recommendations to people with different interests and 

preferences. Guidebooks produced by the HKTB are all 

available in this one app (including Family Fun Guide, Hong 

Kong Living Culture Guide, Best of the Best Culinary Awards 

Guide, etc). This mobile app providies offline content, 

inspiration, and a GPS location service so users can locate 

themselves easily when facilitating their in-town navigation. 

The HKTB’s other apps include Island Walks, City Walks & 

Heritage Walks.

Timeline from inception to launch: 6 months
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TOUR OPERATOR: Contiki Holidays TRAVEL AGENCY: Signature Travel Network 

Official name : Shout

As Contiki evolves its methods of communication to cater 

to the 18-35 market, Shout was launched in 2012 to offer 

travellers a platform where they could bring together photos, 

videos and updates in order to share their trip experience 

online. Users can snap pictures and videos and “shout them” 

to a timeline which is exclusive to a particular tour group, but 

can also be tailored for updates on individual social media 

platforms. Posts can be shared while offline, and the app will 

then automatically upload once the user is connected to 

WiFi. A MeetUp feature directs users to a dedicated page 

for their upcoming private group tour, where they can meet 

and chat with future travel mates. A Travel Tools function 

houses content, provided by Lonely Planet, meant to guide 

travellers while in-destination to hotspots, plus includes 

weather forecasts, a currency converter, translation ser-

vices and map features. Plus, in a tap, users can view their  

day-to-day itinerary.

Official name : Pocket Travel Consultant

The Pocket Travel Consultant App was designed so Signature 

Travel Network members’ clients can travel as if they have 

their travel professional at their side, on demand, 24/7, even 

while travelling internationally. It is available for use dur-

ing both the planning stages and while travelling. The app 

features thousands of pages of content, including detailed 

destination information – accommodations, dining, history, 

entertainment, fun facts, etc. – plus customized trip planning 

resources for Signature members to utilize with their clients. 

Agents have the opportunity to create a trip itinerary and 

send it to their clients via the app. Clients are prompted 

to download the trip plan that will include selected cities 

prior to departure. It is fully customized with member brand-

ing and consultant call to action. A login from clients is 

required. Plus, all content is available offline so that clients 

don’t have to be concerned about expensive data access  

charges while abroad.  

Timeline from inception to launch: 8 months Timeline from inception to launch: 6 months
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O ne important lesson I’ve learned is that it’s easy to 

convince yourself you are good at something as long 

as you compare yourself to people who are not. 

When it comes to the ability to have what I call powerful 

conversation, this truth becomes especially evident; there are 

so many people who believe they possess the skills to have 

enriching exchanges, when in fact, they don’t.

Consider how people feel when you speak with them: Do they 

feel interesting, intriguing or exciting?  Do they feel important, 

heard and that they matter? Believe it or not, your ability to 

make a person feel these positive emotions can have a direct 

impact on your success in business.  

Welcome to the concept of powerful conversation. What 

exactly does that mean? As a keynote speaker and author, it 

is a message I share with professionals on a daily basis.

When you are talking with someone, you want to accomplish 

one of five goals:  1. Learn something new about the person 

with whom you are speaking. 2. Let that person speak about 

something meaningful to them. 3. Make your conversation 

more memorable than the other conversations they will have 

that day. 4. Discover what you have in common with the 

person to whom you are speaking. And 5., make it more fun. 

Even if you hit a few of these targets you will create  

connections with others that most people miss. In business, 

customers, colleagues and clients respond to people they 

admire, respect, value and like. And let’s face it: naturally, we 

go out of our way for, work hard for or buy from these people. 

Every time a customer walks through your door or whenever 

you are talking to a client or colleague, you are presented 

with the opportunity to make them feel interesting, intriguing 

and exciting. If you truly want to be successful in business, you 

need to be able to create the human connection first before 

you create the business connection.

Three steps to creating powerful conversation

Firstly, you have to make the short moments count because 

they start adding up.  This might be a moment where you bump 

into a colleague in the hall, or when you call a client to ask a 

quick question. You only need a few minutes to connect with 

someone and you can accomplish that by asking something  

I call Part Two Questions. For example,  if you ask what someone 

Communication is key to good leadership,  
thriving businesses, & growth

Stuart Knight

powerful conversation
e q u a l s  s u c c e s s

expert advice



did on the weekend and the answer is that they had a garage 

sale, the Part Two question would be what they were most 

hoping to get rid of.  It’s a good question on the initial answer, 

and will allow you to connect with that person much more than 

you would if you were talking about the weather.

Secondly, ask the question “Why?” as much as possible.  

Everyone has a story and they want to tell it, which presents 

a great opportunity. When someone tells you they went on 

a vacation to Peru, ask them why they chose that particular 

destination. At that moment, you let them tell their story 

and in turn, they will appreciate you for it. Finally, don’t 

be afraid to have Therapy Conversations. This is where 

you connect with people on the highs and lows of life. It 

might seem unusual, but ask your client from time to time 

how they are feeling about life. If your direct report has 

been in the dumps lately, be a true leader and call them 

into your office to have a powerful conversation about it.   

Ask your client how they manage to keep a strong work-life 

balance with all the pressure on them and tasks on their plate. 

These types of questions will throw you into a meaningful 

exchange and in the process, will allow you to connect with 

that person beyond the business relationship, moving you into 

a human relationship.  

By doing that, you will be more admired, valued, respected 

and liked by your colleagues, customers and clients. And that’s 

always good for business. 

Everyone has a story and they want 
to tell it, which presents a great  
opportunity. 
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small group tour 
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specialists for more details
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1-800-363-6339

Stuart Knight is an acclaimed author & speaker and each year helps 

companies reach new levels of success by teaching them how  

to create powerful conversations with their customers, colleagues  

and clients. Learn more at www.stuartknightproductions.com
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experience

riding the rails 
the right way in europe
PAX navigates Europe’s train system and learns it can be done sans hassle

Amanda Stutt 

F rom a station in Basel, Switzerland, my objective was 

to catch the first of what would be a network of 

trains through a number of towns, eventually making 

my way to Geneva with a detour through the Swiss Alps. 

For me, like many visitors to Europe, the great inevitability 

of overland travel  means facing, then navigating, the 

European rail system. The task can be intimidating for 

visitors, but train travel is an integral part of European 

daily life, much the same as cappuccinos and pastries. 

For Canadian travellers more familiar with taxis, buses or 

subways, there’s a learning curve that comes with the 

realization that in this part of the world, the above ground 

rail system is the only way to traverse the terrain. And it’s 

not a simple system. 

Eurail is a company that distributes rail passes to 24 countries 

in Europe. The trains differ in every country: Thalys is the high 

speed locomotive that connects Paris to Belgium, Germany 

and The Netherlands, meanwhile Eurostar connects London 

to Paris and Brussels via the Channel Tunnel and beyond. 

Italy has two types of trains: the classic Trenitalia, plus 

Italo, the newest generation which travels at speeds of up 

to 360 kilometres an hour and is known as the “Ferrari of 

trains.” France’s trains are named TGV, while Switzerland’s,  

operated by Swiss Federal Railways, carry the logo ‘SBB CFF FFS.’ 

 

Confusing? Yes, not to mention the cost and hassle of 

purchasing of train tickets daily really starts to add up. So 

to help circumvent the stressful line-ups at ticket counters 

and fumbling interactions with automated ticket vendor 

machines, I had a golden ticket in my pocket – an ‘all 

access’ Rail Europe pass.

Not only does having a rail pass get rid of the hassle of trying 

to figure all of this out, it eliminates the rapidly escalating 

expense of having to buy tickets every day. Some of the 

most popular passes are Eurail Global Pass, the Eurail Select 

Pass and the Eurail France-Italy Pass, but there are plenty 

to choose from. With my Swiss Pass from Rail Europe in 

hand, it  was like having carte blanche in travel and tourist 

attractions throughout the country. 
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Rail pass was generously provided to PAX by Rail Europe.

The one-week ticket got me on all trains and trams in all the 

towns I stopped in throughout Switzerland, and I was able 

to take advantage of museum and monument access. 

(As of now, Switzerland is the only country in Europe to 

offer a pass that includes entrance to tourist attractions).  

Call it the ‘magic pass’ - for seven days, I could go anywhere 

and gain access to any museum I wanted to visit. I caught 

a network of trains up into the high altitude ski country of 

Grindewald and Diemtigal. The pass was even valid on the 

smaller trams that go up to the ski lifts.

Train travel in Europe is classified by Second and First Class, and 

an all-access pass retails for about $300 and $400 respectively, 

so savings can be significant if riding the rails is a part of a 

traveller’s master plan. I had a First Class pass, where cabins 

boasted large windows, tables, and comfortable couch-like 

seating with considerable space.

When the conductor came down the aisle to punch my ticket, 

I had to present my passport as well – it’s more than a ticket, 

after all - it’s an all access pass, and he needed to ensure that 

it rightfully belonged to me. (One caveat: these passes are 

like gold to pickpockets, so keep them close). 

Travelling by train in Europe is an exercise in experiential travel 

that I look forward to every time I visit this part of the world. 

It’s an opportunity to see parts of Europe that are out of the 

sights of standard coach tours and can’t be seen by air, like 

the untouched, 16th century hamlets and some of the most 

scenic landscapes.

Throughout my journey, I could have easily dozed off but my 

time was better spent with a glass of wine in hand, taking in 

the view.  On the rails in Europe - this is definitely the best way 

to ride. 
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Tricks of the trade
Top performing travel agency owners & managers share their insider secrets to success
Zachary-Cy Vanasse

Regardless of what sector of the tourism industry you look at these days, competition is fierce. Airlines to tour operators, consolidators to consortiums,  
it seems everyone has to work a little harder to achieve the same results year-over-year.

Arguably facing the biggest hurdles of them all is travel agencies, not only as they go head-to-head with each other, but also as they are 
forced to compete with suppliers direct, online travel agencies and the likes of Groupon and Buytopia. While some see sales dip, others are 
reporting record-breaking numbers. So why the discrepancy? 

As the saying goes, the strong will survive – it’s simply about adapting to new market trends and demands, while focusing on what works and 
discarding practices that don’t. Learning and utilizing new technologies and establishing preferred partnerships might only be just the beginning.

So we asked chains and consortiums in Canada to connect us with their top performing owners and managers, who shared their keys to success.

Stay in the loop
You can’t expect to be effectively 

selling travel if you aren’t in tune with 

the travel industry, according to Kyle 

Oram, CEO, KVI Travel. 

“You really have to stay connected 

to the beating heart of the industry,” 

he says. “The way that I do that is by 

getting myself onto several different councils.”

This includes agency associations, consumer protection groups, and 

more. By keeping his finger on the pulse of the travel industry, Oram 

is able to see what’s coming down the pipeline, learn where the 

movers and shakers of the business feel things are headed, and better 

understand the ebb and flow of the trade.  

“That allows me to constantly be in touch with everything and 

constantly stay ahead of the curve.” However, being at the 

heart of the industry isn’t simply limited to being a part of trade 

associations or advocacy groups; it also means creating solid 

connections with preferred partners and suppliers. “We go to the 

conferences and we do the trainings so we get to hear first hand 

from the presidents of cruise lines and suppliers what directions they 

are going, what that looks like, and how we can align ourselves 

with that for the most success,” he says, adding that staying loyal to 

those preferred suppliers also helps create more industry synergy in  

general. 

Being prepared to comfortably navigate the industry’s various 

undulations also allows his business to avoid being hit by unexpected 

forces, which in turn could lead to a panicked and ill thought-out 

response – something he believes has been a pitfall for many failed 

agencies. “We’ve learned to evolve and stay ahead of that curve 

by being very pragmatic and paying attention to what works, and 

exploiting the opportunities that work best,” he says. 

This evolution, courtesy of education and preparation, means his 

agency is always looking for new opportunities  or different sectors 

they could be serving. For instance, at KVI Travel, the agents have 

carved out a niche for themselves selling travel to the upscale, luxury 

client base. Helping to define a niche or area of expertise that works 

depends on the agency and the agent, he says. 

“A successful agent of any kind is only going to be successful if they 

are doing what they are passionate about,” Oram says. “Whatever 

niche stirs up a passion, you have to pursue it.”
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Kyle Oram, KVI Travel - Sales: $10 million
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The crux of an agency’s success for 

Agnes Segeren-Pethick of Blowes 

Travel – Stratford is connecting with 

clients on a personal level, and 

sending hand-written notes to clients 

when they have returned from a 

vacation is one way this agency does 

it. The notes simply thank the client 

for booking with them and express 

interest in hearing their thoughts about the destination, property or 

cruise. Each note is different and crafted with that individual client 

in mind. 

“A lot of clients have never received a hand-written note from the 

travel agent, which kind of shocks me because we’ve done it for such 

a long time,” says Segeren-Pethick. She says that most recipients are 

genuinely delighted at the small put powerful gesture, and they’re sure 

to remember the thoughtfulness of it the next time they’re looking to 

book a vacation. The response to the note also proves to be a valuable 

asset to the agency, as it allows the business to grow its knowledge 

base on destinations, properties, activities and cruises. 

“We rely on our clients for that knowledge. A lot of clients send us an 

e-mail in reply. We take out the pertinent information and send that 

to all of our offices and all of our agents. It’s another resource that our 

agents have available to them.” Sharing that information throughout 

the agency is part and parcel to her agency’s sales approach of 

maximizing all resources. “It’s important to have that camaraderie 

that allows you to ask other [agents] if there’s a question that needs 

to be asked,” she says. “We don’t always know everything, but what 

we don’t know, we find out.”

While a hand-written note is a great way to connect with a client 

once they have booked with you, Segeren-Petchick reminds that 

the connection with clients on a personal level has to be infused at 

all points in the sale. She says that doing so is not that complicated if 

agents always keep one basic key to success in mind: ”It’s really all 

about listening.” 

First and foremost, travel agencies 

have to remember that they are a 

business, according to Mel Stewart, 

branch manager, Maritime Travel - 

Burnside, NS. 

No matter what happens in the 

industry, she believes agencies 

executing best business practices find the most success.  

“I think the most important thing is to understand the business of travel,” 

she says. While it sounds simple enough, many agencies fail to grasp 

this idea, which can greatly affect a company’s bottom line. 

“We’re constantly looking at revenue, whereas so many people are 

focused on sales. It really doesn’t matter what the sale is at the end 

of the day; it’s about how much that contributes to your bottom line,” 

Stewart says.  She believes understanding the basic business principals 

and ensuring that those involved are all on the same page is incredibly 

valuable to an agency’s success, and as such, she holds weekly staff 

meetings to update her team on important statistics and arcs.  

“If you look at our branch, if we can get one per cent more commission 

on the bottom line, without changing any of our costs, it’s a game 

changer.” While one per cent may not seem like “a game changer” 

to some, Stewart says it is in the ability to understand these nuances 

of the business that success is found. Setting benchmarks, and in turn, 

understanding those benchmarks, can help a business best determine 

its relative success.  In addition, knowing that everyone is looking at the 

business through the same lens can also help to encourage a more 

positive work environment, as all parties have a firm grasp of what is 

expected of them and everyone is moving towards the same goals. 

“It’s an incredible atmosphere here,” Stewart says of her agency. 

“Training is ongoing. We have standards and systems. Our company 

has been so well analyzed.” 

Though being part of Maritime has helped Stewart and her agency in 

developing and implementing best business practices, she believes 

any agency can - and should - acquire an understanding of the 

fundamentals of the business of travel. 

“The business basics - employment handling, employment costs with 

suppliers - those are things that anybody can do.”

Be a business

Connect on a personal level

Mel Stewart, Maritime Travel, Burnside - Sales: $8 million

Agnes Segeren-Pethick, Blowest Travel - Sales: $12-$15 million
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At the heart of any good business 

is a good company culture and 

UNIGLOBE Carefree’s Jamie Angus-

Milton believes that travel agencies 

are no exception. 

“I think you need to invest in your 

staff because without your staff and 

without really good people working 

for you, the clients are not going to come,” says Angus-Milton. “You 

need to have staff members who are well trained, well qualified, 

well travelled and they need to be happy. ”

How can an agency ensure it is keeping staff happy?  She advises 

they start by offering good incentives and good value, giving staff 

reasons to stay with the company long-term. It’s a strategy that 

appears to be working, as many agents have been with her agency 

for at least a decade, if not two.  A well-established and content 

staff also makes it easier to integrate new people into the company 

culture, she explains, which in turn leads to better customer service. 

“When we have new staff come in, these people who have been 

with us for a long time, are the ones training them. They are really 

customer service-focused and that’s the way our new staff just 

pick it up.” It also helps if staff know that they are being given the 

best tools to help them realize their professional goals, she notes. 

With this in mind, Angus-Milton says her agency invests heavily in 

FAM trips and training for their agents.

“There’s nothing better than when a client comes in and you can 

say, ‘I’ve been there and I can recommend you stay at this hotel 

or go to this restaurant, take this tour.’ It really sets us apart from  

competitors that we have out there.”

On the training front, she says the agency does all it can to maintain 

close relationships with its various suppliers in order to receive  

the best education and facilitate dealing with any issues that 

might arise.

Denise Luciani, owner/manager, 

Marlin Travel - Brantford, believes 

much of her agency’s success has 

come from the personal brand she 

and her staff have established in 

the community. 

“We know our clients personally. 

When people know you well, they 

want to deal with you and they trust you,” she says. “You become 

the person they want to deal with because they know that you 

care about the community. I try to instill that in my staff as well.”

Once that initial level of trust has been cultivated, Luciani 

says, it becomes easier for clients to recognize that they 

can trust her and her staff with their vacation plans. For her, 

every stage of the travel planning and booking process 

needs to be steeped in the community/trust approach.  

To do otherwise is to miss the service element that makes travel 

agents necessary. 

“I find that many agencies just take orders,” Luciani says. “I think 

it’s really about listening to your client and knowing what will suit 

them. Do that, and they’re going to come back happy and they’re 

going to come back again and again.”

Having the time to truly listen to clients is a crucial part of  

the process, which is why she says the most important decision  

she ever made was hiring a staff member strictly dedicated  

to taking care of client files. It’s a move she continues to  

recommend to other travel agencies looking to maximize their 

selling power.

“It’s the best thing I could have done and the reason is that my 

staff now has 100 per cent of their time to dedicate to selling to 

the client.”

Once agents have booked their client’s vacation, the file then goes 

to designated staff member who covers the invoicing, respective 

payments, insurance, air miles and more. “It’s really helped grow 

our business and our revenue has gone through the roof.” 

Company culture is key

Establish a community

Jamie Angus-Milton, UNIGLOBE Carefree Travel - Sales: $12.5 million

Denise Luciani, Marlin Travel Brantford - Sales: $3.5 million
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experiencing  
the conrad istanbul
It might be a few thousand miles away, but it couldn’t feel more like home

Terrilyn Kunopaski



I
stanbul is the type of destination 

that occupies your mind long 

after returning home – the sights, 

the smells, the flavours – and 

perhaps most importantly, the 

people. All of these aspects come 

together at the Conrad Istanbul, a 

five-star Hilton property located in 

the Besiktas neighbourhood on the 

European side of the city.  It has received various designations 

over the years, most recently the title of “Leading  

Conference Hotel of Turkey” at the 2013 World Travel 

Awards. 

Named after the founder of Hilton Hotels, Conrad Hilton, 

Conrad properties are the chain’s luxury brand, specializing 

in sophisticated, personalized experiences for guests.

When I first stepped into my room during my short visit last 

fall, that level of sophistication was immediately evident. 

Though it wasn’t overly large, the room was luxurious,  

but not overdone. Classic, with a modern twist. Comfortable, 

but in the most upscale way possible. 

The property is designed with warm colours, which evoke 

relaxation and comfort. At the moment, rooms are gradually 

being upgraded with updated designs and furnishings,  

a project expected to be complete by the end of 2014.  

Depending on the traveller, one might rather opt for a hotel 

closer to the Blue Mosque, Grand Bazaar or other key attractions 

in Istanbul. But those who don’t mind sacrificing proximity  

for luxury won’t be disappointed, especially considering 

the easy transport links to these landmarks from the hotel.

Taxis are another option for getting around, though  

the downside is that Istanbul traffic is notorious for being 

among the world’s worst, so while the distance isn’t too 

far from the hotel to the city’s hot spots, travel time might 

be a challenge.

The property itself has all the amenities you could possibly 

require – indoor pool, outdoor pool, tennis court and fully 

equipped gym. Four restaurants and patisseries are also 

onsite,  and while service is impeccable, as is the food, guests  

should not limit themselves to these options because of 

Istanbul’s incredible gastronomic offerings. 

hotel



What might be considered the Conrad’s best asset is that it overlooks the 

Bosphorus Strait, and the hotel was built in an S-shape so all rooms show-

case a view of the waterway (some views are less impressive than others, 

but a bonus nonetheless). Guests can choose to upgrade to an Execu-

tive Room, and with that, receive complimentary refreshments and other 

privileges at the Club Lounge. Rooms fall under one of 17 categories, 

making it easy to accommodate a range of clientele. 

Of course, it is likely that most visitors will spend the majority of their time 

away from the hotel exploring the city. But returning to your room after a 

day on the town is like returning home. 

Relax, kick your feet up, have a cocktail, sleep comfortably and feel re-

freshed in the morning, ready to enjoy another day exploring one of the 

world’s greatest cities. 

This experience was provided to PAX courtesy of Turkish Air l ines & Hi lton Hotels
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Ensemble Co-President talks staff motivation, the pain of change & the culture of risk
Text : Terrilyn Kunopaski
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getting out of the comfort zone
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H e has a lot of opinions about a lot of things in the travel 

industry, but Lindsay Pearlman isn’t just blowing smoke. 

The straight-shooting Co-President of Ensemble Travel 

Group is well read, well educated and well informed.

Pearlman joined the company in 2007 after building a career 

with companies such as General Electric and American Express. 

He’s basically a newcomer in the trade compared to many, but 

this outside experience might be what has led to his success thus 

far. He touts the motto, “We’re not in the travel business, we’re 

in the business of travel,” and that’s the mindset with which he 

operates as a professional.

“The ‘business of travel’ is how you take the elements of travel 

from an overall perspective and be more successful at it,”  

he explains from his office in downtown Toronto. 

Pearlman is an approachable guy with a quick wit and a knack 

for making people feel at ease. He’s all about bucking trends and 

going against the status quo – stepping out of the  comfort zone.

“You have some people who like to take an existing business 

and make sure it’s stable and profitable. I like to take something 

that is broken,” he says matter-of-factly.  Though Ensemble has 

always turned a profit throughout its 30-year existence in the 

Canadian market, Pearlman saw big opportunities when he took 

on his initial role with the company as executive vice-president 

and general manager. 

He scoffs at the idea of work-life balance – “It’s all just life,” he says.

“I’m not naïve – there are good days and there are bad days - 

but how you deal with it is your choice. Culture is no different.” 

This leads him to speak of ‘Good News Fridays,’ a concept he 

initiated after noticing high absentee levels among staff on 

Mondays.

“It means that when they left on Friday, they were in a lousy 

mood,” Pearlman explains, looking at the root of the problem. 

“They grunt through Saturday to get their chores done, they’re 

totally stressed on Sunday, and then they don’t come to work 

on Monday.”

So he started implementing little changes on Fridays – more 

relaxed dress codes and staff Starbucks breaks, for instance.

“We’re not in the travel business; 
we’re in the business of travel.”

up front



And then came the idea to call it “Good News Friday,” so staff 

could only share and deliver good news on the final day of the 

workweek; if you have bad news, you keep it to yourself until after 

the weekend, unless it’s imperative to the company’s operations.

“People started to get excited about communicating. The ‘good 

news’ voice is bigger than the ‘bad news’ voice. So what’s 

happening from a culture perspective? You walk out of here on 

Friday in a pretty good mood. You do your chores on Saturday, 

you enjoy Sunday, and you walk in here well-rested and spirited 

on Monday, even if you have to deliver bad news – because at 

that point, it’s not such a big deal.”

With that, he noticed employees became more self-assured and 

confident in their roles at the company, and as a result, a culture 

of risk was created. “If people know it’s OK to make mistakes, 

they’ll try things,” he says. “I think people feel empowered here. 

They are absolutely respected.”

Pearlman believes in taking chances and making change in 

order to be successful. It’s a theory he can apply internally to 

staff or more broadly to his members. “You need to create that 

culture of change that says to people, ‘We’re not going to rest 

on our laurels.’” 

This sort of attitude is necessary when it comes to travel agencies 

remaining relevant in today’s marketplace, he goes on, steadfast 

in his belief that the old way is not necessarily the best way. For 

example, years ago many agencies only sold airline tickets, but 

today, none would survive on that practice alone. “So what’s 

the difference?” he asks. 

“You need to create that culture of 
change that says to people, ‘We’re 
not going to rest on our laurels.’”
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To take the first step towards improvement, Pearlman says retailers 

have to evaluate where they are making the most money and 

cultivate that. 

“If all of a sudden, I have a supplier that represents 20 per cent 

of my total sales but has gone from 10 per cent of my total 

revenues to two per cent, I have to ask myself a question –  

‘I really like this supplier but can I afford to sell them anymore?’”

It sounds easy, but if that were the case, why hasn’t there been 

an overwhelming shift within the industry? Pearlman calls it, “The 

pain of change.” Ensemble members are being faced with the 

task thanks to a ChangeLabs study by business consultant Peter 

Sheahan, which examined every aspect 

of the way its members operate.

As a result of the 24-month project, 12 

modules and one workbook were created 

to help business owners establish the steps 

they should take to move forward. 

The basics go like this: Evaluate where your 

business fits in the travel industry (high end, 

mass market, niche, etc…) then determine 

if the resources are available to compete 

(staff, marketing and branding).

Pearlman has seen many members reap 

the rewards of finding a niche and evolving their business as such. 

One in particular, he recalls, was never even “on the radar,” made 

a change, and is now a top 25 earner. But he’s quick to point 

out that these challenges and solutions don’t apply exclusively 

to this business.

“Whether you’re in the travel industry or the shoe business,  

our challenges are the exact same,” he says. “You want 

to talk about Internet? You can go to Nike’s website and 

custom order a pair of shoes. Do you have to go to the mall?  

No. You don’t have to. It’s all about value-add.”

The Internet takes a lot of blame for many of the hardships  

this industry has faced over the past few years, but for Pearlman, 

it’s one great example of the importance of being proactive 

instead of reactive. Realtors are an example he uses to illustrate 

a profession that has taken the Internet and instead of getting 

beat up and bruised,  they are in fact leveraging it and thriving as 

a result. It’s this kind of opportunity that Pearlman sees waiting 

for the travel agent, but the first step is to put more value on  

the profession. 

“This industry has done such a magnificent job in 

teaching the consumer that we have no value.  

We do it for free,” he says. “Is the travel agent dead?  

Absolutely not. I think honestly that we’re our own worst enemy.”

He’s an advocate for implementing professional fees, stemming 

from the logic that consumers pay for all professional services, 

whether it be for lawyers, accountants, chiropractors or the 

like. “So the days of the travel agent who does it for free need  

to die, then the rebirth of the 

travel professional comes in  

and has a price tag associated with it.”

“A lot of it is you have to have a lot of 

respect for yourself and what you do,” 

he says. For the professional, it comes 

down to sales skills and professional 

development, which are key to the 

value Pearlman says Ensemble offers its 

members. “We have to educate, we have 

to train and we have to let people know –  

it has to bring value, otherwise they’ll 

go back to doing things like before,”  

he explains. “Change is painful. I get it. 

The difference for us is we’re not blind to it. One of the things 

we try to do is make change less painful, and give members 

the tools they need to do that.” 

This is the fuel that keeps him running, and he has 

clearly found a sense of belonging in the travel 

industry. Planning and anticipation aside, he’s a live-in- 

the-moment kind of man who still gets a thrill from flying, and 

remains in awe at how an Oasis-class ship manages to float. 

“I hope people appreciate how fortunate we are to be in this 

business as much as I do. Think about what we’re exposed to, 

what we get to do, the type of people we get to meet - the 

potential impact that our industry can have globally goes far 

beyond anything else. I count my blessings every day,” he 

says. “When you can stand out there on a patio on the other 

side of the world and watch the sun go down and just take in 

the moment…I’m forever grateful for that and you can never 

take it for granted.”  

“Is the travel  
agent dead?  

Absolutely not.  
I think honestly 
that we’re our  

own worst enemy.”



“A lot of it is you have to have a lot of 
respect for yourself and what you do.”
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the big boys
A closer look at a few of the largest publicly  
traded travel companies in the world
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analysis
Disney Parks Carnival Corporation & PLC
The boss: The boss:thomas o. staggs, chairman micky arison, chairman of the 

board and arnold w. donald, ceo

Market cap: Market cap:

Assets: 
Disneyland Resort, Walt Disney World Resort, Disney Cruise 

Line, Disney Vacation Club, Adventure by Disney and more

Assets: 
Carnival Cruise Lines, Holland American Line, Cunard, Costa 

Cruises, Princess Cruises and more

Headquarters: Burbank, California, USA Headquarters: London, England/Miami, Florida, USA

$47.72 billion (est.) $34.06 billion

Employees: 100,000 Employees: 86,800Founded: 1971 Founded: 1974

The low-down: 
A division of The Walt Disney Company, responsible for the 

conception and management of the company’s theme 

parks, resorts and leisure-related enterprises

The low-down: 
A multinational cruise company and the world’s largest cruise 

ship operator

Did you know?
When Disney’s Magic Kingdom opened in 1971, adult admission for a day 
cost $3.50

Did you know?
Carnival Corporation & plc chairman Micky Arison also owns the NBA’s 
Miami Heat
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Delta

Amadeus

Marriott
The boss:

The boss:

The boss:richard h. anderson, ceo and 
edward bastian, president

bill marriott, executive chairman 
and arne sorenson, president & ceo

josé antonio tazón, chairman and luis maroto president & ceo

Market cap:

Market cap:

Market cap:

Assets: 
Delta Air Lines, Delta Private Jets, DAL Global Services and 

Delta Vacations

Assets: 
Amadeus IT Group, TravelTainment, AAI (Airline Automation 

Inc.), UFIS Airport Solutions and more

Assets: 
Marriott Hotels, The Ritz-Carlton, BVLGARI, Courtyard Marriott, 

Renaissance Hotels, Marriott Vacation Club and more

Headquarters: Atlanta, Georgia, USA

Headquarters: Madrid, Spain

Headquarters: Bethesda, Maryland, USA

$32.53 billion

$15.77 billion

$17.64 billion

Employees: 77,755

Employees: 10,000

Employees: 127,000Founded: 1924

Founded: 1987

Founded: 1927

The low-down: 
Major American airline operating an extensive domestic and 

international flight network

The low-down: 
IT solutions company for the tourism & travel industries, and 

largest GDS provider in the world

The low-down: 
A diversified hospitality company that manages several hotels 

and lodging facilities

Did you know?
Delta Air Lines was created as Huff Daland Dusters in Macon Georgia and 
offered crop dusting services, mainly to combat the boll weevil

Did you know?
Air France, Lufthansa, Iberia and SAS co-created as a European alternative 
to Sabre, with coding coming from one of Sabre’s bankrupted American 
competitors

Did you know?
Bill Marriott has written two books, the second of which, How A  
Family Root Beer Company Grew Into A Global Hotel Company,  
tells the Marriott story



Flight attendants reflect the spirit 

of the airline for which they fly, and 

their uniforms are often a reflection 

of the business. They are also an 

important point of contact when 

travellers set out on their journey, or 

begin the journey home. Each month, 

PAX will present the style of different 

companies according to a particular 

theme in the magazine. In this edition, 

have a look at the fashion element of 

Canada’s top airlines. 

Elegance & style

A cross between the simple, blue corporate suit and what the airline describes as a “mix ‘n match, accessorized” 
style, Air Canada’s Debbie Schuchat designed and VF Solutions produced uniforms to fit with the tone and hue 
of the aircraft interiors. 

The suit components include jacket, vest, skirt, dress or trousers. Flight attendants have a choice of short- or long-
sleeved pale blue blouse/shirt or sweater set. Flight attendants and service directors are distinguished by the 
colour of their scarves/ties.

Air Canada rouge’s uniforms are designed with a stylish, relaxed, comfortable look conveying an approach-
able and friendly feel. The uniform concept was delivered by Montreal VF Imagewear and incorporates rouge’s 
signature colours of burgundy and slate, with bright accent colours. 

Custom elements include Fluevog shoes, designer neckwear, and L’Oreal/Redken beauty and grooming  
products. From top to bottom, the Air Canada rouge flight attendant uniform was designed to match the  
“leisure” attitude the carrier aims to perpetuate. 

Air Canada rouge

Air Canada
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Designed by Canadian Simon Chang, Air Transat’s 
flight attendant uniforms look to combine 
comfort, functionality and style in line with the 
image Air Transat presents to passengers. 

A multi-coloured, corporate mosaic is blended 
into the female scarf and men’s ties, which come 
in a variety of colours, meant to complement 
the cabin attendant’s features. The colours are 
striking and enhanced by Air Transat’s onboard 
mood lighting. 

vogue

Air Transat
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flight
attendants



The line includes an assortment 
of apparel including pill box 
hats, trench coats and shift 
dresses. High-quality fabrics 
are paired with clean lines to 
convey a modern sensibility 
in line with the airline’s  
“Flying Refined.” slogan.

Pink Tartan, a Toronto- and New 
York-based label, designed 
Porter Airlines’ flight attendant 
uniforms aimed to evoke the 
glamour and style of the early 
days of commercial flying. 

Porter Airlines



Designed to reflect Sunwing Airlines’ “Elite In-Flight” service theme, the airline’s flight attendant uniforms incor-
porate a fusion of its corporate colours based on a colour palette found in the sun destinations served by the 
carrier. The design showcases a professional image while also being practical, fashion forward, polished and 
flattering to all figures. 

Both male and female uniforms feature the airline’s primary corporate colours and are accessorized with 
scarves and ties each with a splash of colour . 

Sunwing Airlines
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dread and despair  
in  

nor t h wal es
Zachary-Cy Vanasse





W
hen the alarm goes off at 6:30 a.m. 

my first reaction is to look out my 

hotel room window. It’s an unusual 

first response to the alarm sounding 

for me. Truth is, when I’m at home, my 

initial reaction to the start of another day is rarely to look 

out the window. The weather just isn’t that high on my 

list of things I need to know in order to make something 

happen in the get-out-of-bed department. 

I can see out across Bangor Street, and into the quaint - 

and royal, I might add - town of Caernarfon. Much to my 

dismay, it’s still autumn in North Wales, so the odds of a 

bright, hot, sunshiny day are minimal at best. It’s currently 

threatening to rain and, while no one has officially told 

me it’s cold outside, as a Canadian, I know the cold 

when I see it. I’m fairly confident I see it today.  

No matter what the Welsh forecast is about to offer, I 

know that I am going to have to take a plunge into the 

frigid Irish Sea. Soon. And then I’m going to have to get 

out. Then I’m going to have to get back in. Lather, rinse, 

repeat. I’m not sure how many times I’ll have to do this 

exactly, or for how long, I just know that it’s unavoidable 

and it’s going to happen in the near future. I shudder 

at the notion. 

Most of the time, I like to think of myself as an enthusiast 

of “new experiences.” Eat that? Sure. Climb this? Okay. 

Put this on? Yup. 

I’ve also gotten to know most of my travelling companions 

during our time spent together in the UK and so far I’ve 

come to the conclusion that they too are generally of 

the “I’ll try anything once” frame of mind. 

However, our communal breakfast table is loaded heavy 

with an objecting attitude this morning. 

“The idea of climbing the rock edges doesn’t bother me 

so much,” I tell my companions as I sip my warm coffee. 

“It’s the sea water I’m not excited about.” 

escape
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My relative level of comfort with doing a little rock 

scaling is not shared by all. It seems a few have come 

to terms with the idea of getting in chilly water this 

morning, while for others, the prospect of combating 

cliff edges is less appealing. It seems we all have our 

cross to bear. 

This morning those metaphorical crosses seem to be 

weighing rather heavily on the lot of us. But Transat 

Holidays, Visit Britain and Visit Wales have brought us 

here to experience this, and experience it we shall, 

whether we like it or not. And we don’t expect to like it. 

Part of me thinks I should put on a braver face for the 

task ahead. After all, I am one of the youngest in the 

group, and while certainly not athletic, some might go 

so far as to describe me as in “average” shape. 

But I can’t fake enthusiasm. Not this morning. It’s too 

early and the prospect of cold water too disheartening. 

Besides, misery loves company and I’ve found it as we 

wait for our coach inside the hotel’s tauntingly cozy 

study. We all “joke” about the idea of bailing on the day 

entirely, grabbing one of the books off the shelf and just 

holing up here while the outside world does whatever it 

wants to do. Despite the temptation, when our coach 

pulls up a few minutes later, we pile in. 

On the way to Surf-Lines we make wise cracks about 

the odds of the coach getting a flat, or maybe the 

driver will get lost. Anything to delay our fate. The driver 

knows what she’s doing though and we pull up to the 

Surf-Lines shop and reluctantly make our way in. We 

attempt smiles and force laughs to combat the growing 

anxiety, while also swallowing hard. 

Now we meet Matthew Shaw. He’s going to be our 

guide - and lifeline - for the day. He looks like the kind 

of guy who has no problem jumping into the Irish Sea on 

a wet, grey day in North Wales. “What he looks like is a 

mountaineer,” I think to myself. I’ll find out later that is 

exactly what he is. He’s professionally certified as such. 

I too fit the “look” often ascribed to my profession 

- and while I love what I do for a living, having the 

physique that people might describe as “writer-ly” is 

probably not ideal for doing the same things professional 

mountaineers do. 

As if cued by my physical self-doubt, Matt says it is time 

to put on our wetsuits. “Oh good,” I think. “Now I get to 

also look ridiculous while we do this.” Matt sizes us up 

and assigns us each a wetsuit to try on. “They need to 

be snug,” he tells us. “Just what we were hoping for,” 

we all think, sarcastically. 

Next up we need to find a helmet that fits. This is the 

first time in my life I can recall having to pair a helmet 

and a wet suit together. I can’t help but opine to the 

others that the very idea of putting these items on at the 

same time should probably be a warning of some sort. 

One of my cohorts points out that we’re also going to 

be wearing sneakers. So there you have it. Three items 

that serve diametric purposes most of the time, now 

being forced together. 

At least we also get a life jacket. That’s mildly reassuring 

I suppose. 
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“ I’m only a few minutes into it 
and I’m having a blast.”

Wet-suited and helmeted, sneakers tied up tight, I 

recognize that there really seems to be no turning back 

now. It’s time to get back on the coach and head to 

the Isle of Anglesey. 

On the Isle, we pull up to a seaside cliff as the rain picks 

up for a moment. I realize that if I’m finding a way out 

of this I need to pull it off in the next couple minutes or 

my date with the water is set. 

“OK,” says Matt, and then he starts walking towards the 

water. How does one protest “OK”? I can’t think of a 

way, so I follow the rocky little path towards the rocky 

little beach.  

At the water’s edge, Mountaineer Matt asks the most 

important question of the day: Are you ready to go 

coasteering? “No,” I think, but I’m pretty sure my head 

is nodding ‘yes’ for some reason. 

In the interest of full disclosure, I do have to admit that 

prior to this trip to the UK, I was excited that coasteering 

was on the itinerary, especially in its birthplace. In my 

living room, sitting on my comfortable couch back in 

downtown Toronto, the sport sounded pretty cool. “It’s 

like mountaineering, but on the coast - so coasteering,” 

I said by way of explanation to friends and family who 

asked what I planned on doing while on the trip. 

Considering its description, it really comes as no 

surprise that coasteering was invented in the very 

same region I now find myself. When it comes to sea, 

rock and cliffs, North Wales is not short on fitting the  

definition of “coasteering country.” 

But still, from my current vantage point on the edge of 

the Irish Sea here on the Isle of Anglesey, it is blatantly 

obvious why this is ideal coasteering grounds, I’m now 

much less sold on the idea that anyone would want to 

do what I’m about to do. Especially on a cold autumn 

day. The playing field might be perfect, but that doesn’t 

mean the sport isn’t ridiculous.  

“People pay to do this?” I ask Matt, rhetorically. He 

answers me in the affirmative anyway. 

It seems that, yes indeed, people do pay to do this. They 

have been doing so since the late 1980s with the first 

commercially guided coasteering experiences along 

the cliffed coastlines of Pembrokeshire. It wasn’t long 

before multiple companies in this area were offering 

coasteering adventures. Since then it has also spread 

across the UK to areas like the Isles of Scotland and 

the Highlands, anywhere else that the sea meets a 

rocky coast. There are now more than 150 companies 

throughout the UK that offer coasteering as a guided 

activity. It’s become so popular there’s even a National 

Coasteering Charter (NCC) these days.

Watching my fellow rookie coasteers make first contact 

with the water, I think back to my research into the 

NCC. Their website - which describes coasteering as 

“exploring  and journeying through the impact zone 

between the levels of high and low, often including 

total immersion in sea water” - answers frequently 

asked questions about the sport, offers maps, l ist 

of companies offering the activity and pictures of 

people taking part in this adventure sport. I recall  

that one of the first images I noticed on the website 



was of children in full coasteering gear, climbing along 

the rocks. 

I give myself the internal pep talk. “If those kids can do 

it, so can I!” And just like that I take my first steps off the 

small rocky beach and into the freezing, salty sea water. 

As the frigid water rushes into my wetsuit, I start to wonder 

how I can get out of this, right now. It’s horrible. Matt told 

us we’d be doing this for about an hour and here I am, 

maybe 15 seconds in, and I can’t go on. It’s just too cold. 

“Stay moving, always stay moving,” Matt advises us from 

the water. “If you keep moving you’ll stay warm.” So I 

follow his instructions. After all, he is the professional. 

Soon enough the layer of water between my skin and 

my wet suit has warmed up. My body is producing a lot 

of heat because the swimming is a work out on its own. 

Maybe I’ll survive this yet.

The waves lap up against my face and I follow the group 

to our first point of rock climbing. My concerns of the 

cold are draining away as I concentrate on navigating 

the sea swells.  

“This isn’t so bad,” I say as I haul myself up onto the rocks 

and stand with the group. “This is kind of fun.”

I mean it too. 

We all look to Matt to find out what’s next. We’ve survived 

the frigid entry, now we’re really getting to the meat of 

this adventure sport. After all, we’ve swam about 20 feet 

and climbed onto a sea level rock - we can do anything!

“Jump back in,” says Matt, and then he does. Like 

ducklings, we follow him one-by-one back into the water. 

He points to another cluster of rocks across the inlet: our 

next target. 

It occurs to me that this is coasteering. You go for a swim 

in the sea, cut your way through the crashing waves to 

some rocks, climb up and jump back in. It’s really that 

simple, and it is somehow completely thrilling. I’ve entirely 

forgotten how much I was dreading this, except to think 

how ridiculous it was that I had felt that way. I’m only a 

few minutes into it and I’m having a blast. I immediately 

feel like I’m conquering something. Matt offers up safety 

tips along the way such as, “Lead with your feet when 

you’re swimming up to the rocks so as to ensure a sudden 

surge doesn’t send you face first into them.”

“Important safety tip. Thanks Matt,” I think. Avoiding 

face-to-rock collisions is pretty much at the top of my 

list of priorities right now. 

We lift ourselves up onto another set of rocks and it is 

more and more apparent that Matt is kind of just making 

this up as he goes along. 

“How about we go over to that set of rocks over there?” 

he asks us as he points across the way. 

“What does he mean by ‘How about’?” asks one of my 

fellow coasteers. “Doesn’t he know where we’re going?”

He does not. He’s winging it, which is a big part of the 

adventure. It’s becoming ever more obvious to me   
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why  people have been paying to do this for a couple of 

decades. While this part of the coast is well-coasteered 

territory, it seems as though you could coasteer it 

a thousand times and find a new adventure every  

single time. 

Twenty minutes into our first-ever experience and we 

are all having a great time. There are moments of 

trepidation, even real fear, but more than anything, 

we are simply having a ball. 

Matt leads us up out of the salty water and onto a crag. 

‘No more of the soft stuff’ seems to be the message 

here. He reminds us to keep moving to stay warm, and 

so I keep moving and I stay surprisingly comfortable, 

all things considered; I’m just thinking about what’s  

to come. 

That’s one of the great things about coasteering. It’s 

a driving adventure sport. There’s no time to stop and 

think too much, it’s all about getting into the water, 

battling the elements of the sea, grasping to rocks, 

pulling yourself up and then focusing on your next goal. 

It’s very rewarding. 

By this point I realized I quite enjoy the rock climbing 

part of this adventure. Cliff scaling is coming more 

naturally to me than I expected. I’m throwing out my 

arm to help people up. We’re high fiving each other. 

We are coasteering and we are loving it. 

What’s next, Matt tells us, is our first big leap. Not the 

emotional leap it took just to get into the water. A real 

and very literal leap from ridge top into the water a few 

feet below. So far all we’ve done is immerse ourselves 

into the sea from relatively comfortable heights. Now 

we’ll be plunging into the swirling sea. After we plunge, 

our goal is to make it over to a cliff side across this 

particular inlet, climb way up, and then take an ever 

larger leap into the sea once more. 

I wait for my turn, almost impatiently. I just want to get 

back in there. My heart is pounding, not out of fear, 

but rather out of a combination of exhaustion and 

excitement. I’m not clear on which feeling is contributing 

most to the thumping. I’m breathing pretty heavy 

though, so it might be the former more so than the 

latter.  Coasteering is a lot of physical work.  

Finally it is my turn to plunge back into the drink. 

“Can I dive?” I yell out to Matt. I ask this because I saw 

him dive in and it looked wicked cool. I too want to 

look wicked cool. 

“Sure,” he yells back. 

I dive in. I imagine I looked wicked cool doing so. I pop 

back up from the water, gasp for air, swallow some good 

old Irish Sea water and then choke on it a little. I think 

that I probably look a little less cool now, but there isn’t 

much time to stop and contemplate my air (of coolness 

or for breathing) because I’ve got to swim to the cliff 

edge, negotiate up the rock face, take a long look 

down, and prepare to plummet. 

I meet one of my coasteering comrades at the launch 

point. She’s grinning, but trembling a little too. 

“Ladies first,” I say. 

She nods but doesn’t move. We make a few jokes and 

then she looks down. The water is much further away 

than it has been at any other point in our adventure. 

I offer to give her a countdown. She shakes it off. She 

prepares herself to jump, gets set to go over the edge, 

then stops. We’re both laughing at her hesitation. 

She recollects, quickly crosses herself, and then hurls 

herself off the cliff.  

She screams the whole way down, and it takes a little 

while before she breaks the water’s sur face, then she 

disappears. When she bobs back up, she’s laughing. 

“  There are moments of  
trepidation, even real fear,  
but more than anything we  
are simply having a ball. ”
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I feel like an old pro at this now. I throw myself over the 

edge. It does take awhile before you hit the water, I think 

as I fall. Then, it’s contact. Turns out when you jump from 

several feet up, you are going to sink several feet down. 

I kick my way to the surface and then swim over to the 

safety line Matt hooked up so that we can pull ourselves 

back up onto the rocks. 

Now I’m shaking too. I’m exhausted. Matt points up the 

escarpment, our final destination. 

“I thought we were going to do this for an hour?” I think 

to myself. 

It turns out is has already been an hour. It feels like half 

that at most. That’s not to say I had much left in the tank 

if there had been more, but it still flew by. So, we make 

our way upwards and we talk about how amazed we 

are at how much fun it was. Just a few hours ago we 

were all filled with deep dread for what has proven to 

be the most rewarding, invigorating and memorable 

part of our trip. 

To make things better, the sun has decided to make an 

appearance and it warms us. We have a lot of questions 

for Matt now. 

“Has anyone ever got hurt doing this?” we ask. 

I guess no one dared ask it before, or we simply assumed 

that, yes, people definitely get hurt doing this. But that 

was back when we were all doom and gloom. Our 

attitudes towards coasteering have done a complete 180. 

“I’ve got a clean sheet,” Matt says proudly. He adds 

that, like in any adventure sport, there is obviously an 

element of danger and inevitably injuries do occur, but 

they are rare. 

“What are the limitations on who you’ll take out there?” 

we ask. “I’ve had people that can’t even swim,” he says. 

“It’s even fun for the non-swimmers.”

“What kind of people do you usually take coasteering?” 

Every kind, he tells us. Young, old, out of shape, athletic, 

people from all over the world.

“At the end of it though,” he says, “they all have 

something in common. They’ve all had a lot of fun.”

It seems like a hokey answer, and normally I’d probably 

scoff at it, but the thing is, right now I completely  

believe him. 

“That was the best,” says one of my exhilarated travel 

companions. I agree. It really was the best. It’s hard to 

fathom how ill-fated I felt not long before. 

As I dry myself off I feel more accomplished than I have 

after taking part in any other sport before. Part of me 

feels like I just survived something. Part of me feels like I 

just conquered something. Parts of me feel a little sore. 

Before we’ve peeled off our wet suits it starts to rain 

again. We shrug it off. At the end of the day, what’s a 

little rain after what we just did? Bring it on. 

This experience was provided to PAX courtesy of Transat Hol idays, Vis it  Br itain 

& partners
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As a speaker and industry consultant, 

one of the most common questions  

I am asked is, “What does the future hold 

for the travel industry?”  In response, I turn 

to trends, surveys and studies, along with my 

own experiences and observations. Still, any 

prediction I might offer can be no more than 

an educated guess. But change is inevitable 

and as such, how do businesses prepare for 

the future in an industry that is constantly 

changing? Can a travel agency of today 

survive an unpredictable tomorrow? 

Yes, I do believe it is possible to become  

future-proof, so much so that I named my 

company Future Proof Travel Solutions.  

Achieving this lofty goal, is in some ways, 

deceptively simple.  However, it requires an 

approach that might be uncomfortable 

for a statistically saturated, logical business 

mindset. 

The aforementioned trends, surveys and 

studies are of tremendous value. They 

represent the science of predicting the 

future.  Becoming future-proof is an art; one 

that doesn’t solely depend upon the science 

of educated guesses or projections.

Science is “brain stuff;” it lives in our heads 

and it is important. Art emerges from a 

different place. It lives in our hearts. It is 

driven by our emotions, feelings, desires and 

human experiences.  This collection might 

seem an odd pairing with the objective of 

business success, but for the travel industry, 

it could be the perfect solution. Travel is 

largely fueled by the same factors. It’s hard 

to imagine anyone planning a cruise or a 

lengthy multi-country tour because logically, 

it seemed like a good idea. Most decisions 

like these come from heart-felt desires. 

Statistics and educated guesses don’t 

board cruise ships; emotional people 

desiring amazing experiences do. They 

board with hopes, excitement, anticipation, 

expectations and more.  Some they may have 

shared with you, and some you’ll never know. 

Even business travel has an emotional human 

side. Sure, it’s easy to develop corporate 

tunnel vision consisting of tickets, bookings, 

commissions and fees, but as with cruises, 

statistics don’t take business trips; people do.  

If your business strategy for the future only 

deals with data, you’ll be overlooking the far 

more powerful forces motivating your clients 

and prospects to work with you, or to go 

elsewhere.

 

Becoming future-proof in this industry is not 

about turning away from the practicality 

of procedures, projections, trends or any 

other critical business tools. Rather, it is 

about understanding that such things only 

represent part of the puzzle. In this ongoing 

series in PAX magazine, I hope to help you 

become more future-proof. 

I intend to give you specific ways to 

insulate yourself from as many of the crazy, 

unpredictable industry surprises as possible. 

I hope to show you how to take control 

where you can, and minimize negative 

consequences where you can’t. In short, 

my goal is to help you create a profitable 

business and a viable career no matter 

which direction the winds of change may 

blow. 

So far, I may have piqued your interest, but 

have not yet provided you with much in 

terms of practical, doable action-items. 

Trust me, those details will come. The primary 

purpose of this first article in the series is to set 

the tone and create the right expectations. 

Now you know that we will be focusing on 

maximizing the human element. This series 

is for traditional bricks and mortar travel 

agencies, home-based entrepreneurs,  

and online electronic providers alike so 

even if your business is primarily web-based,  

don’t tune out just yet. All of those clicks, taps 

and swipes don’t originate from machines.

 

To avoid leaving you unfulfilled until our next 

issue, I’ll give you something to contemplate.  

It will be our starting point for the next 

installment: The problem today is that 

nobody thinks they need a travel agency. 

The solution is to make them want you. And 

that requires speaking to their hearts, not 

their heads. 

Nolan Burris

the art of becoming
future-proof

Nolan Burris i s  a top-sel l ing author,  former 
t ravel  agent,  fa i led mus ic ian and se l f -
professed techno-geek. He’s also a popular 
international speaker both inside and outside 
of the t ravel  industry.  He is  the founder 
and chief vis ioneer of Future Proof Travel 
Solut ions in Vancouver,  Br i t i sh Columbia: 
futureprooftravel.com.

A series with a purposeWhen art & science collide

Setting the stage
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from  the  industry 

More hotels, more tour operators, more host agencies; more competition - that about sums 
up what’s been going on in the travel industry over the past few months. 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.

more competition

new host agency  
in canada

more growth for  
vision travel

in like a lion...

big business

st. martin gets a riu

CanJet Vacations will start selling 
packages this summer under the 
leadership of Robbie Goldberg  
as VP and general manager. Pictured 
above: Stephen Rowe, president, 
CanJet Airlines.

There is more competition in the host 
agency business as industry veteran 
Flemming Friisdahl (pictured above) rolls 
out The Travel Agent Next Door. Friisdahl 
believes the company offers agents a 
unique value proposition.

Vision Travel Solutions has acquired a 
majority interest in Toronto-based New 
Wave Travel. Vision says the acquisition 
will significantly increase its service 
capacity and raises its leisure revenue to  
$150 million annually. Pictured above: 
Stephen Smith, VP, Vision.

TMR Holidays is pulling out of Ontario 
after one season of operations from 
Toronto & Ottawa gateways, as a 
result of reorganization under Transat  
Tours Canada.

American Express Company has sold 
50 per cent of its Global Business Travel 
division (GBT) to investors group Certares 
to the tune of $900 million.

RIU will be making its debut in St. Martin this 
June after recently investing $45 million in 
a 252-room hotel on the island. 

celeb sighting in ireland

Tourism Ireland has enlisted a Canadian celebrity to aid in its marketing efforts. Astronaut 
Chris Hadfield (pictured above) stars in a new video series promoting the destination, 
available online.



For the best travel industry news : PAXnews.com

1 - New president of Unique Vacations, 
Ellen Bettridge (right), visits Toronto. Pictured 
here with Maureen Barnes-Smith, director 
of sales & marketing, Unique.

2 - Hans DeHaan, director Canada, 
Lufthansa Group (left) is pictured here 
with Nico Buchholz, executive VP, 
Lufthansa Group Fleet Management, 
who gave media a peek behind the 
scenes of purchasing new aircraft.

3 - Kiran Budhdev, owner of Huntington 
Travel ,  accepts award for  our 
Personality of the Year 2013.

4 - K imberley Hart ley, account 
representative for Myrtle Beach in 
Canada, proudly represents the 
destination at this year’s Ottawa Travel 
& Vacation Show.

5 - At Saint Lucia Tourism’s first annual 
Piton Awards: Charl ie Agost ino, 
Anse Chastanet; Judy Duncan, The 
BodyHoliday and Rendezvous; Louis 
Lewis, Saint Lucia director of tourism; 
Elaine Carnegie, Anse Chastanet; 
Alison Theodore, Saint Lucia - manager 
Canada; & Tracey Warner Arnold, Saint 
Lucia deputy director tourism.

6 - State of New Hampshire trade mission 
to Canada: Tai C. Freligh, communications 
manager, State of New Hampshire; Cindy 
Foster, Hampton Inn North Conway; 
Maegan Alonzi, Holiday Inn North 
Portsmouth; Rob Burbank, director of 
media & public affairs, AMC; & Michele 
Cota, marketing manager, State of New 
Hampshire.
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from  the  industry

rouge moves westencore expands we’re number one !

photo captions

Air Canada rouge is expanding to 
Western Canada to serve a number of 
markets from Vancouver and Calgary to  
Los Angeles, San Francisco, Las Vegas 
and Anchorage. 

Penticton, B.C. is WestJet Encore’s 
newest destination. Service from 
Calgary will begin Oct. 26, 2014. Daily, 
non-stop service between Edmonton & 
Kamloops will begin in February 2015.

Vancouver International Airport (YVR) 
was named #1 Airport in North America 
for the fifth consecutive year by Skytrax 
World Airport Awards in Barcelona, 
Spain.

1 - Offering a taste of Oregon & Portland: 
Back row: Corey Marshall, account 
director - Canada, Travel Oregon; 
Samara Phelps, director, visitor services, 
Eugene Cascades & Coast Adventures; 
Jennifer Jones, group sales coordinator, 
Three Rivers Casino & Hotel; Meg 
Trendler, tourism sales manager, Eugene 
Cascades & Coast Adventures; Jennifer 
Morkert, sales & marketing, Elizabeth 
Street Inn; Sue Price, travel trade & PR 
contractor, Southern Oregon Visitors 
Association; Birgitte Simmons, tourism 
sales manager, Oregon’s Washington 
County. Front row: Heather Anderson, 
tourism manager, Travel Portland; Chef 
Gregory Gourdet; Benjamin Love, sous 
chef; and Lisa Itel, travel trade manager 
- the Americas, Travel Oregon.

2 - Of the LVCVA, Lea-Ann Goltz, 
account manager, Western Canada 
& Rafael Villanueva, director of 
international sales, at a VIP appreciation 
cruise event in Vancouver.

3 - Jessica & Carly Renshaw at YTP - 
Vancouver Chapter event.

4 - Showcasing Europe programs 
with Exotik: Charlotte Broutin, sales 
executive, Europe Incoming; Michael 
Mullin, director of sales, Boomerang & 
Exotik Tours; and Marina Cuende, office 
manager, Europe Incoming.

5 - Celebrating the arrival of Air 
Canada’s newest Boeing 777 to YVR: 
Edna Ray, sales manager - B.C., Air 
Canada & James Howey, regional 
general manager, B.C., Air Canada.
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on the floor at IPW 2014
Nearly 1,400 international and 
domestic travel buyers, the highest 
since 2001, attended the U.S. Travel 
Association’s 46th annual IPW in 
Chicago Apr. 6-9.

Over the course of the event, more 
than 6,200 travel suppliers and 
buyers from about 70 countries, 
including 500 international and 
domestic media, convened for the 
show, which is the largest single 
generator of travel to the U.S.

As Brand USA appoints official representation in the Canadian market, R-L: Jennifer 
Ross, manager, global market development, Patrice Bell, director Canada, Jay Gray, 
VP, global market development, Sana Keller, director Canada & Anna Klapper, global 
market development manager.

Lauren Michaelov, account manager, 
WagJag, on the IPW tradeshow floor.

We caught Alio’s Kosta Tsimiklis for a photo 
between meetings.

Brad Miron, Frank DeMarinis, Kim Uno & 
Melissa Burchat of TravelBrands proudly 
show-off their dedicated booth on the 
tradeshow floor.

Melissa Cherry, Kristi Schuda, Charmaine 
Singh & Bill Schmitt of Choose Chicago 
represent this year’s IPW host city.

Visit Orlando announced a record  
59 million visitors in 2013. Pictured here 
from tourism office: Mark Jaronski, VP, 
global communications; Anita Walker, 
account director - Canada; & George 
Aguel, president & CEO.

Top Brand USA executives, Alfredo 
Gonzalez, senior VP, global market 
development & Christopher Thompson, 
president & CEO.



words for the wander lust

The New York Times. 36 Hours.  
125 Weekends in Europe
By: Barbara Ireland
Publisher: Taschen
Touching on travel highlights of  all kinds - culture, 
history, natural beauty, fine cuisine, art, architecture 
and style – this book helps travellers make the most 
of  a little time in Europe. It is one of  many in the 
New York Times’ 36 Hours collection.

How to Travel the World on $50 a Day:  
Travel Cheaper, Longer, Smarter
By: Matt Kepnes
Publisher: Perigee Trade
From tips on earning free frequent flyer points to 
saving on hostels, tours and transportation, author 
Matt Kepnes, also known as Nomadic Matt, shares 
his secrets to comfortable budget travel. This book 
expands on his popular online blog, guiding  
travellers to understand how to stretch budgets  
without sacrificing experiences.

Lonely Planet Not-For-Parents The Travel Book
By: Michael DuBois, Lonely Planet
Publisher: Lonely Planet
With one page dedicated to each of  200 countries, 
this book gets into the “cool stuff” travellers should 
know, like where chewing gum is banned and which 
building leans more than the Leaning Tower of  Pisa. 
A more light-hearted approach to guidebooks, this 
offers an interesting snapshot of  every country.

The Art of Travel
By: Alain de Botton
Publisher: Vintage
Instead of  discussing where we should travel,  
The Art of  Travel asks the deeper question of  why we 
travel. Described as “wise and utterly original,” this 
book explores the value of  travel plus how  
the act of  travelling can be lead to fulfillment in life.

Where the Locals Go:  
More Than 300 Places Around the World  
to Eat, Play, Shop, Celebrate, and Relax
By: National Geographic Society
Publisher: National Geographic
What better way to experience and understand a 
destination than through the eyes of  someone who 
lives it daily. Where the Locals Go explores countries 
around the world beyond suggestions offered up by 
Google searches and standard guidebooks, thanks to 
insight from informed locals.

101 Places to Get F*cked Up Before You Die: 
The Ultimate Travel Guide to Partying Around 
the World
By: Matador Network
Publisher: St. Martin’s Griffin
Don’t let the name fool you – you don’t have to be 
totally interested in getting f*cked up to enjoy this 
book. While it does focus on nightlife, underground 
clubs, festivals and awesome parties that can be 
found around the world, this guide & commentary is 
sure to entertain.

A little light reading that taps into your passion for travel
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