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The verdict is in! The winners of Logimonde’s 2014 Awards  
of Excellence were announced a few weeks ago and  
we’ve devoted the PAX People feature of this edition to those 
who earned the official titles, so you will get to know them a 
little more.

These awards perfectly showcase the dynamism and openness of 
the travel industry in Canada. Professional recognition is crucial 
and we are proud to give travel professionals the opportunity 
to award their peers.

I commend all of the nominees and winners, especially the 
Personalities of the year: Nicole Bursey of Transat and Trafalgar’s 
Quentin Lemmer. This award means that they not only positively 
influence the businesses they work for, but they are also genuinely 
good people who others enjoy working with, whether that’s 
internally or outside of their own organization.

As you may have guessed from our cover, there is a cruise 
theme to this month’s edition of PAX. I am always surprised at 
the numbers CLIA reports each year in terms of the year-over-
year growth; it is rare for an industry to see continual success 
at that pace.

We are currently preparing the eleventh edition of this great 
publication, marking the magazine’s first anniversary. Of course, 
there will be a lot of extras and surprises planned in May for you 
to look forward to.

But I will say no more; when everything is finalized, there will be 
an announcement on our websites and social media accounts, 
where you will be likely to follow us more than ever before!

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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A few weeks ago, I had the opportunity 

to visit the new Hyatt Zilara Rose Hall in 

Montego Bay as representatives and 

partners came together to celebrate its 

grand opening, along with sister property 

Hyatt Ziva Rose Hall.

Anyone who has been in the industry 

for any length of time appreciates the 

fact that being in a beautiful country, 

sleeping in a beautiful room and being 

only steps away from the sea does not 

mean that we’re not working hard. In 

situations like this, you’re always ‘on,’ 

ready to talk business at any given 

moment. Friends and family might think 

that ‘travel’ means ‘vacation,’ but more 

often than not, it is in fact the exact 

opposite. 

On this particular occasion, I was able to 

enjoy myself and the destination more 

than circumstances typically allow. 

Sitting on the beach beneath the blazing 

sun, recounting my morning playing 

nine holes at one of Jamaica’s premier 

golf courses, I couldn’t help but reflect  

on how blessed I am to have the  

job I do. 

Within any role in travel, we’re all faced 

with challenges and we have to work 

hard day-in and day-out in order to be 

successful. Considering everything else 

to focus on, it’s easy to take for granted 

all of the amazing benefits we’re offered, 

or worse, become so spoiled by the 

perks that we forget the privilege.

As Ken Brooks said during our interview 

for this month’s Up Front story, we get to 

be a part of something that puts smiles 

on people’s faces. We experience that 

and think, how can it get any better? 

Then, we find ourselves flying Business 

Class or dining at a gourmet restaurant 

during sunset and suddenly, just like that, 

it’s better than the best. 

Our winners of the 2014 Awards of 

Excellence each expressed their sincere 

appreciation for their jobs and the 

travel industry, which is something we  

should all challenge ourselves to do 

more often. 

You can read about these exceptional 

individuals in our PAX People section  

(pg. 25). Other great stories you’ll find 

this month include a profile on the 

aforementioned Brooks and how he 

brought an all-included concept to 

Celebrity Cruises (pg.36), tools from 

Google to help improve your business 

(pg.15), and the story of how GLP 

Worldwide has been successful over 

the years with a sole focus on the travel 

agent community (pg. 9). 

This month, don’t forget to stop, smell the 

roses, and remind yourself why you work 

in travel. Is it the people? The places? Or, 

is it simply the passion for both?

Happy reading.

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com
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T here are few people you can trust more 

than Alan Law when it comes to testaments 

about GLP Worldwide’s unique experiences. 

After all, the wholesaler’s director of sales and 

marketing has had the opportunity to try out his 

fair share of its one-of-a-kind itineraries firsthand 

since joining the company in 2008, from exploring 

the Arctic Coast of Norway to visiting unspoiled 

colonial cities of Cuba.

It was a small twist of fate that got Law into 

the travel business, coming from a career 

in real estate development. “If you can sell 

real estate, you can sell travel; it’s the same 

thing; you’re selling a dream,” he was told  

by GLP co-founder Patrick Tsung, who was a 

business partner of Law’s father. 

Since committing full-time to the gig, he has been the 

main contact for GLP’s travel agent partners across  

Canada, which is vital to the success of the 

company because 100 per cent of its business 

comes through the retail channel.

“We want to support the agent community and 

make sure they make good money,” Law says. 

“They know their clients, we know our product; 

that’s how we work together.”

GLP came into existence at a time when Canadian 

travellers were generally opting for resorts, cruises 

and coach tours, while those who preferred 

going off the beaten path often defaulted to 

backpacking. The premise of the company was 

to fill a gap between the all-inclusive traveller and 

the backpacker, as trends suggested a growing 

interest in nature, activity and experiential holiday  

options.
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GLP works with a limited number of cruise and land suppliers 

to offer unique destinations and authentic experiences 

to upscale clientele, with a roster of brands that includes 

AmaWaterways, Hurtigruten and Fred. Olsen Cruise Lines 

to name a few.

“We’re not selling cruises; it’s just that we have to use  

ships to get to the places we want to go,” Law explains. 

“We’re cruising for non-cruisers. If you think about the  

great explorers in the past, that’s how they got around: 

by ship.... We’re selling experiences and destinations – the 

ship is just a safe, comfortable, luxurious way to get you  

there.”

Needless to say, prices for such options far exceed standard 

all-inclusive packages, which means GLP guests are booked 

via a limited number of partners in the marketplace who 

recognize the earning potential and have the client base 

to support it. Not to mention, the company’s dedication 

exclusively to travel agents has built a loyal following across 

the country.

“Our biggest producers are the ones who have stuck with 

us since the beginning,” Law says. “Even though they could 

go direct, they won’t because they know we have more 

bargaining power and we treat them well.”

He points out that among other GLP advantages are its 

pricing in Canadian dollars (which takes the guesswork out 

of fluctuating exchange rates), commissions that range up 

to 18 per cent, and it’s ability to also book pre- and post-

cruise options, plus land and air, as a one-stop-shop solution.

In addition, each travel agent has a dedicated contact at 

GLP who knows them and their clients, and can therefore 

make recommendations and suggestions to cater to 

individual needs. While all GLP representatives know the 

product inside-out, the company also invests in travel agent 

education in order to ensure they remain top of mind when 

certain inquiries arise.

“The agent needs to understand what they’re selling 

because even with one specific brand, depending on what  
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on a safari cruise
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Go Barging:

North Pole Nuclear Icebreaker Cruises: 

month or what season, it may be a different experience,” 

Law says. “You need to know your client and you need to 

know the product, which is where we come in; we can 

educate the agent so they can find a way to make the 

sale.”

This brand awareness is now also extending to consumers, 

a new strategy to ensure clients and travel agents alike 

are on the same page about what is available to them, 

via consumer-friendly webinars and events. 

“We don’t want consumer bookings; we want to educate 

them so they can go to their agent and ask for our product,” 

Law explains, unwavering in the company’s business model. 

“It has to be a relationship where we educate the agent 

and the consumer so when they get together, they both 

know what they’re talking about.”

The prospective number of advisor-client relationships that 

can take advantage of the GLP product line-up continues 

to expand as suppliers introduce a wider range of excursions 

to appeal to younger travellers, Law says – which means 

clients have the chance to cruise through their bucket list, 

while agents benefit from robust commissions on higher-

ticket sales. 
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James Lambe, Canadian country manager of Google for Work
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On a daily basis, I work with some of Canada’s largest organizations to deploy 
Google tools that enable them to be more productive and better serve their 
customers. Here are resources you may not be aware of that can help in 
various aspects of business.

technology

For hundreds of consumer insight resources available free of charge, look no further than 

Think with Google (www.thinkwithgoogle.com). Compiled in-house by Google’s Think 

team, consumer research is organized by industry with information ranging from the 

latest research on the evolving consumer path to purchase, to emerging Google search 

trends. Case studies provide inspiration on ways to successfully add digital strategies to 

your marketing mix. New research is added every week, including insights that will help 

leverage key seasonal moments, like the winter holidays, or major sporting events. Users 

can subscribe to the Think with Google newsletter and opt to have the latest travel industry 

data sent to your inbox.

Google Trends (www.google.com/trends) allows users to compare the popularity of search 

terms, giving a window in how and when people search for different types of information. For 

example, see when searches for “all-inclusive vacation” start to spike during the winter and 

tailor marketing offers accordingly. Click ‘Explore In-Depth’ to launch the interactive tool and 

then enter a search term to see its popularity over time. You can compare up to five terms 

at a time and see the fluctuating popularity of each term. Adjust the timeframe to look at 

search trends from a specific time period. Search terms can also be compared geographically, 

allowing you to select and compare search traffic from different countries, provinces and cities. 

Further customize research by looking at search terms on YouTube, Google Images or Google 

News. With more consumers searching online for travel inspiration, Google Trends can offer 

insight into destinations gaining popularity, which provinces are conducting more searches 

for certain terms, when consumers start searching for holiday travel and more. 



More than ever, it’s important for Canadian businesses of 

any size to have an online presence in order to attract 

potential clients. If you’re looking for an easy way to get 

started, check out Google My Business (www.google.ca/

mybusiness), a free tool to update business information 

like store hours and location. This will automatically apply 

to results that appear in Google Search, Google+, Maps, 

and AdWords, making it easy for customers to find important 

details. Google My Business can also complement an existing 

online presence or paid advertising. After your business is 

verified, upload and manage photos of your destination or 

property to ensure that the most enticing images appear 

first. Plus, owners and managers can respond directly to  

customers who leave Google reviews. 

Businesses of all sizes may need to call outside experts 

from time to time, and Google Partners (www.google.

com/partners) is a starting point for those who need help 

getting online. Google Partners are online marketing 

experts who are trained and verified by Google to help 

businesses make the most out of any online marketing 

budget. Using Google Partner Search, users can easily 

locate any Google Partner across Canada. Whether 

your goal is to rethink your online search strategy, infuse 

more creativity into your AdWords campaign or uncover 

more insights in Google Analytics, a Google Partner can 

provide the expertise you need to reach more travellers. 

Google AdWords (http://adwords.google.com) is meant for 

those who already have a website and are now looking to 

increase online traffic. AdWords is Google’s online advertising 

program, allowing businesses to set a budget, choose 

where ads appear and measure the impact of each spot, 

without a minimum spending commitment. In addition to 

sponsored links that appear on the search results page, 

other features can optimize your return on investment (ROI), 

especially with mobile searches. For example, using location 

targeting, execute different AdWords campaigns depending 

on whether someone is planning a vacation or already 

abroad. To track the impact of your online marketing, try the 

AdWords call extensions feature which adds a ‘Call’ button 

to the ad to track the number of calls resulting directly from 

online ads. AdWords targets potential consumers depending 

on their searches, ensuring that marketing budgets reach 

consumers who are looking for a getaway.
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expert advice

For the best travel industry news : PAXnews.com18   PAX For the best travel industry news : PAXnews.com18   PAX

Colleen Francis, sales expert, is founder 
and president of Engage Selling Solutions  
(www.EngageSelling.com). Armed with skills 
developed from years of experience, Colleen helps 
clients realize immediate results, achieve lasting 
success and permanently raise their bottom line.
Make sure you check out her latest book, Nonstop 
Sales Boom, for powerful strategies to drive consistent 
sales growth quarter after quarter, year after year. 

Colleen Francis

N ot all clients are created equal, nor should you be compelled to treat 

them equally. There’s no law stating you must sell to everyone or keep 

servicing clients who are the wrong fit for your business.

Whether you have outgrown some types of clients and perhaps should have 

never worked with others in the first place, if you’re miserable, you won’t be 

motivated to serve them well. And, if that client isn’t receiving the best treatment, 

they won’t achieve their desired results with you.

The result of this predicament is a lose-lose situation; you’re not helping the 

client reach their objectives and they’re not helping you reach yours.

Here are four kinds of clients who, even if they make you a lot of money, you 

must let go immediately:

1. The ‘no one else matters’ client. These are the clients who expect you to 

work only for them, all the time. They drag quick calls into 90 minute meetings, 

and 90 minute meetings into all-day events. They call you on the weekends 

and take advantage of having your cell phone number. These relationships 

never work and turn ugly when their unreasonable expectations aren’t met. I 

fired one of these ‘I expect you to be in my office at 8 a.m. tomorrow’ clients 

after only one month. Simply put, life’s too short.

2. The ‘Sword of Damocles’ client. Walk away from any client who constantly 

peppers you with threats. Perhaps they threaten to withhold payment, leave 

for the competition or shop your solution around. You can’t do your best work 

for them if you are constantly under negative pressure. Recently, a staffing 

agency I work with fired a customer who used at least one ‘or else I will…’ in 

every meeting. Morale in the office improved immediately and the client was 

replaced within the month.

3. The ‘cheque is in the mail’ client. You aren’t a bank, even if you work for a 

bank! Cash flow is the lifeblood of any business so when a client starts abusing 

the financial aspect of the relationship, talk to them immediately. If they will 

not rectify the situation, stop work until they do or let them go, no matter how 

prestigious. A software client of mine once cut off support and turned off the 



online database for a client who was 90 days late with payment. 

The cheque was couriered that day.

4. The prima donna client. Success and failure should be a shared 

experience. When you and a client achieve a desired outcome 

together, it should be celebrated as a team effort. And, when 

something goes awry, there shouldn’t be any finger-pointing on 

either side. Each accepts responsibility for their part in what went 

wrong and quickly resolves the issue. Rarely is a mistake one-sided 

but if it is (and all on you), accept responsibility immediately 

and resolve the issue. If a client is continually parading your joint 

success as their own while at the same time foisting all the blame 

on you for failures, your relationship is one-sided and can never 

be profitable for you.

Firing a client may mean a short-term hit to the organization’s 

profits but it’s critical for the long-term health of your team 

and the company. It not only frees up time for you to spend 

on more profitable clients, it also provides a boost of morale 

internally. When you step up and fire a bad customer,  

you win everyone’s trust, loyalty and respect, especially your own.

The easiest, most respectful way to fire a client is:

1. Call them. Do not use e-mail. Thank them for their business to 

date and explain that you’re not the best fit for them moving 

forward. Try, “Thanks for considering us. At this point I don’t think 

we are the right fit for helping you meet your goals.” Always keep 

the focus on their interests.

2. Be professional. Don’t use this call as an excuse to tell 

clients all of the things that are wrong with them and 

their approach. Simply tell them that they will be more 

successful working with another company.

3. Recommend another option, even if it’s a competitor. This 

way you can find them a new home quickly. For example, 

I always have a list of other sales consultants that would be a 

better fit for prospects that call my company in case I am not.

It may be painful but in the end, both you and your ex-client will 

be better off working with those better suited to create great 

results for both parties, together. 



experience

Alison Kent
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There is no question that Disney Cruise Lines certainly knows how to captivate 
and entertain youngsters, and now there is an ever-growing number of 
travellers bidding a ‘bon voyage’ sans children as well.

Whether a vacation for couples, a wedding[1] or honeymoon destination, or 
a getaway for singles[2], there is no shortage of activities and experiences 
designed with the discerning adult passenger in mind.

Here are six reasons to consider cruising with Disney – with or without kids. 
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Complementing a rotating dining concept where guests experience 

a differently themed restaurant each evening and are followed by the 

same team of servers, guests can choose to dine in Disney Dream’s 

adult-only restaurants. Palo features Northern Italian cuisine complete 

with an exquisite wheel-around antipasti cart, fresh baked breads, pastas, 

braised meats and decadent desserts, while at Remy – Disney’s elegant 

French-inspired restaurant – a six-course brunch is expertly paired with 

champagnes. The service, cuisine and décor are all top-notch and easily 

on par with some of the best fine dining restaurants found on land or at 

sea. There is an additional charge for both of these restaurants.

Exclusive to Disney Cruise Line guests, Castaway Cay is  

Disney’s private 1,000-acre island in the Bahamas. And speaking 

of private, a short stroll or bike ride to the island’s adult-only 

Serenity Bay Beach proves to be the ideal oasis for peaceful  

lounging – perhaps while sipping on a daiquiri – along with  

care-free floating on calm waters, undisturbed yoga classes  

by water’s edge, and open-air massage cabanas. Hungry? The 

buffet-style island barbecue features grilled fish, ribs, chicken, 

veggie burgers and steak and fresh salads galore. 

It’s a veritable floating gallery of fine art throughout the ship aboard Disney 

Dream, featuring design sketches and storyboard workings from classic 

Disney animated films and created by world-renowned artists, designers 

and art directors, like Mary Blair (Cinderella, Alice in Wonderland, Peter 

Pan) and Bill Peet (Dumbo, Pinocchio, 101 Dalmatians, Sleeping Beauty). 

A fan of movies and musicals? Each evening features a different live 

musical performance in the Walt Disney Theatre, while first run movies are 

screened throughout the day and evening in the Buena Vista Theatre. 

There are plenty of places for adults to play onboard the  

Disney Dream including nightclubs, bars and pubs featuring  

live musical entertainment, DJs and dancing, satellite sports 

broadcasts, as well as wine and spirits seminars and tastings, to 

name a few. Along with an impressive selection of world-class  

wines available in all restaurants, The Meridian lounge and  

cigar bar features leather and teak old world travel-themed décor, 

plus an extraordinary array of premium potent potables. 
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Since its launch in 1998, Disney Cruise Line’s fleet includes four ships 

– Magic, Wonder, Fantasy, and the Disney Dream[5], which sailed its 

first voyage in 2011. 

Three- or four-night cruises are offered aboard Disney Dream with 

ports of departure and arrival based in Port Canaveral or Miami, and 

feature a full day visit to Disney’s Castaway Cay in The Bahamas. 

Transportation from Orlando International Airport or Walt Disney World 

Resorts can be arranged when booking. 

Staterooms feature comfy beds with spacious closets, a separate 

living room area with a pullout sofa bed that can be curtained 

off and two separate washrooms – one with sink and toilet and 

the other with sink and full bathtub/shower. Order room service 

for a light breakfast out on the private verandah, complete with 

croissants and coffee. In the evening, give in to a glass of wine and 

selection of fine cheeses under the stars – or fireworks[4]. 

Aboard Disney Dream, Senses Spa offers close to half a  

deck’s[3] worth of salon, wellness and spa services, plus fitness  

classes, seminars and personal trainers. In addition, the Rainforest 

Room allows guests to experience steam-, water- and aroma-

therapy. Both popular and peaceful, Quiet Cove Pool and  

lounge area is a kid-free zone replete with both a swim up-type 

bar and Wifi café.



*Terms and conditions apply. Please visit www.emeraldwaterways.ca or see the Emerald Waterways Exclusive 2016 Preview Brochure to learn more about our special offers and 
promotions. 2016 at 2015 prices expire May 29, 2015. †Airport transfers are available only on the first and last day of your cruise or tour and at times designated by Emerald Waterways. 
Emerald Waterways office, Fairmont Hotel Vancouver, Lower Level, 900 West Georgia St, Vancouver, BC, V6C 2W6. BC Consumer Protection #40178. Ad code: ECAMA005

BOOK YOUR 2016 CRUISE AT 2015 PRICES*

  Spacious accommodation on board Europe’s 
revolutionary new ‘Star-Ships’

  All meals at Reflections Restaurant

  Complimentary wine, beer and soft drinks 
served with lunch and dinner

 Alfresco dining on The Terrace

 Onboard pool and cinema

Embark on a Emerald Waterways river cruise and experience 
our exceptional Emerald value which includes:

 Bicycles on board for daily use

  Extra special experiences with EmeraldPLUS
  Shore excursions at each port

  Visits to many UNESCO World Heritage Sites

 Complimentary Wi-Fi on board

  Airport transfers†

  PLUS we take care of all tips

2014
Editors’ 

Picks

Best New River Ship

Call 1-855-265-2899 or Visit emeraldwaterways.ca

Book your 2016 river cruise today for guaranteed savings of $1,000 per couple on

12-17 day sailings and $500 per couple on all 8-11 day sailings  when you book by May 29th, 2015

E M E R A L D
W A T E R W A Y S

EXCLUSIVE 2016 PREVIEW

AWARD-WINNING DELUXE EUROPE RIVER CRUISING
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Travel Management and Distribution Systems

INSPIRE YOUR
CUSTOMERS!
WIN MORE BUSINESS!

Introducing the Personalized Brochure

Inspire your customers! All the relevant information 
on the proposed vacation in a personalized, 
multi-format web page, accessible to your client
from any connected device. And now, you can choose
to include a reservation form for your client to book online.

www.sirev.com Brought to you by Softvoyage

201 Laurier E., Suite 630, Montréal (Québec)  H2T 3E6  •  Montréal and Laval 514 273-0008  •  Ontario 905 825-3392  •  info@softvoyage.com

Canada’s leading shopping solution for travel professionals

• Map
• Monarc hotel review  
•   Booking form  
• And more ...

• Personalized message
• Proposed itinerary
• Components’ description
• Price engine
• Tourist guide

A powerful sales tool for SIREV users. New and free.

NEW
AND FREE



pax people
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PAXnews.com and PAXnewsWest.com recently invited 

travel professionals from across Canada to vote for their 

peers in the 2014 Awards of Excellence, recognizing the 

efforts of individuals in five categories: Personality of 

the year, Travel agent of the year, Reservations agent 

of the year, Representative of the year and Rookie of 

the year.

Dozens of names were nominated and from those, five 

winners were determined for each e-magazine. Here 

are the 10 individuals most deserving of these titles, as 

voted by their peers. 

Blake Wolfe



 

Returning to Transat in December 2009 following a nine-year hiatus, 

Nicole Bursey has held many positions within the company during 

her 20-plus years in the travel industry. Serving as Transat’s sales 

director upon her return (after previously holding several sales 

and reservations roles), Bursey was then appointed commercial 

director for Ontario, a role which has since expanded to include 

the Atlantic and Western Canada markets.

Prior to her time with Transat, Bursey worked in a range of 

capacities, including as a travel agent and agency manager, 

and as a BDM for both Royal Caribbean and Celebrity Cruises. 

Her wide range of experience has allowed her to see the industry 

from many perspectives and add to her travel expertise.

“Every role gave me the opportunity to learn new skills and 

to have experiences that I will always cherish,” Bursey recalls. 

“Recently I have been given the opportunity to lead the Western 

Canada sales team – this is new to me and I am really enjoying 

the opportunity.  There is always something new to learn in our 

industry – there is never a dull moment.”

For Bursey, the travel industry has provided her with plenty of 

new learning opportunities and memorable moments shared 

with colleagues. She says her time at Transat has allowed her to 

become part of a strong team – including the retailers that support 

the company – working in a fast-paced environment. 

“I have a ton of respect for my colleagues,” she says. “The sales 

people are often the face of a company but I can tell you that 

the success of Transat is a result of hard work, dedication and 

drive from people in every department.”

While she admits she was surprised to be nominated as Personality 

of the year, Bursey says that interacting with people while enjoying 

a laugh are attributes that fit the title.

“My little one (six-year-old Maxwell) asked me what ‘personality’ 

was when his dad told him I won a contest,” Bursey says. “I hadn’t 

really thought about it very much before then. Thank you for the 

nomination and the votes – I put a lot of time into my job and it 

means the world to me to know that I was thought of.”
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Serving as Trafalgar Tours’ regional sales manager for British 

Columbia and Manitoba since 2011, Quentin Lemmer has 

made a career out of travel, including a walk on the industry’s 

wild side. Originally from South Africa (with time spent living 

in Zimbabwe and Botswana), Lemmer was a safari guide at 

Disney World’s Animal Kingdom Resort in Orlando as well as 

in his home country, prior to roles with Disney Cruise Line and 

Celebrity Cruises.

While he counts the unique travel opportunities – and the 

photographic possibilities that come with visiting exotic 

destinations – among his favourite aspects of a travel career, 

Lemmer says that it’s also the human element of the industry 

which appeals to him, from building relationships with agencies 

to devising new business strategies with the Trafalgar team. In 

his career, Lemmer says that honesty, planning and an ability 

to take constructive criticism help, as does “a wicked sense of 

humour” and starting the day with a morning workout.

Lemmer says he joined Trafalgar “at the dawn of a major 

transformation” for both the brand and its products, along 

with what he describes as a shift in the message regarding 

guided touring.

“I did not realize how big of a change Trafalgar was making 

until about six months in,” Lemmer recalls. “Our fundamental 

values, desire to innovate and empower all employees in 

their lines of work separate us from our competitors; that’s 

why Trafalgar stands out as a leader in the guided vacations 

category, creating unique experiences for our guests and 

value to our retail partners.”

In an industry built on a foundation of relationships, Lemmer 

says that a little personality goes a long way: “Most of the time, 

people may only see one side of you, but taking the time to 

talk to anyone, regardless of who they are, shows that you are 

genuine, and open to people and conversation,” he says. “This 

helps build trust and a reputation professionally and personally.”

“I am humbled by the fact that I was voted for this - a big 

thank you to everyone that voted for me.” 
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Bringing a range of travel industry experience to best serve his clients, Hartley 

Chetner currently serves as senior travel consultant with Avenue Travel Limited, a 

role he has held since 2010. Entering the travel industry in 2005 with a background 

in sales and marketing (knowledge which he says has aided his travel career), 

Chetner has also worked at a reservations call centre as well as a large Canada-

wide agency, roles which he credits as an education in making travellers happy.

For Chetner, satisfying clients is his “number one goal,” adding that the industry’s 

constant evolution keeps things fresh and interesting. Keeping good relationships 

with colleagues and clients is a key part of his success, he adds, as is up-to-

date knowledge of products and destinations gleaned from sources like trade 

shows and webinars.

“I have amazing clients that I have formed long-term relationships with,” Chetner 

says. “They continue to come back to me because I have valuable product 

knowledge, provide excellent service and am a strong advocate for my clients.” 

 

When Penny de Ruyter decided to return to work after being a full-time mom, she 

explored several options with a desire in mind to plan things. While attending college, 

she discovered that the travel industry was a natural fit, which led to a series of travel 

consultant roles, the latest as an independent agent with Ensemble.

In addition to planning, de Ruyter says it’s the people and the constant change 

that appeal to her the most, equally embracing both the great relationships and 

the industry’s evolution. She says that “the booking doesn’t end when you get the 

money,” adding that she strives to show travellers all of the options available on 

their trips and makes herself fully available to clients by e-mail and Facebook during 

their vacation.

“I would like to thank everyone who took the time to vote for me,” de Ruyter says. 

“You all have choices and know a lot of good people. I feel very proud to be a 

part of this industry.”
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A 30-year veteran of the industry, Ravi Rajaraman’s travel career started with a 

temporary position at Air India, followed by 18 years of honing his craft in Oman 

(including a role as sales manager of American Airlines) before returning to Canada 

and joining Huntington Travel in 2004. 

As a senior reservations agent handling tasks such as arranging complicated 

itineraries, Rajaraman says he most enjoys the variation in daily tasks, the valuable 

relationships he’s fostered with his colleagues on the Huntington team and the 

fulfillment he gets from providing retail agents support in helping their clients. 

Rajaraman also assists in training other staff in areas such as airline contracts, another 

part of the position he enjoys. To his success in the travel business, he credits a calm 

demeanour, a good sense of humour, honesty and a strong work ethic.

“Somebody up there must be happy with me,” Rajaraman says jokingly of his 

nomination. “Seriously, since we deal primarily with retail agents, my priority is to 

make them look good in their clients’ eyes.”

 

Entering the industry in 2000, Richard McGeachin has criss-crossed the globe over 

the course of his time in the travel industry. 

Beginning in his native Australia with Ansett Airways, McGeachin first came to Canada 

a few years into his career with a brief role at Rocky Mountaineer. This was followed 

by a relocation to England and a career with Canadian Affair, a tour operator which 

eventually became a part of Transat and led him back to Vancouver. Serving as 

Transat’s senior groups sales representative, McGeachin says efficiency and accuracy 

are two key factors in building great relationships, which, in addition to seeing the 

world, he describes as his favourite aspect of working in the biz.

“I’d like to think that I was voted for because I enjoy delivering great customer service 

and am a fun, positive person to speak to,” McGeachin says. “A huge thanks to 

everyone who voted for me. It is a pleasure working with you and it is a real thrill to 

be recognized with this award.” 



 

Since her first travel industry gig in 2001, Janet Martin has had a rocking good time. 

As business development manager for Hard Rock All Inclusive Collection Resorts 

(Greater Toronto Area, Northern and Eastern Ontario), Martin previously worked in 

a variety of settings and roles, from being part of the entertainment staff at Mexican 

resorts to working for a rafting company in Lake Louise. 

Regarding her current position, she says, “There’s nothing to not enjoy about this job,” 

citing the relationships with both the Hard Rock team and travellers as a particular 

highlight, adding that it’s the passion displayed by those working in the industry that 

inspires her commitment to the gig. As for her success, Martin credits her passion for 

supporting retail agencies.

“I could not do this job or enjoy this job as much as I do without the continued 

support and great working relationships,” Martin says, addressing her agent partners. 

“You’re all amazing, and all part of the reason that I do love what I do every day! 

You are all rock stars!”

 

It’s been said that once you start a career in travel, it gets in your blood and makes it 

difficult to leave the industry – a fact that Carlo Trinidad found out first-hand. Currently 

serving as AMResorts’ Western Canada Regional Sales Manager with 25 years of 

travel experience under his belt, Trinidad says while he took a brief hiatus from travel, 

he was drawn back by the industry’s excitement and vibrancy. In his most recent 

role, Trinidad is fueled by the excitement surrounding the company’s growth and all  

that entails, whether it’s planning an event or hitting the road to meet with travel 

agents.

Belief in the product, the organization and one’s self are part of Trinidad’s system 

of success, which he believes creates a natural positivity that has allowed him to 

foster strong relationships within the industry.

“I will always continue to exceed expectations to the best of my ability,” Trinidad 

says. “I am humbled and honoured by this great award; I am grateful and blessed 

to be part of the travel industry family!”
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A travel agent with Centre Holidays, Pebbles Cuevas-Ulloa is a newcomer to the 

industry. Her career in travel was born out of a love for seeing the world and a 

desire to recreate that experience for other people. Specializing in destination 

weddings, Cuevas-Ulloa says that she calls on her own personal experience 

when helping couples plan their special day.

Through the industry’s constant change, Cuevas-Ulloa thrives off the opportunity 

to always be learning and add that knowledge to her ever-expanding repertoire 

of travel expertise. For Cuevas-Ulloa, careful preparation and building respectful 

relationships with both colleagues and clients are among the key factors in 

ensuring success in this industry; she explains that before a new day begins,  

she has already planned it out the night before with a list of tasks to be  

completed.

“I’m truly thankful,” she says of the nomination. “My hard work won’t stop here. 

I will continue to provide excellent service to all of my clients.”

 

A desire to see more of the world led Kimber McMullen to join Sears Travel in August 

2014, where she has started out her career in earnest.

McMullen has a love for discovering new destinations and says this path has allowed 

her to share that passion with others who are eager to explore, adding that she 

is fulfilled by helping fellow travellers find what they’re looking for in a vacation. 

Although she is still determining an area of specialization, McMullen says that the 

endless opportunities to learn are contributing to her knowledge of trip styles and 

destinations offered in the industry. 

The up-and-comer credits her early success to positivity and planning, with an 

emphasis on putting her clients first and persevering in finding answers – even if she 

doesn’t yet have an answer herself.

“It’s great to know that you all have faith in me to do my job,” she says. “This has 

given me validation that I am able to succeed in this industry.” 
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FOR THOSE 

WHO APPRECIATE 

A GREAT 

VIEW 
THERE’S AVALON. 

FROM THE SMALLEST DETAILS TO THE 

BIGGEST IDEAS, AVALON IS A WHOLE NEW 

KIND OF RIVER CRUISE.

WWW.AGENTLINGO.CA  |  RESERVATIONS: 800.268.1639
INSIDE SALES: 888.268.1928  |  CANADIANGROUPS@GLOBUSFAMILY.CA

Centre Tower, 3300 Bloor St. W., Suite 2400, Toronto, ON M8X 2X3. TICO#1893755/50015835

In the average cabin, the view from the bed never changes. You’re looking at 

the same scene throughout your voyage: the wall. Meanwhile, outside your 

window, breathtaking views of the countryside are passing by. 

We had a better idea. Let’s turn our bed so it faces out the giant window. And 

to do that we angled the wall behind the bed, which had two other benefi ts: it 

opened up the stateroom to give you more space, and it opened up the bathroom 

behind the wall to give you a more spacious bathroom vanity. More space and a 

better view. That’s what happens when you pay attention to the details.  

See it for yourself at AvalonWaterways.ca.

For the latest o� ers and promotions, please visit: Agentlingo.ca.



hotel
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T ake one look at Tel Aviv’s oceanfront setting, bustling 

nightlife and rich history, and it’s no wonder the 

city has become one of the world’s hottest tourist 

destinations.

Set within the Diamond District is Hotel Indigo Tel Aviv, the 

product of interior designer Michael Azulay and architect 

Tali Kahana who came together to create this urban chic 

property, which opened its doors in 2013. 

It’s described as “the perfect balance of design and 

decadence, function and fantasy, sensuality and 

sophistication,” offering an ideal choice for both visitors  
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paying a special visit to the city or those seeking a place to 

call home during their pre- or post-cruise stop in this corner 

of the Mediterranean.

An InterContinental property, Hotel Indigo embodies the 

trendy sophistication that travellers from around the world 

visit Tel Aviv to experience. Plus, it’s only steps away from the 

city’s business centres, shopping districts, cultural hotspots 

and party scene.

Design throughout the property is inspired by a 

re-interpretation of the diamond, so guests will find accents 

and elements that pay homage to this precious stone. This 

is exemplified throughout its 91 guest rooms and suites, 

each elegantly appointed with brushed oak wooden floors, 

designer colour palettes, Minus 417 bathroom amenities 

and other small touches that make all the difference in 

ensuring an enjoyable stay.

Perhaps its greatest asset is B ON TOP Rooftop Pool and 

Lounge, “the place to see and be seen in Tel Aviv.” With 

breathtaking views of the city skyline from all angles, this 

is considered one of the best rooftop sundecks in the city, 

also boasting an infinity swimming pool and tapas bar. Plus, 

those who are in Tel Aviv to party need not venture far, as 

the city’s best DJs are often onsite to entertain guests.

For something a little more low-key, the on-location 

Blackstone Bistro & Lounge is a French-Mediterranean 

restaurant with sumptuous culinary options enhanced by 

a fashionable atmosphere.

Guests will find a different type of indulgence available 

at Hotel Indigo’s Clarity Spa, an entire floor dedicated to 

pampering, mind and body, ideal for the rest and relaxation 

vacations are meant to deliver. 



MANY ISLANDS, BEST SEEN BY YACHT.

TA H I T I  BY  W I N D S TA R

NOW OFFERING YEAR-ROUND VOYAGES 

This is Tahiti as it was meant to be seen, under tall sails and kissed by gentle breezes. A yacht goes gracefully 
into places that can only be seen from a small ship, allowing guests to soak up the distinct personalities of the 

islands. There’s no better way to access this island nation than directly from its sapphire blue waters.

World’s Best Small Ship Cruise Line

DREAMS OF TAHITI
7 Days – Wind Spirit
Year Round Voyages From June 2015 – July 2016 

Papeete • Moorea • Tahaa • Raiatea 
• Bora Bora • Huahine 

PLUS BONUS SAVINGS
up to $650 per person

2-for-1 
Fares
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K en Brooks has always been a 

jack of more than one trade. 

Born and raised in Québec, 

he started out in the travel industry 30 

years ago working at the front desk of 

a small hotel in Québec City. 

His growing interest in customer 

service drove the young Brooks to 

Montreal where he took on a job with 

Hilton followed by a gig with Avis Car 

Rental. A quick study when it came 

to appealing to consumer demands, 

Brooks was eventually transferred to 

Toronto, where he became the director 

of sales for Avis in Canada. He held that 

position for 13 years before changing 

directions entirely, specifically towards 

the sales and leasing of commercial 

trucks. 

Brooks says that while the trucking 

industry taught him to be tough 

(particularly when it came to collecting 

late payments), it also taught him that 

there was a difference between work, 

and working in the travel industry.  

Being outside of the travel community 

gave him a renewed appreciation for 

it, and he missed it – so much so that  

when he saw an opportunity come up 

with Royal Caribbean Cruises Ltd, he 

took it, leaving big rigs behind in favour  

of ships. 

A fitting marriage of interests, Brooks 

and Celebrity Cruises, part of Royal 
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Caribbean’s international portfolio, 

share a commitment to providing 

unforgettable vacation experiences 

for guests, a goal achieved primarily by 

redefining the terms of modern luxury. 

It’s an industry that Brooks says suits 

him well.

“In today’s stressful world, I get to 

sell things that people look forward 

to doing,” Brooks says of his role as 

director of sales in Canada. “I board 

a ship and see passengers walking 

around on deck, smiling – that’s a great 

feeling.”

With the cruise industry seeing major 

market growth over the past five years, 

the number of Canadians wanting to 

set sail is higher than ever. But although 

the demand is there, Brooks says the 

lack of a drive-to market has previously 

posed a challenge for Celebrity 

passenger numbers during certain 

seasons.

“If your ship is 20 per cent full over 

Christmas, but the flights are all booked 

solid, what can you do? Your Canadian 

passengers aren’t going to drive to 

Miami from Toronto to board a ship,”  

the director says, going on to clarify 

that while Celebrity’s partnerships 

with tour operators are fruitful, certain 

times of the year are too profitable for 

airlines to justify regulating flight rates 

to accommodate ship departures. “In 

peak times, air becomes unaffordable 

so people book less, and we would be 

held hostage by prices and lack of seat 

availability.”

Other quota-focused complications 

seen by the cruise line were often also 

flight-related, such as when an airline 

decided to cut back on service to 

Florida, directly affecting passenger 

access to Celebrity’s cruise ships, and 

vice versa. In seasons prone to inclement 

weather, cancelled and delayed flights 

would often result in passengers missing 

their boat – a prospect that would deter 

some would-be travellers from ever 

booking at all.

Frustrated by the same issues that 

seemed to reappear year after year, 

Brooks began to wonder if things 

could be done differently; he wanted 

to provide Celebrity passengers with 

a way to cruise affordably, ensuring 

they arrived at the port of call feeling 

relaxed and on time for their departure 

– but how?

His answer was an improbable one: 

charter a plane, fill it with Celebrity 

guests, and control the ticket prices, 

services and departure dates. 

With Celebrity cruises setting sail  

on Saturdays and Sundays, Brooks 

began looking for a carrier that  

didn’t need its aircraft on weekends. 

His initial hope was to find an airline 

that hauled cargo during the week, 

and simply commission it to put 

in seats for Saturday morning   
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flights – an idea he soon discovered was much more 

complicated.

“For starters, the windows in those cargo planes are 

glued closed, which would make for a pretty dark flight,” 

Brooks jokes, explaining that although it wouldn’t work out 

logistically with the company he originally approached, his 

idea intrigued them enough to recommend another airline.

And so came a partnership with Canadian North, a 

passenger carrier based out of Edmonton that offers 

scheduled flights to Iqaluit out of Ottawa and shuttles oil 

workers to and from Fort McMurray. It had aircraft available 

for charter at Hamilton Airport and with the plane’s interior 

being carpeted and its window shades adjustable, it was 

an ideal fit.

In December 2013, Celebrity formally introduced its new 

all-included packages, promoting non-stop air travel from 

Hamilton and Ottawa to Ft. Lauderdale beginning on 

Saturdays the following March. 

The option, which included food, beverages, ground transfers 

and gratuities for the cruise, also provided passengers with 

a hot meal and alcoholic drinks on the flight itself, allowing 

guests to feel as though they’ve already begun their  

cruise once they’d set foot on the plane. Within four weeks 

of its release, every flight-and-cruise combination was  

sold out.

Celebrity responded to the demand by adding three more 

departure dates in April, and by June 2014, it announced 

a Winter 2015 program, adding London, Quebec City, 

Moncton and Halifax to its list of departure cities and an 

alternate itinerary on Sundays. The company purposely 

avoided major gateways, focusing efforts on smaller airports 

with robust catchment areas to support the service. 

For example, being the only city in of New Brunswick with 

direct connections to Florida, weekly flights from YQM 

appealed to travellers throughout the province and into 

Prince Edward Island, and as such, were fully booked for 

the 2015 season.

Of course, with such rapid expansion often comes a sharp 

learning curve and Brooks went through a “baptism by fire” 

type of education in commercial aircraft.

 “You learn that there are a lot of moving parts,” he says of 

getting into the air business, “and if you’re not at least aware 

of those moving parts, they can trip you up and create a 

domino effect, and that can be fatal if not addressed.”

The leader of Canadian operations, Brooks was taking on 

full responsibility for the all-included program when it first 

launched, knowing he was being carefully watched by 

the powers that be at Celebrity’s head office.  He is not a 

gambler but a self-described “calculated risk taker,” so was 

optimistic about the outcome of his idea.

Although all new ideas experience growing pains, the 

results speak for themselves; Celebrity’s average Canadian 

passenger count on Caribbean sailings has doubled to 30 

per cent from 15 per cent since the all-included packages 

were first released. In fact, the success has been so well 

regarded that discussions are on-going about expansion into 

Western Canadian gateways, in addition to implementing 

the strategy from U.S. cities as well.   

Whatever lies ahead, it cannot be denied that Brooks’ 

foray into flight will change the cruise industry significantly 

moving forward.

“Our first flight out of Québec City had 136 passengers, and 

112 of them were first-time cruisers,” Brooks says, referring 

to the power of the first impression. “They’d never cruised, 

period. The concept of an all-inclusive cruise was a turn-on 

for them, and Celebrity got to give them all their very first 

cruise experience, which is the most exciting thing a cruise 

brand can ask for.” 
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(All figures from the WTTC report, Global Talent Trends and Issues for the Travel & Tourism Sector)

The growth in travel & tourism employment, at more than four per cent per 

year for the next 10 years, will bring about enormous development across the 

world. However, according to research by the World Travel & Tourism Council 

(WTTC), without the right policies in place now, some countries are likely to 

have large gaps that will make it difficult, if not impossible, for them to fulfil 

their growth potential. Here’s the data:
forecast to grow at 2% annually

(US$3.4 trillion directly)

to the global economy +25 million more than in 2013
around the world (126 million directly)

Thailand

Poland

Taiwan

Russia

Peru

Costa Rica

Argentina

Sweden

Singapore

Italy

Turkey

Greece

Thailand

Russia

Poland

Taiwan

Italy 

Turkey



1.  A strong customer service base

2.  A youthful workforce 

3.  A flexible labour market 

4.  Positive perceptions of travel & tourism jobs 

5.  An open policy to hiring foreign, high quality labour 

6.  Prioritized travel & tourism 

7.  Less competition for jobs from other sectors such as retail 

8.  Spare labour market capacity and female participation 

9.  High-quality company training of employees

On a luxury cruise aboard the 332-guest m/s Paul Gauguin, your clients enjoy the world-class 
service and attention to detail that make every cruise a masterpiece. Plus, our all-inclusive 
pricing off ers an exceptional value.

We can show your clients unique 
destinations like no one else can

•  Airfare from Los Angeles 
on sailings of � e Gauguin

• All oceanview staterooms

•  Onboard beer, select wines 
and spirits 

• Prepaid gratuities

ALL‒INCLUSIVE FEATURES

All fares are per person based on double occupancy in cat. F, in US dollars, 
refl ect promotional savings, and are for new bookings only, subject to 
availability, are capacity controlled, and may be withdrawn at any time 
without prior notice. For applicable terms and conditions visit pgcruises.com.

7 NIGHT Tahiti & the Society Islands — from $3,731 (Dec 16, 2015)

10 NIGHT Society Islands & Tuamotus — from $4,926 (Apr 29, Jun 10, Jul 29, 2015)

11 NIGHT Cook Islands & Society Islands — from $5,271 (Dec 5, 2015)

m/s Paul Gauguin

Call 800-848-6172, or visit 
www.pgcruises.com

Become a PEARLS Accredited Partner to earn 
bonus commission coupons and free cruises! 

Visit pgcruises.com/pearls to register!

Canada Residents save 
an extra 10% on all 
2015 sailings when 

booked by May 31, 2015!booked by May 31, 2015!
{ {
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The Brando (yes, after Marlon Brando) on the island of 

Tetiaroa, Tahiti, is a luxury resort 30 miles northeast of Tahiti. 

Devoted to preserving the biodiversity of the island and 

remaining as sustainable as possible, The Brando keeps an 

organic garden, available to guests as part of their extensive 

stewardship program. The Brando’s staff use innovative 

agricultural techniques to grow their vegetation on an 

island of mostly sand and coral, the fruits of which all end  

up on the resort’s menu, resulting in meals guests can’t 

refuse.

Photos courtesy of The Brando

Britney Hope
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According to the staff at the Tiskita Jungle Lodge, an 800 

acre private biological reserve in Costa Rica, the tropical 

fruit in their organic orchard is enjoyed by guests and 

rainforest animals alike. Nestled on the edge of a coastal 

rainforest valley and bearing 125 varieties of native and 

exotic fruit, the orchard provides a source of food for the 

lodge kitchen and a labyrinth of nature trails for guests. 

Guided walks, wildlife watching and even tasting tours are 

available upon request – so long as the monkeys haven’t 

gotten there first. 

Photos courtesy of Tiskita Jungle Lodge

For those seeking flavours a little closer to home, The Fairmont 

Waterfront in Vancouver is all about eating local, relying 

on its own 2,100 square foot terrace garden to produce 

more than 20 varieties of herbs, vegetables, and edible 

flowers. The hotel also has an apiary, wherein more than 

500,000 bees produce honey using pollen from the garden.  

With an observation hive for guests wanting a close-up look 

and tours led by ‘Bee Butler’ Michael King, The Fairmont 

Waterfront’s edible elements make it a great place  

to bee.

Photos courtesy of The Fairmont Waterfront
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Not just your typical pristine island paradise, Jean-Michel 

Cousteau Resort in Fiji is a former coconut plantation 

turned five-star resort, with a commitment to preserving 

the flora and fauna in and around its 17 acre property. Its 

edible landscaping, tended using traditional Fijian farming 

methods, produces pineapple, guava – and of course, 

coconut – for the enjoyment of its guests. A new addition 

to the resort is its Fijian Medicine walk where guests can tour 

through the property gardens and learn about the varieties 

and benefits of medicinal herbs – no prescription required.  

Photos courtesy of Jean-Michel Cousteau Resort

Another former plantation site (this time for rubber), Six 

Senses Yao Noi, in Phang Nga Bay, Thailand, has invested 

in the island’s regrowth, planting 3,000 mangrove trees 

to encourage the return of wildlife. The resort gardens 

yield mushrooms, sugar cane, and vanilla bean orchids 

(among other things) for their restaurants, and guests are 

encouraged to harvest whatever is ripe. Although no longer 

a plantation, Yao Noi has kept many of the rubber trees 

on site to slow the erosion of soil, allowing the ecosystem 

to fully bounce back.

Photos courtesy of Six Senses Yao Noi, Thailand
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We are TAM, we are Brazil, and together with LAN…

We are South America.

NEW
ROUTE

X5
FLIGHTS PER

WEEK

GET ON BOARD:
 TAMairlines.com   |           LAN.com

TAM Airlines (JJ) is proud to introduce
its new route from TORONTO to NEW YORK 
with continuing service to SAO PAULO and RIO 
DE JANEIRO or connecting with LAN Airlines (LA) 
to LIMA or SANTIAGO DE CHILE. 

Free of charge baggage allowance, complimentary food 
and beverages, Individual on-board entertainment and 
access to a network of 114 destinations in South America; 
are some of the wonderful benefits of flying with TAM.

TORONTO to
SAO PAULO
VIA JFK



escape

Text & images: Alison Kent
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W ith an abundance of rivers, caves and lush rainforests 

teeming with tropical flora and fauna, charming 

and alluring Belize continues to remain refreshingly 

natural. Fun fact: nearly half the country is protected habitat. 

Located in Central America and bordered by Mexico to the 

north, Guatemala to the south and west, and the Caribbean 

Sea to the east, Belize – formerly known as British Honduras – is 

a culturally rich and diverse land. The only country in Central 

America where English is the official language, Kriol (or Belizean 

Creole) is also widely spoken, with Spanish, Garifuna, Maya-

Kekchi, Maya Mopan, Mandarin and German representing 

some of the other languages used by inhabitants. 

This blending of cultures means a unique and intriguing melting 

pot has formed the foundation for its local cuisine as well, 

with flavours ranging from fiery hot to minty cool. 

Belize boasts consistently balmy weather and warm waters. It 

is home to hundreds of islands, nearly a thousand Mayan ruins 

and the largest barrier reef in the Western Hemisphere – all 

within a space roughly the size of Massachusetts. This makes 

it easy to get to far-reaching corners of the destination, but 

difficult to cover off on all there is to discover within a short 

window of time. 

Archaeologists continue to unravel the secrets of Mayan 

history, piecing together the details of this advanced 

civilization. Excavations have determined the Maya 

prospered here close to 5,000 years ago, while discoveries 

and interpretations of hieroglyphs, monuments, pottery and 

murals have firmly established Belize as an important focal 

point of the Maya – with descendents residing there to this 

day. 

Interestingly, with its advanced systems of astronomy, 

mathematics and construction, this civilization once numbered 

into the millions, though today the overall population of Belize 

stands at around 350,000. 

And while some of the many Mayan ruins can be visited and toured, 

others remain undisturbed. Xunantunich, or ‘stone woman,’ 

was a thriving and active Maya community from around 300 to  

900 A.D. Comprised of plazas, temples and palaces, the largest 

pyramid, El Castillo, can currently be scaled (albeit under  
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supervision of certified guides and with climbers proceeding with   

caution). Soaring 130 feet high, and only just uncovered and 

revealed in 2003, picturesque views from high atop El Castillo 

are both expansive and breathtaking, to say the least.

Two hours’ drive west from Belize City near the Guatemala 

border, Cayo District is home to the nation’s capital, Belmopan, 

and has some of the best, most visit-worthy Mayan sites in 

Belize. Along with Xunantunich, others include Cahal Pech,  

and Caracol – the country’s largest ancient Mayan site. 

If feeling peckish on the way back to Belize City, stop in at 

Hode’s Place for a fantastic version of stew beans and rice 

served al fresco. This place is hopping, especially on cruise 

ship days, complete with marimba band performing and 

vendors on-hand selling local crafts and artwork.

In both sheer size and beauty, the Belize Barrier Reef is 

second only to Australia’s Great Barrier Reef. Part of the 

Mesoamerican Reef system, this underwater UNESCO World 

Heritage site extends more than 170 miles along the coast 

and 50 miles offshore. Belize’s top tourist attraction, it’s home 

to more than 500 species of fish, over 100 varieties of coral, 

and several other threatened species including sea turtles 

and manatees. 

A phenomenon visible from space, the Great Blue Hole is an 

underwater sinkhole in the centre of the Lighthouse Reef about 

100 km from Belize City. A favourite with scuba divers and 

snorkelers, this large circular hole is close to 1,000 feet across 

and more than 400 feet deep. The largest natural formation of   

its kind, the crystal-clear waters of the Great Blue Hole make 

it easy to spot a vast array of marine life and coral. 

 
For the ultimate adventure, experienced scuba divers may 

choose to explore the underwater world by cave diving, while 

landlubbers have hundreds of caves at the ready to walk 

through, or rappel into. Alternatively, get your adrenaline 

pumping while zooming across the jungle and capturing a 

bird’s-eye view via a local zip lining adventure. 

For a more moderate activity level, take a hike. Maps are 

available with clearly marked trails – some designed in self-

guided loops while more advanced trails are best suited 



With 1,539 guest cabins – nearly 900 of those with 
balconies – and a guest capacity of just over 3,000, 
the Emerald Princess is one of the largest cruise ships 
in the Princess fleet. Along with a selection of dining 
rooms, lounges, bars and cafés, Emerald Princess also 
boasts nearly a dozen pools and hot tubs, a spa and 
fitness centre, and both a casino and theatre. 

At the helm, Captain Marco Fortezze and his capable 
crew ensure the smooth sailing of the Emerald Princess 
a total distance of 1,963 nautical miles, or 2,257 
land miles (3,635 km) over this seven-day Western 
Caribbean loop. 

Day 1: Departing Bayport Cruise Terminal, Houston, 
Texas at 4 p.m., travelling close to 1,000 miles southeast 
over the course of two-plus days to first port of call.

Day 2 & 3: At sea, with ample time to best experience 
all that the ship has to offer. Temperatures become 
noticeably warm and tropical as the ship continues 
south. 

Day 4: Early morning arrival at Mahogany Bay, Roatan, 
Honduras. Total time moored: 12 hours, with about nine 
hours potential time for passengers to go ashore and 
explore. A variety of shore excursions are available. 

Day 5: Early morning arrival at Belize City, Belize. Tender 
ashore along shallow reefs of English Cay Channel, 
with boat ride taking about 15 minutes. Total time 
moored: 10 hours, with about seven hours potential 
time for passengers to go ashore and explore. A 
variety of shore excursions are available.

Day 6: Early morning arrival at Cozumel, Mexico. Total 
time moored: Close to 10 hours, with about eight 
hours potential time for passengers to go ashore and 
explore. A variety of shore excursions are available.

Day 7: At sea, heading on a northwesterly course back 
across the Gulf of Mexico toward final destination of 
Houston.

Day 8: Early morning arrival in Houston, Texas. 
For more information, visit Princess Cruises: http://www.princess.com 

for expert guidance to best spot birds and wildlife 

along the way. Or, explore both marine and inland 

destinations paddling a kayak or canoe along 

coastlines and inland waterways. 

For those who prefer a more leisurely pace,  

birding may be right up your alley. Bring the 

binoculars and spot some of the more than 500 

species of feathered friends frequenting Belize. 

Another option is to take in Belize on horseback, 

with tours travelling through jungles, Mayan sites 

and Mennonite communities.

 
Currently, Belize City is the singular port of call for 

cruise ships  in the country, making it the ideal place 

to begin (or finish) exploring. 

By air: There are a number of direct flights from U.S. 

gateways. 

By land: For the budget traveller, take the eight-hour, 

overnight bus from Cancun. 
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business sense

Blake Wolfe

H ave you ever thought about how your diet and exercise plan  
(or perhaps lack thereof) may be affecting your performance at 
work?

A healthy diet, regular exercise and good sleep go a long way in workplace 
performance by contributing to increased energy, alertness and better 
moods, which translates into improved productivity, efficiency and a positive 
workplace culture.

According to the Centers for Disease Control and Prevention (CDC), poor 
employee health leads to increased rates of absenteeism, disability and 
reduced work output. Those issues directly affect the bottom line of a company; 
the indirect costs from productivity losses are sometimes larger than direct  
medical expenses. The CDC estimates that in the U.S. alone, those losses 
amount to approximately $225.8 billion per year, or around $1,685 per 
employee.

But there’s good news: Research shows that a workplace which supports 
a healthy lifestyle sees not only the reversal of such problems at the 
employee level, but benefits from an enhanced corporate image through 
the production of its healthier – and happier – staff. 

Here is some expert advice on how to promote health and fitness in your 
office.

Benefits of better health

Among the largest expenses billed to company benefit plans are medications 
for both physical ailments such as diabetes and high blood pressure, as well 
as mental health issues such as stress, anxiety and depression.

Nutrition expert Andrea Holwegner says that better health means less sickness, 
and less sickness means more savings for companies on medical benefits.

There’s also the impact of good health on concentration and alertness, 
creating not only a safer workplace but fewer claims resulting from accidents, 
as well as better quality work being done – a direct effect on business 
performance.

“When you have a healthy workforce, you have a productive workforce,” 
Holwegner says. “They’re able to come in and concentrate and work hard.  
We know that depending on what industry you’re in, particularly creative 
industries, overall wellbeing  affects how you can think, create and innovate 
on the fly.”

Fitness trainer Tommy Europe adds that as a rough estimate,  
companies will save $4 in lost productivity for every dollar they invest in 
employee health. While larger companies will have more to spend on such 
initiatives, any amount of effort will have a positive impact.

What employers can do

- Offer health and fitness  seminars, providing information about making more 
manageable lifestyle choices or ways to exercise while working on the road.

Andrea Holwegner

Leslie Beck

Tommy Europe



- Examine the food selection made available in the workplace,  
for example, the contents of an on-site vending machine and what 
communal snacks are brought in for meetings. If eliminating these sources 
means reducing non-healthy options, direct the savings toward funding 
other health initiatives (i.e. a healthy snack program.)

- Europe recommends putting out a survey to learn what employees want 
to see in a workplace health program. He says this often comes down to 
an emphasis on fun and inclusiveness.

- Seek out fitness role models in the workplace to act as examples  
to their coworkers. As Holwegner says, “The runners, the fitness buffs  
and those who pack the healthy lunches – those people are contagious 
and can work as support for their less-active coworkers. They should also 
be supported with higher-level fitness and health challenges.”

 - The Canadian Centre for Occupational Health & Safety suggests  
starting the workday with a pre-shift stretch, negotiating employee 
discounts with local gyms or installing bike racks to encourage cycling 
over driving.

Just as important is the role of management, who should support and 
participate in health initiatives alongside their reports.

“That’s key,” says nutritionist Leslie Beck. “It creates a culture and it has 
to be supported from the top down; management has to be seen as a 
role model. I’ve spoken with so many clients over the years who felt that 
it was wrong to sneak out of the office to go to the gym – it was just the 
culture they were working in.”

Europe points out that in his work with companies such as Pacific Blue 
Cross and B.C. Hydro, upper management has taken the lead in promoting 
health amongst employees, “as opposed to sending out a memo and 
telling employees to ‘do this, this and this.’ You get a lot more success 
that way because employees feel supported and that everyone is in the 
same boat.” 

Promo code: BOGO50 - Offer applies to 5-night or longer sailings in an Oceanview category or higher and departing on or after May 15, 2015. Offer excludes Quantum, Anthem, Ovation, and Harmony of the Seas, 
Transatlantic, Transpacific, and China sailings. Offer includes: 50% off cruise fare of second guest, and, for 2016-17 cruises only, 50% off cruise fare of third and fourth guests, each of whom must be booked in the 
same stateroom as a first guest who books at full fare (“BOGO”), 50% discount off second Premium Beverage Package when one is purchased at full price - limit one per stateroom - (promo code: BOGOBEV). BOGO 
and Beverage offers are not combinable with restricted rates and are not combinable with any other offer or promotion. Offer applies to new, individual and named group bookings confirmed at prevailing rates. Offer 
is subject to availability and change without notice, capacity controlled, and may be withdrawn at any time. 1. To be eligible for the Specialty dinner for two, bookings must be made in an oceanview stateroom or 
above and depart between May 15 - December 31, 2015. Dining voucher is applicable for one dining experience in a specialty dining restaurant for up to two guests. Coupon is valid for dinner only. 2. To be eligible 
for the Spa treatment bookings must be made in a balcony stateroom or above and depart between May 15 - December 31, 2015. Spa offer will be limited to one treatment per stateroom. Guests booked in a balcony 
will be eligible for both the Specialty dinner for two and a Spa treatment per stateroom. Other restrictions may apply. All references to Royal Caribbean International are: ©2015 Royal Caribbean International. All 
rights reserved. Ships’ Registry: The Bahamas. For full terms and conditions, see www.encorecruises.com © 2015 Encore Cruises is a wholly-owned division of TravelBrands. B.C. Reg. # 3597. Ont. Reg. # 50012702. 
Quebec permit holder # 702734. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A6189

B o o k i n g s  m a d e  b e t w e e n :  A p r i l  1  –  A p r i l  3 0 ,  2 0 1 5

*Valid on all 5-night or longer sailings  
in an Oceanview stateroom or higher,  
excluding Transatlantic, Transpacific,  

and China

 PLUS - If booking a 2016  
or 2017 sailing, receive 50% off  
3rd and 4th guests in a stateroom

Specialty Dinner for two1 Spa treatment2 (Balcony or aBove)

BONUS!
+

Buy One GuesT, 
GeT seCOnd GuesT 

50% off

Buy One PremIum  
BeVeraGe PaCkaGe, 
GeT One 50% off

50% 
reduCed  
dePOsIT

+ +

• Make more time for better meals. A fast-paced schedule often leads  

to “on-the-fly” meal choices such as opting for drive-through dining  

over healthy lunches, which can lead to decreased health and 

motivation.  Pre-planning a week’s worth of lunches on the weekend 

is a great way to stay on top of your nutrition, even if you have a busy 

week ahead.

• Find time to move around during the day! Take a walk on your lunch 

break, get off the bus a few stops early, or perhaps consider investing 

in sit-stand workstations. 

• Drink lots of water. Staying hydrated is vital to allowing your body to 

function properly.

• Commit to taking several small breaks whenever you can throughout 

the day. Allowing yourself a quiet moment is important in managing 

daily stresses and avoiding burnout. 



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.

news
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March 10 marked the untimely passing of 
Daryl McWilliams, a long-time member of 
the Canadian travel industry with a career 
spanning four decades. Daryl was most 
recently the VP of business development 
at Sunwing Travel Group. 

Updates to Canadian passport regulations 
mean that as of May 9, photos must be valid 
for six months from the date they were taken 
(currently 12 months), plus tinted eyeglasses 
are not permitted. Other changes will also 
take effect, including direct signature on 
page 3.

Susan Lawson has joined the team at TIC 
Travel Insurance as business development 
manager. She has more than 20 years under 
her belt managing a full range of travel 
and tourism responsibilities on both the 
wholesale and retail sides of the business. 

Air Canada & WestJet have eliminated 
commission on domestic Tango & Econo 
fares respectively. WestJet’s change also 
applies to transborder routes. All other 
fare classes have moved to 4%, except 
for WestJet’s Plus fares which will be 
commissioned at 8%.

FlightNetwork will provide flight related 
technology, product and fulfillment services 
to itravel2000 as the result of a new strategic 
partnership between the two businesses. A 
new itravel2000 flight offering is scheduled 
to go live in April 2015.

Preferred Hotel Group has united the 
company’s 650 member hotels and resorts, 
consolidating the multi-branded business 
model into a single brand, Preferred  
Hotels & Resorts. 

A new tour operator has launched in the 
Canadian market, under the leadership of 
Jackie Bishop Martin and Dashiell Vasquez. 
Called Journey the Globe, the venture is 
concentrating on Africa, Latin America, Asia, 
the Indian sub-continent and the Middle East. 

Anderson Vacations has launched  
its Anderson Points loyalty program. 
Anderson Points are automatically 
tracked and are earned on every booking  
made, to be used for rewards such  
as personal travel as well as Visa gift  
cards.  

Canadians may now submit their requests 
for the new multiple-entry visa to Chinese 
consulates and authorities. The new multiple-
entry visa, valid for up to 10 years, will ease 
travel, reduce costs and cut down on delays 
and time spent preparing for trips to China.
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In celebration of its 2015 India program, Insight Vacations hosted industry 
partners at an exclusive advance screening of The Second Best Exotic 
Marigold Hotel through a partnership with Fox Searchlight Pictures. More  
than 100 guests attended the event, headed up by Insight Vacations President 
Cris David (second from left). Also pictured here: Tony Celio, manager,  
leisure sales, Air Canada; Anil Oraw, director, India Tourism Toronto; Carla 
Brake, VP of sales, Insight Vacations; & Jeff Element, president, The Travel 
Corporation.

In anticipation of its new service connecting Toronto to Zagreb, Croatia set to 
launch on June 22, SkyGreece hosted travel partners for a special event, with 
distinct representatives from the Republic of Croatia. Pictured here: Martina 
Bienenfeld, director, Zagreb Tourist Board; Denis Codère, deputy chief commercial 
officer, SkyGreece; Darko Lorencin, Minister of Tourism, Croatia; Veselko Grubisic, 
ambassador, Embassy of the Republic of Croatia to Canada; John Marion, 
president, Canadian-Croatian Chamber of Commerce; and Ratomir  Ivicic, 
director, Croatian National Tourist Board.

The Hong Kong Tourism Board welcomed travel 
partners to Chinese New Year celebrations  
marked with a look back on 2014 and a glimpse 
into the year ahead. Above is Michael Lim, 
director, Canada, Central & South America, Hong 
Kong Tourism Board.

Anderson Vacations went across Canada with partners from the province of 
Alberta, including Travel Alberta, Tourism Calgary, Edmonton Tourism, Banff 
Lake Louise Tourism and Rocky Mountaineer. Pictured here: Cameron Wood, 
Robyn McKinney, Katherine Florence, Gavin Antill & Ryan Elliott.

Friends and colleagues of Michael Pepper, long-
time leader of the Travel Industry Council of 
Ontario, came together to wish him a happy 
retirement after 17 years in the role. Pepper is 
pictured here with his successor, Richard Smart.

Emirates Airline, in collaboration with partners from Kompas Express, Jumeirah Hotels 
and the Dubai Tourism Office, hosted a special travel trade event to showcase a 
destination that is quickly becoming one of the world’s tourism hotspots. Pictured 
here: Thomas Civitano, VP sales & marketing, Americas, Jumeirah; Don McWilliam, 
country manager - Canada, Emirates; Jessica Herring, director, Dubai Tourism Office, 
North America; & Robert Zuzek, president, Kompas Express.

Armelle Tardy-Joubert, director – Canada, Atout 
France & Femke Kroese, commercial director – 
Canada, Air France-KLM  welcomed guests to the 
annual Destination France road shows, which made 
four stops across Canada recently in collaboration with 
partners representing airlines, tour operators, hotels 
and attractions. 
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Lindsay Pearlman, co-president and Cristie Newell, director of training & development, North America 
at Ensemble Travel Group’s EXTRAORDINARY! road show.

Plaza Premium Lounge has launched its fourth 
lounge space at Vancouver International Airport, as 
part of the airport’s Domestic Terminal expansion. It is 
located in the new A-B Connector Departures Gate. 
At a launch event, pictured here are Brent Bowes, 
VP - business development and CEO Song Hoi-See.

ALBATours representatives, including Firdosh Bulsara, VP, commercial made their way across Canada 
to showcase the expanded brand portfolio which now includes Greece, Turkey, Israel and Ireland, 
plus a Southern Hemisphere program, in addition to the traditional Italy program line-up. Pictured here 
with Bulsara: Aggie Stoduto & Dawn Rzepka.

Scenic Cruises has set out on its 2015 road 
show, highlighting new river cruises in Portugal  
and South Asia in store for 2016. Pictured here are Neil 
Dudley, director – business development Canada; 
Derek Legault, senior director of sales – Canada; 
and Lisa McCaskill, VP – sales & marketing.

Air China has appointed Jack Liu as general 
manager of its Canadian operations. He brings 
with him more than 20 years of experience 
with Air China, including senior management 
posts in China and San Francisco.

Paula Rizos has taken on the role of general 
manager, sales, Western Canada for Air 
Canada Vacations. In her new role, Rizos 
will be responsible for developing and 
implementing sales strategies to maximize 
Air Canada Vacations’ market share and 
revenue in the region.

British Columbia native Nick Peter Troubetzkoy, 
owner of the Jade Mountain and Anse 
Chastanet resorts, has been honoured by the 
Government of St. Lucia for his contributions 
to the island’s hospitality sector with the Saint 
Lucia Medal of Honour (Gold).

Sunwing Vacations will add three weekly 
summer flights from Edmonton to popular 
destinations in Mexico and the Caribbean. 
The new flights will connect travellers from 
Western Canada to Cayo Coco, Cuba, the 
island of Grand Bahama and Los Cabos on 
Mexico’s Baja peninsula.

Vancouver was in the spotlight at the 2015 
World Airport Awards, with YVR and the 
Fairmont Vancouver Airport receiving top 
honours from Skytrax. The airport took the 
title of Best Airport in North America as well as 
the best airport in the 10-20 million passenger 
category, while the Fairmont was named Best 
Airport Hotel in North America.





Examining the ties between health and wealth, the 

authors look at the bigger picture of the impact of 

healthcare spending on organizations, offering solutions 

to reduce costs & improve finances through wellness 

promotion.

Drawing on the advice of health professionals, this 

book will help managers with creating low-cost 

wellness programs for workers, helping fuel better 

employee health, engagement and morale.

Aimed at leaders who may have forgotten to take 

care of themselves while taking care of business, 

The Healthy CEO offers a balanced approach to 

health in both work and life.

Healthy employees mean healthy companies. 

Workplace Wellness shows readers how to institute 

a culture of health throughout their organization 

for the betterment of all involved.

Working with the staff of large companies and 

organizations to get them in better shape, Europe 

brings his signature approach to readers looking 

to embrace a fitter, healthier lifestyle.

For those seeking to improve their eating habits, 

Beck provides healthy eating strategies, recipes 

and meal plans for readers.
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A recipe for romance
With its 5-star amenities, 24-hour room service, unlimited à la carte dining, and 
spacious suites equipped with an in-room double whirlpool, the adult-only Valentin 
Imperial Maya sets the mood for a romantic getaway in the Mexican Caribbean. 
Early check-in and late check-out, an upgraded mini-bar and a private theme dinner 
are among the many benefi ts of vacationing at this luxurious resort. Free wedding 
packages also make it the perfect place to say “I do”!

Visit transatholidays.com
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ITALIAN ADVENTURES 
AWAIT YOUR CLIENTS.
Non-stop flights to Italy from Toronto and Montreal.

Travel to Italy the better way with Air Canada. Fly non-stop from 
Toronto to Venice, Rome and Milan. Non-stop flights are also 
available from Montreal to Rome, with seasonal service from 
Montreal to Venice. 

Book now at aircanada.com/agents

S:8”
S:10.5”

T:8.5”
T:11”

B:9”
B:11.5”

AC-15-153_PAX_Italy.indd   1 2015-03-19   5:21 PM


