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I always write my editorials at the 

end of each magazine’s assembly. In 

hindsight, I realize that each edition is 

unique and beautiful, and I find that 

each month, the work of our team 

and partners outdoes the last, and we 

manage to do great things in terms 

of both editorial content and design.

This is our sixth issue and it is a particular 

highlight for me because much of 

the content focuses on people who 

embody an entrepreneurial spirit. It’s a 

passion - to manage, negotiate, build 

and count - and I admire people who 

have the guts to start from scratch and 

set up their own ventures.

This edition of PAX magazine features 

interviews with some familiar names 

who forged their own path in the 

Canadian travel industry, as well as 

up-and-coming personalities to watch 

for as they blaze new trails in the ever-

changing travel landscape.

Regardless of whether they are 

veterans or newcomers to the travel 

industry, they share a common quality 

– the courage and desire to take their 

unique visions and realize them to their 

fullest potential.

In our cover story, you’ll hear from 

CanJet Vacations’ John Kirk, who joined 

the new company earlier this year as 

VP of Sales and Marketing, bringing 

with him a wealth of knowledge and 

experience as the brand enters its first 

winter vacation season.

Jonathan Carroll, a name – and voice – 

everyone will recognize, also speaks on  

his newest ventures in the Canadian 

travel marketplace where he continues 

to break into new territory, including 

a new partnership with President’s 

Choice; another brand that while 

based in a different industry, shares 

in that same fearless, entrepreneurial 

spirit.

And while the travel trade, like many 

other industries, is weathering concerns 

over a lack of young talent, our  

PAX People feature for November 

will allay some of those fears by 

highlighting five of the industries rising 

stars – a small sample of the new travel 

talent emerging every day across this 

country.

Regardless of how the industry 

shifts with new technological and 

economic developments, it is these 

entrepreneurial qualities that will 

continue to define success in travel 

for years to come.

Your thoughts and comments are always 

welcome at marie@logimonde.com.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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Even the biggest businesses all started 

with a simple idea. Think Apple, Google, 

Walmart, Ford. The common thread 

among these and any other successful 

venture was to provide a service or 

fulfill a need; the really good ones even 

created that need.

But it takes guts, confidence, and some 

good investment of time and money. 

No doubt about it, it’s not always easy 

being an entrepreneur, but it can pay 

off in spades.

As we head into the busy winter months, 

there are two new players joining the 

fight for the attention of the Canadian 

traveller. In this issue of PAX magazine, 

you will get a behind-the-scenes look at 

the thoughts and strategies that shaped 

CanJet Vacations (pg.36), the newest 

tour operator on the block, as we sit 

down with Vice-President, Sales and 

Marketing, John Kirk. In addition, you’re 

introduced to Travel Nation Canada  

(pg. 9), the latest endeavour by 

itravel2000 Co-Founder Jonathan Carroll, 

which pairs a call centre-online approach 

with what he believes is unrivalled service 

and customer experience.

Carroll himself admitted that starting a 

business is often a scary thing, but as they 

say, “Without risk, there is no reward.”

You’ll also find short profiles on a few of 

the trade’s notable “up and comers“ 

who embody this spirit, truly representing 

the future of the travel industry (pg. 24). 

Whether leading their own business  

or being a leader within another, each 

are carving their way through an 

exciting time of market evolution. I hope  

after reading this piece, you’ll agree  

that if this is the next generation of 

executives in our industry, we`re in top 

shape going forward.

The overall theme of this month’s issue is 

starting something new, but of course, 

we have some great travel stories to tell 

as well.

Either way, it reminds me of the famous 

Robert Frost line, “Two roads diverged 

in a wood – and I, I took the one less 

travelled by.”

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com
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setting the stakes

Jonathan Carroll speaks about his new 
venture, Travel Nation Canada, and a 
budding partnership with PC Financial
Text: Terrilyn Kunopaski
Photography: Olive Photography
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“T he past year has probably been one of the most 

interesting of my entire life,” Jonathan Carroll says, 

kicking off our conversation from his Matheson 

Blvd. office which overlooks Highway 401 and has a clear 

view of Toronto Pearson International Airport. 

If you don’t know him, you might recognize the name from 

itravel2000 radio and TV commercials that aired across 

Canada from the company’s inception nearly 20 years 

ago, up until mid-2013. 

In its heyday, itravel2000 was a leader among online travel 

agencies - the first of its kind in Canada - established by 

Carroll, his father and brother, plus 

a few other investors. It was sold to 

U.K.-based Travelzest in 2006, and 

following a period of upheaval, the 

Board dismissed Carroll from his position 

as CEO prior to the parent company 

going into receivership in summer 2013.

He admits it wasn’t easy, but isn’t 

much for using the word “challenge” 

- instead, he opts for “opportunity.”

“The last 20 years have been a stepping 

stone to where we are today,” he says. 

“Now, it is to be able to build, what 

we envision as a team, the ultimate travel company from 

a service, functionality and cultural point of view, and 

to house it under one roof with a clean slate and not be 

burdened with systems or legacy issues.”

Carroll’s booming voice was absent from Canadian 

airwaves for some time, but is now back and apparently 

more energized than ever. September marked the launch 

of this new venture he is referring to, Travel Nation Canada 

(TNC), an online travel agency plus call centre model. 

“Everybody in this society is moving very fast and they 

want everything now but nobody has gone back to the 

basics and emotional feelings you have with consumers,” 

he explains. “That’s what’s going to separate us in the 

marketplace – how we listen to our customer and take the 

time. It’s not about processing a booking in six minutes; it’s 

about servicing a customer effectively, a customer who 

is going to tell 10 or 20 people that the experience was 

fantastic and that the deals were very good.”

The other part to his new venture is PCtravel.ca, in affiliation 

with President’s Choice (PC) Financial, a similar service 

for PC members who can earn double points on all travel 

purchases. 

“We thought travel was competitive? Go into the grocery 

business – it is probably the most competitive business 

but it just goes to show you if you focus and listen and 

build with your customer, you have great success,” Carroll 

enthuses, referring to PC’s position in the market. “Did 

we reinvent a whole new model? No, 

but we took an existing brand and an 

existing opportunity and we attached 

it to a company that has the same 

principles of customer service and 

building that relationship, married 

the two together and introduced it 

to the marketplace...Look at how the 

President’s Choice brand has evolved 

in the consumer’s eyes – it started with 

cookies! From cookies to travel? What 

an opportunity.”

It’s that relationship with the customer 

that he says is inherent to the strategy 

of both new business aspects, which he believes will be the 

key to its success.

“If you look at the team we’ve assembled for Travel Nation 

Canada and PCtravel.ca, these are individuals who have 

been in the industry, who have great recognition for their 

achievement and sales, and they also understand the 

value of the customer - how servicing the customer goes 

above and beyond. We’re building a Canadian company 

designed for Canadian travellers.”

And once again, this executive is putting his money where 

his mouth is, going out on a limb to represent TNC as the 

spokesperson to consumers, despite the fact that it’s never 

been a task he’s overly enjoyed. 

“It’s the one part of the business I was never totally 

comfortable with,” he says. “But I did it again because   
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I wanted to separate myself in the marketplace. No one is 

willing to go out and be the spokesperson for their brand. 

No one is willing to go out and hold themselves accountable 

– good or bad...If I’m going to go out and say something, 

it’s better to stand behind what I’m going to say.”

The planned marketing approach thus far for TNC is a simple 

one - no high tech props or splashy messaging necessary, 

but instead, when it comes to TV spots, it’s just the man 

himself sitting on a stool, basic graphics behind him, and 

speaking with the viewer. 

“It gives us an opportunity to develop that relationship and 

to demonstrate that we deserve to have an opportunity to 

serve them,” Carroll says. “I think it’s so unique and different 

because it’s real. There’s also a huge risk – when you don’t 

perform, the backlash is tenfold; it becomes personal.”

But then again, “personal” is what it’s all about.

“The consumer is going to exercise their ability to choose 

whatever they want. I think where you win the game or 

evolve with the business is that you put a heavy focus on 

your customer service and what you’re delivering to the 

consumer - whether it’s an online or offline experience. It’s 

how you create and maintain that relationship, while at the 

same time giving the consumer value-adds that are real 

and partner with the right brands going forward.”

It’s only just begun for this burgeoning business, and it’s  

not farfetched to assume other major partnerships are in  

the works, though Carroll remains mum on what those 

could be.

As he always says though, “Dream big.” 
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technology

Environics Analytics’ Jason Dunkel shares how PRIZM C2 technology can help businesses 
understand their customers & apply that to marketing and product development

Blake Wolfe

F aced with an increasingly splintered marketplace 

divided on a growing number of economic, social 

and cultural lines – not to mention an overwhelming 

number of choices in mass media messaging – businesses are 

seeking every opportunity and advantage to best reach their 

target customers.

Making it possible to do this most effectively is the evolving 

world of analytics. While the concept of interpreting data 

to make better business decisions is far from new, modern 

approaches to gathering and reviewing this information (along 

with the type and amount of data collected) has allowed for 

quicker and more exact analyses, therefore helping to guide 

marketing and messaging.

Toronto’s Environics Analytics (EA) is among those companies 

providing support to businesses in this way. Its role is to analyze 

various sets of data to either connect clients with or help 

them understand the type of consumers they are seeking, 

said Sales Consultant Jason Dunkel, who is dedicated to the 

company’s travel and tourism patrons (including tourist boards, 

tour operators and travel agencies). EA does this using PRIZM C2 

technology, a postal code segmentation system that defines 

different “clusters” across Canada. 

Using a range of information sources, this platform has 

established 66 identities, each one representing a socio-

economic demographic within Canada, providing insight on 

factors such as income, wealth, education, spending habits 

and leisure activities – including travel behaviours - in each 

group. One of these identities has been appointed to each of 

the 56,000 neighbourhoods in Canada. (Have a look on EA’s 

website can to see where your neighbourhood falls within the 

lifestyle landscape: environicsanalytics.ca.) 
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“It all starts with a question or challenge,” Dunkel said, 

describing why businesses refer to EA’s expertise. Common 

requests are for help defining a customer base, directing 

media purchases more effectively, or launching a campaign. 

“Once we have that challenge, we can come up with 

different ways of addressing it.”

Most often, the solution incorporates said client’s own 

data sets as well. For example, travel companies and 

organizations working with EA provide information from 

surveys or client inquiries, which is then paired with EA’s 

knowledge, based on existing market data, to help guide 

clients depending on the request. Another approach is 

comparing the neighbourhoods within a client’s catchment 

area to the postal codes found within their own database, 

allowing a business to see who they are reaching versus 

who they want to reach, plus determining where more of 

this type of consumer can be found.

“For example, international tourist boards often come to us 

and ask, ‘Who are our Canadian visitors? Help us find them 

and help target them better,’” Dunkel said. “They have 

the postal codes and we can determine which clusters 

their clients belong to. They might already know where the 

people who filled out their survey are, but what they really 

want to know is where to find more people like that.”

Though it can be a bigger time and financial investment 

than mass-marketing to use these services, Dunkel said the 

benefits could be ten-fold.

“Having this information allows you to take a more educated 

approach to your marketing and product development,” 

he explained. “You understand who your customers are, we 

know what their media preferences are, so you’re going to 

be spending dollar-for-dollar much better than someone 

who doesn’t know that; you’re going to be targeting the 

message in the place where your customers are found.

“Data is only part of the story, but having that data to 

confirm or validate any decisions that are being made is 

empowering.”
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1 09 - Furs & 

Philanthropy

Upscale, middle-aged 

and older families

Upscale $123,916

Middle-Aged & Older

Ethnic Presence: High

Educated, upscale and nearly half Jewish, Furs & Philanthropy consists of larger families 

and empty nests concentrated in a few big-city neighbourhoods like the Bathurst Street 

section of Toronto and Côtes-des-Neiges in Montreal. Many of these growing areas 

contain first- and second-generation Canadian Jews in addition to recent Russian 

émigrés. Residents tend to have late teens and older children, own elegant houses or 

condos and work as white-collar professionals and corporate executives. Maintaining 

active social lives, they go to the ballet, frequent art galleries, attend ski shows and 

exercise at health clubs. These urban sophisticates are both well-travelled—they 

frequently fly to Israel, Europe and Florida—and eclectic in their philanthropy. They 

donate to a wide range of medical, cultural and religious groups, reinforcing the value 

they place in being members of a global community.

2 04 - Young Digerati Younger, upscale 

urban trendsetters

Upscale $133,396

Younger

Ethnic Presence: 

Medium

Young Digerati consists of the nation’s tech-savvy singles and couples living in 

fashionable in-town neighbourhoods in a handful of big cities. Affluent, highly educated 

and ethnically mixed, Young Digerati communities are typically filled with tasteful, 

high-rise apartments and expensive condos located near fitness clubs, clothing 

boutiques and all types of bars—from wine to coffee to microbrew. Because many 

residents have yet to start families, they have the time and discretionary income to 

pursue active social lives, enjoying dancing, bar-hopping, listening to music and going 

to film festivals. And they like to look good while they’re doing it, taking aerobics and 

Pilates classes as well as shopping for the latest fashions and electronics. But they’re 

not simply acquisitive materialists; many are socially conscious consumers who donate 

to cultural, political and environmental groups. 

Rank * Cluster One-liner Description

* Amount spent on last vacation

3 05 - Asian Affluence Wealthy, suburban 

Chinese families and 

couples

Wealthy $133,429

Middle-Aged

Ethnic Presence: High

The most affluent of the Chinese-dominated lifestyles, Asian Affluence is home to 

educated, middle-aged families, one-quarter of who speak Cantonese or Mandarin 

as their first language. Most residents came to Canada in the 1980s and 1990s, 

settling in a small number of prosperous neighbourhoods in Toronto and Vancouver. 

Characterized by large families—the group features a disproportionate number of 

multi-generational families—Asian Affluence is home to many teenage and twenty 

something children. But thanks to high household incomes, Asian Affluence residents 

enjoy sophisticated lifestyles. They travel abroad often, frequent the ballet and opera, 

and enjoy going to theatres, film festivals and 5investment shows. In addition, these 

mostly university-educated consumers are savvy shoppers, whether the subject is the 

latest tech gadget or cutting-edge fashion.

4 40 - Heartlanders Older and mature, 

working-class town 

couples

Lower-Middle $69,833

Older & Mature

Ethnic Presence: Low

Widely scattered in towns across Canada, Heartlanders consists of working-class 

couples and retirees living in unpretentious houses and mobile homes. The aging 

householders—two-thirds of maintainers are over 55 years old—tend to have 

high school and trade school diplomas, and hold blue-collar, service sector or 

agricultural jobs, if they haven’t already retired. Their rustic lifestyle—residents enjoy 

camping, gardening and boating—has changed little in a century, except for 

the addition of multiple motorized vehicles. Their properties are often cluttered 

with pickups, power boats, RVs and snowmobiles. The members of this segment 

like to gather at farmers’ markets and pub restaurants to hash out the latest news, 

and their opinions are typically right-of-centre: they’re staunch supporters of the 

national government and against premarital sex. 
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7 02 - Urbane Villagers Wealthy, middle-

aged urban 

sophisticates

Wealthy $242,685

Middle-Aged

Ethnic Presence: 

Medium

Located in Canada’s largest metros, Urbane Villagers is a prosperous world 

of stately homes and high-end cars, charity auctions and health club 

memberships. The nation’s second wealthiest cluster, it’s characterized by 

married couples with university degrees and university-aged children, and 

includes a significant percentage of European, Asian and Middle Eastern 

immigrants. With their hefty salaries, Urbane Villagers members enjoy the 

trappings of wealth: vacation cottages and boats, trips abroad and tickets 

to professional sporting events. But these Canadians also tend to be involved 

in their communities as progressive and philanthropic members of cultural, 

political and environmental groups; one of their highest-rated values is an 

interest in diversity.

5 03 - Suburban 

Gentry

Wealthy, middle-

aged suburban 

families and couples

Wealthy $170,960

Middle-Aged

Ethnic Presence: 

Medium

The Suburban Gentry segment is a magnet for Canada’s up-and-coming 

business class: a prosperous suburban world of dual-income couples who often 

have university degrees and large families, typically with teens or university-

aged children. Given its high percentage of managers, scientists, artists and 

government workers, there’s a decidedly professional tone to this cluster. 

Suburban Gentry residents rank near the top for operating a small business, 

owning business software and taking business trips. These consumers are big 

spenders who belong to golf clubs, gamble at casinos, go to the theatre 

and attend pro football, golf and hockey matches. Fitness conscious, they’re 

much more likely than average Canadians to jog, take aerobics classes, and 

play golf and basketball. Many take pride in their healthy lifestyle, telling 

researchers, “I feel guilty when I eat ‘junk food.”

8 17 - Les Chics Sophisticated, urban 

Québec couples and 

singles

Upper-Middle $98,638

Older & Mature

Ethnic Presence: 

Medium

Among francophones, Les Chics residents are the “beautiful people.” Living 

in fashionable city neighbourhoods like Outremont, Mount Royal, Roxboro 

and Anjou, these older, often bilingual singles and couples own comfortable 

houses and luxury condos. Slightly more upscale than in 2001, the segment’s 

residents can afford active lifestyles, with high rates for attending theatres, 

outdoor stages and music festivals. Their favourite leisure activities include 

going to movies, historical sites and professional tennis matches. And they 

try to make time for working out, typically playing racquet sports, cycling 

or cross-country skiing. They have high rates for buying expensive perfume, 

fashion and jewellery: Les Chics residents greatly enjoy acquiring all kinds of 

consumer goods—especially a product that’s new on the market.

6 01 - Cosmopolitan 

Elite

Very wealthy middle-

aged and older 

families and couples

Very Wealthy $507,313

Middle-Aged & Older

Ethnic Presence: 

Medium

Canada’s wealthiest lifestyle, Cosmopolitan Elite is an urban oasis for  

both new-money entrepreneurs and the heirs to old-money fortunes.  

With household incomes many times the national average, this segment 

remains concentrated in a handful of established neighbourhoods—like 

Montreal’s Westmount, Toronto’s Forest Hill, Calgary’s Mount Royal and West 

Vancouver. Here, super-rich, middle-aged families and older couples live in 

multi-million-dollar homes, drive luxury imports and support the arts, frequenting 

the opera, ballet, symphony and theatre. They’re fitness-minded Canadians 

who belong to health clubs, work out at home and enjoy Pilates, yoga and 

cross-country skiing. Active in the community, they like to attend sporting 

events and arts festivals in addition to volunteering on community projects 

and donating to a variety of causes—an impulse reflected in their belief in 

spending money wisely.

Rank * Cluster One-liner Description

* Amount spent on last vacation



9 13 - Continental 

Culture

Upper-middle-class, 

multi-ethnic urban 

households

Upper-Middle 

$115,757

Younger

Ethnic Presence: 

Medium

Continental Culture presents a portrait of old-fashioned diversity with its many first- and 

second-generation European immigrants, especially from Italy, Portugal, Greece and 

Poland. Centred in Toronto, its households contain a mix of married and common 

law couples and, increasingly, young families. Living in older urban singles, semis and 

low-rise apartments, these relatively young residents tend to have university degrees, 

white-collar jobs and upscale lifestyles. They have high rates for going to the theatre, 

art galleries and film festivals. On weekends, they pile their young children into station 

wagons and visit historical sites, zoos and amusement parks. Despite their Old World 

roots, they hold relatively progressive views, describing themselves as early adopters, 

supporters of equality of the sexes and fans of novelty and originality.

10 19 - Rods & Wheels Older, upper-middle-

class couples and 

families

Upper-Middle $97,402

Older

Ethnic Presence: Low

There’s a proud, self-reliant streak in Rods & Wheels, a cluster of older, upper-middle-

class households that are increasingly empty-nesting. Concentrated in the small towns 

of Ontario, most residents live in older homes with average values. They’ve parlayed 

their varied educations into a mix of occupations and comfortable, outdoorsy lifestyles. 

Many spend their free time canoeing, power boating, fishing, hunting, gardening, 

swimming and playing golf, and they enjoy going to exhibitions that feature RVs, boats, 

food, travel, crafts and gardens. Rods & Wheels residents may not be into the latest 

fashion or the newest technology, but they understand engines, filling their garages with 

snowmobiles, ATVs, vans and pickup trucks—often made by domestic manufacturers. 

As their cluster name implies, residents are big fans of both water and motor sports. 

Rank * Cluster One-liner Description

* Price is per person, based on double occupancy, in CAD, 7-night Western Caribbean, cat. M, Freedom of the Seas, December 6, 2015, taxes of $128 pp are additional. Offer applies to new, individual bookings, to select departures 
and categories and to ships indicated above. Offer is valid for double occupancy only (no single, triple or quad). Exclusive Encore Cruises onboard credit offers credits from $25USD to $100USD per stateroom, which varies per 
sailing. Onboard credit has no cash value, is not redeemable for cash, not transferable and will expire if not used by 10:00 pm on the last evening of the cruise. Offer is not combinable with any other offer or promotion. Offer is 
subject to availability and change without notice, capacity controlled, and may be withdrawn at any time.  Other restrictions may apply. All references to Royal Caribbean International are: ©2014 Royal Caribbean International. 
All rights reserved. Ships’ Registry: The 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 | A5915

KEEP
CALM

AND 
BOOK

TWO EXCEPTIONAL OFFERS
Several departures in 2015-2016 - Caribbean or Bahamas

Up to $100  
onboard credit  
per stateroom

As low as 

$424*
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expert advice

Kathy Caprino, M.A. is a nationally-recognized career 

success coach, writer, trainer and speaker dedicated 

to the advancement of women in business.  

She is the author of Breakdown, Breakthrough:  

The Professional Woman’s Guide to Claiming a Life of 

Passion, Power and Purpose, and Founder/President  

of Ellia Communications, Inc. and the Amazing 

Career Project, focused on helping professional 

women build successful, rewarding careers of 

significance. A Forbes, Huffington Post and LinkedIn 

contributor and top media source on women’s career  

and workplace issues, she has appeared in over  

100 leading newspapers and magazines and on 

national radio and television.  For more information, 

visit www.kathycaprino.com and connect with  

Kathy on: Twitter, FB, LinkedIn.

Kathy Caprino

I had an 18-year corporate career in publishing and marketing that was highly 

successful on the outside, but on the inside, it was not. I rose to the level of Vice- 

President and managed multimillion-dollar budgets and global initiatives, but 

throughout my career, I faced a number of excruciating experiences of gender 

discrimination, sexual harassment, work-life balance failures, chronic illness and 

exhaustion, being sabotaged and betrayed by colleagues, and the continual 

nagging feeling that I was meant for different work (but simply couldn’t figure out 

what it was).

And I made a great number of huge mistakes. I did some important things right too, 

but my missteps were legendary (at least in my own mind). When I look back on 

my 30 years of working, and the careers of the hundreds of folks I train, coach and 

teach, five blunders stand out from all the rest as the most negative, damaging, 

and irreversible in building a career and professional life.

The 5 things you should never do at work are:

1. Speak, behave or quit out of rage or revenge

Most people spend more hours at work than anywhere else, so it’s normal and 

expected that we will experience the full gamut of emotions while engaged in 

our work. I’m all for bringing our whole selves to work, and being as authentic, 

honest, and transparent as humanly possible at our jobs. That said, I’ve watched 

the inevitable destruction of losing control of your emotions and acting out rashly 

and impulsively from rage or despair.

For example, in my early 20s, I screamed an obscenity at the top of my lungs to 

my boss who I felt was harassing me, and I did it in front of the entire office. He 

had no choice but to fire me. Thankfully, I had another job offer in the wings so the 

damage was not too serious. While it felt fantastic (for one split second) to swear 

at him, what has stayed with me over time is the shock and shame of how out of 

control I felt during that time. I vowed never to lose it like that and act out of rage 

or fury again. If you act impulsively and rashly at work, you will likely lose much more 

than your self-respect.

2. Backstab your colleagues

I’m astounded at how many people today feel completely comfortable ridiculing, 

disparaging or undermining their colleagues, co-workers and even their friends. I 

used to be that kind of person – talking behind someone’s back if I felt they were 

behaving poorly, meanly, or less than professionally. I learned later (in my therapy 

training) that this is called “triangulation” – telling a third party about something 
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that makes you anxious or upset instead of dealing with it head-on 

with the individual in question. Why do we do that? Because we 

lack the courage and fortitude to address the problem directly, or 

we feel it just won’t work out if we do. It relieves our anxiety to share 

the problem, but it does nothing to resolve it.

Other folks may call this “gossip” (gossip, by the way, is another 

“must not do” in the workplace). But backstabbing your colleagues 

is a special brand of negative behavior because it aims to hurt. And 

when you desire to hurt others, it will be you who suffers. In one job, I 

backstabbed a colleague because it seemed that she received all 

the accolades, promotions and perks because of her beauty and her 

obsequiousness to our bosses. All of that might have been true, but 

trying to take her down behind her back didn’t work. That behavior 

never will, in the long run. You’ll only embarrass and humiliate yourself 

and it will come back around to bite you.

3. Lie

We tell lies most often when we think that the truth will hurt us 

somehow, or when we want to avoid facing the consequences 

of our truth. The problem with lying is two-fold: 1) When you tell 

yourself you’re not capable of facing reality or dealing with the 

consequences, you make yourself right – you’ll grow less powerful, 

capable, bold, respectable and trustworthy over time, and 2) the lies 

you tell must be perpetuated, which is exhausting and drains you of 

vital energy you need to reach your fullest potential.

If you have told lies at work – about your skills and talents, experience 

and background, about the status of work you’re overseeing or about 

who you are and what you are capable of, I’d highly recommend 

taking a long, hard look at what you’re afraid of, and, instead of 

keeping up the front, get in the cage with those fears and begin 

working through them.

4. Proclaim that you’re miserable

Just the other day, I was talking to a former client who had marched 

into her boss’s office that week and shared that she was miserable at 

work and volunteered for a severance package. I’ve done that myself 

– been so unhappy at work that I put my hand up for a package.  

I didn’t get it and neither did my client. After sharing that news and not 

receiving the package, you’re stuck in a deeply unsettling situation 

of the employer knowing you’re a terrible fit for your role. There are 

a few specific instances where this might be the right move, but in 

general, sharing that you hate your job is not the way to go.

But what if it’s the truth? My father used to say that there are 10 

different ways to say anything and I think he’s right. Phrases like 

“miserable,” “unhappy,” “fed up,” “ready to leave,” and “need to 

go” are not helpful when you’re talking to your colleagues, bosses 

or HR staff.

What is the better way? Talk about what you’re great at and love to 

do, what you’ve accomplished, and what you’re ready for. Share your 

work highlights and new directions you’re excited and committed 

to take your career and discuss your plans and desires for growth 

and change. Open the door for new opportunities at your current 

employer that will expand your skills, your resume and your talents. Try 

to find ways at your current job (where you’re already getting paid) 

to grow, stretch and build yourself. Explore every option available 

to you for becoming what you want to without walking out in anger 

and disgust. Your employer might very well be able to sponsor and 

support your growth and change, but it won’t happen if you stomp 

in and say “I’m miserable and it’s your fault.”

5. Burn bridges

Literally the biggest lesson I’ve learned in business is that success is all 

about relationships. It’s truly about who you know and how they feel 

and think about you (and how you make them feel). I’m not saying 

that your amazing talent and skill aren’t important. Of course they 

are. I am saying that we don’t thrive and succeed alone. We need 

other people. And these people are not just our former bosses – they 

are people who reported to you, teamed with you, shared coffee 

and drinks with you, took training sessions with you, got yelled at 

alongside of you, and weathered tough times with you.

Every single one of your relationships is vitally important to you and 

your future, so craft them with care. Avoid people you don’t trust or 

like, but don’t burn bridges. After 30 years in business I’ve seen that 

there are hundreds of people we interact with daily who eventually 

could become our strongest allies, advocates and fans, if we protect 

and nurture our relationships as the key, enriching assets they are. 



O ne of the essential characteristics of Dubai, 

an oil-rich city on the Persian Gulf and the 

second-largest of the United Arab Emirates, 

is that it offers a little bit of everything — from world-

class resorts and five-star restaurants to pristine 

beaches and a no-holds-barred nightlife.

It’s no surprise, then, that Dubai is a strong 

contender for hosting the best composite culinary 

picture of the Middle East. The part that may throw 

travellers for a loop, however, is that the best way 

to experience the region’s rich tapestry of tastes 

comes not from a well-appointed, celebrity chef-

operated restaurant, but from a lot closer to the 

ground. In fact, it may just be a walking tour run by 

two sisters called “Frying Pan Adventures.”

Frying Pan Adventures started as an interactive 

offshoot of Arva Ahmed’s food blog, 

ILiveInAFryingPan.com. With help from her elder 

sister Farida, Ahmed was able to turn it into a 

business in 2013. Today the company has served 

more than 2,100 individuals and is certified by the 

Department of Tourism and Commerce Marketing.

Ahmed meets her groups at an unassuming 

intersection in Deira, a neighbourhood in Old Dubai 

where her family has lived since emigrating from 

India in 1989. Each participant gets a gift bag with 

Frying Pan-branded swag (hand wipes, a water 

bottle koozie) and headsets. It can get noisy on 

the streets, Ahmed explains, and she doesn’t want 

anyone to miss her trivia-filled narrative over the 

experience
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next five hours. (Plus, she teases, there will be pop 

quizzes along the way.) Five hours may seem like 

a lot of time to spend on one activity in a city as 

bustling as Dubai, but the two-kilometre trail covers 

four restaurants, two sweet shops and a spice mart.

The first stop is Qwaider Al Nabulsi on Murraqqabat 

Street, which specializes in falafel. What sounds like 

a fairly standard food staple of the Middle East is 

actually most people’s favorite part of the tour, says 

Ahmed. This is not what you’ll find at your average 

food cart; the falafel mahsi is perfectly crisp on 

the outside, stuffed with chili paste and onions. 

With these made-on-the-spot morsels comes 

either hummus with tatbeela (lemon sauce) or ful 

mademes (fava bean dip). After that appetizer, 

there’s mansaf — lamb over rice with yogurt — a 

Jordanian dish you learn to eat traditionally: with 

your fingers.

It’s a short walk up the street to Samadi Sweets, 

chock full of pastries featuring pistachios and dates. 

The treats are washed down with Arabic coffee 

(gahwa) while Ahmed demonstrates serving rituals 

going back to ancient desert tribes. 

The next few gastronomical gems are along Rigga 

Road. Asail Al Sham and Arbel Iraqi Restaurant 

serve Ahmed’s guests a taste of Syrian ice cream 

(boozah) and Egyptian pizza (feteer meshaltet), 

respectively. At Soarikh, you take a peek at a 

famous Iraqi dish: carp slow-roasting over a wood 

fire (masgouf). Then there’s a visit to Ahmed’s  

trusted spice retailer, where guests can stock up 

on high-quality saffron called “Sargol” (which isn’t 

actually yellow, it’s red — just one of many fun facts 

you’ll remember after the tour).

But no one is done walking, talking and eating yet. 

There are still two meals to come — the heaviest 

of the trail, in fact. (Thankfully, Ahmed explains 

how to reserve stomach space accordingly as you 

go.) Past the iconic Deira Clocktower is Al Tawasol. 

Using the skills learned at the first stop, guests dig 

into roasted chicken, lamb curry and rice without 

utensils. They lean against pillows on a carpeted  

Photo by Airspectiv Media
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floor in a private tent reserved for women and mixed groups 

(only men can eat in the main dining room). Don’t bother 

asking the owners how they get so many flavours into their  

dishes — they keep the recipes on lockdown, even from 

Ahmed. 

Last is Abshar Restaurant on Maktoum Street. The Iranian 

venue is more formal than previous stops and offers live 

music. Oven-fired stone bread (sangak) is made onsite 

to complement a family-style meal of eggplant (kashk 

bademjan), lamb shank in tomato broth (baghali polo 

mahicheh), barberry rice (zereshk) and twice-minced 

lamb (kabab koobideh). Finally, mint tea helps clear your 

crowded gullet for zulbia, a dessert of fried batter soaked 

in rose water. 

And if you’re lucky, Ahmed might even have one more little 

delectable edible up her sleeve to take home with you.

On Frying Pan Adventures, there’s a wide world of 

historical consumption — including Jordanian, Iraqi, Syrian,  

Egyptian, Persian and Emirati eats. You can only scratch 

the surface in one day, even with a knowledgeable host 

like Ahmed. But it may be the closest you can come to 

understanding the storied culinary background of the Middle 

East — and it’s the most authentic dining you can find  

in Dubai. 

Tours are $415 AED ($124 CAD) per guest. More information:  

www.fryingpanadventures.com.
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Terrilyn Kunopaski

Call them “trailblazers,” “entrepreneurs,” “innovators” – the 
sentiment is all the same.

The truth is, despite constant concern about a lack of young 
people coming into the travel industry, there’s no shortage 
of up and comers who are creating their own success by 
recognizing opportunities and leading the charge in their 
respective space. The trick is that they’re simply not using 
a traditional approach. They’re open-minded, proactive 
and embracing new technology and trends to establish 
viable, sustainable businesses and projects.

PAX profiles a selection of those who are making their mark 
on the Canadian travel industry.
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As with many industry professionals, it 

was the act of travelling that led Rob 

Campbell into the business of travel. With 

an educational background in business, 

he hopped on a plane to Thailand and 

met up with his cousin Curtis, founder 

of Calgary-based Free & Easy Traveler 

(FNEZ). It was this introduction to the 

country and the company’s style of travel 

that got him hooked and eventually led 

to a job with the business. 

“After realizing what travel did for me, 

I couldn’t turn down the opportunity to 

help others have the same experience,” 

Campbell says.

At that time, there was a team of three 

operating the company through its 

infancy stage. Campbell spent the first 

two years dividing his time between 

Canada, where he headed up the 

customer service and business side of 

FNEZ, and in Thailand, leading groups. 

As the company grew organically, he 

was able to shift focus from the day-

to-day activities to plans for growth. 

Campbell now oversees the Canadian 

operations, and continues to develop 

new methods and relationships in 

order to expand the awareness of the 

company’s value proposition.

The FNEZ culture is one aspect he 

attributes to its overall success - which he 

describes as having “a big family feeling 

between everyone on our team.”

“That family feeling is then passed down 

to each of our trip members through 

our customer service team and the trip 

leaders. That feeling of acceptance 

helps people feel comfortable while 

being out of their comfort zone and truly 

enables them to get out there and have 

the best possible trip.”

Equality, empowerment and fun are his 

values to good leadership, paired with 

a focus on organic growth; everything 

in its time.

Only recently did FNEZ launch a travel 

agent booking tool, but it’s a space 

where he sees plenty of opportunity for 

growth.

“The best part of my job is that I am 

part of an experience that someone 

will remember for the rest of their life,” 

he says. “Travel is something that I feel 

positively impacts a person’s life in a 

way that nothing else can. I believe 

it changes you and it’s a pretty good 

feeling knowing that Free & Easy will 

always be associated with a time in a 

person’s life that they will look back on 

with a smile on their face.”

He offers advice for young entrepreneurs 

to find a way to “set yourself apart from 

what others are doing,” just as FNEZ has 

with its group backpacking trips, which 

don’t have regimented itineraries and 

are full of free time.

“From my personal experience, I feel that 

the travel industry seems to get stuck at 

times with what might have worked in the 

past. The industry is constantly evolving 

and those in it - from agents to operators 

and tour providers - should remain open 

to new ideas, styles and relationships.” 

Photo by Jacey Erikson
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It was a winding road on the way 

to a travel industry career for  

Ryan McElroy, co-founder of The Travel 

Valet. This entrepreneur first went 

into Police Foundations and then on  

to university to pursue a law career 

before ending up at Collette 

Vacations, which he says “sparked a 

lifetime love affair with this amazing  

industry.”

It was in this role that McElroy noticed 

a lack of technological resources  

for travel agencies to profit off the 

Internet boom, so he co-founded 

a business that helped do just that: 

acquire a customer from the online 

space and turn that into bottom line 

revenue. 

The idea was simple as recognizing a 

gap in the market and responding to it 

in a carefully thought-out manner, with 

a steadfast belief in the travel agent 

profession. 

This innovation is now in its latest stage 

of evolution in the form of a mobile app 

called The Travel Valet, essentially a 

pocket travel adviser that allows agents  

and their clients to connect on-the-go.

“The world is going through a mobile 

revolution right now,” he says.  

“The Travel Valet will be on the forefront 

of helping travel agents capitalize 

by adding value to the transaction 

through a mobile application.”

Perseverance is one factor he says 

has contributed to his success thus far, 

cognizant of the fact that “business 

is a roller coaster, filled with ups  

and downs.”

“If perseverance is not a trait, you may 

have a tough time coming out on top,” 

he says. But McElroy feels luck has also 

played a part, calling this the root of 

certain milestones such as his early 

success as a district sales manager 

for Collette and the chance meeting 

of The Travel Valet’s co-founder Ericson 

Smith.

He’s also a man of self-reflection and 

balance, very organic traits that aren’t 

always first to come to mind when 

speaking of entrepreneurial values.

“You need to be able to identify and 

reflect on what your values are, what 

you stand for and what you need to 

do personally to move the needle,” 

he says, adding, “You also need to 

be able to see things from different 

perspectives. I always consider both 

sides of the coin. I think it’s critical 

to keep an open mind and consider 

all opinions in and outside of the 

organization before making a key 

decision.”
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Jillian Dickens began her career in 

journalism, working at a small town 

newspaper in Tofino B.C. before 

moving to a local publication in Iqaluit, 

Nunavut. Not long after, a position 

opened up with Nunavut Tourism in 

marketing and communications and 

she jumped on it. 

“I loved the diversity of the post, plus 

the idea of promoting a destination 

so unknown and exotic yet so close,” 

Dickens says.

She then worked in adventure travel 

with a focus on marketing and 

media relations and was doing some 

consulting when she met her now 

business partner, Shannon Guihan, to 

talk about a shared client. 

It was thanks to this meeting that 

Bannikin Travel & Tourism was born, 

a boutique niche travel consulting 

company based in Toronto with 

clients such as Adventure Canada,  

Outer Shores Expeditions and Exclusive 

Tours.

It’s a market niche that not only plays 

to her strengths as a professional, but 

also matches her personal interests.

The company culture is built on a belief 

in “working hard and smart, with a 

fun and creative approach,” Dickens 

says. “Our office is open and bright 

which reflects well in our collaborative  

and curious approach to the services 

we provide. We are professional but 

don’t take ourselves too seriously. 

I think we are well-represented by 

our clients: adventurous, unique and 

enriching.”

Dickens is the poster girl for not taking 

the standard path, both personally & 

profesionally speaking - “If I hadn’t 

moved to Nunavut, where would I be 

now?,” she says - but also credits self-

assurance and a little bit of luck to her 

current position. 

What are the three top values she 

believes important to leading an 

organization?

“Knowing you are only as strong as 

your team. Leading by example. Being 

gutsy,” she says, clearly in love with 

her job.

“I love helping our small owner-

operated travel company clients 

succeed whether it be through a 

successful e-mail newsletter campaign, 

landing their first-ever feature story 

in a national publication, or turning 

them onto a useful CRM system. I love 

delivering results to our clients who 

put their trust – and limited budgets –  

into us.” 
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Getting into the travel industry was a 

natural path for Chris Godman, general 

manager of Travel Counsellors in Canada. 

He played a hand in bringing the U.K. 

business across the pond back in 2008, 

prior to which he gained experience 

by first taking on responsibilities at his 

mother’s travel agency, then on to roles 

with Intercontinental Hotels, and Skyline 

Hotels & Resorts.

Established in 1994, Travel Counsellors 

is made up of more than 1,300 travel 

professionals operating across eight 

countries amounting to $700 million 

in sales annually. With its unique, 

personalized focus, the company has 

a reputation for its focus on personal 

relationships. 

The young leader says striving for 

excellence and operating with integrity 

are two primary values he maintains, but 

innovation might take top spot. 

“It’s the key element in securing the 

future of an organization,” Godman 

says, using David Speakman, founder 

of Travel Counsellors as an example. 

“He pioneered the home-based model 

concept in 1994 inspired by the words 

of 1990s trend guru Faith Popcorn, who 

predicted that in the future people 

would work and buy from home. David 

dared to go where nobody else had, 

inventing a new future for travel agents.”

“Times have changed,” he says. 

“Technology has changed. And we 

need to be able to adapt to a changing 

industry. One where the focus is on 

providing personal service, and offering 

the customer so much more than what 

the Internet can offer. This is the future 

for the travel agent.”

The 29-year-old says he has never let 

his young age be a barrier to his career 

progression, with the belief that “worrying 

about age is nothing more than a self-

inflicted obstacle.”

“No doubt some have discounted me 

as being inexperienced because of 

my age. It’s an inevitable part of the 

process,” he admits. “But if I let that type 

of mentality get to me, it would only 

become a detriment to my performance 

and success.”

In fact, Godman thinks employing youth 

can benefit an organization greatly, 

especially in staying on top, or ahead 

of, trends.

“These young professionals working  

their way up through the ranks are 

hoping to change the industry through 

innovation, technology and services. We 

want to encourage these partnerships 

with industry veterans, to install new 

practices that will benefit the entire 

industry.” 
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The success of Flight Centre’s international 

social media presence is due in part to 

the efforts of one Alicia Taggio. She is 

the company’s social media specialist 

formerly based in Toronto but now in 

Vancouver, and also a seasoned travel 

blogger. 

Taggio is known throughout the Flight 

Centre community for her down-to-

earth demeanor paired with a go-getter 

attitude. She originally studied Radio 

and Television at Ryerson University and 

worked in the production world before 

being awarded a trip to California as the 

winner of Flight Centre’s “The Best Travel 

Job Ever” contest. She video blogged her 

way through the experience, and it was 

around this time that the company was 

also looking for a social media specialist, 

a job she took on in 2011.

Taggio has mastered these New Age 

forms of communication and says she 

loves being able to talk with Canadians 

about their upcoming trips in this way. 

Curiosity fuels her, she says, noting it’s this 

trait that has led her to travel in the first 

place “and discover what I really wanted 

to do with my life.”

Her other motivation is community, 

which may come as no surprise from the 

co-founder of the Toronto Travel Massive 

monthly meet-up group.

“Every time we get together, ideas are 

shared, friendships are formed, and  

I walk away feeling inspired,” she says. “A 

community tells you what success looks 

like, so open your arms and embrace it.”

With that in mind, it seems only natural 

that Taggio perceives listening an 

important leadership quality, though 

she admits, “It’s not always going to be 

positive feedback, but it’s important to 

hear it.”

This is also true when it comes to her role 

managing social media platforms for 

a major player in what is often a very 

volatile industry; “Right now there’s a lot 

of skepticism about air travel with flights 

going missing or crashing. Public relations 

and social media are important roles 

every travel company/tourism board 

should invest their time and money in. 

People have a lot of questions right 

nowand it’s important to have someone 

there to answer them.”

But despite the challenges, it’s clear 

she’s passionate about the company 

she works for and the industry overall.

“The price of success is hard work. 

Sometimes this means sacrificing a bit 

of sleep or your social life to bring your 

ideas to life,” she says. “But trust me, in 

the end, the effort is worth it if you’ve 

really given it your all.” 



Located in Chiang Mai, Thailand, 137 Pillars House is an urban oasis - perfect for travellers who want 
to spend their days as adventurers and their nights comfortable and relaxed. It is one of the most 
memorable properties I’ve stayed at to date. Let’s take a walk through.

hotel

Terrilyn Kunopaski
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The property’s centerpiece is a beautiful garden wall, 

with a 25-foot swimming pool at the base. It’s the 

perfect place to swim or lounge, plus refreshments 

are available by the poolside, in addition to any menu 

items from on-site restaurants. Ultimately, the unique 

identity of this home-style residential concept allows 

guests to interact with other international travellers 

while also providing an intimate environment in a 

tropical atmosphere.

From the moment you enter through the gates, you’ll 

be overcome by a feeling of calmness. With an ideal 

location in relation to attractions such as Wat Gate, 

Khar Rham Temple and Museum, Huai Kaeo Falls, the 

Royal Winter Palace and others, it’s hard to believe 

that one of the country’s largest cities is just outside this 

sanctuary-like property. 137 Pillars House is a luxurious 

hotel established around a colonial teak homestead 

built in the early 1880s.
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There are 30 suites to choose from at 137 Pillars House, 

including (from smallest to largest) 20 Rajah Brooke 

Suites, six East Borneo Suites, two William Bain Terrace 

Suites, and two Louis Leonowens Pool Suites.

Interior design could be described 

as understated elegance, with a 

clear Thai-influence plus high-quality, 

luxurious furnishings.

There is a tropical vibe carried on 

throughout the property, not only 

thanks to the vast greenery but also the 

decor. For that extra taste of tranquility 

and enhancing the overall experience 

are the outdoor showers - they are 

beautiful, romantic and let’s face it; 

there’s something liberating about it 

as well. 



For the best travel industry news : PAXnews.com32   PAX

Whether travellers are arriving at 137 Pillars House 

from a hill tribe trek or just spent a day on their feet 

at a cooking class, there is also an on-site spa with 

treatments ranging from aromatherapy to Thai 

massage. Group or individual yoga sessions are 

also available to guests.

Getting a taste of the local cuisine in Chiang Mai is an absolute 

“must do” while in this area, but those authentic experiences 

are also available throughout the hotel with six restaurants and 

bars, including Jack Bain’s Bar, The Parlor Lounge, Wine Cellar, 

Palette Restaurant - Western, The Dining Room - Contemporary 

Thai, and The Kitchen. 

Regardless of if a traveller’s intent is to 

maximize time on the property or simply 

enjoy it between excursions, 137 Pillars 

House will not disappoint and will leave a  

lasting impression on any discerning 

traveller. The Old World charm paired 

with modern luxury, not to mention 

amazing service, encapsulate the 

amazing strengths of Thailand as an 

overall destination. 
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J ohn Kirk is the guy who can speak 

intelligently about anything 

from yield management to 

the history of rock and roll, but if 

either prospect sounds a bit dry,  

he’ll do it with a Jamaican patois 

accent to liven things up.

He’s a travel industry executive with 

nearly 30 years in the business under 

his belt, and he’ll be the first to admit 

to his reputation for being both a savvy 

businessman and a lot of fun.

Kirk’s résumé is made up of senior 

posit ions with various brands 

including Red Seal Tours, Vision 2000, 

Thomas Cook, and most recently, 

Porter Airlines, where he developed  

the Escapes product line.

Now, he’s forging ahead as Vice-

President, Sales and Marketing, at 

the newly created CanJet Vacations, 

a tour operator offering all-inclusive 

packages to sun destinations, which 

officially launched in August 2014.

Of course, the CanJet name is anything 

but new to the Canadian market, 

having served various tour operators, 

among them, Transat, for the past 

14-plus years. But this is the company’s 

first foray as an independent tour 

operator - a move some are calling a 

bold one considering the increasingly 

competitive marketplace perceived 

in Canada when it comes to servicing 

the South.

For Kirk, joining the CanJet Vacations 

team was an opportunity to take on 

a new challenge, helping to grow 

a business from its infancy with the 

benefit of having a long-standing, well-

recognized brand as the foundation. 
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CanJet Airlines is part of Halifax-based IMP Group, a family-

run company boasting more than 45 years of success as a 

privately held business, employing 4,500 people across a 

number of sectors such as aerospace & defense, aviation, 

healthcare, information technology, hospitality and property 

development.

“The first thing that struck me is the ownership - it’s a family-

run business,” Kirk says, recalling his decision to make the 

move. “I had just come from very similar circumstances 

(at Porter) and I knew that you can only survive  

in the corporate world by being very well run and well 

respected.”

Plus, he reiterates, “CanJet has flown millions of Canadians 

for 14 years - it is a well-established brand.”

Leading the evolution of CanJet Vacations alongside  

Kirk are other capable leaders, including Robbie Goldberg, 

VP & GM, and Chris Kelly, CanJet’s VP of business 

planning. Kirk says that Goldberg’s keen sense of yield 

management is part and parcel to the CanJet difference, as  

packages will be priced “based on what the market  

will bear.”

“If we can sell the product for a higher price, we’ll sell  

for the maximum revenue that we can drive. We’re  

in the business of maximizing our revenue opportunities,  

which means the travel agencies can maximize their 

revenue as well.”

The turnaround has been rapid, from the time reports in 

March speculated that CanJet was planning to launch a  
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vacation arm, to the moment it was made official, followed   

swiftly by a brochure release in mid-September. At present, 

the CanJet Vacations portfolio is made up of close to  

200 hotels throughout Mexico, Cuba, Dominican Republic 

and Jamaica from Toronto Pearson Airport.

“To turn around and do everything we did in such a short 

amount of time, it’s incredible,” Kirk says. “And that goes 

back to the entrepreneurial drive that comes from within 

the corporation.”

But how exactly is CanJet Vacations setting itself apart from 

other product on the shelf?

Its unique position, Kirk says, is to offer an alternative to 

both the travelling public and the travel agent community.

“We feel that there’s a gap in the focus on product offering,” 

he says. “Anybody who has seen our brochure will see that 

the product is very good - it’s four-star or better and all 

hotels are hand-picked. We don’t want to be in the low-

end space. We’re filling a void there to a certain extent; 

the fact that we have an alternative solution for agencies 

to turn to is also important.”

Since September, the CanJet Vacations product has 

been rolled out on various GDS systems including Galileo, 
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Sabre and Sirev, and has been widely 

adopted by online travel agencies and 

major consortiums.

For all the skeptics, Kirk says, “We 

wouldn’t be available on all those 

platforms if there wasn’t a need or 

desire for an alternative solution from 

our distributors.”

Moving forward, consideration will be 

given to expanding destinations and 

gateways, but for now, the strategy is 

one step at a time. 

“Our core focus is first on making  

sure we get the business set up properly; 

that we deliver on our commitments 

to the hotels we’re working with  

and the communities,” Kirk says.  

“We want to refine the process and 

make sure everything runs properly.”

He admits that for him, being successful 

is influenced by intuition and people 

skills, both strong traits he’s relying on 

as he helps to build the business. That, 

plus a sincere love for travel, which 

dates back to when he, his parents 

and siblings took off on road trips in 

Canada or to the U.S. in a station 

wagon, without neither air conditioning 

nor seatbelts.

“The excitement building in the car 

about who’s going to be the first 

person to see the ocean, who’s going 

to be the first to touch the beach, 

remembering the fireworks - all those 

things are embedded in my memory,” 

Kirk recalls. 

“I love being a part of the process 

of creating these memories for other 

people because I know it’s going to 

have a lasting impact.” 
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1 United States 22,710 194,413 17,490

2 Mexico 1,598 17,146 1,639

3 Cuba 1,082 8,947 748

4 United 

Kingdom

908 10,955 1,056

5 Dominican 

Republic

766 6,704 674

6 France 729 9,068 942

7 Italy 375 3,897 480

8 Germany 345 3,501 311

9 Mainland 

China

314 6,445 521

10 Spain 245 2,615 284

11 Jamaica 243 2,189 248

12 Netherlands 223 1,579 158

13 Hong Kong 197 2,709 211

14 Ireland 179 2,161 205

15 Australia 159 3,808 329



All information collected from Canadian Tourism Commission, CTC. 2013. Global Tourism Watch: 2013 Canada Summary Report, unless otherwise indicated.
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Text: Blake Wolfe

A winner of multiple Best Airport awards from many 

organizations over the years, Singapore’s Changi Airport 

boasts three terminals bustling with travellers and more than 

350 retail store and services within Changi’s 70,000 sq. ft. 

concession area. Between airport staff and those working 

in the numerous shops and restaurants, Changi employs 

more than 32,000 people. 

Photos by Changi Airport Group

vogue
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Based in Seoul, South Korea, Incheon International Airport 

has grown into one of the world’s largest and busiest airports 

since opening in 2001 on a plot of land artificially-created 

between two small islands off of the country’s northwestern 

coast. Among its services, Incheon boasts a spa, golf course 

and casino, and features regular performances from classical 

music to cultural displays such as a re-enactment of the Joseon 

Dynasty’s Royal Family. 

Opened in May 1992, Munich Airport has consistently been 

recognized as one of Europe’s top airports in terms of guest 

experience, design and hospitality. In addition to MA’s boutique 

stores and restaurants, the airport features plenty for young 

travellers including indoor and outdoor playgrounds, as well 

as special touch screen monitors that allow kids to learn more 

about how the facility works.
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One of Europe’s busiest airports, Amsterdam Airport 

Schiphol serves as the primary hub for KLM/Royal Dutch 

Airlines. Originally founded in 1916 as a military airport  

(and completely rebuilt following a heavy attack in World 

War II), Schiphol has since grown into an “airport city” with 

a single terminal divided into three departure halls, with 

additional upgrades and expansions currently underway.

Located on the island of Chek Lap Kok, HKIA is the country’s 

main airport and serves as a gateway to China “located less 

than five flying hours from half of the world’s population,” 

according to the airport’s website. In addition to being 

“the busiest cargo gateway in the world,” nearly 60 million 

passengers in 2013 alone passed through its two terminals, 

where options range from catching a movie to the hitting 

the links. 



escape
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Text & photography: Zachary-Cy Vanasse

H is name was Hans Otto and they explained to us how it 

was he‘d come to rule this valley. We were cautioned 

that any encounter with Hans Otto would require a bit 

of stealth, as well as patience, and we would have to adhere 

to some strict and non-negotiable rules. Failure to do so, they 

warned, could put us in a compromising position and possibly 

put our lives at risk. 

Personally, I was eager to respect said rules, seeing as how this 

was my first time ever attempting to do anything like this. 

In fact, since I’d touched down in Johannesburg a couple of 

days earlier, I’d entered a world, or should I say continent, of 

first-time experiences. That is to say, this was my first time in Africa. 

Within a couple of hours of first setting foot on African soil, I found 

myself in Windhoek, Namibia’s capital, preparing for another 

first: my first-ever flight in a light aircraft.  

The mildly bumpy journey over the Namibian landscape  

to andBeyond’s Sossusvlei Desert Lodge seemed as 

familiar to me as exploring Mars might. For most of my life,  

destinations like Namibia felt about as far away and unreachable 

as the Red Planet itself, and yet, here I was. 

As the small plane touched down on a rock and dirt runway in 

the Namib Desert, I was aware that I was stepping into a new 

realm of travel experience for myself. 

A pair or oryx lay in the shade under a tree just a few  

metres away as we deplaned. I yanked the camera from my 

bag.

As it turns out, my oryx-based photo enthusiasm was a  

true Namibia-newbie move. The sheer number of oryx 

in far more picture perfect moments I saw throughout  

my time in Namibia rendered those first snapshots irrelevant. 
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However, the jeep drivers delivering us to Sossusvlei Desert 

Lodge were kind enough to indulge our guileless enthusiasm 

and stopped the vehicles so we could snap a couple dozen 

pictures of the shaded animals. 

The blue sky stretched massively across the red and green 

desert.  The zebra drank from the watering hole just a few 

hundred feet in front of my luxury lodge. I grinned as we climbed 

onto our ATVs and took to the dunes and the sun made its  

slow descent across the colossal sky, the sizzling heat fading 

with it. 

At night, the extremely dry, light-pollution-free environment 

makes the Namib Desert one of the greatest places on the face 

of the earth to look upwards. The stars were unlike anything 

I’d ever witnessed before - not with this kind of clarity. It was 

like jumping from a lifetime of rabbit ears television reception 

right into high-definition. 

Considering that my search for the storied Hans Otto came 

several days into my Namibia experience, you might think  

that by this point I’d have gotten past my astonishment of the 

south African country. After all, I’d now hiked into the desert, 

danced with scorpions, observed a few hundred more oryx – 

not to mention merecats, dik diks, more zebra, eland, hawks, 

warthogs, kudu, wildebeest, ostriches, springbok, gemsbok, 

giraffes, chimpanzees, and elephants  (Namibia boasts one 

of the great wildlife populations in the world) – flown over 

the legendary skeleton coast, hiked to ancient markings and 

visited a nomadic Himba village. 

But it would be a mistake to assume that, after all I’d seen 

and done in the days leading up to this moment, my awe 

had faded.  

It had already been an interesting adventure just getting into 

the Klip River Valley that morning. I’d woken up at Grootberg  
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Lodge before dawn and had breakfast overlooking the valley. 

From that viewpoint, the valley looked mysterious, perilous  

and inviting all at the same time. Driving down the hill through 

the post-dawn mist simply added to the fantastic atmosphere. 

As we entered the valley, the guides stopped and pointed 

to fresh lion tracks. Further along, we passed by a well-used 

giraffe carcass.  

Then the Land Rover broke down. 

When a vehicle breaks down in the middle of a valley light on 

garages but heavy on predators, I have a tendency to get a 

little nervous. Our guides, on the other hand, shrugged, got 

under the vehicle and proceeded to try and fix it.

They were successful, to a degree. While the Land Rover was 

functional once more, it was now very loud and would certainly 

make any attempt to come face-to-face with Hans Otto 

impossible. So we switched out, jumped into a Land Cruiser 

and continued on through the valley. Finally, we reached the 

waiting guides. They promptly delivered their “safety speech.” 

“Keep your eyes on the ground. Don’t say a thing. Stay behind 

the guides. Walk single file. And no matter what, never run.“

I was a little nervous. Which, if you really think about it, was 

downright ironic. 

Though it was undeniable that there was some real danger 

involved in attempting to approach Hans Otto, the guides’ 

t-shirts told the real story about who the bigger danger in this 

relationship was. 

Their t-shirts read: “Real Men Don’t Need Rhino Horn.” Trackers 

like these guys have a real respect and reverence for black 

rhinos like Hans Otto and his herd, and it quickly transferred to 

those of us now trepidatiously trekking through the bush hoping 

to catch a glimpse of a male black rhino in the unadulterated 

wild. 

Unlike much of the continent, big, wide-open Namibia is filled 

with seemingly endless farmland and desert, and the vast 

majority of the animals roaming across its boundless spaces 

do so uninterrupted by fencing or parks. 



This encounter isn’t just a first for me; it is a rare moment for 

anyone. As soon as Hans Otto wandered into our view, it was 

impossible not to appreciate this fact. 

I’d seen rhinos in zoos before. This was nothing like that.  

To witness an animal of his size - his prehistoric appearance 

- in its natural habitat, with nothing separating him from us, 

knowing full well that without weapons (which we did not 

have) he was the one in charge here, felt special.  

It wasn’t something I ever expected to experience in my life. 

It is also something that unfortunately, very few people will 

ever get to experience, as wild rhino populations continue 

to be obliterated by poachers. 

It was a moment to savour. It was wild, natural and nerve-

wracking.

It is the best travel moment of my life. It was Namibia. 



business sense
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Blake Wolfe

W hen it comes to improving 

business, a little humour can 

go a long way.

Far from a laughing matter, many 

successful companies have incorporated 

a light-hearted approach to their brands 

and marketing, spinning play into pay 

with benefits that include the elimination 

of boredom and fatigue, increased 

creativity, enhanced communication, 

and minimization of workplace conflicts 

and tension, according to firm BTI 

Consultants.

Calgary-based Mike Kerr has been joking 

at work for many years. A sought-after 

motivational speaker and author, he 

has helped businesses of all sizes and 

industries leverage laughs into a vital 

asset by emphasizing the positive effect 

that humour can have on the workforce.

“Humour is both a tool to create a 

healthier workplace culture and a thriving 

business, but it’s also the end result of 

a thriving business,” he says. “There’s a 

chicken-and-egg relationship – it drives 

success but it also reflects success. Really 

successful businesses need to build that 

culture where it’s easy for both employees 

and customers to have a good attitude 

and bring humour along for the ride, 

but conversely, a sense of humour helps 

in so many ways. Humour can help 

brand businesses, to attract customers  

and employees as a fun place to do 

business with.”

Speaker Mike Moore says that regardless 

of industry, all companies are susceptible 

to the “workplace disease” of stress, 

high turnover rates, absenteeism and 

low morale - unless precautions, like a 

healthy sense of humour, are taken by 

both staff and management. He recalled 

an attendee at one of his engagements 

stating that despite hating the job itself, 

the employee found it hard to quit 

because he enjoyed being around his 

coworkers so much.

“Who says that work shouldn’t be 

enjoyable?” Moore says. “The attitude 

we have toward humour needs to be 

adjusted.”

For Toronto comedian and motivational 

speaker Kate Davis, the main challenge 

she’s seen in workplaces embracing a 

little fun is at the personal level.

“The best line I heard is, ‘The difference 

between taking one’s self seriously and 

taking one’s work seriously is the first is a 

disaster and the second imperative,’” 

she explains. “People are so afraid of 

not being taken seriously because they 

may be afraid of losing their sense of 

importance or that people may say 

something about them. We criticize 

ourselves so much.”

Davis believes that a sense of humour 

can especially work wonders for  

those industries in a state of flux, adding 

that the benefits of a lighter mood in 
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the office don’t stop at the office door  

after 5 p.m.

“When people bring that way of thinking 

into their life, it changes things,” she says. 

“You don’t have anything to prove and 

you can just be yourself. It’s about putting 

a spin on what’s stressing you out and 

refuelling yourself.

When it comes to fostering a humour-

friendly workplace, Kerr says that while 

some companies have taken the extra 

step of appointing a staff member to be 

a lord or lady of levity who ensures that 

fun happens, he says the most important 

element is to simply allow humour to take 

place.

“There’s a few simple things and a lot of 

it begins with an attitudinal approach to 

make sure that they’re not squashing a 

lot of the natural humour that exists,” says 

Kerr. “Humour is going to happen day in 

and out without you doing anything.”

For Moore, a great workplace starts with 

its hiring process.

“When I go to a doctor, of course I 

want him or her to have experience 

and expertise – there’s nothing wrong 

with that,” he says. “But in business and 

industry, I always say that companies 

also need to hire for a sense of humour, 

positive attitude and people skills.”

As for knowing where to create 

boundaries with workplace jokes, 

common sense is key. While “the line” 

differs for everyone, Kerr believes that 

when in doubt, a little self-deprecation 

works wonders, particularly for managers. 

Moore suggests that to break the ice, 

managers can do something as simple as 

starting off a meeting with a funny story 

from the past week and inviting others to 

share their hilarious moments.

“Laughing at yourself is always something 

that I encourage, especially from a 

leadership point of view,” he says. “It’s 

the simplest and most effective thing that 

a leader can do in an organization to 

build trust, likability and approachability. 

When it’s at your own expense, you know 

you’re not offending anyone by crossing 

the line.”

While certain types of humour may be less 

desirable than others (obvious examples 

being the taboos of sex, race, religion and 

politics), listening to those remarks before 

intervening could be beneficial - a point 

which Moore refers to as “celebrating 

the silly” by “looking for a kernel or insight 

into the issue.”

“If you’re being a smart and effective 

leader, you should listen and not 

necessarily over-react when people do 

cross that proverbial line, because very 

often there’s valuable insight and lessons 

that come out of those punch lines,” Kerr 

says. “If you’re smart, you’re going to listen 

to what’s behind that humour since there 

might be a lesson to be relayed.”

And while many may be tempted to brush 

aside the value of a lightened mood at 

work, it’s no laughing matter.

“One of the things I stress is that it’s very 

easy to take this topic trivially,” Kerr 

goes on, “but I think that businesses are 

recognizing more and more that their 

culture is their number one competitive 

advantage. I’ve asked leaders all over 

the world what is more important –  

their strategy or culture. Ninety-five per 

cent have says that it’s their culture that 

drives success.” 



future proof

Nolan Burris

For the best travel industry news : PAXnews.com52   PAX

Nolan Burriss is a top-selling author, former travel agent, 

failed musician and self-professed techno-geek.  

He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder 

and chief Visioneer of Future Proof Travel Solutions  

in Vancouver, British Columbia: 

www.futureprooftravel.com
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Check out some of the top headlines that caught the attention of our readers. Find daily 
national travel industry news updates on PAXnews.com, or PAXnewsWest.com for news from 
Western Canada.

The Travel Industry Association of 
Canada’s President & CEO David 
Goldstein has been appointed president 
& CEO of the Canadian Tourism 
Commission (CTC), effective Dec. 1. 

Mary Santonato has been appointed 
director of sales, mywurld. She joins the 
company after serving at the Handa 
Travel Group for five years as the VP, 
retail. She reports to Nino Montagnese.

Porter Airlines and JetBlue Airways have 
announced an interline partnership 
that will lead to dozens of additional 
destinations being accessible to Porter 
passengers.

After launching its first transatlantic  
route to Dublin earlier this year, WestJet 
has announced daily non-stop flights  
to Glasgow, United Kingdom from  
Halifax as its second foray into 
Europe. Service spans May 29, 2015 to  
Oct. 23, with direct (same-aircraft) service 
from Toronto.

Steven Larkin, formerly president of Intrepid 
Travel Group in Canada, has taken on a 
new role as director of sales, Canada, 
for Delta Airlines, with responsibilities also 
extending to joint venture partners Air 
France, KLM and Alitalia.

ACTA’s Heather Craig-Peddie has been promoted to the position of VP, in which she will 
continue to support President David McCaig and oversee all areas of the day-to-day 
operation. She has been an employee of ACTA for more than 15 years. Pictured above 
from ACTA: David McCaig, president & COO; Christine Chilton, CTM, director of education; 
Heather Craig-Peddie, VP; and Marco Pozzobon, director of digital & communications.

news
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1 - Author of 1,000 Places To See Before 
You Die showcases 10 top choices with 
Trafalgar partners. Pictured here: Marie 
Anne McRae, VP strategic partnerships, 
TravCorp; Katherine Chin, PR & digital 
media specialist, TravCorp; author Patricia 
Schultz; Jeff Element, president, TravCorp 
- Canada.

2 - WestJet hosted its second annual 
Partner Awards event last month. 
Pictured here is Louis Gosselin, business 
development, WestJet, with Chippy Jega 
of Skyroute, which was named the airline’s 
top Canadian tour operator partner.

3 - At an evening showcasing all things 
Cuba: Javier Domokos Ruiz, consul 
general, Cuba; Eloy Govea, director 
– Canada, Cuba Tourist Board; Nieves 
Ricardo, Cuba Tourist Board; Karen Puebla, 
Cuba Tourist Board; Lisbet Soberat, wife 
of director; & Omar Laguardia, director – 
Quebec, Cuba Tourist Board.

4 - At a celebration of Air France’s 80th 
anniversary and KLM’s 95th, shown here 
representing Air France - KLM in Canada: 
Jean-Noel Rault, VP & GM, and Femke 
Kroese, commercial director.

5 - Classic Vacations shared its value 
proposition at an exclusive Toronto event 
hosted by Dave Ferran, senior director 
of sales, (left) & Justin Heckman, BDM – 
Canada (right).

6 - Melia Cuba hosted its annual event 
in a royal setting at Toronto`s Casa 
Loma. Pictured here are Marti Aragones, 
director – Canada, & Brenda Bradley, 
sales executive, Melia Hotels International 
Cuba.

7 - Launching its 2014-15 season in 
Canada, shown here from Club Med 
Canada are: Nathalie Fauteux, manager, 
Club Med Business; Stephan Drouin, 
director of transport; Carolyne Doyon, VP; 
Robert Ruttan, BDM; and Jacinda Lowry, 
national sales director.

8 - At a Martinique Magnifique event 
with tourism bureau representatives: 
Antoine Omere, promotion & marketing; 
Jessica Marie, promotion & development 
coordinator; Muriel Wiltord-Latamie, 
director, Americas; Gaetan Paderna, 
director, Marketing & communications.
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WestJet entered into a code-share 
agreement with China Airlines, allowing 
the carrier to begin marketing and selling 
WestJet-operated flights. Code-share 
designations will be available on select 
WestJet flights from Vancouver and Los 
Angeles. 

In a phase of restructuring at Transat  
Tours Canada, Paula Rizos, commercial 
director, Western Canada, left her 
position. Rizos spent 16 years at Transat  
Tours, handling commercial operations 
for Western Canada from her base in 
Vancouver. 

The Calgary Airport Authority introduced 
a number of elements to its $2 billion Airport 
Development Program. The new facility will more 
than the double the size of the existing terminal 
building and will incorporate new connection 
processes. The project helps position YYC for 
future growth.

1 - Delegates from the Colorado Tourism 
Office showcasing the State’s culinary 
and craft brewery offerings in YVR: Maria 
Pradissoto, Durango; Mike Driver, CTO; Liz 
Birdsal, Broadmoor Resort; Melissa Medeiros, 
CTO; Amy Morgan, Post Paradise; Annika 
Klint, CTO; Nick Duarte, Post Paradise; Tim 
Pancini, CTO; and Steve Kurowski, Colorado 
Brewers Guild. 

2 - Boomerang Tours’ South Pacific 
Extravaganza road show wrapped up in 
Vancouver with Coral Perry, Fiji Airways; 
Douglas Seifert, Air New Zealand; Chris 
Allison, Air New Zealand; Alisi Lutu, South 
Pacific Tourism Organization; Michael Mullin, 
Boomerang Tours; Sarah Moreland, Air 
Rarotonga; Julie Gilfillan, TravelBrands; John 
Petersen, Cook Islands Travel; Ruth Daly, 
Tourism Fiji; Stephen Doherty, Cook Islands 
Travel; Amanda Ladd, Samoa Tourism 
Authority; & Tekura Kelley, Tahiti Tourisme. 

3 - Of Air Canada: Duncan Bureau, James 
Howey, Edna Ray, Kevin Howlett & Virgilio 
Russi, at VIP travel partner luncheon in 
Vancouver to celebrate the growth of the 
Western market.  

4 - AMResorts introduces new AMRewards 
loyalty program for travel agents. Of 
AMResorts: Carlo Trinidad, Jan Lapointe, 
Sarah Cadwallader, & Orelbys Vigoa.

5 - At the LVCVA’s #vegasincanada road 
show in Vancouver: Charmaine Singh, 
Kelly Sawyer, Marsha Mowers, Afra Davis, 
& Jenelle Jacks. 
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The 2014 Jamaica Product Exchange 

recently hosted international product 

buyers in Montego Bay, who met with 

suppliers from the region showcasing 

unique experiences within the country.

For the best travel industry news : PAXnews.com PAX   57

Hon. Dr. Wykenham McNeill, minister of tourism, Jamaica; Nicola Madden-Craig, CEO, Jamaica 

Hotel & Tourist Association; and Paul Pennicook, director of tourism, JTB.

Of Island Routes: Richard Moss, training & trade 

development manager; La-Schia Golding, 

systems operations manager; Jennifer Goswami, 

marketing coordinator; & David Shields, GM.

Of Palace Resorts: Vladimir Ortiz, distribution 

director online & Gerardo Garcia, VP 

e-commerce.

Of the JTB: Sandra Scott, deputy director 

of tourism & Essie Gardner, marketing 

communications manager.

Of Couples Resorts: Lee Issa, chairman; 

Suzanne Fleming, national accounts 

manager, Canada & Paul Issa, deputy 

chairman.

Philip Rose, director - Canada, Jamaica 

Tourist Board.

Annika Klint representing Cuba Cruise.



As boasted on the cover, Andrew Tarvin’s 

book will show companies 501 ways  

how to employ some laughs at the office 

or workplace to break up boredom  

and boost productivity. Highlights from 

the book include fun e-mail salutations 

(reason #22), making a Bat Signal to shine 

when help is needed (reason #267) or a  

lively reading of financial reports (reason 

#421).

Geared specifically to management, this 

book provides workplace leaders with a 

walkthrough of the positives and pitfalls of 

office humour, providing a blueprint for the 

successful incorporation of a few laughs 

to boost morale and retain employees. 

Conversely, a section titled  “Laughing Your 

Way To The Top” shows managers what can 

be learned from observing and listening to 

the jokes of their staff.

Written for workplace leaders such as 

managers and HR directors, Top Secret 

Tips lays out step-by-step directions for 

incorporating a laugh or two into the work 

environment. A bonus chapter even outlines 

how to successfully incorporate TV and movie 

parodies into presentations and pitches, 

underlining the light-hearted approach to 

the matter of workplace humour offered by 

the book.

Taking into account years of research - compiled 

from more than one million employees - on the 

subject of workplace humour, The Levity Effect 

provides readers with extensive examples of the 

power of punch lines in business through studies 

and interviews with companies that have put 

theory into practice and reaped the benefits. 

Through a little humour, the book shows how 

businesses can build better relationships amongst 

employees and show for it on the bottom line.

In his free e-book, motivational speaker Mike 

Moore takes a fun approach to a serious matter – 

the healing power of laughter in overcoming the 

problems of stress and toxic workplaces faced 

by many businesses. Including relaxation tips and 

links to a selection of Moore’s own cartoons (as 

well as other resources), Thank God It’s Monday! 

provides readers with a concise overview of 

the role of humour in beating workplace stress. 

Outlining the benefits and effects of joking on 

the job, motivational speaker Michael Kerr’s 

You Can’t Be Serious! walks readers through 

more than 200 ways of introducing some 

workplace hilarity for brightened moods - and 

brighter bottom lines. Drawing examples from 

businesses that have successfully used humour 

to their advantage, Kerr teaches readers why 

“HA + HA = AHA!” in the quest for efficient 

teamwork and increased productivity.

By: Andrew TarvinBy: Patt Schwab, Ph.D. By: Ronald A. Berk, Ph.D.

By: Adrian Gostick & Scott Christopher
By: Mike Moore

By: Michael Kerr
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The all new 
Sunquest goGuide 
is coming soon!

like the number 7, Cancun’s incredible landscape is lined with 22 kilometres of white

sandy beaches, pristine ocean water and bountiful plant life. Filled with history, scenery,

entertainment and charm, it is no wonder this city is one of the most visited spots in all of

Mexico. The turquoise waters are home to a vast variety of fish, and the lush tropical jungles

surrounding Cancun hold countless birds and creatures. This is a place to explore, to party and

relax. Just remember, this isn’t an island of complete solitude, so be ready for a crowd. 

Shaped

TO KNOW
Capital: Cancun is a coastal city on Mexico’s Yucatan

Peninsula in the state of Quintana Roo.  The capital of

Quintana Roo is Chetumal, and the capital of Mexico is

Mexico City.

Airport: Cancun International Airport (Code: CUN). Located

approx. 20km from the hotel zone, about 20 minutes by

car. 
Official language(s): Spanish is the official language, but most

locals working within tourism also speak English. Some

can also speak French, Italian and German. 

Currency: The Mexican peso is the preferred currency;

however the US dollar is also widely accepted. 

Area: 1,979 km² 

Dialing Code: +52 +998 

CLIMATE: With an average temperature of 27°C you can pretty

much count on warm days all year round. The weather does

however fluctuate between tropical wet and dry. Note that the

more temperate conditions happen between the months of

November and February. After this, a great time to visit would

be in March or April, before the weather gets too hot.  

GETTING AROUND: With a pre-packaged vacation with Sunquest,

your transfer from the airport to the hotel upon arrival (and

visa versa on your day of departure) is included. If you’re

looking to explore Cancun, the public transit bus system is

your best bet. Buses operate regularly and you’re guaranteed

to have a cheap, courteous and colourful ride – just don’t

expect to have a seat cushion or air-conditioning. Taxis are

readily available, but can be expensive within the hotel zone –

make sure to discuss the rate before taking off. 

TIPPING CULTURE: When it comes to service, the average tip is 10-

15%. This includes dining out, spa treatments, taxi rides etc. If

you use a porter you can give them $1-2/bag. Chambermaids

work hard and a standard of $2/day is usual. It’s always a

good idea to check your bill before leaving gratuities, as they

may already be included. 

PACKING TIPS: Since Cancun ranges from relaxing days on the

beach to Vegas-style nightlife, you’re going to need a mix of

outdoor/indoor necessities.  Water activities are a must, so

make sure to pack your shades, sunscreen and of course

multiple stylish bathing suits. It’s always a good idea to pack a

water bottle/thermos to refill and have at the beach. A travel

mug is also a great call for keeping mixed drinks (like

margaritas!) colder for longer. If you plan on taking in the

nightlife, remember to pack more formal outfits. Some venues

have a dress code and require long pants/closed-toed shoes

for men.  Remember to wear light clothing and comfortable

shoes for any daytime excursions. 

DID YOU KNOW: Cancun is such a hot destination spot that it

generates one third of Mexico’s entire tourism revenue. With

white sandy beaches to play and relax on, and nightclubs &

bars that go above and beyond to entertain, it’s no wonder!

TO DO
MUST SEE/MUST DO: With miles of beaches and a variety of

restaurants, shopping centres, markets and nightlife, you’ll be

sure to find something that suits your style. If you’re a water

enthusiast, Cancun offers some of the best snorkeling, scuba

diving and sport fishing. Rent a yacht and explore the

WHAT 

WHAT 

Cancun’s Underwater Museum features 400 original sculptures. It is located

close to Isla Mujeres.

For more information, VISIT SUNQUEST.CA/go10

Mesoamerican Barrier Reef, the second longest barrier reef

in the world, which begins near Cancun and continues along

the whole length of the Riviera Maya continuing southward to

Guatemala. On terra firma, don’t pass up the opportunity to

check out the city’s exciting nightlife. Coco Bongo is generally

regarded as the place to party in Cancun. It can hold up to

1,800 people on any given night and features unparalleled live

shows that include acrobats, artist impersonators, a light

show, and tons of confetti and balloons. On the off-chance

you run into a bit of rain, Cancun has the answer to that as

well – shopping! La Isla Shopping Village is a glittering, ultra-

trendy shoppers’ paradise on the banks of the Nichupte

Lagoon in the Hotel Zone. You will find over 150 shops here

all under a giant canopy with a series of canals and small

bridges designed to create a Venetian look. There’s also Plaza

Las Americas, which will have just about anything you could

want or need, or Mercado 28, a huge flea market that’s great

for souvenirs and Mexican handicrafts.

HIDDEN GEMS: Looking to get away from the swarms of tourists

on your beach? Venture over to Isla Blanca, only a short

20km north of downtown Cancun, this beach offers a getaway

within your getaway. During the week you may even find that

you have it all to yourself. To take in a few of the Mayan ruins

without the crowds, head to either El Rey or El Meco. Both

sites are smaller than the popular Chichen Itza and Tulum, but

offer more peace and serenity.  

DAYTRIPPER: Many natural wonders and ancient ruins surround

Cancun, so in terms of day trips, there’s a lot to choose from.

For history and archaeology buffs, a trip to Chichen Itza,

which means “at the mouth of the well of Itza,” is a must. One

of the most visited archaeological sites in all of Mexico, this

was one of the largest Maya cities. It is located approximately

2.5 hours by car from Cancun, and is home to the Kukulkan

Pyramid – or “El Castillo” (the castle) – which is its prize

possession and one of the new seven wonders of the world.

While you are no longer able to climb the pyramid, you can get

up close and let an expert historian or archeologist bring its

history to life. From Cancun you can also visit Isla Contoy for

some truly exceptional bird-watching experiences. Only a few

tour companies have permission to bring guests to the island,

with only 200 visitors allowed daily, so be sure to reserve a

spot in advance. You could also head south to Playa del

Carmen and from there hop aboard the high-speed ferry

(there’s one that leaves every hour, on the hour) over to the

island of Cozumel, a journey of about 45 minutes. 

THE VIEW: Since most resorts are situated on the vast stretch of

white beaches found in Cancun, you’re almost certainly

guaranteed incredible views right from your room. You could

also charter your own private sailboat or catamaran and

discover the gorgeous islands in the Mexican Caribbean, or

soak up a romantic sunset from the water. 

SOMETHING FOR NOTHING: Step away from your hotel’s beach and

discover less crowded and calmer waters at Playa Delifines

or Playa Tortugas. Both beaches are open to the public and

don’t charge any admission fees. They’re also close to

restaurants and little shops if you decide to take a break from

the sun for a bit. Both are known as escapist’s beaches and

are perfect for long strolls. They are easily accessible by

public transit, taxis or cars, so getting there won’t be a chore. 

DON’T GO HOME WITHOUT: The Cancunese love to celebrate and you

can count on at least one local event/festival every month.

Often they are religion-based or surround a national holiday.

Do a little research before you leave and see if any coincide

with your trip – these can offer a real taste of local life. 

LIKE A LOCAL
Here are a few key phrases 

that will have you fitting in with 

the locals in no time:

Hello/Hi = Hola 

Good morning/ afternoon/ evening = Buenos días/ tardes/ noches 

Please/ Thank you  = Por favor/ Gracias 

How are you? = ¿Cómo estas?

What is your name? = ¿Cómo se Ilama?

My name is = mi nombre es…

Do you speak English? = ¿Hablas inglés?

I don’t understand = no entiendo

Where is the bathroom? = ¿Donde está el baño?

Goodbye = Adiós 

SPEAK 

11

SPANISH

Chichen Itza’s famed Kukulkan Pyramid.

For more information, VISIT SUNQUEST.CA/go
8

Cancun’s glorious beach.

eautiful
beaches and

a vibrant nightlife

set the tone in

Cancun.

9
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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.

Our 2014-15 goGuide is filled with 340 glorious pages of things to
know, do, see and where to stay for each of our fantastic destinations! 

Look for it to arrive early November.
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CYAN BLACKYELLOW MAGENTA

Immerse yourself in Latin culture with our year-round service to Bogota, Buenos Aires, 

Lima, Santiago, and São Paulo. And with new service to Panama City and Rio de Janeiro, 

we’ve got Latin America covered. 

For more information contact your travel agent or visit aircanada.com

SOMETIMES THE BEST PLACES ARE 
THE ONES YOU’VE NEVER BEEN TO.
INTRODUCING YEAR-ROUND FLIGHTS TO PANAMA CITY 
AND RIO DE JANEIRO THIS DECEMBER.
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