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Behind the Scenes

The Latin origin of the word ‘PAX’ literally 

translates to mean ‘peace.’ It’s interesting 

to evaluate how this term, once associated 

with the Bible, is now our way of referring to 

‘passenger.’

In doing some of research, we found that 

the travel industry’s use of PAX actually has 

nothing to do with its roots whatsoever. It’s 

hard to find any concrete explanation as to 

why this particular sequence of letters was 

adapted, but there are a few ideas. 

One I read suggested that the hospitality 

industry used the term PAT for ‘people at 

table,’ but overtime, the acronym turned 

into PAX. The more believable explanation 

goes back to the telex system (Teletypewriter 

eXchange); for the sake of convenience, 

‘passenger’ had to be shortened – PA, with 

‘x’ marking the end (it was commonly used 

as a period, of sorts) which as a result, made 

PAX.

Regardless, it is so much a part of the 

vernacular in the travel industry that we 

hardly ever think about it twice. That’s part 

of the reason we chose the term to be the 

name of this magazine and our rebranded 

websites: not only is it short and sweet, it’s 

memorable, understood, and equally as 

important, bilingual.

As you can imagine, we’ve had an incredible 

number of inquiries as to how we decide who 

will be on the cover, the process of compiling 

content and other backend details, so I 

thought I’d give you some insight.

When it comes to choosing who is going 

to be our cover person, the entire team 

contributes ideas based on who we think 

has a story to tell – it goes without saying, 

there are a lot of people who fit this criteria, 

so we have a long list to work with! 

Once we establish that, we invite these 

people to spend a few hours with us and 

a professional photographer, followed by 

an in-depth interview. It’s not as easy as it 

might look to be in front of a camera, so 

our priority when deciding our photography 

team was choosing those skilled in 

their craft, with the ability to make their 

subjects feel comfortable and at ease. 

You can see for yourself, our standards are  

high and that’s not something we will  

ever change.

As for content, there have been long and 

lively editorial meetings, brainstorming and 

discussing trends, businesses & truths that suit 

the vision of this publication. The next number 

of months have already been planned out, 

and not a day goes by that we’re not working  

to complete upcoming editions, even beyond 

that which is immediately forthcoming - all 

the while, also maintaining a great news 

platform via our websites and e-magazines. 

Once the interviews are done and 

photo-shoots are over, it’s time to write  

the content. From there, everything is 

sent to the designer who constructs the 

pages in the clean and impressive style 

you see before you. It’s a team effort,  

and while overwhelming at times, it’s a  

lot of fun.

As a reminder, this magazine is for your 

professional development, so if there 

is a story idea you’d like us to chase or  

a person you think we should profile,  

please share your thoughts with me –  

marie@logimonde.com.

Marie-Klaude Gagnon
Publisher

Publisher’s Note
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If you haven’t guessed by the cover, 
there is a major cruise influence in this 
edition of PAX magazine. Our cover 
person Micheal Drever is an icon in the 
cruise industry, and after only a few 
hours in his company, it was clear he 
is a seasoned businessman and a kind-
hearted individual.

Drever has led the way in an industry 
that continues to experience tremendous 
growth on a global scale - more capacity, 
more destinations, more innovations in 
both the river and ocean sectors.

As you’ll read (pg. 32), technology was 
one fundamental element to his success, 
a resounding theme in our Setting the 
Stakes story (pg. 9), which follows-up 
with the DeMarinis brothers just over a 
year following their acquisition of Thomas 
Cook North America, now known as 
TravelBrands. 

In fact, it seems no matter where you turn 
in travel – or in any industry – technology 
and innovation are key to success in an 
ever-more competitive landscape. Of 
course, the two don’t necessarily have 
to go hand-in-hand, as you will read on 
page 50 with the article titled, If you 
can’t outspend, outsmart. It was a topic 
I was introduced to at the Rendez-vous 
Canada conference in May, which I find 
totally simple yet utterly brilliant.

One mission of PAX is to enlighten you to 
how others approach these aspects of 
business so you can perhaps apply this 
information toward your own ventures.

From our PAXnews highlights towards the 
back of the magazine (pg. 54), you’ll 
notice that news keeps on happening, 
even as we are well into the summer 
season. This is the beauty of the travel 
industry – every day is different, and by 
5 p.m. Monday to Friday, we can leave 

the office having learned something new, 
without fail.

No doubt, even as many people head off 
for vacation over the next two months, the 
industry will continue to move, surely with 
a few surprises along the way. A number 
of annual industry golf tournaments are 
now getting underway, so perhaps we’ll 
see you out on the greens – though we’re 
more likely to have a camera in hand 
rather than a driver. 

PAX magazine will return in September, 
but you can keep up-to-date  
on all industry happenings by visiting  
our websites – PAXnews.com, 
PAXnewsWest.com and PAXnouvelles.ca 
– or find us on Facebook and Twitter.

On behalf of the entire team, I’d like to 
wish you a safe and happy summer.

P.S. PAX magazine would work wonders 
as beach chair or poolside reading 
material!

Editorial
Technology & Innovation

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com





setting the stakes

The DeMarinis brothers talk about planning, forward vision &  
turning things around, with a break-out year on the horizon

Text : Terrilyn Kunopaski
Photography : Olive Photography

TravelBrands, One Year In 
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I t’s not very often you’ll get the three DeMarinis brothers together in 

one room at the same time, so it’s interesting to observe the family 

dynamic. Each is calm, cool, collected – Frank a bit outgoing, Joe 

more reserved, and Enzo somewhere in the middle. Together, they’ve 

been leading a shift in Canada’s travel industry since acquiring Thomas 

Cook North America (TCNA) in May 2013, when literally overnight, they 

went from 130 employees to 1,300, a solely retail focus to the addition of 

wholesale, and two assets to 21.

So with that in mind, you can believe them when they say it’s been a 

learning curve throughout the past year, familiarizing themselves with their 

new businesses while making changes to drive the company forward. 

Despite the potential, they were not in an enviable position; consider that 

in 2012 alone, $26 million in losses was reported for TCNA, so these guys 

had their work cut out for them.

Knowing full well what they were getting into, the DeMarinis’ set  

out with an 18-month turnaround plan that cut $12 million from the system 

off the top. Effort was invested in eliminating silos that previously existed and 
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creating more synergies between 

different aspects of the business.

By October, they revealed that 

TravelBrands would be the new 

company name going forward 

– completely separate from their 

existing assets under Red Label 

Vacations Inc. – and in November, 

relocated the former TCNA team to 

a new office space in Mississauga 

from downtown Toronto. 

Perhaps the most widely recognized 

among the brands acquired  

was Sunquest Vacations, which in 

the 1990s, enjoyed its time at the top 

as Canada’s largest independent 

vacation wholesaler. But, like 

Blackberry to Apple or Yahoo to 

Google, the leader of the pack fell 

from its glory, a victim of multiple 

ownership changes and increasing 

competition. 

Speaking with the DeMarinis 

brothers, it’s hard to deduce whether 

this particular business unit is better 

called the favourite child or the 

problem child, but regardless, the 

conversation constantly steers back 

to the opportunity there. 

It’s that word – opportunity – that 

fuels the trio in their efforts to turn 

Sunquest back into the powerhouse 

it once was.

“If we can get to the same levels of 

some of the charters today, we know 

we have done a successful job in 

rejuvenating Sunquest,” Frank says. 

Seems like a hefty task, but they 

predict it will happen in 24 to 36 

months, “without hesitation.”

On the road to getting there, 

Sunquest moved away from a 

traditional ITC risk program to 

dynamic packaging just before 

the 2013 acquisition. By last July, 

bookings were already trending 30 

per cent higher versus the same time 

the year prior under the risk model, 

and while they are more tight-lipped 

about the progress since, they say 

business is up “substantially.” 

One element of the new approach 

now allows travel agents to book 

clients’ flights from popular U.S. 

border cities, tapping into a strong 

market that already existed.

“When I look at our dynamic 

model, it gives us departures out  

of every city,” Frank says. “Five 

million Canadians were utilizing 

those border cities so we look 

at that as an opportunity.  

We’ll continue to look for 

opportunities; we’ll leave no stone 

unturned when we’re looking for 

opportunities.” 

It’s that word – opportunity – that fuels the trio in their 
efforts to turn Sunquest back into the powerhouse it 
once was.
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This forward-moving momentum 

is just the beginning if all goes 

according to plan, as the brothers 

expect the coming fall to be 

Sunquest’s “break out year.”

Critical here is technology, according 

to Joe, who says travel partners 

can look forward to a simpler, more 

streamlined online service, launching 

within the next few months.

“Travel agent relationships are a big 

part of the business, and we’re going 

to streamline it to be a lot easier 

to do business with the individual 

companies we have,” he says.

It’s one operational aspect where 

they are making big investments, 

recognizing the opportunity (there’s 

that word again) that comes with a 

comprehensive platform.

“Because of the different systems 

and the silos that existed, we’re 

revamping all our technology where 

it’ll be much easier for the agents to 

do business with TravelBrands,” Frank 

elaborates. “They’ll be able to get 

all their information with one query 

(flights, hotels, car rentals) versus 

doing multiple searches individually.”

That results in flexibility, he continues, 

“in the sense of we’re going to be 

delivering to the consumer what 

they’ve been seeking for quite some 

time: choice.”

As such, Enzo says, marketing efforts 

are not limited and can be adjusted 

based on the demands of any 

particular moment.

Their approach is based on the 

25 years of experience they have 

on the retail side of the industry, 

which they admit meant some 

initial struggle, but for the most part, 

travel agent partners have come 

around to trusting the owners and 

their direction.

“We’re here to do business; we’re not 

here to discourage other agencies 

or the travel community itself,” Joe 

says.

The second building block they see 

as a defining factor to success is 

a strong team, which they credit 

for supporting the new leadership 

through all the changes of the past 

14 months.

It’s been a process to earn trust 

internally just as much as it was 

externally, so an open door policy 

with unguarded communication  

has been key.

“The employees have seen our vision 

and they’ve seen what we’ve been 

... it’s being proactive recognizing forthcoming trends in 
the marketplace instead of playing catch up... 
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trying to do over the past year – our goals and where we’re 

going with it – and they’ve really embraced it,” Frank says. 

“It’s a refreshing way of looking at things, and when I look at 

the employees today, they are much happier.”

Third, it’s being proactive, recognizing forthcoming trends in the 

marketplace instead of playing catch up after they happen. 

“The Canadian consumer is changing,” Joes says, matter-

of-factly. “We know this and that’s why we’re doing this; the 

Canadian consumer is thinking differently. More and more 

people are getting accustomed to using that flexibility. They 

don’t want to be dictated on when they can go, where they 

can go, where they can stay and how long they can stay.”

That said, they agree that the travel landscape in Canada is 

going to become increasingly more competitive, especially 

with the fluctuating value of the Canadian dollar.

“It’s not going to be easy; it’s going to be tough,” Joe says.  

“If you’re proactive, you’ll be there but if you sit back and  

wait for the client to come in the door, it’s not going to 

happen...It’s all down to customer service and holding on to 

the client base.” 
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technology

the vast engagement 
Checking out social media leaders in the travel world
Zachary-Cy Vanasse

Brand engagement is the name of the game in the social media realm these days. 
Travel and tourism organizations are continuously searching for innovative ways 
to connect with their audience, suss out valuable information and gain a better 
understanding of what their respective fans, followers and friends want and expect 
from them. As social media continues its seemingly constant expansion into nearly 
every aspect of daily life through hashtags, images, videos and other content, 
organizations have to fight for space in an increasingly crowded environment. 
Check out some of the industry leaders finding ways to deliver their messages above 
the online din, while also discovering more about their audience in the process.
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Tourism Australia’s global Facebook page continues 

to be a leader in the travel and tourism marketplace, 

engaging with more than five million people and 

allowing the tourism organization to target its messages 

to specific audiences. However, when it comes to 

travellers interacting with Tourism Australia, Instagram 

leads the way as photos pour in from travellers to the 

tune of approximately 1,000 submissions per day. By 

encouraging their community to hashtag Australia 

photos #seeaustralia and tag the @Australia profile, 

the organization is further empowering its followers 

to try and capture the best destination shots and 

stories in the interest of sharing them with the world. 

Tourism Australia’s four-person social media team’s 

goal is to feature the images and stories it feels best 

resonate with the community, and help make this 

community the agents of information, thereby fueling 

even further growth. 

Tourism Australia

Monitoring and listening to the conversations 

taking place about its various brands across 

social media platforms such as Facebook and 

Twitter help Fairmont Hotels & Resorts ensure that 

hospitality remains the central focus when it comes 

to providing for its guests. By paying attention to 

the conversations, Fairmont can then engage 

with guests who want to hear from the company 

or share stories. Using a mix of enticing imagery, 

recipes and travel tips, as well as road trip and 

destination itineraries, Fairmont’s social media team 

learns more about the interests of its guests and 

then uses that information to improve products, 

services and programs. When customer service 

issues come up, the company handles them the 

same way it would if the issue came into the call 

centre or to the front desk: by responding in a 

timely, personal, and effective manner. 

Fairmont Hotels & Resorts
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WestJet’s two-person Emerging Media team, 

which is supported by a variety of other WestJet 

employees, finds Facebook, Twitter, YouTube and 

the WestJet blog to be the most valuable online 

tools in its quest to reach a wide audience and tell 

its brand stories. The airline also utilizes Facebook 

and Twitter to provide customer service and 

answer questions, reading all tweets and direct 

messages, as well as Facebook wall posts and 

private messages, on weekdays from 9 a.m. to  

5 p.m. MT and on weekends from 10 a.m. to 4 p.m. 

MT. Using their knowledge of WestJet’s promises 

and guidelines, the team responds as necessary 

to any guest seeking help or asking questions via 

social media. The company finds great value in 

social media interactions and has been able to use 

the various platforms to experience international 

viral success. 

While Facebook has always been a leading social 

media platform for Flight Centre, Instagram is 

quickly becoming an extremely valuable tool for the 

company, as images are proving to be an effective 

way to engage social media users. They allow Flight 

Centre’s 10-person international social media team 

to showcase images captured by its clients. Flight 

Centre encourages its community to use the hashtag 

#flightcentre when they travel so their experiences 

can be shared with others. The company prioritizes 

showcasing the aforementioned experiences, 

educating Canadian travellers about the various 

destinations and types of travel available to them, and 

continuing to grow its online network in order to reach 

a wider audience. From a customer service angle,  

Flight Centre uses Hootsuite Enterprise’s platform 

to monitor any and all Flight Centre mentions,  

and will then assign the message/tweet to the 

customer relations team, which contacts the individual 

directly. 

Flight Centre

WestJet
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LEADS TO BETTER TEAM SUPPORT
Knowing Your Social Media ‘Why’

expert advice

It’s amazing for me to see how many travel organizations have 

yet to incorporate social media into their marketing mix. 

Some tell me their audience just isn’t online while others confess 

that they haven’t made the time for it. Most interesting are 

the businesses that say they are encouraging their team to 

‘get social’ and it’s not working; it’s most interesting because 

getting a team to support social media marketing efforts often 

doesn’t start where organizations think it should.

As a social media strategist, I see this day in and day out. Clients 

look for more training on how to be social without thinking 

about why they should. Even worse, they ask me to get their 

team ready for social success when they barely know what 

direction they want to take themselves.

The truth is: if you don’t know why you want to use social media, 

no amount of how-to training or teamwork will get you the 

results you expect. You need to start with a strategy.

Set the direction first

When I ask clients why they want to use social media, the  

top response is: “We want to make more sales.” This is what 

every business ultimately hopes to achieve. The problem is, it’s 

still very vague. There’s more than one way to get a sale and 

there’s definitely more than one way to find social success. 

Finding a strategy that fits your needs takes many things into 

account.

First, think about your priorities as an organization.  

Do you want to directly grow your prospect list? Make 

meaningful contacts with new media or business  

partners? Nurture a re-seller network? Getting clear on what 

social success looks like to you and how quickly you want to 

Sophie Bujold is an expert social media strategist 

and speaker. She partners with small  business 

owners and entrepreneurs to help them create 

a strategic approach to using social media. 

Her focus is on teaching practical, repeatable 

ways to use social platforms to sel l  more while 

bui lding thr iving, engaged communit ies that 

are unique to the businesses to which they 

belong. Learn more and connect with Sophie 

at www.sophiebujold.com.

Sophie Bujold
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achieve it sets the tone for anything you may need to ask 

of your team.

Second, consider the audience you want to reach and what 

value you can offer them in exchange for their engagement 

and loyalty. I’m not necessarily talking about deals and 

discounts here (although they can also be part of your 

plan, if it fits). I’m referring to information, experiences, and 

opportunities that will make your fans and followers stand 

up and pay attention.

Third, identify which tools 

and channels will help 

you achieve your goals 

and reach your ideal audience in the most cost-effective 

way. Every social network has its merits, but they don’t all 

speak to your unique needs. Knowing where to focus will 

help you increase return on investment and facilitate team 

engagement.

Now, you’re ready to activate your team

Once your plan is clear, it’s much easier to lead your team 

in a productive direction.

One important thing to remember is, depending on your 

chosen strategy, you don’t need every team member to 

be active on social media in order to contribute something. 

Rather, play to everyone’s strengths and assign clear roles.

Start by identifying what kind of support you need to  

make your new strategy come to life. Typically, you will 

want one individual or a select few to be responsible for  

steering the ship. From there, the rest of the team will take 

their lead.

Next, you want to make it as easy as possible for everyone 

to participate. That can mean offering training for those who 

may need to hone their skills, setting clear expectations,  

and providing things like templates or procedures that  

make it easy for people to create or share social content. 

The more you make social media marketing an integral 

part of your business and your team’s roles, the more buy-in 

you will get.

Finally, your team needs to 

feel invested in the process. 

According to Fast Company’s 

2012 employee motivation 

checklist, the best way to 

motivate employees is to make them feel that they are 

doing something meaningful. From a social media marketing 

application, this means making your efforts a two-way street.

Welcome ideas and ask for opinions; your team is on the 

front line. They speak with your customers and get regular 

feedback from them. Use that to your advantage.

Also be prepared to communicate results. There’s no 

better way to provide meaning than by celebrating your 

progress with the people who help make it happen. Whether  

you choose to send out regular team updates, save 

time to review things at your staff meeting, or celebrate 

success with everyone as they happen, what counts is that  

you show and tell your team that their contribution  

has value.

As you can see, teaching your team how to be social is 

only part of the process. The rest is a fine balance between 

strategic thinking and change management that starts form 

the top and trickles down. 

 You need to start with a strategy.
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Steeped In France

Sailing the rivers of France aboard Uniworld Boutique River 
Cruise Collection’s S.S. Catherine

Text: Zachary-Cy Vanasse 
Photos: Courtesy of Uniworld Boutique River Cruise Collection 
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The European river cruising 
boom in recent years has 
translated to a variety of options 
for individuals looking to spend 
their well-earned time exploring 
Europe’s many waterways. 
There’s certainly no shortage of 
selection available already and 
with each passing year, it seems 
yet another record number of 
ships are being launched onto 
the scene. 



24   PAX

Travellers seeking an upscale experience in  

which luxury reigns can look to Uniworld’s Boutique 

River Cruise Collection, which recently launched 

a ship they might find most alluring.

The Super Ship Catherine is a standout in  

the company’s fleet of 19 ships, her launch this 

past March being the collection’s first in three 

years. Despite the apparent “arms race” between  

r iver cruise companies across Europe,  

Uniworld elected to take its time growing  

its fleet. 

And the moment you step foot aboard, you 

understand why; this company has clearly made 

their race one for quality rather than quantity.

Christened by her godmother, French actress 

Catherine Deneuve, in Lyon, France, the S.S. 

Catherine brings a carefully crafted elegance to 

the scene. From the thoughtfully collected works of 

art throughout the ship to the beautifully appointed 

suites, her many unique accents have evidently 

been curated and forged by individuals who have 

an eye for luxury, and will be appreciated by those 

who share that same taste. 

The S.S. Catherine also brings to mind another 

French icon in addition to Deneuve; Louis XIV  

and his chateau at Versailles. Patterned wallpaper, 

chandeliers, ornately upholstered furniture  

and gold accents can be found throughout  

the 159-passenger vessel, an apropos motif for a 

ship sailing the Saône and Rhone rivers. 

The steeped-in-France feel continues through 

its gastronomic offering, as Uniworld delivers 

on the country’s reputation for excellence 

in cuisine and wine. The multi-course meals  

and their accompanying wines are some of the 

leading highlights of the entire cruise, and the 

views of the passing French countryside can’t help 

but add to the epicurean experience that seems 

to encapsulate the bon vivant philosophy one 

should adopt for the duration of the cruise, at the  

very least.



This is especially true considering that Uniworld’s 

all-inclusive boutique river cruising for 2014 covers 

all gratuities onboard and onshore, unlimited 

beverages onboard, free Internet and WiFi,  

arrival and departure day transfers, and shore 

excursions. 

Speaking of shore excursions, these local expert–

guided adventures make it easy to maintain the 

creed of good living with journeys to vineyards and 

truffle farms counting as just of few of the options to 

satisfy even the most scrupulous Francophile. 

And after a day of fine wining, dining and light 

adventuring, an unimaginably comfortable bed 

awaits. Much like the decor and ambiance of the  

S.S. Catherine, the bed represents the work of a 

master of their craft, as all staterooms and suites 

feature handcrafted Savoir of England beds. 

First created for The Savoy Hotel in London in 1905, this 

was undeniably one of the most comfortable beds I 

have ever slept in. Made-to-measure, they require 

more than 100 hours of labour in their construction; 

the painstaking effort their makers put in translates 

very nicely into a great night’s sleep. 

This year and next, the S.S. Catherine journeys 

from Paris to Avignon for Uniworld’s 15-day Grand 

France cruise that gives passengers the chance to 

experience the full scope of France as it sails from 

north to south and features 26 shore excursions. 

Also for 2014 and 2015, the newest ship in the Uniworld 

fleet sails the eight-day Burgundy & Provence cruise, 

retracing the steps of artists such as Van Gogh, 

Cézanne and Gauguin with a particular focus on 

the region’s world famous wine and cuisine. 

Additionally, those passengers who consider 

themselves true aficionados of France, or perhaps 

would like to become one, would do well to opt for 

the new Ultimate France voyage from Paris to Lyon in 

2015, as this 22-day trip combines Paris & Normandy 

with Bordeaux Vineyards & Chateaux and Burgundy 

& Provence voyages. 
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For reservations call: 
1-800-446-6620 ext. 2 or book.crystalcruises.com 

 

Inside Sales: 
1-800-446-6620 ext. 6 

Book Now Cruise-Only Fares are per person in U.S. dollars, double occupancy for category E2 on Crystal Symphony/category C3 on Crystal Serenity and include all promotional savings, apply to 
new bookings only made by August 29, 2014 and do not include port, security and handling charges of $275 - $515. All offers may not be combinable with other promotions, apply to first two 
full-fare guests in stateroom or suite, are capacity-controlled, subject to availability and may be withdrawn or changed at any time without notice. Optional air add-ons are available from 
designated Crystal Cruises’ gateway cities in the U.S. and Canada and include all government taxes and fees. All fares, itineraries, programs, policies and shore excursions are subject to change. 
Restrictions apply. See crystalcruises.com for full terms and conditions. Ships’ registry: The Bahamas. 

A VOYAGE WITH  
CRYSTAL 

TAKES YOU FURTHER 
THAN YOUR DESTINATION. 

2015 
Voyage 

                              
Date 

                             
Days 

                                        
Itinerary 

                               
Ship 

Brochure Per Person 
Fares From 

Book Now Per Person 
Fares From 

5217 Jul 26 11 London to Stockholm Crystal Symphony $11,990 $5,045 

5308 May 4 13 Miami to Lisbon Crystal Serenity $9,180 $2,990 

5313 Jun 28 7 Monte Carlo to Barcelona Crystal Serenity $7,390 $3,045 

5314 Jul 5 7 Barcelona to Lisbon Crystal Serenity $7,390 $3,045 

5317 Aug 8 12 London to Lisbon Crystal Serenity $11,640 $4,870 

5219 Aug 16 7 Round-trip Copenhagen Crystal Symphony $7,790 $2,995 

We invite you to discover some of the most fabled destinations on Earth. Enjoy the luxury and beauty of Crystal’s 
worldwide destinations and All Inclusive Experience of complimentary champagne, wines, spirits, gratuities, specialty 
restaurants and so much more. Reserve your sanctuary at sea...an incomparable home away from home. Book by 
August 29, 2014 for Limited-Time Savings in Every Category: 2-for-1 Fares PLUS Book Now Bonus Savings, Kids 
Sail Free, Special Solo Traveler Fares and Optional Air Add-Ons.  

Karen Scott Caplice 
District Sales Manager  

Eastern Canada 
kscott@crystalcruises.com 

Peter Nowicki 
District Sales Manager  

Western Canada 
pnowicki@crystalcruises.com 
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hotel

A look at Canadian hotel favourites in some 
of the world’s busiest cruise port cities

Pre- Or  
Post-It

What are some top options for pre- and post-cruise stays? 
Booking.com told us its top-rated picks, based on Cruise Mar-
ket Watch’s list of top 10 busiest cruise port cities around the 
world. Here are some of the Canadian favourites:

Port Canaveral, FLorida
Holiday Inn Club Vacations Cape Canaveral  

Beach Resort

Canadians, especially families, love the Holiday Inn 

Club Vacations Cape Canaveral Beach Resort. A 

cruise vacation can start or end at the resort thanks 

to its water park – complete with pools, slides and a 

lazy river – plus a miniature golf course. If travellers 

don’t get enough of the water while cruising, the 

hotel is 10 minutes away from Cocoa Beach.
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Fort Lauderdale, FLorida
Hyatt Place - Fort Lauderdale 17th Street  

Convention Center

A favourite among Canadian cruise passengers, 

the Hyatt Place – Fort Lauderdale 17th Street 

Convention Centre was one of the most booked 

accommodations in Fort Lauderdale in 2013. Guests 

rate this property highly for its location; close to the 

airport with regular shuttle buses to the cruise ports, 

it’s a perfect stop for pre- & post-cruise stays.

Miami, FLorida
Fairfield Inn & Suites Miami Airport South 

While many properties may offer proximity and shuttle services to the 

cruise ports in Miami, the Fairfield Inn & Suites Miami Airport South sets itself 

apart through memorable service. More than location and amenities,  

Booking.com users offered numerous positive reviews about the hotel’s 

staff. 

Paradise Harbour Club & Marina 

It’s no surprise Paradise Harbour Club & Marina is Booking.com’s 

Canadian favourite for accommodations in Nassau. This waterfront 

property offers easy access to the harbour for sailing trips, the 

beaches, and the adult playground that is Atlantis, while maintaining 

a cozy, tropical vibe away from the crowds.

Nassau, Bahamas
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Premier Inn Southampton West Quay

Hotel Montecarlo

This no frills accommodation is a favourite 

among Canadian cruise passengers due to its 

accessibility – Premier Inn Southampton West Quay 

is conveniently located whether travellers are  

flying into Southampton or arriving by rail to catch 

a cruise. 

Set in a converted palace from the early 1900s, Hotel 

Montecarlo is a boutique property with a lot of personality. 

Canadians choose this hotel for its unique sensibility, mixing 

traditional and modern design elements. They are rated 

highly for the cleanliness of the property as well as the quality 

of service. It is located centrally in La Ramblas, but its design 

ensures a respite from the hustle and bustle. 

Cozumel, Mexico

Barcelona, Spain

Southampton, England

B & B Caribo Cozumel

It’s easy to see why B&B Caribo Cozumel is a top choice for 

Canadians. In close proximity to the airport, the cruise ports, the 

city centre and the beach, this B&B offers access to everything 

within a 10 minute walk…perfect for a time-crunched pre-cruise 

stop, or a post-cruise extension.

The Tremont House, A Wyndham Grand Hotel 

Walking into this elegant building, guests are treated to 

spectacular architecture and classic décor one would come 

to expect from a Wyndham Grand property. Located centrally 

in the Galveston Strand, the hotel is a stone’s throw away 

from the cruise terminal and the Strand Historic District. As an 

added bonus, The Tremont House has a rooftop patio that 

offers unparalleled views of the city.

Galveston, Texas



*Must book the “Bonanza CAN Sale” rate code. Offer applies to select 2014 Caribbean sailings in a balcony stateroom. The onboard 
credit is per stateroom, in double occupancy, in USD. Offer ends July 31st, 2014. All references to MSC Cruises are @ 2014 MSC Cruises. 
Ship’s registry: Panama. For full terms and conditions, see www.encorecruises.com. © 2014 Encore Cruises is a wholly-owned division of 
TravelBrands. B.C. Reg. # 3597. Ont. Reg. # 50012702. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A5732
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SAILING 7-NIGHT EASTERN & WESTERN 
CARIBBEAN 

Itineraries from Miami 
August 2014 through April 2015 
  
SAILING 7-NIGHT MEDITERRANEAN 

Itineraries from Barcelona, Rome 
or La Spezia 
May through September 2015

SAIL ABOARD the beautiful 
MSC DIVINA in both the 

CARIBBEAN & EUROPE

SeaU 2014 TRAVEL 
AGENT COMMENTS:

“The ship’s captain is the gem of the 
Divina!” –Carol Taylor, Breakaway Travel, Oshawa, ON

“A fabulous cruise ship, a great experience, 
an easy sell.” –Danielle McCartney, D.M.C Travel, Châteauguay, QC

FOR A LIMITED TIME : AGENTS EARN 25% COMMISSION + CLIENTS RECEIVE A $150 ONBOARD CREDIT!*

Best Western Montecarlo

Forget what you assume about chain properties, Best Western Montecarlo 

captures the romance of Venice. Set in a 17th century building with Venetian-

style rooms, the hotel’s ambience sets the pace for your stay. The fine dining 

hotel restaurant, Antico Pignolo, is known for its extensive wine cellar, with a 

selection of more than 900 wines from all over the world. 

Venice, Italy

Hotel Traghetto

When it comes to this small Italian port, it’s all about location, location, location. 

Arriving on a red-eye flight from Canada? Feel free to catch a few extra minutes 

of sleep. Hotel Traghetto is a two-minute walk to the cruise port, an easy jaunt from 

the hotel room to cabin with luggage in tow.

Civitavecchia, Italy
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up front

Turning Costs 
Into Profits
How Expedia CruiseShipCenters’ founder Michael

Drever turned a $10,000 investment into a multi-

million dollar venture





For the best travel industry news : PAXnews.com

When Expedia CruiseShipCenters founder Michael 

Drever was inducted into the Cruise Line 

International Association’s Hall of Fame at the 

annual cruise3sixty conference in Vancouver last year,  

it marked a major moment for this Canadian  

entrepreneur.

By that time, he had moved on from the company that he 

fostered, having sold it to Expedia in 2007, but the industry 

was evidently still reeling in his accomplishments. 

Drever built his empire on innovation, pioneering the frontiers 

of the cruise vacation business with never-before seen 

marketing strategies, and growing the company he started 

at age 26 with an original investment of $10,000 into the 

multi-million dollar franchise chain that it is today.

The award Drever took home was the Cruise Sales Innovator 

Award, of which there is only one other recipient in CLIA 

history; it acknowledged the lasting impacts his endeavours 

at CruiseShipCenters – as it was before Expedia – had on 

the industry overall.

That night, Drever delivered a compelling and emotional 

speech, telling the audience, “Dare to dream.”  

It’s a year later, and after taking a sojourn from the business, 

a 49-year-old Drever is back, poised for a much-anticipated 

return to the travel industry. 

Upon arriving for our interview, he enters the room without 

pomp or circumstance, shaking hands all around and smiling 

somewhat shyly. 

He started out in 1988 when he bought his first cruise 

franchise in Vancouver. About 10 months later, the parent 

company went out of business, so Drever did a reverse 

takeover. He went into the existing nine franchisees with 

major changes in mind - including charging for services 

followed then by delivering on these – addressing what he 

saw lacking under previous leadership. All except one left, 

but that didn’t faze him.

“First year was about learning the industry and figuring out 

systems that worked well for me,” he says. “I was selling 

$100,000 a month within four months.” 
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His ultimate goal? To build a profitable business based on 

customer-centric services. 

“The cruise industry was growing, and it was changing from a 

mode of transportation to a vacation,” he says, describing his 

strategy of going into a franchise, getting it up and running, 

and then doing it all over again.

CruiseShipCenters slowly matured from four new franchises 

a year, to eight, to 10 and so on, growing incrementally as 

Drever found his footing and established a direction.

But one key element to his success was “turning cost centres 

into profit centres,”, which is where he really shook things up. 

His method was building companies and providing services 

to franchise partners for better efficiencies, heralding this as 

the simple, long-term solution.

For example, he widened his focus and built the International 

Cruise Academy, a recruitment and training school within the 

company, plus an in-house technology development facet 

called 1 to 1 Cruises. 

With that, the business was creating its own technology rather 

than outsourcing – as had been done traditionally – while also 

offering systems for suppliers such as website development 

and e-marketing solutions.

“It’s common sense,” he tells PAX about to the decision 

to make revenue streams from what typically would be 

expenses. Plus, having the right systems in place allowed 

agents, agency owners and other parties involved to focus 

on “what they were really good at,” which also translated 

into positive cash flow. 

But having the right tools alone isn’t enough; the other integral 

piece is marketing.

“I can’t generate revenue without making a sale, and I 

can’t make a sale without some form or marketing, so if I’m 

going to work on one thing in a day, I’m going to work on 

marketing,” he says.

“[It’s] the core to business in my opinion, and it’s all about 

a priority list. Revenue without expenses equals profit, it’s 

pretty simple.” 

“Franchising is really all about achieving 
economies of scale, through group effort 
and consolidation.”
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For this entrepreneur, it comes back to systems development, 

leveraging technology paired with promotional plans that deliver 

healthy return on investment.

This is where the concept of ‘permission marketing’ came in, 

another realm where he led the way in Canada. 

“We were leading innovators because we were a direct 

marketing company. (With) targeted mass direct mail and 

magazines, and then e-mail came along, the next [step] was 

to create personalized, relevant, anticipated messages, which 

is the definition of permission marketing.”  

This meant eliminating the tedious manual paperwork agents 

were burdened with by automating processes, such as targeted 

e-mails to client lists on an agent’s behalf. 

“The key was building rapport through frequency and 

customization,” he says. “It worked very well and there was a 

huge return on investment compared to other types of mediums. 

Franchising is really all about achieving economies of scale 

through group effort and consolidation.”

That thinking was behind the development of yet another 

platform - a cruise reservation tool - where agents could customize 

bookings with air, cruise and tours combined. 

Understanding the science of marketing was important to 

continual innovation for Drever – knowing what new programs 

and systems were needed – which he holds true to this day.

That said, there’s no time for jumping the gun; he maintains that 

a strategic planning process in any business is crucial. “They say, 

‘Fail to plan, plan to fail,’” he notes. 

All this coalesces with his next venture set to launch later this 

summer. Drever has his hand in a new turn key marketing 

technology that combines social media with a group organization 

tool, “which basically empowers travel agents’ customers to 

become ‘group leaders or pied pipers’ in an automated fashion.”

He may be one of the few people in the travel industry to believe 

that online travel agencies have in fact benefited the traditional 

model rather than threatened it, under the mindset that it has 

made consumers realize the difficulty of booking vacations, 

therefore driving them to professionals.

“Everyone who’s gone online realizes it’s a lot of work and it’s a 

pain – and I’ll pay for that, especially in the complicated travel 

high ticket leisure space,” he insists. “I believe the agent is alive 

and well, and I believe the future is extremely strong, provided that 

agents find the best marketing tools that are available to use.”

And that’s a space he’s planning to step into in the very near 

future.

“One of the nuts that nobody’s cracked in travel is group 

organization and group automation,” he says. “People are 

telling people how to use social media. No one is taking it to 

the next step.”

Drever’s ultimate plan is to leverage these online platforms to 

create a conversation and a community around travel, with 

custom-built microsites where agents can share both work and 

revenues with consumers.  

It remains a bit cryptic, but if his last endeavour with 

CruiseShipCenters is any indication, he’s setting himself up for 

another win.

“There were so many opportunities - there still are - I see it and 

I’m really excited about reengaging and coming back into the 

business.”

He tells us he sold CruiseShipCenters to Expedia at a time he felt 

it reached its optimal level in the Canadian market, and as an 

entrepreneur and innovator, it simply wasn’t for him anymore as 

the travel giant made plans to expand into the U.S.

Even still, it’s easy to tell he misses part of it, and fair to say, 

that has a lot to do with his former team. He believes creating 

fun work environments encourages better productivity and 

engagement among employees, and says, “core values must 

be communicated ‘beyond just words’ and bought into by all.” 

This next endeavour will allow him to connect with the Canadian 

marketplace on a much broader level – an aspect he’s looking 

forward to. 

“The long-term goal would be to where, in the past, (I was working 

on) marketing technologies exclusively for the CruiseShipCenters 

group and suppliers, now I’m looking at making it available for 

anyone who wants to use it.” 
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Origin of the 21.3 million cruise passagers in 2013

1. USA: 51.3 %

2. United Kingdom:  8.1 %

3. Germany: 7.7 %

4. Italy: 4 %

5. Australia/New Zealand: 3.6 %

6. Brazil: 3.4 %

7. Canada: 3.4 %

8. Spain: 2.8 %

9. France: 2.4 %

10. Scandinavia: 1.6 %
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Top 2014 cruise trends
Improved technology and connectivity at sea

Millennials will drive first-time cruiser growth

Luxury resurgence

More all-inclusive packages

Multi-generational travel will increase

Active vacations at sea

CLIA membership includes 

global travel agency members who 

reach more than 50,000 agents

1 3 , 5 0 0

cruise count
A look at the global cruise industry according to the Cruise Line International Association (CLIA)
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More than 60% said their 2013 overall travel 

sales ranged from good (steadily improving 

over the recent past) to excellent (their best 

year ever)

92% anticipate that their overall business in 

2014 will be good or better than 2013

More than 70% expect their cruise sales to 

range from good to excellent in 2014

Consumers, according to agents, continue to have 

strong interest in all types of cruising. High interest 

in contemporary cruising was expressed by 76.7% 

of clients, followed by premium cruise lines (67.7%) 

and destination/niche cruise products (66.2%)

Destination/itineraries Cruise brand reputation Home port Lifestyle amenitiesValue/price

From a recent survey of 500 CLIA agents

billion 

investment$7.9PASSENGER CAPACITY 
+33,192

21,700,000The 2014 global passenger forecast

Major consumer motivators to take a cruise:

86.6% 77.7% 39.3%61.3%76%

60%

61.3%

92%

70%

76.7%

87.7%
87.7% reported similar or increased new 

cruiser sales

One of the most dramatic finds was the high 

interest in river cruising at 61.3% of clients

analysis

&



vogue

Cruising doesn’t have to mean accommodations the size of a closet. Industry standards have 
evolved exponentially over the past decade, which means there are numerous options to 
live in luxury while sailing the high seas, or the world’s magnificent rivers. From the largest to 
the most expensive, sea or river, here we highlight some of the most lavish cabins available on 
cruise ships.

Cruising in style

At 2,248 square feet, the Cunard Queen 

Mary 2’s Grand Duplex is the most lavish 

accommodation on board the ship, spanning 

two levels. Downstairs boasts a large living 

room, oversized balcony and a marble 

bathroom. Upstairs, the bedroom area 

includes a separate marble bathroom with 

whirlpool bath and sea view window. Missing 

something? Guests of the Grand Duplex have 

a butler ready to handle any request.

Live like royalty:
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Norwegian Cruise Lines offers an option it calls “more 

than just a luxury cruise experience.” The Haven is 

an exclusive area on a number of its ships, including 

Breakaway, Epic, Jewel, Gem, Jade and Pearl, plus 

Getaway and Escape coming in 2015. The Haven 

3-Bedroom Garden Villa boasts a spacious living room, 

walls of windows, and outdoor terraces with a hot tub 

and a private dining area. There are three full baths 

plus a half-bath. With up to 5,750 square feet (varies by 

ship), Garden Villas sleep up to eight guests. 

More than a suite:
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It wasn’t enough for Royal Caribbean’s Oasis-

class ships to be the biggest on the sea; they 

had to offer exceptional suites to match that 

grand ambition. The Royal Loft Suites are the 

answer, available on a variety of RCL ships, each 

more or less 1,600 square feet. Two-decks high, 

these rooms feature their own Baby Grand piano, 

indoor and outdoor dining rooms that seat eight, 

private wet bar, a library and extended balcony 

with its own LCD television, entertainment area 

and Jacuzzi. 

Onboard the Disney Dream and Disney Fantasy, 

travellers looking for extra luxury can opt for 

the Royal Suites. Featuring one bedroom, two 

bathrooms, a dining salon, expansive media 

library, plus pantry and wet bar, the opulent 

accommodations also boast fine artwork, Disney 

hallmarks, and furnishings to match all the other 

elegance. Suites are 1,781 square feet, including 

verandah, and can sleep up to five people.

Best for families:

Grandeur on a grand ship:
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Luxury is not reserved for ships at sea; the same 

high standard can be found when river cruising. 

Avalon Waterways’ 300-square foot Royal Suites 

are found on each of the following Avalon ships: 

Panorama, Vista, Visionary, Expression, Artistry II, 

Poetry II, Impression and Illumination, plus two 

more in 2015 (Avalon Tapestry II and Tranquility 

II). Wall-to-wall panoramic windows transform the 

living space into a unique Open-Air Balcony. With 

elegant décor, a spacious layout, and quality 

amenities, the Royal Suites are sure to impress. 

On the river: 
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Kingdoms That  
NeveR CRumbled
Exploring Medieval Croatia & Montenegro,  
the pearls of the Adriatic coast, with Silversea 
Text: Amanda Stutt 
Photos: Courtesy Photo-Montenegro.com & croatia.hr



C roatia and I were first acquainted when I was a 

young teenager and my Dad was sent overseas 

on a peacekeeping mission to lands that now both 

border and partially encompass Croatia and Montenegro. 

‘Overseas’ is what military families call anywhere out of our 

country, and ‘peacekeeping’ is what we call missions to 

places so afflicted by conflict that foreign armies are sent 

to patrol, with orders to fire only if fired upon. 

It was the Bosnian War, which ravaged the Balkan states 

of the former Yugoslavia for reasons I didn’t understand at 

the time.  

I remember tattered parcels with strange stamps marked 

‘Zagreb’ arriving for my birthday, filled with lace embroidered 

handkerchiefs purchased from women in the villages he 

passed through (if they deemed these places safe enough 

to leave the armored vehicle and walk around).

As a new travel industry reporter a few years ago, I recall 

how incredulous I felt when receiving press releases sent 

out by tour operators selling trips to Bosnia, with Zagreb 

as a highlight; it didn’t match what I once knew of the 

destination. So you can imagine how my eyes widened 

when I received the full itinerary for the Silverseas Eastern 

Mediterranean cruise I was scheduled to review last  

summer, embarking in Athens and disembarking in Venice, 

listing ports of call in Croatia’s Dubrovnik and Hvar, plus 

Kotor, Montenegro.

As I would discover, 20 years following my distant introduction 

to this place, Croatian landscapes hold barely a trace of 

evidence of its past, and in fact, the country is gaining 

recognition as an emerging tourist hotspot with ports serving 

the world’s top cruise lines. 

Other ports of call on this particular trip included Corfu and 

Katakolon, Greece, and Kusadasi, Turkey, areas that have 

also seen political unrest and conflict, more recently than 

Croatia or Montenegro.  

I’d already explored many of Western Europe’s often over- 

crowded tourist hubs, and now had an opportunity to 

experience points further east, sailing up the Adriatic coast 

to our final destination. 



From Athens then moving on to Corfu, we sailed out of the 

Aegean and made our way to the Adriatic coast. The first 

port of call was in Kotor, Montenegro, which I admit I had only 

heard of courtesy of Bond…James Bond, that is. (Kotor Bay 

was the famous filming site of Agent 007’s Casino Royale.) 

I woke up early, filled with anticipation and pulled the 

curtains wide. What I saw will forever be etched in my 

mind: sailing slowly along the fjord, the brilliant blue sea 

was juxtaposed to red-roofed, white stone buildings nestled 

against arid mountain slopes. The Bay of Kotor is a UNESCO 

World Heritage site and no wonder - these villages seemed 

untouched since Medieval times, and suddenly, it was like 

I was transported back in time. 

I could barely wait to get off the ship, (and that’s saying a 

lot - the Silver Spirit is magnificent in her own right and I was 

bathing in its luxury). 

With a shore excursion booked for early afternoon, I only  

had a few hours to explore the old town, surrounded by  

stone walls which defended against invaders in the  

middle ages. 

Kotor never came under siege during the Bosnian War, as 

it was safely nestled deep in the bay and protected by 

a hilltop fortress perched above the city. Silversea’s daily 

chronicles reported that since the breakup of Yugoslavia, 

many of the buildings have been bought by tourists looking 

for vacation properties. 

The old town is like a maze of cobblestone streets lined 

by high stone walls studded with iconography. I made my 

way through the streets and up a stone staircase for the   

much-recommended hilltop fortress, where the view of the 

old city and bay took my breath away. 

That afternoon, I embarked on a speedboat ride to Blue 

Cave, and as the small boat danced over the waves, 

music played, passengers were lively, and the air was full 

of excitement. 

I could have hurt myself snapping pictures at the rate that 

I was; there was so much to see. As the boat approached 

our destination, a chill overcame me. The cave’s appeal is 

its transparent crystal blue water, where I could see clear 

down to the bottom, a depth of about four metres.  



Following  some time there to swim and enjoy, the excursion 

then took our group to Zanice Beach, where we had 

reserved beach beds so we could soak up the sun. 

I purchased a local delicacy - a doughy, sheep cheese 

pastry and an individual size bottle of white wine from one 

of the local taverns, and as I walked away, I realized I had 

found my ideal retirement spot. 

Taking in the view from the deck of the Silver Spirit as we 

pulled out of Kotor, passing by the rolling hills and charming 

villages, I felt a lump in my throat; I have never been so 

charmed by a town in so short a time, and hope to return 

someday…maybe to stay awhile. 

Sailing up the coast for the first Croatian port of call in 

Dubrovnik, a Medieval city surrounded by a great wall 

stretched along the sea, I was again out on my balcony, in 

awe of the architectural aesthetic – burnt-red tiled roofs and 

bell domes of centuries-old buildings set against lush rolling 

green hills and valleys. It was different than Montenegro, 

with a more Roman feel. 

Dubrovnik, another UNESCO World Heritage Site, has an 

interesting claim to fame: it is surrounded by a winding 

stone wall that fortified the city against hostile invaders. 

These were built in the seventh century and though the city 

came under siege during the Bosnian War, I couldn’t see 

any traces of damage.

I roamed old Dubrovnik and found an outdoor market in the 

square, where farmers and artisans sell fruits and vegetables, 
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pottery, lace and lavender. A farmer rubbed lavender salve 

into my sunburned arm before selling me a vial of it for two 

Euros, a multi-use essential oil that would easily retail for  

at least $15 in Canada. 

(It was an interesting coincidence that Croatia adopted 

the Euro as its official currency the very week we passed 

through, as the country officially became the 28th 

member of the State of the European Union on June  

30, 2013.)  

It was then onto a coach and up into the hills of the Konavle 

Valley and into Komaji village, where wineries are thriving 

and grand estates dot the landscape. Along the way, the 

tour director said 90 per cent of the homes and buildings 

that were bombed during the war had been rebuilt. Those 

sites that are part of the remaining 10 per cent were easy 

to spot; abandoned stone houses, eerily missing parts.  

I wondered if they had been left as such as monuments or 

testimonies to the war gone by. 

The next day, we arrived in the posh port town of Hvar,  

a sailing and yachting paradise known as the sunniest island 

in the Adriatic. The destination has reputedly become a 

popular sun holiday hotspot for European travellers, and 

for international celebrities. 

It remained out of the line of fire during the Bosnian War,  

and many foreign troops reportedly flocked here on  

leave from duties. The port town itself is small and enchanting, 

with a sea-side walkway overlooking swimming holes in  

the Sea. 

Some of the main attractions are the Fortica, a walled 

fortress on the cliff above the town with venetian-style 

architecture. We were getting closer to Venice, as Hvar 

was the last port of call before our final destination. The 

very thought was a bit sad; I didn’t want this journey to be 

over – I was having the time of my life. 

After enjoying a leisurely lunch of bread, cheese, olives and 

wine, I wandered the artisan market looking for souvenirs. 

I settled on a pair of handmade and locally designed 

beaded earrings that I still wear often, and haven’t seen 

any similar since.

While I was open to the experience, I did not expect Croatia 

and Montenegro to be the favourites of my Mediterranean 

cruise experience. But, Kotor, Dubrovnik and Hvar were all 

destinations that far exceeded my expectations. 

The common architectural theme was stone fortresses 

surrounding each town, built hundreds of years ago to keep 

out foreign invaders. This century, many of those fortresses 

remain intact. Through the ages, they protected the people 

from a new wave of aggression and ensured these great 

kingdoms never crumbled. 

While both countries boast ancient cities and  

artifacts, Croatia only gained independence in 1992, and 

Montenegro officially split from Serbia to become a new 

nation in 2006. 

These lands today are peaceful and prosperous, the 

violence now long past, and their future looks pretty bright. 
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Mike Tennant

D riving down any number of U.S. highways between the  

mid-1920s and 1960s, you might have encountered a strange 

series of signs. 

One of the great discoveries, the first read. Goodbye!  

shaving brush, said the next. They went on, one by one, Old men  

look younger. Young men look handsomer. Very fine for the skin.  

Burma-Shave.

It was a $200 tactic, using quirky messages to familiarize Americans with 

the revolutionary brushless shaving cream. One sign at a time, Burma-

Shave was telling a story.

This is an example that Mike Tennant, brand consultant, freelance writer, 

broadcaster and co-author of The Age of Persuasion, refers to when 

speaking about a shift in marketing that has taken place throughout 

the past few generations.

“There was an assumption over the years that to win the consumer’s 

imagination, you have to have an enormous budget, and you 

have to buy all kinds of media, and it’s really a volume war based 

on strength,” he tells PAX. “But, a lot of really clever marketers  

have proved over the years that, actually, if you have a resonant 

idea and a novel approach, and you execute everything to a  

meticulous formula, you can win that battle without spending the  

big bucks.”

The idea can be summarized very simply: If you can’t outspend your 

competition, outsmart them. 

Many businesses, such as the Canadian Tourism Commission (CTC), have 

adopted the approach, not given much choice if they want to compete. 

“When you lack financial resources, you have to use your brain,” Greg 

Klassen, interim CEO tells us. “It can be infinitely more impactful if you use 

innovation as your guide rather than finance and your pocketbook.”

And he would know. The CTC has faced its share of challenges in the 

marketplace thanks to budget cuts paired with increased competition 

in the destination marketing world. 

G Adventures faces similar hurdles, and while it does big business, the 

company doesn’t have the backing of major travel conglomerates 

that many of its competitors do. The key to overcoming such limitations 

has been using the means available and targeting them appropriately. 

“Hard work beats big budgets 10 times out of 10,” Bruce Poon Tip, founder 

of G Adventures, tells us.  “We work hard for our customers and we work 

hard for our success.”

“We have a very strong brand, we deliver products and experiences 

that the world is seeking, and we simply don’t have enough resources 

to realize that competitive advantage,” Klassen says. “So, we’ve  

had to focus on the right customers, focus on where we can most 

influence them on their path to purchase, deliver the right content and 

brand.”

It comes down to steps such as these in adapting a business model to this 

way of operating. Think it might work for you? Here’s what you need to do:

I F  YOU  CA N’ T  OU TSPEND,  
OUT SMAR T How big brains can win over big budgets
Terrilyn Kunopaski

As Tennant explains, it’s not enough to just 

assume what the consumer is seeking and 

deliver on that immediately.

“You have to find out what it is they want 

and need; there’s a serious bit of doing 

homework,” he says. “You have to figure 

out what that hunger is and how to feed it.”

Establishing an understanding of your 

audience is key, and research might play 

a big part in that. For the CTC, research sets 

a foundation for action, as it offers insight 

to who their audience is, how their brand 

resonates, and what they can do to reach 

the consumer in more impactful ways,  

Klassen says.

LISTEN TO THE CONSUMER1
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Which brings us to the third point: Building a team of 

creative thinkers is necessary to make outsmarting the 

competition possible.

“Our team is built on three pillars 

– innovation, collaboration 

and integrity,” Klassen says. 

“Those are the three things we 

seek when we find employees 

and those are the things we 

encourage our employees 

to aspire to on a day-to-day 

basis.”

“I believe in my heart of hearts that every employee 

wants to be recognized as being innovative. They want 

to change, they want to bring their ideas to the table, 

and they want to see the value of what they do through 

innovation. It takes a lot of time, it takes a lot of work, it 

takes a lot of risk to focus on those kinds of things.”

Once you find the people who will help formulate the 

concepts that will lead to marketing success, Tennant 

says it is all about infusing the same brand attitude you 

want in the consumers’ mind in the mind of your entire 

staff. “Make sure they’re all saying the same thing, all 

breathing the same air, all reading from the same text 

and they become evangelists for that brand idea…that’s 

how the great successful brands thrive. Everybody gets it.”

“It’s about attitude and it’s about relationships,” he goes 

on. “If I were to take it down to one equation, I would 

say getting a brand across is like proposing marriage. 

You don’t argue anybody into marrying you. It’s about 

emotion and attitude and relationships…It’s about 

winning them over with personality.” 

Step two is taking that information and formulating a plan 

that appeals to the target audience.

“You have to have some sort of creative approach to 

get into the imagination,” Tennant says. “You’re fighting 

thousands of messages being bombarded at people 

everyday, so here, you are fighting a battle for the 

imagination.”

Refer back to Burma-Shave, which came up with an idea 

and created its own medium to share the message. “It got 

the brand in the psyche of an entire nation on a budget 

of what would be today just a few thousand dollars,”  

Tennant says.

The Old Spice campaign of the last few years is a more 

current example he uses to demonstrate the importance 

of creativity. Though it’s clear this particular case 

involved a healthy media spend, that’s beside the point,  

Tennant says.

“The real secret weapon is the idea – a resonant idea that 

has gotten into the consumer’s imagination,” he explains.  

“I think you find the same thing with the Dos Equis campaign 

a few years ago, ‘The most interesting man in the world.’ 

Again, a big money campaign but I don’t think it’s the 

money that made them resonate – I think it’s the power 

of the idea.”

For G Adventures, it’s been 

communicating its values and 

culture. “We look at our customers 

as partners in a business, and we 

look at our business as being part 

of a movement. Our customers 

are part of that movement,” 

Poon Tip says.

What these and other successful marketing companies 

have done is establish a brand attitude, which then builds 

relationships with consumers. The real challenge here is 

coming up with ideas that have this effect.

For Tennant, creativity is defined as “imagining what isn’t,” 

but says it’s a mission that “really takes some evangelism 

in the board room.”

money sense

Greg Klassen

Bruce Poon Tip

BE CREATIVE

MAKE IT A TEAM EFFORT

2

3
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future proof

D uring my many years in travel, my collection of business 

cards have carried a variety of titles, from “travel agent” 

to “reservationist.”  If I were still on the front lines today, 

I would probably be called a “travel consultant” since that 

appears to be the current trend.

Regardless of my official title of the day, there was one 

proclamation I heard over and over again from agency 

owners, industry gurus, and suppliers alike:  “You are a sales 

person!” As such, I participated in countless sales training 

courses and seminars over the years.  

Like many of my peers, I learned about relationship selling, 

closing techniques, overcoming objections and a myriad 

of other tips and tricks. Since agency revenue depends on 

closing sales and making bookings, this kind of training has 

always made perfect sense. But, something has changed.  

If you hope to become future-proof, product knowledge, 

selling skills, and even great service are no longer enough. 

For many agencies, there is a fundamental gap that must be 

filled. It’s time to master the fine art of consulting.

The point of selling

To state the obvious, the point of almost any selling method 

is to close sales. But from a consumer’s perspective, this is  

not necessarily true, and in fact, usually involves resisting  

the same. 

You’ve probably heard about one of many step-by-step 

selling systems. They include things like prospecting, qualifying, 

establishing needs and more. Regardless, the point is not the 

satisfaction of the consumer; most selling systems have the 

common objective of closing a sale. To be fair, most good 

sales professionals attempt to sell the right thing to the right 

Nolan Burris

the art of becoming future-proof

From A gent to Consultant
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client but of course, even with every step followed, not all 

attempts at selling will be successful.

Understanding their point

We regularly survey travellers asking them why they do  

(or do not) use a travel agency. While prices and information 

are on the list, the primary motivator for calling a travel 

agency instead of going direct or online is this: they want 

advice, which can’t be confused with opinions. Opinions 

are the likes or dislikes of 

another, while advice is 

about finding the right fit 

for a client. It comes back 

to this process of consulting. 

Consulting and selling are not 

the same; they may share a 

common end result, but they take very different paths to 

get there and have different objectives. For the prospective 

customer, the objective is to get advice hopefully leading 

to a great travel experience. It has nothing to do with  

closing a sale.

The point of consulting

The process of consulting shares the same objective as  

your client, with a sale being the result, not the point. 

Consulting is defined as: asking the right questions, in 

order to do the right research, in order to provide the right 

recommendations. The benefit of mastering consulting is 

that it is perfectly aligned with the primary reason people 

call travel agencies today. Websites and apps are wonderful 

at spewing information and prices, making bookings,  

and even displaying opinions. The process of consulting 

relies on a uniquely human operation called conversation.

In simple terms, selling is about offering one or more 

options. It normally involves highlighting desirable features 

and benefits, avoiding undesirable elements, and 

finally, overcoming objections until a sale is closed. The 

communication method is skewed toward saying things 

about the product. In other words: selling is telling. This 

creates a naturally adversarial situation where a client 

may behave defensively. This should be no surprise since 

one of the most important steps of selling is to overcome 

their objections.

With the process of consulting, 

there are no objections to 

overcome. If selling is telling, 

consulting is asking. It is a 

conversation about finding 

the right fit for your clients’ 

needs and desires. Their satisfaction is the objective; it is a 

partnership with a common goal.  

That’s to say, the product becomes a combination of you, 

your agency, and your advice. 

Next steps

So far, we’ve explored the philosophical differences 

between selling and consulting.  But, we haven’t yet talked 

about the specifics of how to leverage your advice into 

actual cruise or tour sales.  In our next installment, we will 

explore a simple way to do it with ease. I’ll give you a hint: 

it’s all about the questions you ask. 

Nolan Burris is a top-sel l ing author, former travel agent, fai led musician and self-

professed techno-geek. He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder and chief Visioneer of Future 

Proof Travel Solutions in Vancouver, Brit ish Columbia: www.futureprooftravel.com.

It’s time to master the  
fine art of consulting.“ ”
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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.

via gets a facelift

sunwing makes profit  
500 list bettridge leaves unique 

vacations

air france update

the creation of merit travel

amr younes joins acv

New Prestige Class Sleeper cars, new and 
renovated cars including Dining, Manor, 
Château, Park, Skyline and Economy, and 
the recently inaugurated Business Class 
cars used on the Corridor route between 
Quebec City and Windsor are the result 
of VIA Rail’s $1-billion investment in new 
infrastructure. 

The Sunwing Travel Group was once 
again named to PROFIT Magazine’s list of 
Canada’s fastest-growing companies. This 
marks the 10th consecutive year Sunwing 
has made the list. Pictured here: Stephen 
Hunter, Sunwing CEO.

After just five months in her role as 
president of Unique Vacations, former 
Silversea Cruises president and AMEX 
executive, Ellen Bettridge, (pictured here) 
parted ways with the company. 

Effective July 1, Jean-Noël Rault will take 
on the role as vice-president and general 
manager of AIR FRANCE KLM Canada, 
succeeding Fabien Pelous, who is returning 
to France.

Merit Travel Group has shaken things up, 
now going by Merit Travel as it consolidates 
its specialty brands under one banner.

Amr Younes, the former Encore Cruises vice-
president, made a move to Air Canada 
Vacations to develop the air and land aspect 
of the brand strategy. Younes held several 
senior positions at Thomas Cook Canada 
since May 2002.

the launch of premiere cruises

UNIGLOBE Enterprise Travel Limited launched a new cruise-focused brand, Premiere 
Cruises, which will work closely with established cruise partners while marketing to a 
discerning clientele. Pictured here are David McCaig, president & COO of ACTA with 
Nilufer Mama, executive VP, Millennium Travel.



1 - Kissimmee, Florida travel 
representatives in Toronto: Danielle 
Dunn, Experience Kissimmee; Andrew 
Ricketts, VoX International; Jacqueline 
Moquin, Star Island Resort & Club; 
Laura Sherman, Regal Oakes and 
Encantada Resorts; Bridgette Porto, 
Gatorland; Elizabeth Bransky, Old Town 
Shopping, Dining and Entertainment 
Attraction; Nori Rodriguez, Experience 
Kissimmee; Cari Marotta, Experience 
Kissimmee; and Hector Lizasuain, 
Experience Kissimmee.

2 - ACV’s Krista Cardona, area 
sales manager; Denise Graham, 
GM, sales - Ontario & Western 
Canada; & Monique Lalonde, 
GM, national accounts, familiarize 
travel partners with new 2014-2015 
Sun brochure. 

3 - Club Med representatives 
Nathalie Fauteux, group sales 
manager; Robert Ruttan, BDM - 
Ontario, Jacinda Lowry, national 
sales director; & Carolyn Doyon, VP 
Canada focus on group programs 
at Toronto event. 

4 - Fairmont Royal York celebrates 
85 years since the opening of the 
iconic Toronto hotel. Seen here, 
Sonya Singh, director of marketing 
& communications, & Edwin Frizzell, 
regional VP & general manager. 

5 - Insight Vacations introduces 
i t s  f i r s t  ever global  brand 
ambassador, international actress 
& humanitarian Lisa Ray. Pictured 
here are Carla Brake, VP of sales, 
Canada, Insight Vacations; Cris 
David, president - Canada, Insight 
Vacations; Lisa Ray, global brand 
ambassador, Insight Vacations; & 
Jeff Element, president - Canada, 
The Travel Corporation. 

6 - A selection of partners belonging to 
Preferred Hotel Group made their way 
to Toronto & Montreal to showcase 
product. Seen here: Vanessa Gromer, 
director of global sales - Canada & 
Rick Stiffler, VP, leisure sales.
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from  the  industry

recognizing  
yeg’s plaza premium

new ceo at tourism  
vancouver

more flights to  
manila from ywg?

photo captions

The Plaza Premium Lounge at YEG has  
been recognized for excellence with the 
Lounge of the Year North America Award 
by Priority Pass. A fourth Canadian Plaza 
Premium location is set to open in Winnipeg 
this fall.

Ty Speer is taking on the role as president and 
CEO of Tourism Vancouver, replacing Rick 
Antonson after 20 years at the helm. Speer 
joins Tourism Vancouver from the Glasgow 
2014 Commonwealth Games where he was 
deputy CEO.

Reports suggest more flight service between 
Winnipeg and Manila might be in the 
cards, thanks to an expanded air transport 
agreement between Canada and the 
Philippines, making additional options and 
routes possible.

1 - The Goway team hosts ‘Best of East Africa’ 
event: Denise Flemig, BDM, B.C.; Thomas Ryan, 
wholesale manager, Western Canada; Moira 
Smith, general manager, Africa & Middle East; 
Carolyn Weppler, sales manager; & Amber 
Cammish, sales.

2 - At this year’s ACTA B.C. golf tournament: 
Dan Langevin, Softvoyage; Enzo DeMarinis, 
TravelBrands; J.C. Girard, Softvoyage; and 
Joe DeMarinis, TravelBrands.

3 - At a Trinidad & Tobago travel agent 
training seminar in Vancouver: Sharon 
Ferguson, manager, Crown Point Beach Hotel 
Tobago; Allison Ferguson, marketing & PR 
director, Canada, Trinidad & Tobago Tourism 
Development Company; Rachael Nathaniel, 
director of sales, Magdalena Grand Beach 
Resort, Tobago; & Dahlia Zaida Mohammed, 
destination packaging specialist, Trinidad & 
Tobago Tourism Development Company.

4 - Executive Travel Network members 
celebrate the organization’s annual BBQ and 
charity drive.

5 - Showcasing Scenic Tours during a cross-
country river cruise road show in Vancouver: 
Jackie Elie, regional sales manager, Western 
Canada & Lisa McCaskill, vice-president, sales 
& marketing, Canada.
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on the floor at RvC 2014
Rendez-vous Canada, Canada’s 

premier internat ional  tour ism 

marketplace, brought in more 

than 1,500 delegates and a record 

number of buyers for more than 

31,000 appointments from May 27 to 

30 in Vancouver. Here’s a snapshot of 

attendees.

Royce Chwin, managing director, global marketing & brand strategy at Travel Alberta, goes 

over the province’s tourism strategy with media during a panel discussion. Photo courtesy CTC.

Canada’s Minister of Small Business & Tourism 

Maxime Bernier speaks with media during 

RVC 2014.

Cindy Gobin, sales & marketing, Airport 

Butler, enlightened  buyers about her product 

throughout the event.

A group of Newfoundland suppliers & buyers 

enjoy themselves at a Destination B.C. - 

Tourism Vancouver event.

Jean Bouffard & Matthew James Swan, 

Adventure Canada, take a break to smile 

for PAX.

Helge Haus, Boomerang Reisen, Karl Heinz 

Limberg, CTC - Germany, Nora Sarr, CRO 

International & Frederic Roth, CRO International 

at the opening reception of Rendez-vous 

Canada 2014.

Between appointments, Leslie Lorette, 

regional manager, travel and partnerships 

at Avis Budget Group.
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pax recommends…

Contagious: Why Things Catch On
By: Jonah Berger

Built To Last: Successful Habits of  
Visionary Companies
By: Jim Collins & Jerry I. Porras

Looptail
By: Bruce Poon Tip

The Will To Win
By: Robert Herjavec

Canadian entrepreneur Robert Herjavec delves into 
what motivates him to succeed and to never settle for 
less than the best – in life and in business. He uses 
first-hand examples in offering guidance on decision 
making, leadership, sales and learning.

How to Succeed in Business Without  
Really Crying
By: Carol Leifer

In a funny and entertaining collection of  essays, 
comedian Carol Leifer describes her journey in 
business, including achievements and missteps. She 
offers tips for getting ahead, finding a path and 
recognizing opportunities.

By taking successful businesses and comparing them 
to their top competition, the authors of  this book 
spent time evaluating each respective path. Offering 
examples and drawing conclusions, this book 
presents concepts that managers & entrepreneurs 
can adapt to be successful in their own initiatives.

This New York Time’s best-seller by the travel industry’s 
own Bruce Poon Tip focuses on how this entrepreneur 
built the business, the thought behind his management 
style, and “why community, culture, and karma matter 
in business.”

Looking beneath the surface, this book examines why 
certain things go viral, why certain stories get shared, 
and why certain ideas steal the limelight. Berger explains 
six main principles that make things catch on and how 
businesses can leverage these concepts. 

Blue Ocean Strategy: How to Create Uncontested 
Market Space and Make Competition Irrelevant
By: W. Chan Kim, Renée Mauborgne

Based on a study of  150 strategic moves spanning 
more than a 100 years and 30 industries,  
this book is about how businesses can create their  
own space instead of  duking it out with competitors. 
It analyzes key concepts to the strategy, presents  
a formula, plus includes implementation principles.



Every once in a while, something comes along

THAT CHANGES AN ENTIRE INDUSTRY.

WWW.AGENTLINGO.CA  |  RESERVATIONS: 800.268.1639  |  INSIDE SALES: 888.268.1928  |  CANADIANGROUPS@GLOBUSFAMILY.CA
* For a complete list of applicable river cruises and departures, and full terms & conditions, please visit Agentlingo.ca. Featured prices are per person, land/cruise or cruise only 

(cabin Cat. E), based on double occupancy, departure dates as indicated, and do not refl ect the promo discount. Flights and travel insurance are additional.   
Centre Tower, 3300 Bloor St. W, 4th Floor, Suite 2400, Toronto, ON  M8X 2X3, TICO#1893755/50015835

THE LEGENDARY DANUBE
11 days from Prague to Budapest

Starting at $3,078
Price based on March 31, 2015 
departure date.

From the splendor of Prague to the 
Gypsy violins of Budapest, you’ll 
treasure every moment of this 
memorable Danube River cruise.

SAVE UP TO $1,000 PER COUPLE ON SELECT 2015 EUROPE RIVER CRUISES.*

ROMANTIC RHINE
8 days from Zürich to Amsterdam

Starting at $2,287
Price based on December 14, 2015 
departure date.

One of Europe’s most legendary rivers 
awaits on this mesmerizing journey 
along the Rhine.

TULIP TIME
8 days roundtrip from Amsterdam

Starting at $2,443
Price based on March 31, 2015 
departure date.

Experience epic views of tulip fi elds 
and charming windmills while 
exploring Amsterdam, Middleburg, 
Ghent, Antwerp, and more.
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787 Pax Mag

Lara Vanderheide

CYAN BLACKYELLOW MAGENTA

YOUR ESCAPE BEGINS WHEN YOU 
BOARD, NOT WHEN YOU LAND.
INTRODUCING AIR CANADA’S 787.

It’s been called the world’s most comfortable passenger airplane and for good reason. 
It starts in International Business Class with our luxurious lie-flat seats, 18" screens on 
our in-flight entertainment systems and exclusive amenities like Lavazza espresso. 
In fact, everything about the Boeing 787 Dreamliner has been designed to improve 
your Air Canada flying experience. Quieter engines, anti-jet lag technology and a more 
spacious cabin all add up to a whole new way to fly with Air Canada. 
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