


Prices include:  

Hotel accommodation,  

roundtrip flight & transfers.

CANCUN
FROM TORONTO   

Great Parnassus Resort & Spa 4+�
Deluxe Room  
All Inclusive

7 nights - Nov 12/14

$799
2 kids 12 years & under stay eat & play free!* 

CANCUN
FROM OTTAWA   

Great Parnassus Resort & Spa 4+�
Deluxe Room  
All Inclusive

7 nights - Dec 1/14

$729
2 kids 12 years & under stay eat & play free!*  

CANCUN
FROM VANCOUVER   

Great Parnassus Resort & Spa 4+�
Deluxe Room  
All Inclusive

7 nights - Dec 9/14 

$879
2 kids 12 years & under stay eat & play free!*  

Taxes &  surcharge
add $354.

Taxes &  surcharge
add $411.

Taxes &  surcharge
add $379.

For more information, visit SunquestAgent.ca
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GREAT PARNASSUS RESORT & SPA
The ultimate in comfort and service

Terms and conditions apply, which include full payment at time of booking. Prices shown are per person in Canadian dollars, based on double occupancy and were valid at the time this communication was disseminated. Valid on new bookings only. Flights operate on WestJet, Air
Canada, United Airlines, American Airlines, US Airways and/or Alaska Airlines. Flight may be direct or via a connecting city. Availability and pricing are subject to change at any time without notice and are not guaranteed to be available for any period of time. *Kids free offer is valid
when sharing a room with a minimum of 2 paying adults. All descriptions and depictions of hotels and hotel properties were accurate at the time this communication was disseminated. For full product information and terms and conditions, please visit SunquestAgent.ca. 

Sunquest is a wholly-owned division of TravelBrands Inc. 5450 Explorer Dr. Suite 300 Mississauga ON, L4W 5N1 Ont. Reg: 50012702. B.C. Reg: 3597. Que. Reg: 702734. Visit SunquestAgent.ca for full terms & conditions.
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I was recently having breakfast alone at a 

local restaurant and reading the news on 

my iPhone, when at the table beside me, I 

couldn’t help but hear the woman tell her 

guest, “Well, here are your air tickets and all 

your travel documents.” She went through 

the contents of the booklet she was 

handing him, being very thorough...”Do 

this, this and that...and don’t forget this, 

this and that...and I’ve already booked 

this, this and that...”

I struck up a conversation with her, and 

we agreed that we can’t help but want 

to partake in any conversation around us 

about travel. It’s always so exciting to hear 

- whether in a restaurant or out shopping - 

people talking about a past or upcoming 

trip. It also makes me proud to be in this 

industry, and confident about its future. 

It brings back memories from more than 20 

years ago when I would spend weekends 

or holidays with my mom at her travel 

agency. I stamped brochures, organized 

shelves and, as staff had the weekends off, 

sometimes I would speak to wholesalers - 

there was no Internet in those days, so it 

would often take some time to get in touch 

with someone, just for more information 

or to book a trip for a client. Times have 

changed... 

I wanted to know everything about the 

world and so in the years that followed, I 

learned a lot - not only about geography 

and destinations, but also, how to sell 

product and manage an agency. I also 

witnessed the evolution of the bricks and 

mortar model with the advent of online 

booking; I was a young travel agent 

and business woman in training. After 

selling her agency, my mother launched 

Logimonde, which in the beginning, 

consisted of electronic magazines and 

faxing promotions. So, I followed in her 

footsteps and decided to study business 

management. My first full-time position at 

Logimonde was as administrative assistant, 

but as small business goes, I’ve basically 

done every job possible at the company. 

Today, my mother enjoys a well-deserved 

early retirement, now acting as a 

consultant for Logimonde Media (her story 

is also recounted on logimondemedia.

com/history). For my part, I’ve taken on 

the role of president and CEO; surrounded 

by a great team, I am very proud to be 

leading an innovative, growing company. 

My mother has trusted me, accepting that 

the styles of management, leadership and 

entrepreneurship have changed a lot with 

time. 

Now that I’ve given you a little history, 

perhaps you’re reflecting on your own 

career path. At PAX magazine, we’ve 

discussed the evolution of businesses 

throughout the past few issues, and  

will continue to do so. But we’d like to 

hear your stories! I invite you to send me 

stories about your work as a travel agent  

or industry professional - I love reading 

them! 

I leave you now with the rest of this 

magazine, which you’ll notice has a South 

theme. I wish you plenty of PAX to the sun 

this winter!

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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In a business meeting a few weeks ago, 
the conversation got a bit sidetracked 
when we began discussing workplace 
culture. I’ll preface this by saying it was all 
very positive, as these industry veterans 
whom I was speaking with had rave 
reviews regarding their boss - let’s call 
him Chris. Knowing Chris relatively well, 
I could understand the spirit they were 
describing - an optimist and a realist, 
a motivator and an innovator, fun and 
hard-working.

It was clear to me that each day, his 
team is being challenged - but not in 
a roll-your-eyes-when-he’s-not-looking 
sort of way; this particular executive 
brings a level of enthusiasm and energy 
to the workplace, which in turn, creates 
a collective force of proactivity  and 
dedication. Day to day, the result is better 
productivity from his team, more original 
thinking, and an impetus to continuously 
outdo one’s self for the greater good of 
the business.

It’s all about breeding a certain culture 
and having each team member living 
and breathing a brand or product - the 
best kind of marketing, after all, is for 
employees to believe in what they do 
so much so that they become  brand 
ambassadors. In the travel industry of 
all industries, where we’re providing a 
service that creates smiles and memories, 
that shouldn’t be so hard to do.

It’s the type of approach that I would 
wager you’ll find at Sandals Resorts 
International, whose CEO we profile 
this month (pg. 30). Adam Stewart was 
born into the family business and since 
taking the helm, has earned accolades 
including Caribbean World’s Travel and 
Tourism Personality of the Year and The 
Jamaica Gleaner’s 50 Under 50 award. 
The brand has been named World’s Best 
year after year at the World Travel Awards 

thanks to a team with strong leadership 
to set that standard.

Much the same is CAA, a recognizable 
company within the Canadian market 
that maintains the principle of being 
“owned by the members, for the 
members.” Speaking with Vice-President 
Travel Brenda Kyllo (pg. 9), the resounding 
theme was that everything done from a 
corporate level is for the sake of members 
- “They’re the reason we’re here,” she 
said.

Aside from the business, this month’s 
PAX magazine will have you begging 
for the beach as we showcase great 
Sun destinations and product that is sure 
to be selling like hotcakes over the next 
few months.

As always, I invite you to share your 
comments and feedback with me at 
any time - terrilyn@logimonde.com.

Happy reading.

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com
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setting the stakes

Text : Terrilyn Kunopaski

Photography : John Major Photography

Jane Supino, project assistant, national programs & strategies, Brenda Kyllo, vice-president travel & Cathy McManaman, senior manager, travel services, 
national programs & strategies
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W ith roots dating back 

more than 100 years, the 

Canadian Automobile 

Association (CAA) has become 

synonymous with reliability, safety 

and trust - in a way, an extension 

of many families across the country.

There are now about six million 

members in Canada, and for Brenda 

Kyllo, the company’s vice-president 

of travel, its strength comes from 

the nine individual clubs coast-to-

coast, though an affiliation with the 

American Automobile Association 

(AAA), together reaching 55 million 

people, also perpetuates success.

This becomes somewhat of a 

paradox, if you consider how on 

one hand, it’s zoning in on smaller 

markets that defines the CAA model, 

while on another, it’s sometimes the 

benefits of a much larger support 

system – but regardless, being able 

to leverage both is undoubtedly a 

strength.

The association was first established 

following the introduction of the 

automobile, with a mission to lobby 

for safe roads and support systems 

in response to this innovation. In 

addition to roadside assistance, 

it has evolved to also include 

insurance, member rewards, 

advocacy and of course, travel, 

all while maintaining the inherent 

principle of being “owned by the 

members, for the members.” 

It’s this that allows the clubs across 

Canada to operate with their own 

structure and set priorities based on 

varying demands, each dedicated 

to a separate geographical region. 

With 104 agencies and about 450 

travel agents, not only does the 

structure mean they can cater 

specifically to their members, it also 

means that unlike the consortium 

model, no two are competing 

against each other. 

“In the industry, it’s hard to share,” 

Kyllo says, speaking with more than 

30 years in the travel industry under 

her belt. “I think within CAA, because 

each one has their territory, we’re 

really open and proactive, and 

you just get good ideas bubbling 

forward.”

It’s her job to facilitate the 

collaboration and sharing of best 

practices between each club, and 

to establish travel partnerships that 

are mutually beneficial to all. 

“There’s the commonality 

throughout the association that 

they have to provide certain 

services to members, but there is 

a strength of being in and serving 

the communities of the members, 

where they live and play and raise 

their families,” she says.

“I always say the core value within 

the association is really assisting our 

members to make the best buying 

decisions possible. We sell travel, 

but it’s more the process that’s 

important…There’s a real conviction 

and feeling that [our staff] treat the 

members like friends and family.”

To keep ‘in the know,’ clubs invest 

in surveying and communicating 

regularly with members, observing 

trends and demands, then adjusting 

accordingly. 
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“We were talking about the difference between ‘repeat’  

and ‘loyal’ customers,” Kyllo goes on. “‘Repeat’ is often 

driven by price while ‘loyalty’ is driven by service or value.  

It’s the service, the value and the ‘trusted advisor’ role  

that we offer that makes CAA travel particularly different.”

While she admits the association has never been a major 

innovator in terms of technology, it has played a leadership 

role in other ways.

“When it comes to product, like with river cruises, we were one 

of the very first strong partners with the river cruise companies 

– Uniworld, AmaWaterways, Viking, Avalon – we needed  

the inventory of all of them to meet our demand,” she  

explains. 

The approach is very telling, for example, with club presidents 

each chartering a ship and hosting members from their region 

on an annual basis. 

“There’s that feeling of association with other CAA members, 

and the presidents who host them,” she says (as a sidenote: 

Kyllo was recently named godmother to the AmaSonata). 

“That’s quite unique within the travel industry, where a base 

would follow the president of an association…The relationship 

is not just the transaction, it’s the whole thing of caring about 

a community and enriching their lives. That’s with emergency 

roadside assistance – knowing that there’s always someone 

there – and I think that there’s a really nice spill over of that 

feeling when it comes to travel.” 

Often, it’s the AAA affiliation on the back-end that helps with 

execution on the front-end, as it means more buying power 

and an added degree of sway at the bargaining table with 

certain suppliers.

Just as clubs across Canada share their best practices with 

each other, these associations can do the same from a national 

level. CAA and AAA have worked together since 1987 on 

issues and initiatives that affect the reciprocal services and 

information members would receive, and on broader travel-

related issues since 1989.

Kyllo says that some of the ways this pillar of the business benefits 

from the relationship from either perspective include access 

to rapidly changing and expensive technology (i.e. mobile), 

shared travel content, and benchmarking with ongoing 

member research and satisfaction surveys. 

Just as significant is the ability to leverage volumes for better 

commercial terms and more significant relationships with 

travel suppliers.

“This has allowed us to offer our Canadian and U.S. members 

the best possible value and special benefits with a select group 

of trusted preferred hotel, car, theme park, tour and cruise 

partners,” Kyllo says. “It’s not always money-related – it may 

be a better level of service or an experience – but something 

that makes the client feel special.”

They are practically family, after all. 
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technology

Blake Wolfe

A decade ago, no one could have predicted 
the world of 2014. The term ‘smartphone’ was 
not widely used and social media applications 
like Facebook and Twitter were either in their 
infancy (the former) or yet to be dreamed of 
(the latter). 

Through technology, a quickened pace has 
permeated every aspect of life, business 
included, where it has created a need to remain 
competitive and efficient while catering to the 
desires of both employees and customers. Here 
is our selection of noteworthy programs and 
services that can help companies keep up with 
the competition and improve the experience 
of employees and customers alike in this brave 
new world.
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A great PowerPoint presentation is worth 

sharing and with iSpring, PowerPoint 

users can get the most out of their 

slideshows through added features while 

formatting them for online display.

Aimed at everyone from educators to 

professionals to all points in between, 

iSpring allows PowerPoint users to 

convert their presentations into either 

Flash or HTML5 formats, allowing them  

to be easily uploaded to a website or 

blog.

iSpring 6 Free allows users to go from 

PowerPoint to Flash at no cost, while 

iSpring Pro 7 allows conversion to HTML 

5 plus additional options such as audio 

and voice narration, the addition 

of branding features (corporate 

or personal logos) and security 

features (watermarks and password  

protection).

Conversion to HTML5 allows PowerPoint 

to be viewed on a number of  

different browsers and devices. A 

free download of iSpring 6 Free or a 

trial version of iSpring Pro 7 is available 

at ispringsolutions.com. Discounts for 

iSpring Pro 7 are available for volume 

purchases.

For managers constantly on the move, 

staying in touch with the rest of the 

company team is a vital part of doing 

business.  An entirely cloud-based 

application, Basecamp allows managers 

to interact and communicate with the rest 

of their team from anywhere in the world, 

using just a web browser and Internet 

access - a remote project management 

tool. 

The application is aimed at businesses 

and organizations of all levels, from 

new start-ups to large, established  

corporations. More than 285,000 

companies used BaseCamp in 

2013, helping to finish more than  

2,000,000 projects, the company 

estimates. 

While the application is geared toward 

business managers looking to keep better 

track of their team while appearing more 

transparent, Basecamp’s developers also 

see opportunities for personal use, such 

as organizing life at home.

Monthly packages range in price from $20 

(10 projects and 3 GB of space) to $150 

(unlimited projects and 100 GB of space). 

A $3,000 annual package is also offered 

with unlimited projects, 500 GB of space 

and priority support. New users can also 

take advantage of a 60-day free trial.



For the best travel industry news : PAXnews.com

In an age of instant customer feedback 

delivered via social media and 

smartphones, businesses can’t afford to 

be left behind.

Serving more than 40,000 clients ranging 

from mom-and-pop businesses to large, 

corporate entities, ZenDesk is providing 

companies with an easy-to-use customer 

service platform that allows them to 

respond to customer queries as quickly 

as they arise.

ZenDesk’s cloud-based service provides a 

simple software interface meant for both 

customer engagement and retention, 

whether the user is a retail store owner 

dealing with returned merchandise or an 

IT specialist troubleshooting an issue.

Founded in 2007, ZenDesk has since grown 

to more than 600 employees serving 

the business needs of more than 40,000 

companies in 140 countries around the 

world. ZenDesk estimates that more than 

300 million customers worldwide – nearly 

the population of the U.S. - have received 

help from a business using their platform.

Monthly fees range from $1 per agent 

(annually) or $2 per agent (monthly) for 

ZenDesk’s starter packages, to $195 per 

agent (billed annually) for the ‘Enterprise 

Elite’ service (all figures in U.S. dollars). 

Helping businesses attract and retain 

top talent through employee perks 

and benefits is the goal of AnyPerk, a 

service which aims to sweeten the deal 

for employees of a range of businesses.

By pooling thousands of companies 

together, AnyPerk uses those numbers 

to land deals on everything from gym 

memberships to dog walking services, 

for employees of smaller and mid-sized 

companies that may not normally 

get the chance to take advantage 

of such benefits usually enjoyed at 

larger corporations. Perks are delivered 

through an easy-to-use rewards portal. 

With AnyPerk est imating that 

companies save $10 in lost productivity 

for every $1 spent on employee perks, 

it’s not just workers that are benefiting 

from items such as discounted movie 

tickets. AnyPerk also cites studies that 

say only one in five are happy in their 

job, furthering the case for increased 

employee perks.

Among AnyPerk’s clients are Cushman 

& Wakefield, Groupon and Pinterest, 

just a few of the more than 2,500 

companies using the service.

Prices for AnyPerk’s services are 

based on business size, with the 

smallest companies starting at $10 per 

employee, per month. Price breaks are 

available to larger businesses.
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Any Perk CEO, Taro Fukuyama

Mikkel Svane, CEO & fonder, Zendesk
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expert advice

Greg DeSimone i s  a cert i f ied business coach 

whose practice focuses on helping successful 

fami ly  bus inesses  e l im inate  the  normal 

constraints that prevent growth and implement 

s t rategic p lans  that  achieve the resu l t s  

they want .  For  more in format ion go to  

www.gregdesimone.com.

Greg DeSimone

A s a certified business coach and a recovering CPA, it 

might be too simple for me to say, “Focusing on results 

is not enough.” But, the message here is not to ignore 

results; instead, it’s to go deeper.

Let’s first look at the definition of the word ‘result’:
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experience

Text & Photography: Lindsay Kyte

Gazing at the lush greenery that was Las Terrazas,  
I felt like I was breathing in freshness. Residents milled 
around, happy and peaceful doing their daily work 
to preserve the nature surrounding us. This was Cuba, 
but felt a million miles from the all-inclusive, beach-
centric experience Canadians commonly associate 
with the region. And it is this new perspective Cuba 
wants to introduce to Canadians - Cuba, the nature 
vacation destination.
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Complejo Turistico Las Terrazas, one of Cuba’s main 

nature destinations, is a project that combines 

sustainable development and tourism. Located in the 

valleys of Pinar del Rio, about an hour west of Havana, 

this village resides in the UNESCO-designated Sierra 

del Rosario Biosphere Reserve. Here, Las Terrazas’ 

1,200 residents live and work among the ruins of 

19th century French coffee plantations. Its terraced 

buildings (hence the name) are designed to blend 

in with their surroundings while also functioning as a 

miniature city, featuring beautiful white houses and 

colourful roofs, bordered by ponds and gardens.

Among these buildings is the Hotel Moka Las Terrazas, 

a newly renovated 60-room Spanish Colonial 

property intertwining nature with comfortable 

accommodation. Its lobby features a giant lime tree 

growing straight through the skylight, and archways 

offering stunning views of the landscape below, 

reminding us of the beauty just steps away outdoors. 

Nature also pervades individual rooms as Moka’s two-

story units feature red-barked trees growing through its 

balconies and ceilings, while bathrooms boast glass-

wall views of spectacular plant life. The red-barked 

trees are called “tourist trees” by locals, referring to 

the sunburned skin of those who stay just a bit too 

long on the beach.

For visitors who want a taste of local life, Moka offers 

guest rooms attached to the houses of community 

residents, featuring local artwork and integrating visits 

into Cuban family life. The residents of Las Terrazas are 

mainly artists who work in handicrafts, poetry, visual 

art, etc., and strive to preserve centuries-old traditions 

and customs linked to agriculture.

Visitors can also get to know locals by enjoying a cup 

of espresso at the Café de Maria, which offers hot 

drinks with sweet treats on the side. As I sipped my 

delicious drink here, I gazed out on the mountains 

and sparkling ponds and thought no Starbucks in the 

world had anything on this place.

For heartier bites, the Rancho Curujey delivers exquisite 

Cuban cuisine, while the Buenavista Restaurant, built 

on the ruins of a coffee farm of the same name,   
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celebrates the coffee cultivation history of the region. To 

dine amidst trees, gardens and the occasional animal, Casa 

del Campesino features both a taste of Cuba and a sense 

of rural living.

For those who love outdoor adventure, Las Terrazas provides 

plenty of activities. Visitors can explore the ruins of some of 

the 50-plus 19th century coffee plantations, hike or cycle the 

nature trails, swim or relax by sparkling lakes and natural pools, 

or seek out the perfect souvenir at local artists’ studios. For 

those interested in a more educational activity, the Ecological 

Resource Center offers tours to explore how Las Terrazas 

works with its natural surroundings. Active travellers can enjoy 

trekking, horseback riding, zip-lining and canoeing, as well 

as boat rides and kayaking. 

Guided tours are available for visitors to explore the landscapes 

and natural attractions of the region such as the Community, 

Nature and History Tour, which visits historical, social,  

cultural and recreational sites within the complex; the  

Birding Trail Tour which takes participants to the local  

avifauna to see more than 115 species of birds; or Canopy 

Tours, which involve air travel by steel cables, making a 

downward journey of nearly one kilometre to see breathtaking  

scenery from an aerial view, like none other offered  

in Cuba.

Besides feeling one with nature and getting to experience 

authentic Cuba, the reason Las Terrazas left such an  

impression on me was the fact that I knew all money garnered 

from tourism was going directly back into the community.  

By buying handmade jewellery and sipping excellent coffee,  

I was contributing to preserving nature for generations  

to come. No wonder Las Terrazas’ residents looked so  

peaceful – it’s hard to be stressed when you’ve got a  

gorgeous lime tree growing up into your skylight. 



trends

W ith millions of Canadians escaping winter for the 

sunnier climates of the Caribbean each year, a 

number of tourist destinations in the region are 

gaining popularity in the marketplace. Here’s a look at some 

of them:

A hospitable vibe and pristine beaches are 

among the biggest draws for Canadian 

tourists to Anguilla, one of the fastest rising 

stars in the Caribbean tourism industry.

Located north of St. Martin, the small island 

is a British overseas territory within the Lesser 

Antilles. The island distinguishes itself from other 

destinations with a list of restrictions, including 

a ban on fast food, casinos, jet skis and high-

rise buildings. Anguilla is also exempt from 

all-inclusive vacation packages, nor is it included on the itinerary of 

any cruises, said Dale Pusching, who represents the Canadian arm 

of the Anguilla Tourist Board.

In 2013, more than 3,575 Canadian visitors ventured to Anguilla, a 

number that has consistently increased by approximately 10 to 20 per 

cent annually since 2009. Pusching anticipates 4,300 to 4,500 visitors 

for 2014, due in part to increased exposure in Canadian media and 

the spill-over effect from the rising number of tourists to nearby St. 

Martin. She said that Canadian visitors range from sun-and-sand lovers 

seeking the perfect beach getaway to “well-heeled” or “worldy” 

travellers expecting the highest standards of service and cuisine while 

vacationing.

Blake Wolfe

Dale Pusching

Rendezvous Bay, Anguilla

CuisinArt Golf Club, Anguilla

Cap Juluca Beach, Anguilla
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Referred to as ‘the hidden gem’ of the Caribbean, Curaçao 

is a relatively new player in the tourism game for Canadians, 

a position which has allowed the island to distinguish itself 

from other more popular destinations.

Curaçao tourism marketing manager for North America, 

Andre Rojer, said the island is a draw for Canadian tourists 

because they are “a little more adventurous and in-the-

know; they’re culture seekers, looking to experience the 

best of what a destination has to offer, aside from pretty 

beaches. Curaçao is the alternative to the usual hot spots 

in the region and it has a lot to offer in the way of history, music, activities, food and 

nightlife. As such, it resonates with the more experienced.”

Visitors to Curaçao can expect a range of accommodations from boutique hotels 

to larger chains, as well as a vibrant music culture, beautiful beaches and plenty of 

opportunities for thrill seekers to take part in hiking or mountain-biking.

Rojer said that just under 10,000 Canadians visited the island in 2013, with an estimated 

30 per cent increase expected for this year. He noted that in terms of international 

arrivals to the island, Canada sits in fourth place behind the U.S., Venezuela and 

the Netherlands.

The Cayman Islands have experienced a recent resurgence 

in Canadian tourists over the last five years, due in part to 

a new branding strategy focused on ‘lifestyle marketing.’

The Caymans are without all-inclusive resorts, allowing visitors 

to freely discover the islands in their own way, walking 

along a seven mile, white sand beach, taking advantage 

of the many snorkeling or diving opportunities, or chilling 

with locals at Rum Point – just a few of the destination’s 

numerous attractions.

“Canadians are introducing themselves to Cayman more now than any other time 

in history,” said Paul Minich, the Cayman Islands’ country manager for Canada. 

“If you step back and look at the reasons from a high level, it may relate to the 

destination’s appeal to the growing luxury sector in Canada.”

Minich said that 2014 will mark the third record year of Canadian visitation since 

2009, crediting a  new marketing strategy aligned with fashion, cuisine and interior 

design – all aspects of the Caymanian concept of ‘living the good life.’ He said 

that on average, 25,000 Canadian tourists pay a visit to the Caymans each year, a 

number that he says will increase as more travellers begin to experience what he 

calls “all-inclusive fatigue” and opt for more unique destinations. 

Paul Minich

Andre Rojer

Grand Cayman Beach Suites

Photo, Lawson Wood
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Although officially the smallest sovereign 

nation in the Americas, St. Kitts and Nevis has 

plenty to offer Canadian tourists seeking a 

Caribbean getaway this winter.

Located in the Leeward Islands, the two-

island nation is a destination ‘on the rise,’ 

said Racquel Brown, CEO of the St. Kitts Tourism 

Authority, with tourism as a main economic 

driver following the closure of the country’s 

sugar industry in 2005. In addition to numerous 

beaches and activities like golf, scuba diving 

and zip-lining, the islands offer some unique attractions to visitors, 

including the St. Kitts Scenic Railway and the historic Romney Manor, 

which houses the famed Caribelle Batik factory.

Brown said that international flight arrivals in 2014 have more than 

doubled since 2006 from 66,000 to 134,000, the result of increased air 

bridges between the country and its key markets. She added that 

arrivals of cruise passengers have also significantly increased, citing a 

study that states cruise arrivals in St. Kitts and Nevis have jumped from 

117,000 passengers in 2005-2006 to 629,000 passengers in 2011-2012 - 

an increase of 400 per cent, compared to an average of 13 per cent 

throughout the Caribbean during the same time period.

In terms of international visitors to the islands, Canada ranks number 

two, second only to the U.S.

Racquel Brown

View of Southeast peninsula

Ottley’s Plantation Inn, St. Kitts

St. Kitts Marriott Resort, Frigate Bay

Hiking through St. Kitts rainforest Touring St. Kitts on the sugar railway
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It’s said that variety is the spice of life, and 

Grenada - ‘the Island of Spice’ – certainly lives 

up to that saying.

Combining diverse culture, leisure, luxury 

and adventure, Grenada offers travellers a 

wide range of both accommodations and 

attractions, from beaches, diving, snorkeling 

& sport fishing opportunities to historic sites - 

such as Fort Matthew and the River Antoine 

Rum Distillery - highlighting the island’s colonial 

history and reputation as an internationally-

renowned producer of both rum and spice. Unique attractions include 

the Grenada Underwater Sculpture Park, recognized by National 

Geographic as one of its Top 25 Wonders of the World.

According to Chrislyn Lashington of the Grenada Tourism Authority, 

Canadian tourists to Grenada have steadily increased over the last 

decade, with 12,178 arrivals recorded in 2013. Those numbers are 

important as tourism is the country’s largest source of foreign income, 

explained Lashington, adding that the increasing numbers are due in 

part to better air access to Grenada and increased tourism marketing 

in key markets such as the U.S., Canada, U.K., the Caribbean and now 

Germany.

In keeping with the island’s nickname and new destination brand Pure 

Grenada - The Spice of the Caribbean, Lashington said that Grenada 

draws “the discerning, experienced traveller who looks for leisure, luxury, 

and adventures off the beaten track,” as well as vacationing families.” 

Chrislyn Lashington

Grenada Underwater Sculpture Park
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F lying over the Caribbean Sea, St. Lucia appears covered 

in a thick, green carpet of rainforest. Two massive hills – 

les Pitons – stand on the coast, the icons of the island.

Located five minutes away from the airport is Coconut Bay 

Beach Resort & Spa, set on 85 acres surrounded by hundreds 

of coconut trees. The property is divided in two, catering to 

different types of visitors. 

The aptly-named Splash section offers families plenty of 

pools and water slides, along with a lazy river. A swim-up bar 

exclusively for young people offers juices and frosted drinks. 

There’s also a paintball facility for teenagers, the only one of 

its kind in the Caribbean.

Splash also features the CocoLand Kid’s Club, an area where 

parents can relax and kids can play safely. It is equipped with a 
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nursery for toddlers and a games area for 

older children. Lia, who runs the kids club, 

says that some of the families frequently 

return to the resort; one young girl, who 

is barely six years old, is visiting for a third 

time, she said.

The rooms at Splash can accommodate 

up to five people and the resort offers 

adjoining rooms for families vacationing 

together. The first floor rooms have direct 

access to the gardens and pool, and 

feature large patio doors.

Catering to adult travellers, the Harmony 

side of the resort boasts spacious rooms 

with great views of the sea and the Maria 

Islands. These two islands are protected 

by the government of St. Lucia due to 

their unique flora and fauna, including 

more than 80 species of plants, the 

zandoli lizard and the Kouwes snake, 

one of the world’s rarest reptiles.

Among the culinary offerings at Coconut 

Bay are its signature a la carte restaurants: 

Silk, offering modern Asian cuisine, and 

Calabash, featuring Caribbean fare. 

The restaurants are closed one night a 

week in order to make them available   
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for weddings or business meetings. After 

8 p.m., the restaurants and lounge are 

reserved for adults only, with live music 

and dancing. 

The resort is a popular spot for destination 

weddings, offering a number of 

packages in a variety of settings, 

including its ocean-front gazebo, lush 

tropical garden or along the resort’s mile-

long beach. Coconut Bay hosts more 

than 200 wedding ceremonies a year, 

with all arrangements made through a 

booking office in Miami where expert 

planners offer personalized service to 

assure a couple’s expectations are met. 

A popular activity at Coconut Bay is kite-

surfing, and the resort features a rental 

centre on the beach. Luckily, the winds 

always blow toward the beach, making 

it the perfect spot for beginners looking 

to take up the activity, though typically 

three days of lessons are required first.

Riders on horseback are also a familiar 

sight on the beach, along with the 

banana, coconut and calabash tress 

which seem to grow everywhere and 

give Coconut Bay its unique identity.



Fare shown is capacity controlled, does not guarantee suite availability, and is available only to the first and second full-fare guests in a suite. Roundtrip Business Class Air is valid for the first two 
full fare, full World Cruise 2016 guests (115+ days) booking air from Montreal, Toronto, Calgary or Vancouver (other gateways may apply) for roundtrip travel via Silversea’s Preferred Airline Partners. 
Private transfers from Fort Lauderdale airport to hotel, group transfers from hotel to port and private transfers from port to Venice airport. Onboard spending credit is in USD. All fares, savings, offers, 
programmes and itineraries are subject to change and may be withdrawn without notice. Category indicated above is subject to availability. All references to Silversea are: @2014 Silversea. All rights 
reserved. Ships’ registry: Bahamas. 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 | A5761

Fort Lauderdale to Venice 
January 5 - April 30, 2016 | Silver Whisper 

$59,950 usd

Per person, double occupancy, in a Vista Suite.
Business class air, transfers and taxes included

/

/

/

/

   D i s c o v e r E x p e r i e n c e P r e s t i g e/ / 1 . 8 0 0 . 7 9 7 . 6 5 2 5

MYSTERIES, MARVELS AND MASQUERADES
115 Days * 6 Continents * 31 Countries * 51 Ports

WorlD Cruise 2016WorlD Cruise 2016

Visit the Soufriere and the botanical garden in 

the centre of the rainforest

Go on an excursion to The Beacon restaurant 

for its breathtaking views and traditional dishes

Take a catamaran cruise to explore the coast of 

the majestic Pitons

For the more adventurous type, there are several  

zip lining options through the tops of the rainforest 

and on the Pitons 
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up front

H e was born the same year as 

the company he now leads 

as chief executive officer - a 

family business that began in 1981 

with the opening of its first property in 

Montego Bay. Adam Stewart says he 

was engulfed in what we now know 

as Sandals Resorts International from 

a young age, recalling his mother 

creating art for lobbies & guest  

rooms, and his father, Gordon “Butch” 

Stewart, entertaining partners at their 

home.

“It’s hard to describe it but it was almost 

like the other sibling in our family,” he 

says. “And the thing is that as you grow 

up, your sibling is growing up too.”

Adam was raised in Jamaica before 

moving on to graduate from Florida 

International University’s hospitality 

management program in Miami. 

Since then, he’s established himself 

as a capable leader for the brand 

alongside his dad, guiding it into the 

next generation of success.

Their roles are clearly defined, with 

Adam’s focus on running the properties 

while Mr. Stewart’s is to market them. 

“He sells the dream and I execute 

the dream. We’re constantly crossing 

paths and it’s a shared responsibility,”  

Adam says.

There are now 20 properties throughout 

seven countries in English-Caribbean 

under the Sandals, Beaches and Grand 

Pineapple banners (plus the private 

island resort, Fowl Cay in Bahamas), 

and with the recent introduction of 

Sandals LaSource Grenada last winter 

and the forthcoming re-opening 

of the new Sandals Barbados  

- not to mention the constant  



reinvestment in other locations - there’s 

no time for standing still.

Despite the constant rate of change 

over the years, one component  

has remained the same when looking 

at values and strategy - having the 

right people in the right places.

“Did everyone have everything figured 

out? Not really. But the attitudes 

were unstoppable,” Adam says,  

recalling the early days of the business 

which he knows well, having grown 

up with it.

He’ll tell you he’s done every job 

possible as a Sandals employee, 

even once volunteering to appear 

in a weddings brochure. It’s this “no 

boundaries” mindset that defines who 

he and his father are as entrepreneurs 

- a valuable characteristic for anyone 

who wants to be part of Team Sandals.

“There’s this understanding that you 

do what you have to at any time,”  

he tells PAX. “If something needs doing 

and you have to get on an airplane 

today, you go. And if there’s an issue 

that needs you to stay up through the 

night, then you stay up. It’s that young, 

entrepreneurial spirit that we maintain 

today even though we’re much more 

international.”

Call it cut-throat or sheer commitment, 

it’s effective either way; the approach 

is a key factor in what has shaped the 

company that is now often attributed 

for setting the standards of the luxury 

all-inclusive market. 

“Success breeds success,” Adam 

professes, one of many phrases he’s 

quick to reference when explaining 
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his business philosophies. “Our customers are the ultimate 

beneficiaries of everything we do. I’d even go further to 

say that we’ve had more than enough personal interaction 

with our customers and heard it back through management 

to know they’re behind us egging us on, saying ‘Let’s see 

what you can do.’”

As Sandals has matured, their client has along with them, 

which means expectations are going to rise, “and we have 

to be more on point.” With that in mind, having systems in 

place in all areas of the business is important for this CEO, 

especially when it comes to anticipating and responding 

to customer demands. 

About five years ago, they introduced the director of guest 

services position, a role with the sole purpose of ensuring 

guests are enjoying their stay, and if they’re not, to rectify 

the situation.

“It’s Murphy’s Law – things go wrong – and that’s the premise 

that we built this system on; so when it does go wrong and 

luck is not on our side for whatever reason, somebody – 

a human being – has to be accountable. It sounds very 

simple but that is an actual system that has made a huge 

difference.”

His other saying is, “Be deliberately different,” which 

comes into play as Sandals works to set itself apart from 

its competitors.

“I’m a believer that everything has been done once,  

at least to some level, somewhere,” Adam says. So with 

the intent of being deliberately different, he and his team 

have taken on the responsibility of not only adapting, 

but improving elements of architecture, design and 

service that might be found in a magazine or property  

elsewhere in the world, and making it fit with the company’s 

vision.

“We get the basis of an idea and the Sandals mentality is to 

make it 20-times better...Some of these are the things that 

are expensive to do,” he admits, “but that’s why we’re the 

best in the world.”

Clearly he’s ambitious, but the challenge is that pushing 

boundaries often has effects outside of one’s own 

business, especially in the hotel sector where politics 

frequently come in to play. For example, land use &  

the environment, as it applies to building over-the- 

water suites. 

The appropriate saying he has in this case is, “Once you’re 

talking, things can happen.”

“There are always a couple truths to a conversation – 

people perceive things differently,” he muses. “Once you’re  

talking, you have to listen to the other side of  

the table and hear what they’re up against; I think that’s 

where we’ve been able to outperform some of our  

competitors.”

That might be true and as much as it is about being the best 

or earning top recognition, dwelling on the competition is 

not where he directs his energy; “Sandals as a company has 

tried to be that ultimate all-inclusive product; it’s a focus 

on ourselves and how we can take our hotels to the next 

level and not be stuck where we are.”

“It’s continuous evolution and innovation – if we weren’t 

doing that, then what would it be?,” Adam says. “Some  

do what they do and nothing more. They have a niche  

and meet those needs. That model can be rolled out   



For the best travel industry news : PAXnews.com34   PAX

anywhere in the world, but that’s a 

box; we have no boundaries.”

That seems to be true for him in his 

personal life as well. The 35-year-old 

is a bit of an acrobat as he balances 

a family with a wife and three kids,  

plus his roles as Sandals Resorts 

International CEO, and less familiar 

to his Canadian followers, CEO & 

deputy chairman of the family-owned  

ATL Group.

He’s passionate about the Caribbean 

- this is what inspired him to launch 

luxury tour company, Island Routes 

Adventure Tours - and also about its 

people, who represent about 85 per 

cent of all Sandals employees. For that 

reason, he created Sandals Corporate 

University in 2012, an internationally-

accredited private sector educational 

institute to help build Caribbean talent. 

This was preceded by the introduction 

of the Sandals Foundation in 2009,  

with the idea of unifying the region 

“in order to lift its people through 

education and protect its delicate 

ecosystem.”

So, with all that under his belt, what 

could possibly be next?

Sandals has been entertaining the  

idea of introducing a city hotel for 

some time now, plus there’s plenty of 

land where it has yet to break ground.

In the meantime, Adam says they’ll 

continue to let the people guide 

them. “What we’re doing is seeing 

the opportunity to provide what 

people want, where others see it as 

too much work,” he says. “We’re a 

hospitality company that’s trying to 

prove something to the world.” 



PAX   35For the best travel industry news : PAXnews.com



“Air Canada Vacations is a leading Canadian tour operator offering a wide selection of 

vacation packages to destinations across Mexico & the Caribbean, Central and South 

America, Europe, Asia, the South Pacific, Canada and the U.S.A. and is a repeat recipient 

of the Consumer’s Choice Award for favourite Travel Wholesaler. Air Canada Vacations 

offers connections from 66 Canadian cities, Business Class service, on-demand seat-back 

entertainment from gate to gate on many flights, mobile app, web and mobile check-in 

and Aeroplan Miles.”

Anguilla, Antigua, Aruba, Bahamas, Barbados, Bermuda, Costa Rica, Cuba, Curacao, 

Dominican Republic, Grand Cayman, Grenada, Guadeloupe, Jamaica, Martinique, 

Mexico, Nevis, Puerto Rico, Saint Lucia, St. Kitts, St. Martin/St. Maarten, St. Vincent and 

the Grenadines, Turks and Caicos, and the U.S.

- An updated Privileges program is available 

whereby booking with any of the 199 

participating hotels means enjoying “extra 

bells and whistles” such as preferred room 

location, early check-in/late check-out, free 

WiFi, three guaranteed à la carte dinners at 

all-inclusive resorts, and bonus Aeroplan Miles

- The new Sun Collection introduces vacation 

types for resorts with the most popular features 

and facilities, so it is even easier to plan a trip 

to suit a specific travel style. These include: 

Family vacation, Luxury vacation, Adults-

only vacation, Spa vacation, Boutique 

hotels, Weddings & Honeymoons and Singles 

vacation

Answers according to ACV media spokesperson

Additional capacity resulting in increased 

competition

ACV&ME - Earn Aeroplan miles for every 

passenger booked

Did not disclose
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Answers according to Kerry Sharpe, director, corporate communications, TravelBrands

“Through Sunquest’s unique business model, customers have complete flexibility when it 

comes to booking their package. This applies to duration – they can book however short or 

long they want, so long as there are flights available on the days they want to travel, Sunquest 

can package it; it also applies to airlines – we work with many different airlines to get exactly 

the flight the customer wants on the days they want to travel; and hotel – we continue to 

offer a wide range of hotels and resorts with something for every style, taste and budget. Last 

fall, Sunquest introduced departures out of U.S. gateways, which is especially convenient for 

Sunquest customers who live closer to those airports than they do to the nearest Canadian 

international airport.”

Destinations such as St. Thomas - Virgin Islands, 

Huatulco - Mexico & Great Exuma - Bahamas

Mexico, Dominican Republic, Jamaica, Cuba, Curacao, Grenada, St. Lucia, Bahamas, 

Barbados, Antigua, Turks and Caicos, Costa Rica, Aruba, and the U.S.

- Much more interest in non-traditional 

packages, outside of the usual seven nights 

to Cancun or Montego Bay

- Short-stay city breaks in places like Miami, 

the popularity of 10 nights (many consumers 

feel that seven is too short and 14 is too long), 

long stays (we have booked packages that 

are 45 days in length), mixing and matching 

airlines to get the perfect flight times, etc

- Consumers and travel agents alike are 

beginning to explore the ease and price 

advantage of non-standard packages

- Ironically, overcapacity is a positive factor 

for the new Sunquest business model as it 

provides for more frequency and options for 

passengers. However, it also has the potential 

to put pressure on yields 

- Volatility of the Canadian dollar has a direct 

impact on pricing which might be a good 

thing for the consumer if the dollar regains its 

strength, or it might dampen demand if the 

dollar remains weak or continues to weaken

Sunquest, being part of the TravelBrands 

organization, offers Loyalty Points to agents 

who book the productNo aircraft
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Answers according to Janine Chapman, VP marketing, Sunwing

“In order to fulfill the needs of our customers and make their vacations truly memorable, we offer 

them a world of choice. We continue to develop new, differentiated products, such as Sunwing’s 

unique Family, Adults and Luxury collections, which feature added-value and bonus features that 

cater to families, couples and luxury-seekers respectively. Our Signature Vacations brand, on the 

other hand, has redefined the concept of all inclusive through its largely exclusive partnerships with 

popular hotel chains. Since we are vertically integrated, we are able to provide great value and 

service from beginning to end. Our award-winning Champagne service on-board Sunwing Airlines 

includes complimentary services such as our Hot & Fresh Bistro Meals served with wine, a Bon Voyage 

glass of champagne, in-flight entertainment, and more. Travellers also benefit from our professional 

destination representatives, offering a wealth of services, including round-trip transfers, excursions, 

and emergency support. Plus, we enjoy deeply-rooted relationships with our hotel partners.”

- Sunwing has added a selection of new routes 

and increased frequency across 34 Canadian 

gateways, plus three brand new destinations, 

including Manzanillo, Mexico; Cayo Largo in 

Cuba; and St. Lucia 

- 30 new resorts have been added to its 

roster, several of them exclusive to Sunwing, 

including the Royalton Riviera Cancun, CHIC 

Punta Cana, the new adults-only Riu Palace 

Antillas in Aruba, the new Riu Palace St. Martin, 

the new Platinum Yucatan Princess in Riviera 

Maya, and Barcelo Karmina Palace in its new 

destination, Manzanillo

- A new, exclusive cruise line, Thomson Cruises, 

offers an all-inclusive package, while starting 

and ending in the Caribbean

In recent years, the popular resorts in key 

destinations have been selling out early, 

leaving late booking customers disappointed. 

The key challenge this year will be getting 

Canadians to book before the early booking 

markets grab the best rooms

- Early bookings to secure desired rooms & 

dates

- Seeing large jump in people pre-booking 

excursions, with the intent of seeing the 

country they are visiting

- Travellers are asking for WiFi at their resorts 

& more resorts are delivering that amenity 

complimentary

Sunwing’s STAR (Sunwing Travel Agents 

Rewards) program offers travel agents 

the opportunity to earn reward points on 

qualifying Sunwing bookings that they can 

convert into cash

Aruba, Bahamas, Costa Rica, Cuba, Curacao, Dominican Republic, Honduras, Jamaica, 

Panama, Mexico, St. Lucia, St. Marteen & the U.S.

Flying 38 737-800 Boeing planes, each carrying 

189 passengers
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Answers according to Denise Heffron, VP National Sales and Commercial, Transat

Cuba, Dominican Republic, Guadeloupe, Haiti, Jamaica, Martinique, St. Lucia, St. Martin/St. 

Maarten, Colombia, Costa Rica, Honduras, Mexico, Nicaragua, Panama, and the U.S.

“We are really, truly experts in this business. We’re vertically integrated so we understand 

the travel experience from when a client walks into an agency to when they check-in 

at the airport, to when they get on an airplane, to when they land in their destination; 

we really understand the vacation experience and what it takes to keep a client happy 

with a superior experience. We’re a trustworthy, dependable company. Plus, we’re good 

corporate citizens.”

- New destinations include: St. Maarten/

St. Martin and Cayo Largo from Toronto; 

Puerto Plata from St. John’s and Hamilton; 

Guadeloupe, Martinique, Acapulco and 

Liberia, Costa Rica from Montreal; Los Cabos 

from Edmonton; and Cayo Santa Maria from 

Regina 

- Sun Savvy with Transat Holidays is being 

offered for the first time, though this particular 

selection cannot be found in the brochure. It 

includes 22 four-star hotels exclusive to Transat 

in 13 destinations 

- The R & R Collection is another of the latest 

additions, for vacationers who want to opt for 

total relaxation. Properties featured as part of 

R & R offer perks such as unlimited à la carte 

dining plus free & unlimited Wifi

- Also for value-add and new this year is the 

Experience Collection Escapade, which is 

a two-day, one night experience off-resort

- Competition is a challenge - there are a lot 

of players and seats, particularly in the Ontario 

market, but more and more we’re seeing it 

everywhere

The Bonbon program allows travel agents 

to accumulate rewards in real dollars. 

Agents have a card that is accepted almost 

everywhere around the world, and Transat will 

deposit dollars in each Bonbon account when 

Transat Holidays, Nolitours or TMR options are 

sold. Rewards can also be redeemed in the 

form of cash at an ATM

Air Transat is introducing its own new Boeing 

aircraft, 737-800s and 737-700s. By the end 

of July, four will be deployed, followed by a 

minimum of nine additional by mid-December. 

For the Toronto market, Transat will still fly two 

Canjet aircraft this coming winter, with a 

change: check-in will be at Air Transat, online 

as well as at the airport

- There could be more impact from the weaker 

Canadian dollar

- And finally, it’s always a challenge to 

differentiate your product from the others 

and provide enhanced travel experiences 

in the all-inclusive market (hence the new 

Transat options)
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Answers according to Robert Palmer, manager, public relations, WestJet

“In just eight years, WestJet Vacations has become one of Canada’s top best-known 

and most-trusted tour operators. In fact, it received the highest brand equity scores in the 

2012 and 2013 Harris Poll Canada EquiTrend studies. Leveraging the WestJet brand and 

its culture of care, WestJet Vacations offers Canadians high-quality, stress-free vacation 

experiences tailored to meet the diverse needs of every guest. Taking advantage of 

WestJet’s expansive international network, it is one of the few tour operators that offers 

vacations of varying durations. While others offer options for seven, 14 or 21 days, for 

example, WestJet Vacations can customize packages of almost any duration based on 

flight frequencies.”

WestJet Vacations continues to expand its 

“split-stay” vacation program whereby guests 

are able to split their vacation between two 

properties in nearby regions, now available in 

Mexico in Cancun and Riviera Maya, and in 

Puerto Vallarta and Riviera Nayarit. In Cuba, 

the option is offered in Varadero and Havana, 

and in Holguin and Santiago de Cuba. For 

nature-lovers, WestJet Vacations also offers 

a seven-night ecological adventure in  

Costa Rica. 

- Guests are booking vacations using mobile 

devices in increasing numbers. (This follows 

the launch of WestJet’s new mobile app for 

Android and IOS devices) 

- In addition, family travel is becoming more 

popular and as a result, more properties are 

adding rooms to accommodate families  

of five

- Finally, condo and villas are becoming 

increasingly popular, expanding to more 

destinations outside of the traditional Hawaii 

and Florida markets
A travel agent discount program offers agents 

reduced rates for travel, ongoing contesting, 

travel agent appreciation month in May, 

and a soon-to-be-announced travel agent 

resource site where agents can find the latest 

news, archived Jet Mails, training documents 

and PDFs of current offers in market Did not disclose

Antigua, Aruba, Bahamas, Barbados, Bermuda, California, Costa Rica, Cuba, Curacao, 

Dominican Republic, Cayman Islands, Jamaica, Mexico, Puerto Rico, St. Lucia, St. Martin/St. 

Maarten, Trinidad & Tobaga, Turks & Caicos, and the U.S.



IT’S NEVER TOO EARLY 

TO THINK ABOUT VACATIONS!

At Club Med, the time to book the best prices for the 
Holiday Season and Spring Break is right now. 
Discover the joy of all-inclusive family vacations where there’s 
something for every taste. At Club Med, no matter what the age 
of your children, our G.O.s® help them make the most out of 
every day: flying trapeze, Petit Chef®, sailing and much more at 
our Children’s Clubs. While they enjoy themselves, you can do 
what pleases you most: every kind of sport, doing nothing at all, 
spa, excursions — it’s all up to you. Experience real vacations 
where everyone’s included.

The all-inclusive Club Med  
also means:
• Exceptional sites. 
• True gourmet venues.
•  Access to the largest Sports School  

in the world.
•  Unrivalled service with experienced G.O.s®  

and professional coaches.
•  Fun, sporting, and artistic activities for those  

as young as 4 months. 

Children  

under 4 stay  

for free*.

Hurry and book now, only a few family rooms left!

*Children aged under 4 years stay for free at our family destinations. Children aged 4-11 years stay at up to 60% off adult price at select family resorts. Children aged 12-15 years stay at up to 40% off adult price at select family resorts. 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 Turkoise, Turks & Caicos, all guests must be 18 years old or older. For Columbus Isle, Bahamas, all guests must be 2 years old or older. Club Med membership fees of $60 per adult and $30 per child are additional. Other 
restrictions apply, including brochure terms and cancellation/change fees. Club Med is not responsible for errors or omissions.



vogue

Celebrated as one of the best hotels in  

Europe, the Villa d’Este features 16th century 

aesthetics on the banks of Lake Como in  

Lombardy. The gardens dating back to  

the Renaissance period are something to  

admire.

Wherever you are in the world, travellers can find hotels that are 
pushing the boundaries of luxury. An endless selection of options 
keep us dreaming, be it for the level of service offered, decor, 
architecture or location.

Michel Julien
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Hong Kong’s Upper House is the ideal 

accommodation for travellers demanding both 

luxury and the advantages of the hotel’s central 

location. Right in the centre of downtown, this 

small, luxury hotel offers a modern design by Andre 

Fu, one of the most fashionable young architects 

in Asia. 

Just steps away from the Louvre, the Champs-

Élysées and designer boutiques, this Four Seasons 

hotel in the eighth Arrondissement of Paris embodies 

an opulent, classical style representative of the city. 

A stay at the George V is symbolic of status and 

wealth. 
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321 metres high and drawn to resemble a sail filled 

by the wind, the famous Burj Al Arab in Dubaï offers 

travellers unbelievable luxury and flawless service. 

Travellers are picked up at the airport by hotel staff 

in a Rolls Royce or helicopter.
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In Sin City, guests of Palms Place feel more at home 

than in a hotel. Comfortably withdrawn from the 

bustle of the Las Vegas strip, each of its suites and 

penthouses give an unequalled experience of 

elegance and relaxation. 
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escape

Zachary-Cy Vanasse 



T here’s a real vintage here. It gives the 

impression of being an echo of another era, 

and in many ways it is.

It was the West End that gave birth to capital “T” 

tourism on the island of Grand Bahama. The story goes 

that in 1949, an Englishman built a small holiday camp 

out here for himself and his fellow countrymen to 

enjoy. It didn’t succeed. However, its creation signaled 

the opening of Grand Bahama, and particularly the 

West End, for tourism development. 

By the late 1950s, construction was underway on the 

Jack Tar Village resort. The 356-room beacon of Grand 

Bahama holidays opened its doors in 1960, offering 

visitors three nine-hole golf courses, 16 tennis courts, a 

massive auditorium for live shows, a shopping arcade, 

restaurants, a 100-slip marina and - at a half-million 

gallons - the largest saltwater swimming pool in the 

country. 

And then of course there was the airport. With its 

3,000-plus-metres long runway, the West End Airport 

welcomed international flights packed with tourists 

flying in from as far away as the American Midwest.

Canadian tourists in particular loved the fact that they 

could jump on a charter flight in Toronto or Montreal 

and in just a few hours, they’d be landing right at their 

resort, ready for a week or two – or maybe even just    
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a weekend – of enjoying that unique and special brand of 

home-brewed hospitality. 

But as the decades churned on, newer and larger  

resorts were built in Freeport and Lucaya, and Grand 

Bahama’s tourism epicentre shifted away from the  

West End.  

In the early 1990s, Jack Tar Village resort would close its doors 

for good. The village resort was partially demolished in the 

decades to come, while the old marina fell into disrepair and 

the airport shut down. 

All this rich history of West End hospitality, now remembered 

mostly through sepia-coloured photographs and the  

“you had to be there” stories, is being recounted to me as I sit 

at a seaside conch stand across the street from The Star Hotel. 

Robert Grant, the rather charming man preparing a large pot 

of fresh-as-can-be conch salad, is the owner of the property 

and the raconteur du jour on this sun-cooked holiday Monday 

in June. 

He knows the stories well because they are in his blood – 

a part of his heritage. Before he was the proprietor of  

The Star, it was owned by his father, and – of course – his 

father before him as well. Many of the West End’s best  

stories have taken place here and Grant seems to know  

them all. 

These days, The Star is a hotel in name only. Though its time of 

offering a place to sleep is in the past, it still serves as a core 

to West End’s warm reception, dishing up its acclaimed conch 

salad, cold beer and iced drinks made with fresh fruit and the 

right “splash” of rum. 

The Star Hotel is the kind of time-capsule Caribbean bar and 

hotel space that populated Ernest Hemmingway’s books. It 

should come as no surprise that the great American novelist 

is said to have spent some of his time there (though one 

might suggest it’s more rare to find a bar in this part of the  

world that Hemmingway didn’t frequent at one point or 

another). 

Even empty and silent as it is in the middle of this lazy afternoon, 

The Star holds intangible traces of the thousands of music and 
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rum-soaked nights that turned to mornings where everyone 

happily ignored the rising sun. 

As vintage as it may be, as abandoned as its once iconic 

resort is, as pummeled as it has been by hurricanes, the West 

End is not merely a fossil of a heyday. 

Grant keeps smiling, selling his renowned conch salad at cost 

(“The conch salad brings the people in,” he explains, “the spicy 

salad then sells the drinks.”) and at night the place can still 

pack in a spectacular party on par with its festive forefathers. 

Celebrities can be sighted there, enjoying the anonymity and 

the “we’ll treat you just like everyone else” mantra the area 

provides. 

And while recent re-development efforts at the Jack Tar site was 

victim to the same troubled economy that befell developments 

the world over, the West End Airport is once again flying its 

orange safety flags.

In early June, the airport re-opened its instant access to the 

idyllic destination of West End Grand Bahama Island to private 

pilots and charter operators. Meanwhile, Old Bahama Bay 

Resort & Yacht Club, an all-inclusive, all-suite beachfront resort 

is also an official Bahamas point of entry, with onsite customs 

and immigration services for arrival by air or sea. 

More important than any of that though is the fact that the 

people - people like Robert Grant - who have always taken 

the West End’s “The Home of Hospitality” motto to heart, are 

still there. They’re still providing that unique West End charm, 

hauling the conch out of the sea and preparing the salad 

fresh in front of you. They’re still offering up the rich stories of 

the years gone by and anticipating more to come. They’re 

still throwing the churchyard picnics, serving up delicious fried 

conch not just to their parishioners, but also to those curious 

Canadians looking to get a literal taste of this Grand Bahama 

Island West End life.  

The West End vintage is not the vintage of record stores or 

boutique clothing shops. It’s not antiquated. It’s earned, like a 

fine wine born of particularly strong early years, the right factors 

playing favours to its appeal through time, aged to perfection 

through generations of care and now given the chance to 

breathe before being thoroughly and properly enjoyed.  

So if you have the chance, pay a visit to Grant in the West 

End, and drink it all in. 
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future proof

T he purpose of this series is to help 

travel professionals become 

more future-proof. That doesn’t 

mean predicting the future. Instead, 

my intent is to help you make the most 

of the real value you provide beyond 

the transactional vehicle in which it is 

delivered.

Selling and making bookings are 

examples of the vehicle. The valuable 

cargo is the priceless guidance and 

support that go along with it. This 

distinction matters because it can 

influence your marketing strategies 

and operational tactics. As such, an 

important question to ask is this: Are 

you more focused on the vehicle, or 

the cargo?

My company routinely surveys those 

who travel, asking what motivates 

them to call an agency instead 

of going online. “Seeking advice”  

always ranks in the top three. Price 

has rarely climbed higher than number  

five; this shows that it matters,  

but not as much as getting good  

advice.

The challenge is delivering the advice 

and support clients desire in a way 

that is efficient and profitable. The 

answer is to learn and practice the 

art of consulting.

Consulting means questions

While sales training opportunities 

are plentiful, courses on consulting 

seem a rarity in travel. So, along 

with my development team, we  

created one just for you we call “The 

Zones of Experience.”  It’s a simple 

method that can help you quickly 

narrow the choices, identify areas 

to be researched, and facilitate  

making recommendations. With 

practice, the process takes about 

five minutes. Internally, we use the 

“Zones” as the foundation for our video 

courses on consulting skills, professional 

fees, and even marketing. In essence,  

they are six categories of questions 

about the actual vacation experience. 

While I can’t cover the entire  

method here, let’s walk through the 

basics.

Get into the zones

First, we named each of the “Zones” 

to make them easy to remember:  

Emotional, Lifestyle, Social, Dining, 

Activities, and Cultural. Asking 

questions in these categories can 

uncover unspoken desires, reveal 

misconceptions, and present plenty 

of opportunities for upselling and 

add-ons. To give you an idea of how 

it works, let’s focus on the first three:

Nolan Burris
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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.

Emotional: It has been found that most vacations begin with 

an emotional trigger, sometimes months before your phone 

rings. Examples: I’m stressed and need to relax.  I’m bored 

and want some excitement.  I’m craving quality family time. 

I want a romantic reconnection with my spouse/partner...

This emotional trigger is what launches the initial desire for a 

vacation.  To put it another way: it is the primary reason for 

the trip in the first place! Yet, it’s not the sort of thing most 

enquirers will think to mention, and few travel consultants 

ask about it. A simple guiding question is all it takes:

“Do you mind if I ask about the main purpose of this trip?  

Are you hoping for excitement, relaxation, adventure, family 

time, or is this trip a romantic getaway?”

Their answer could change everything – even the destination 

recommended. Studies show that if travellers don’t get the 

emotional satisfaction desired for the trip, they come home 

feeling unfulfilled, which directly affects repeat business, 

referrals and customer satisfaction.

Lifestyle: As a travel consultant, I was told to always ask 

for my client’s travel budget. The problem today is that 

most people start their research online where everything 

appears to be much less expensive than it really is. So, asking 

for a travel budget will likely result in an unrealistically low 

response.  

Instead, ask about the experience desired! We call this the 

Lifestyle Zone: 

“Are you hoping for a more upscale, luxury experience, 

something a little more mainstream, or perhaps a budget 

or discount experience.”

Social: The social aspect of a resort, ship, or destination can 

transform a vacation positively or negatively. It’s another 

hidden desire rarely offered without asking: 

“Do you prefer a busy social scene with lots of people 

around, group activities and such, or something a little 

more quiet, reserved and private?”

Think of all the people who may have asked for Waikiki 

Beach believing it to be a peaceful, secluded paradise 

based on professional photos seen online.  

The ‘Golden Rule’ of consulting

Whether you ask the sample questions above or invent your 

own, it’s important to discuss the actual experiences of the 

vacation, not just transportation, accommodations and 

prices. There is also one bit of advice I offer all consultants: 

follow the Golden Rule of Consulting, which is: Never believe 

a customer knows what they want, even if they do.

Online, every resort looks perfect and every cruise is a dream 

come true. Can you really afford to assume they have made 

fully educated decisions?  Honour your clients by asking the 

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

make the right recommendations.

Tip: Download our free Zones Consultation Form at 

FutureProofTravel.com. 
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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.

TravelBrands welcomed Nathalie Tanious 
to the role of VP, cruise, where she is 
responsible for the ongoing management 
and growth of the company’s cruise 
division, and specifically Encore Cruises.

CanJet Vacations has officially launched 
in the market, & industry veteran John 
Kirk joined the company as VP, sales & 
marketing.

The 2015 Global Travel Price Outlook report, 
a joint publication by Carlson Wagonlit 
Travel (CWT) and the Global Business Travel 
Association Foundation, suggests that air 
prices in Canada are set to increase as 
much as 1.5 per cent next year.

As the new representative for the Las Vegas 
Convention and Visitors Authority in the 
Canadian market, ConnectWorldwide 
Canada has announced the team 
dedicated to the account, which includes 
Afra Davis (Western Canada), David Han 
(Eastern Canada & Ontario) and Marsha 
Mowers (public relations).

The Intrepid Travel Group in Canada has 
officially launched two brands in Canada 
- Peregrine Adventures, dedicated to 
travellers 50-years-old and above, and its 
youth product, Geckos Adventures.

Nicole McCallum has been appointed to 
the role of national marketing manager for 
Trafalgar’s Canadian team, based in the 
Toronto office. She replaces Karin Micheelsen, 
who left the company in April.

Sunwing Airlines and Sunwing Vacations is launching service this winter to both 
Cancun and Punta Cana from Buffalo Niagara International Airport.

news



1 - Transat Distribution Canada 
hosted  Excellence Bravo Club 
winners in Prague & South Bohemia, 
and included a gala night in which 
participants wore period costumes for 
the awards ceremony. Photo courtesy 
TDC.

2 - Duncan Bureau, Air Canada’s 
VP, global sales, paid a visit to 
Tokyo-Haneda in celebration 
of the airl ine’s first fl ight from 
the destination aboard the new 
Boeing 787 Dreamliner. Photo 
courtesy Air Canada.

3 - Young Travel Professionals - 
Toronto chapter recently visited 
Centre Island for its monthly event. 
Pictured here, Laura Di Nardo, 
aspiring industry professional, Rob 
Campbell, Free & Easy Traveler, 
and Martino Daniels, travel agent. 

4 - Joel Jack, secretary of finance 
and enterprise development, and 
Tracy Davidson-Celestine, deputy 
chief secretary of tourism and 
transportation, both of the Tobago 
House of Assembly, spoke with 
representatives from the Canadian 
travel industry about what the island 
has to offer visitors. 

5 - Industry friends came together 
to offer best wishes to Jayne 
Shackleford, manager of Tourism 
Ireland, as she moved on from her 
role after 16 years (in the Canada 
office since 2003). Here, she is 
pictured with her husband Michael 
Ramage. 

6 - Annie Inglis & David Wood, 
expedition leaders, Quark Expeditions, 
hosted an educational event for 
trade partners to learn about the 
company’s product in the polar 
regions of the world.
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Ron Price, a B.C. pilot and businessman, 
has been chosen to receive the Honorable 
Company of Air Pilots (HCAP) Award of  
Merit for his innovations in the aviation 
industry.

WestJet will add frequency to its Calgary hub 
from Comox Valley Airport, with year-round 
daily flights as of Jan. 16, 2015. This will open 
up about 14 additional WestJet markets that 
were previously not served from YQQ.

It was another successful year for the world 
famous Calgary Stampede, attracting 
nearly 1.3 million visitors from around the 
globe to cowboy shows, races, concerts, 
and attractions. 

1 - Showcasing the new ‘Triangle of the Sun’ 
packages available in Guerrero, Mexico: Cesar 
Mendoza, director, Western Canada, Mexico 
Tourism Board; Glen Dierker, manager, business 
development, B.C., WestJet; Maria Lu, specialty 
sales manager, Western Canada, Air Canada; 
& Sergio Alvarez, under-secretary of tourism, 
State of Guerrero.

2 - At the Fun Sun Vacations’ Maui presentation: 
(Back row)Julie Yoneyama, Old Lahaina Luau; 
Tiffany Rosenthal, sales manager, Ka’anaplai 
Beach Hotel; Erin Anuhea Frank, leisure sales 
manager, Fairmont Kea Lani; Wendy Frost, 
BDM, Outrigger Resorts; Julie Gilfillan, BDM, 
B.C., TravelBrands; Julie Puu, sales manager, 
Courtyard Marriott Maui; & Jennifer Caravalo, 
sales manager, Hawaiian Hotels & Resorts. (In 
front): Freddie Marsh, sales rep, Hona Kai Resort; 
& Chris Kai’aokamalie, director of leisure sales, 
Maui Visitors’ & Convention Bureau.

3 - KLM Royal Dutch Airlines crew salutes France 
on the YVR observation deck at the Honda 
Celebration of Light in Vancouver.

4 - Kristina Hofmann, sales manager, AAT Kings, 
Fleur Ulbrick, head of international sales, AAT 
Kings & Darcie Guarderas, director of business 
development, Anderson Vacations, showcase 
touring product in Australia & New Zealand at 
travel industry event in Vancouver.

5 - Members of the Transat Tours team at 
the Transat Holidays & Nolitours’ Sun Training 
Academy in Vancouver: Lynne White, business 
development representative, B.C.; Rachel 
Naidu-Reimer, inside sales supervisor; Paula 
Rizos, commercial director, Western Canada; 
Christy King, business development supervisor; 
& Fatima DaSilva, business development 
representative, B.C.
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About 120 golfers came out for the 

annual Skal Toronto Golf Tournament, 

hosted Aug. 11, 2014 at Lionhead Golf 

& Country Club in Brampton. Here’s a 

snapshot of the day’s events:

David Wright, Deana Murphy, Anna Tarkowski & Lorraine Brisbois.

Sandy Pretty, Joceylne Faucher & Pam De 

Haan.

Brad Miron, Ed Day, Cari Marotta & Craig 

Canvin.

David Lafayette, T im Booth and Bill  

Ramsey.

Mary Heron, Pierre LePage, Joanne 

Gudmundson & Hans Sturzenbecher.

Jennifer Waver, Christine James, Denise Harper 

& Karen Salviato.

Scott Stewart, Louise Gardiner, Rob Blowes & 

Doug Ellison.
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Considered the world’s number one 

presentation consultant, Jerry Weissman 

educates readers on how to give the best 

presentations  to even the most critical 

audience. He identifies certain techniques, 

from how to craft the perfect presentation to  

the art of capturing an audience in 90 

seconds.

Transform you presentation from an old-age 

monologue to an engaging and interactive 

event using techniques described in Boring to 

Bravo. It suggests a collaborative approach to 

the communication process, demonstrating 

how to connect and converse with an 

audience. For example, what to do before 

and after a presentation, how to arrange the 

room where you’ll be presenting, and other 

simple but powerful tricks.

Learn how to conquer stage fright, inject 

energy into your voice, when and how to 

use humour, moving communication into 

influence and more with this particular 

choice. Bert Decker explains why it’s 

important to earn the trust of your audience 

in order to have the most effective 

presentations.

Connecting with people is the key to 

success, according to author John C. 

Maxwell, who argues that while it comes 

naturally to some, anyone can make every 

conversation an opportunity for a powerful 

connection. He shares basic practices you 

can apply to presenting - such as keeping 

communication simple, finding common 

ground, capturing interest and staying 

authentic.

“Nobody ever walked out of a great speech 

saying, ‘I loved the way she used PowerPoint.’ 

Yet, all too often, speakers rely on tools like 

it to carry them through a presentation,” 

reads this book’s synopsis. Real Leaders 

Don’t Do PowerPoint delves into how you can 

present yourself and your ideas with greater 

impact, focusing on both the importance of 

messaging and delivery.

This book is comical yet practical, as 

author Scott Berkun discusses what makes 

some people effective communicators. 

He offers up his own philosophies on the 

subject, plus advice, while also highlighting 

some presentation disaster stories - and 

countermoves in case you ever find yourself 

in the same position.

By: Jerry Weissman

By: Kristin Arnold

By: Bert Decker

By: John C. Maxwell By: Christopher Witt, with Dale Fetherling

By: Scott Berkun
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