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Last May, the Logimonde Media team embarked on a new adventure by launching 

the first issue of PAX magazine. One year later, more than 100,000 copies have been 

distributed across Canada!

Over the last 12 months, 20 industry professionals dedicated their time by taking part 

in professional photo shoots and in-depth interviews to be on the cover of our English 

and French publications. Countless other individuals and companies also eagerly 

accepted the opportunity to be a part of the experience, each contributing to the 

valuable content you’ve found thus far in every magazine. I’d be remiss not to thank 

those who have supported us in this way, sharing their experiences, expertise and 

contributions to the travel industry.  

To mark our first anniversary, we wanted the May issue to be one of the most impressive 

yet. We have significantly increased the distribution and number of pages, all the while 

maintaining the superior quality you, our readers, have come to expect. As travel 

consultants are the main focus of PAX magazine, you will see some of Canada’s 

best on the cover of this unique edition and our sister publication in French, each 

representing a business also celebrating an anniversary in 2015.

After 23 years of online publishing, we took the chance to swim against the tide, 

introducing a high quality magazine about the business of travel.

At the same time, we rebranded and redesigned our three web platforms: PAXnews.

com, PAXnewsWest.com and PAXnouvelles.com. The impressive readership continues 

to surprise us. People often compliment us on our quick reporting about industry news 

and events, but that is simply our job; we strive to be the first to inform our readers on 

important items that affect the way they do their jobs.

After a year of great change, the word ‘PAX’ is on everyone’s lips – the brand 

is well integrated in the industry. It is a great professional accomplishment and  

I am personally very proud of the Logimonde team because it is thanks to them that 

this project has been so well executed. Bring on Year Two!

I invite you share with us on social networks or e-mail me marie@logimonde.com.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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The say time flies when you’re having 

fun, and my, how quickly a year has 

passed.

I first offered my introduction of PAX 

magazine 12 months ago on this very 

page, explaining that our ultimate goal 

is to provide valuable reading material 

that you find pertinent today, a week 

from now or a year from now. 

Since then, we’ve been challenged 

to meet your expectations following 

such a successful launch, and deliver 

enticing content month after month. 

It’s been a learning curve for the 

Logimonde team, as we discover the 

various complexities of making print 

deadlines, conducting professional 

photo shoots and scheduling lengthy 

interviews with travel executives, all 

the while maintaining our popular 

e-magazines. 

It’s also been eye-opening to hear the 

reactions conjured simply because 

of the individuals and businesses we 

decide to feature on the cover of each 

edition, but regardless of what people 

think, the point is, all have provoked a 

conversation.

Travel professionals across the country 

are collecting every issue of PAX, 

referring to it again and again, and 

recommending the magazine to 

colleagues and friends. We continue to 

achieve our goals, providing interesting, 

relevant and in-depth content circling 

around business strategies and best 

practices from the industry and beyond, 

in addition to features on great product 

and destinations.

One year may seem like an insignificant 

anniversary,  especial ly when 

compared to the great entrepreneurs 

we showcase in our cover story who 

are leading businesses celebrating 

25, 30, 35 and 50 years (see Up Front, 

pg. 36). But in the media world and 

referring to a publication that comes 

from a company previously focused 

solely online, it is a feat, particularly 

considering the skepticism with which 

our idea was originally met. In all 

sincerity, one of the greatest feelings 

is when those who didn’t understand 

our vision phone us or e-mail and say, 

“I get it now. This is great.”

Since May 2014, each month has 

brought a wonder ful sense of 

accomplishment as another issue 

is sent to the printer and distributed 

from coast to coast. For me personally, 

PAX magazine represents a career 

achievement that with a great team, 

we will continue to evolve and improve 

into Year 2 and beyond.

To my colleagues, our great team 

of freelance writers and the wildly 

talented photographers who have 

supported us on this journey thus far, 

I thank you. And to our readers, our 

critics and our cheerleaders, we owe 

our success throughout this first year 

to you.

With that, I will leave you to enjoy 

another fantastic issue of PAX 

magazine, featuring a theme of 

adventure and sustainable tourism in 

addition to companies celebrating 

milestones in 2015 such as G Adventures 

(pg. 9) and our notable cover-people 

from The Travel Network, Peerless Travel, 

Onkar Travels & Pauwels Travels (pg. 

36).

As always, happy reading and cheers 

to the next 12 months!

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com



All-inclusive holidays

Puerto Plata: Live it to believe it!
Known for its thrilling water sports, world-class golf courses, lively hotel  
zone, vibrant nightlife and golden sands stretching as far as the eye can 
see, Puerto Plata boasts fabulous weather and an exotic setting between 
mountains and ocean. The constant breeze invites all types of surfers  
to challenge the waves by day, while the numerous casinos, bars and  
nightclubs that line the streets turn up the heat at night.

nolitours.comBook your Sun vacation
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setting the stakes

Text: Leah Golob
Photography: Dan Galbraith / Details Group
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S ince its inception in 1990, G Adventures has been known 

as a company with its own way of doing things. Between 

awards spanning from its involvement in philanthropy and 

sustainable tourism to the public image of CEO Bruce Poon Tip 

– plus other unique identifiers, complemented by a knack for 

inspirational marketing – the adventure tour operator (which 

was known as GAP Adventures up until 2011) bears a worldwide 

reputation for contemporary, authentic travel designed for anyone 

looking to get off the beaten track. 

Enter Alon Marcovici, a marketing mogul 

who you may have never pegged for a 

travel guy by the look of his resumé. By 

all accounts a newcomer to the industry, 

Marcovici joined the team at G Adventures 

as vice-president of global marketing in 

2013, the next step in a dynamic and 

progressive career.

At one time an aspiring medical student-

turned aspiring-journalist due to a love for 

the written word, he has since made a 

career of pursuing passions. 

Not long after graduation, Marcovici hustled his way into the home 

of his favourite sport, the National Basketball Association (NBA), 

having driven to New York City from Toronto to drop by the NBA 

office unannounced with a pile of writing samples under his arms. 

Long story short, they hired him. 

Within a short time, Marcovici was beckoned to yet another 

dream job.

“I asked the head of communications for the NBA, ‘I have this 

interview for a marketing position with the Toronto Raptors. What 

do I need to know?’” he says. “She gave me three words – ‘brand’, 

‘leverage’, and ‘segmentation’ and told me to just keep repeating 

them – I didn’t really even know what they meant.”

Again, he got the job – a marketing role with his home team. 

From there, he moved on to stints at The Florida Panthers Hockey 

Club, the NBC Olympics, and the Toronto Board of Trade before 

taking on positions such as VP of digital media and research for 

Canada’s Olympic Broadcast Media Consortium, executive 

VP of digital media for CTV and VP, consumer marketing at The 

Globe and Mail.

His digital media strategy for the 2010 Winter Olympics earned him 

a Gemini Award and two Canadian New Media Awards for Best 

Cross-Platform Project (CTVOlympics.ca and RDSolympiques.ca). 

Plus, the Canadian New Media Awards named him Executive of 

the Year – an impressive climb for the young professional who first 

started out dropping buzzwords he barely understood. 

So it’s no wonder that Poon Tip was eager to bring him on board 

the G team after several years of consideration. It’s been a vertical 

move that Marcovici has settled into well; despite being a sports 

guy, travel has always been an integral 

part of his DNA.

“I was super excited about the job 

because on many levels, I wanted to try 

my hand at travel,” he tells PAX from his 

office at Basecamp, the G Adventures 

headquarters in Toronto. “It was easy for 

me to imagine putting forth the same level 

of passion I had had for my careers in sports 

and media.”

When he first took on the position, G 

Adventures was more than two decades 

old and had firmly established its place as a leading tour operator 

globally for small group adventure travel. 

“I believe in Bruce and I believe in what he stands for,” he says. 

“This is a company that is celebrating their 25th anniversary now; 

we are not fly by night.” 

Coming in with a completely fresh perspective, Marcovici is 

somewhat of an anomaly in the travel industry, not having 

started out here like many other executives in the business, which  

has both worked in his favour and posed its own set of  

challenges.

“[Originally], I underestimated the learning curve. The travel 

business is more complex than you would first think. We’re talking 

about understanding an industry and then a niche within that 

industry.”

While the executive is admittedly humbled by the depth and 

possibilities, he continues to challenge G to disrupt the travel 

industry’s nature of sticking to tradition, using his experience and 

external perspectives to break new ground. 
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“I find that the only way I can learn the industry is by butting 

up against legacies,” he says. 

Marcovici’s a proponent of R&D – rip off and duplicate – 

one case in point of how his sports background has more in 

common with travel than one might initially expect. 

“I’m always amazed at how the tribal nature – that passionate 

nature of sports – translates into other industries, and travel 

in particular,” he says.

As one example, Marcovici is initiating a new approach to 

partnerships – a staple of the sports world. 

“Partnerships can be used as a code word for business 

development, which is a code word for sales, which is a 

code word for revenue. When I make partnerships, I truly 

mean win-win partnerships between companies that work and 

have a symbiotic relationship for building respective brands,” 

he says, citing Coca Cola’s sponsorship of the Olympics as 

an example. Apart from that, he suggests there are ways to 

improve approaches to other typical business activities, such 

as familiarization tours (FAMs) or product training.

User-generated content is also an area where he sees 

opportunity, especially when considering how travel photos 

shared on Instagram receive more engagements than the 

pre-planned and polished corporate images some businesses 

invest big bucks in creating.

“We can pull from that passion,” he says of the open dialogue 

existing on vibrant social communities. 

“I can’t speak for the industry, but with G there are ways 

to refine what we do, and optimize campaigns or certain 

initiatives while using a voice and tone that’s representative 

of the company instead of typical white-washed travel ads,” 

he says. 

It’s one of the benefits of working with a privately held business 

that can make things happen quickly thanks to the absence 

of red tape some bigger organizations face; “They don’t have 

the same level of passion and flexibility this place offers.”

Marcovici believes that flexibility provides an opportunity to 

innovate while still maintaining a highly personal, human touch 

– which, after all, is what travel has always been about. 
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Hey Travel Agents! 
You deserve more than a day of recognition, so for all you do, this MONTH’S for you! 

On Travel Agent DAY, May 6, we will surprise 100 lucky travel agents with special treats.

Each WEEK in May starting with May 1, every Globus, Cosmos, Monograms and Avalon 

booking made and deposited, will be entered into a draw and we will select a winner 

per week. The winner will receive a $200 gift card of their choice!

For every booking  made and deposited during the MONTH OF MAY, you will be 

entered into a draw to win a 7 night/8 day vacation of YOUR CHOICE* on Globus, 

Cosmos, Monograms or Avalon Waterways to ANY destination!
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expert advice

Chris Cancialosi, partner & founder of gothamCulture, 
is a recognized expert in the field of leadership and 
organizational development with particular focus on 
the leader’s role in shaping high-performing culture. 
Cancialosi’s work with senior leaders across industries 
and sectors centres on large-scale organizational 
transformation initiatives aimed at creating and 
sustaining effective change. As an experienced 
organizational psychologist and advisor with a 
reputation for providing critical insights and engaging, 
customized solutions, Cancialosi provides leaders with 
unique and practical solutions to today’s ever-changing 
business landscape. Find Cancialosi and gothamCulture  
at www.gothamculture.com, on Twitter  
@gothamculture and on LinkedIn.

Chris Cancialosi, Ph.D

D o you lead authentically? If you’re not sure, you’re not alone. Many leaders 

are beginning to question themselves, especially when tough situations 

force them to act in ways that don’t align with their true beliefs. When 

they must juggle different personas across different settings and boundaries, 

they can start to feel deceptive.

As a leader, you may feel like you’re walking on a delicate tightrope,  

with your true self on one side and the responsibilities of your position on  

the other.

The key components of authenticity (self-knowledge, self-awareness, authentic 

behaviour, and self-regulation) mean you have to know who you are historically, 

be aware of who you are in the moment, align your behaviour with your values, 

and know when and why you deviate from those values. We all like to think 

that our true self is behind every action, but many leaders don’t do a great 

job of leading authentically – mostly because practicing authenticity is easier 

said than done.

I recently teamed up with Taylor Peyton Roberts, Ph.D., and Crystal Dujowich, Ph.D., 

managing partners and co-founders of Valencore Consulting, to deeply examine 

this topic. They’re both experts on leadership authenticity and have developed an 

online assessment called the Role-specific Evaluation of Authenticity in Leaders, 

or REAL. Their valuable insight into the dangers of inauthenticity and how to be 

a genuine leader has influenced my own leadership style.

Before we can get into how to be an authentic leader, we have to first understand 

why authenticity is so difficult to maintain in the workplace.

There are many fears that keep leaders from striving to be their authentic selves, 

such as exposing a real or imagined weakness, losing respect, or even missing 

out on an opportunity. To make matters worse, workplace culture, professional 

subcultures, industry cultures, and even national cultures all exert enormous 

pressure on leaders to conform. If your views differ from the cultural norm, you 

may hesitate to express them.

It takes some rock-solid confidence to be able to stick to your guns when they 

aren’t readily accepted. No one wants to be viewed as “different,” but failing 

to act authentically has a pretty big downside, too. You may have trouble 

creating trusting relationships, experience a loss of self-respect and respect  

from your co-workers, or even get dragged into corporate corruption and 

scandal.



Leadership is complex work. You’re managing multiple stakeholders with competing 

values and demanding respect from your team. If those people can’t sense what you 

stand for as a leader, they’ll lose trust in you. This is especially true in leaders who switch 

values and decisions based on whomever they’re interacting with at the moment.

If you’re struggling with leading authentically, ask yourself, “What are my core values, 

and what is the priority of my values?” Once you understand your values, test out these 

six strategies for authentic leadership:

 Find a peer with whom you can be fully authentic. Compare your authentic 

interactions with someone you’re comfortable with to your inauthentic interactions 

with others. Once you can identify the differences between the two, it will be easier to 

close that gap. 

 Seek out exemplary leaders in your industry who model authenticity. Having an 

authentic role model is useful because you can observe how he or she behaves 

genuinely, then you can incorporate those strategies into your own leadership skills.

 Take authenticity to a new level by encouraging others to be real. Create a safe 

environment for others to have a voice. Let employees know you value their 

opinions. Demonstrate unconditional acceptance by saying things like “I enjoy working 

with you, and nothing you say to me right now could change that.”

 Don’t let “being authentic” become a cop-out for individual and professional 
growth. Always reflect on your behaviour in high-pressure situations, and ensure 

your response was reflective of your “ideal self and highest values.” Challenge yourself 

to strive for growth.

 Learn to speak your truth in a positive way. When you’re facing a difference in 

values, be diplomatic and concise and strip any frustrated emotion out of your 

voice. One-on-one settings are usually best for delivering feedback on sensitive topics. 

Follow up afterward to make sure respect is maintained.

 Accept that 100 per cent authenticity isn’t the goal. Total and complete 

transparency doesn’t always ensure success. In fact, boundaries often help 

people feel safe. Tune in to your moments of inauthenticity, and learn from them. Build 

your self-awareness around when and why you’re disingenuous so you can recognize 

these situations, and experiment with new behaviours when appropriate.

It can be difficult to know when and how to be your authentic self to ensure that you can 

lead those around you most effectively. When your values conflict with others (or when 

you have a lot to lose), you may unintentionally do more harm than good by expressing 

yourself authentically. Still, as a leader, you need to give honest, timely feedback to 

shape the system you’re in.

Leading authentically isn’t simply about being yourself and living up to your values; 

sometimes it also means developing the ability to adapt. Understanding true authenticity 

means that if you need to shift your views and values, you must consider letting go of 

some aspect of your past self and learn to be authentic to your future self. The quest 

for authenticity is a long and challenging one, but like any worthwhile goal, you won’t 

come out of it unchanged. 

This article originally appeared in Forbes.
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Email: bookings@andersonvacations.ca

1.866.814.7378
www.andersonvacations.ca

DURING THE MONTH OF MAY EARN 30% MORE 
ANDERSON VACATIONS REWARD POINTS WHEN YOU BOOK YOUR 

CLIENTS TO NEWFOUNDLAND & LABRADOR

So this is where peace and quiet 

          have been hiding out.

Room to breathe. There should be a sign, somewhere, that tells you just how much there is out here. At least that way, you’d be 
prepared. And not left breathless upon arrival. Welcome to paradise it might read. Breathe often and at will. Because with enough 

coastline wrapped around this place to stretch back and forth across Canada four times over, there’s no shortage of breathing room.
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E -mail marketing has an important role to play in your digital  

marketing plan. In fact, the importance of e-mail is still growing 

because:

 Traditional methods of sales such as cold calling no longer work

 Prospects would rather cut off their ear than listen to a sales pitch

 Technology has produced a whole new breed of marketing techniques

But before you start pressing ‘send,’ consider how the rules have changed 

dramatically, especially in the past year. In fact, your company could face 

legal liability if your e-mail efforts are found to be out-of-sync with new 

legislation that governs electronic messaging in Canada.

It’s time to assess your current e-mail protocols and bring them into 

compliance while at the same time optimize your entire e-mail strategy – 

from inception to execution.

Here are the five essentials of e-mail marketing: 

Canada’s anti-spam legislation (CASL) came into effect on July 1, 2014 

and fines totaling more than $1.1 million have already been levied by  

the Canadian Radio-television and Telecommunications Commission 

(CRTC) against the first company accused of flouting the rules. Granted, 

the alleged offender was flagrant in its transgressions, generating  

26 per cent of all consumer complaints. Regardless, the onus is on your 

business to follow three simple rules with regard to its Commercial Electronic 

Messages (CEMs): 

 Identify the sender

 Obtain consent, and

 Provide an ‘unsubscribe’ mechanism 

Shawn Smith

Shawn Smith is the founder and president of 
Vancouver-based digital agency Momentum Media 
Marketing, Inc.

www.momentummediamarketing.com

shawn@momentummediamarketing.com

(604) 872-8900 ext. 10

@shawnatmomentum

technology
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Do not be mollified by the grace period that expires on July 1, 

2017. It is important to seek professional advice regarding what 

constitutes Implied and Express consent in terms of your prospect 

lists. Rest assured there are a variety of creative and permissible 

activities to gain and document the required consent.

E-mail marketing is so much more than just the ‘send’. It’s about 

nurturing and conversion. With a carefully designed strategy and 

the right marketing automation software, it is possible to create 

and execute a pre-planned series of triggered e-mail sends 

and responses that include product information and specific 

information, based on the recipient’s actions. 

Also known as programmatic marketing, this is a process of 

leveraging data and digital technology to acquire a qualified 

sales lead and nurture that lead closer to a buying decision 

with little or no human intervention until the optimum moment 

of contact and/or close. According to The Aunnuitas Group, 

businesses that use marketing automation to nurture prospects 

experience a 451 per cent (average) increase in qualified leads.

 

The old adage of “garbage in, garbage out” applies perfectly 

to building your e-mail lists. Highly targeted and accurate data 

can mean the difference between an open-rate of one per 

cent versus an open of rate of 25 per cent... even 40 per cent 

or more. 

There are many ways to assemble effective prospect lists from 

a source such as data.com all the way to building your own lists 

from scratch, which can be surprisingly efficient. The ultimate 

path you choose will depend on your industry and whether 

your focus is B2B or B2C. 

Essential activities for list building include: 

 Analyzing the data you already have within your organization

    and using it

 Segmenting prospects into categories such as purchase 

    history, industry, size, or location 

 Involving the sales department in the process by encouraging 

   and enabling them to update prospect data using a  

     CRM system

The most effective means of turning a prospect  

into a customer via e-mail is to provide information of  

value. 

Make sure your e-mails are:

Relevant: 

Ensure that your e-mails are relevant to the business, 

industry, or interests of the individual receiving them and 

demonstrate that relevance of the message in the subject 

line.

Informative: 

E-mails should not include offers or pricing.  

They must offer compelling content that adds value and 

furthers the relationship: “I thought this blog post / white 

paper / video would be of interest…”

Action oriented: 

Every e-mail must inspire an action – perhaps a click-through 

to a landing page to opt-in by filling out a form in order to 

view or download material. 

All actions, whether e-mails, clicks or downloads,  

must be tracked and measured using readily available 

marketing technology, then analyzed, and reported  

every 30 days.

A fine tool is most useful in the hands of a craftsperson.  

Ask for help from digital marketers who specialize in  

lead generation and business optimization. They will help 

you develop a strategy that is unique to your business  

and work with you and your people to design, implement 

and manage the program. 

They’ll also crunch the data and recommend adjustments 

based on performance. 

The resulting marketing data and insights will also allow  

you to make even better business decisions, which  

is an essential outcome for any e-mail marketing  

program. 
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✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦

✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦ ✦

Offer excludes all Pride of America sailings and Norwegian Sky sailings as of January 1, 2016.  1. 250 minute internet package. 2. Applicable to guest 1-2 on the reservation.  Spe-
cialty dining for two on 2-5 nights of your cruise depending on sail length as follows: 3-6 night sailings get 2 specialty dining nights and a $50 credit per person; 7-9 night sailings get 3 
specialty nights and a $75 credit per person; 10+ nights get 5 specialty nights and $110 credit per person.  3. $50USD shore excursion credit per port, per stateroom. Limit of 4 ports. 
4. Onboard Credit (OBC) is per stateroom in U.S. Dollars and will be applied to 1-2 guests. $25 OBC for Insides & Studios, $50 OBC Ocean views, $75 Balconies, $100 Mini Suites, 
$200 for Suites, and $300 OBC for Havens. 5. Kids Sail Free on select sailings, Kids are 50% off all other applicable dates. Offer is not combinable with any other offers/promotions. 
Offer is subject to availability; capacity controlled.  All references to Norwegian Cruise Line are: © 2015 NCL Corporation Ltd. All rights reserved. Ships’ Registry: The Bahamas and 
United States of America. 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. | A6263

V a l i d  o n  s e l e c t  s a i l i n g s  o f  3 - n i g h t s  o r  l o n g e r

PLUS! KidS SaiL Free or 50% oFF!  5

Choose one of the following  
offers or get all four!

✦ Internet Package1     

✦ Specialty Dining Credit 2

✦ Shore Excursion Credit 3

✦ Onboard Credit4

Book any destination in an Oceanview stateroom or higher  
and choose one of fer  

Book a Suite or The Haven and get all four of fers

CONDITIONS *Prices shown are per person in double occupancy (mid-ship inside cabin), based on a Toronto departure with British Airways (other city departure available upon 
request with or without supplement). Rates are available at press time; applicable to new bookings only, and can change according to the availability at the moment of reservation. 
Transfers included on first and last day, accommo¬dation as per description. Not included: all other items not mentioned in itinerary. Airport taxes, Port 
taxes, government taxes and all other item not mentioned. NOTE: Exotik Tours 1257 Guy, Montreal, QC H3H 2K5. For full terms and conditions visit www.
exotiktours.com. © 2015 Exotik is a wholly-owned division of TravelBrands. B.C. Reg. #3597. Ont. Reg. # 50012702. Quebec Permit Holder # 702734. 
5450Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A6263

Prices excluding $1.00/$1 000 of travel services representing the clients‘contribution to the Indemnity Fund  
of the clients of the travel agenciesof Quebec.

Cruises

9-Day Baltic capitals, to/from  copenhagen
from

 $2399* + 1050tx
Departure : sept 12th to 24th, 2015
ship :  norwegian star
itinerary :  copenhagen, Berlin, tallinn, st- petersBurg, helsinki, stockholm,  
                          copenhagen

12-Day British isles from copenhagen to lonDon
from

 $2389* + 1300tx
Departure : sept 21st to oct 6th, 2015
ship :  norwegian star
itinerary :  copenhagen, rotterDam, portlanD, falmouth, cork, DuBlin,  
                          Belfast, inverness, eDinBurgh, lonDon

• flights from toronto 
• arrival transfer 
• 2-night accommodation at vesterbro hotel in copenhagen 
• half-day city tour of copenhagen

anD a norwegian cruise :  
 

package incluDes  :

a 325$ value certificate per cabin if the reservation is made  
more than 90 days prior departure.
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experience

Terrilyn Kunopaski

“Hold on, my darling,” Hanann told me as we went head-on 

with the rapids of Costa Rica’s Colorado River.

My guide was the handsome, rough-around-the-edges  

type and when he spoke, I was wooed by his rock- 

star accent – an eclectic mix of Portuguese, English and  

Irish. 

Let’s just say, holding on wouldn’t be a problem. 

By this time, it was mid-morning at adventure park Cañón 

de la Vieja in the Guanacaste region, and Hanann had 

already coached me through a ziplining course and 

rappelling adventure. We then found ourselves maneuvering 

along the river, surrounded by the country’s rich flora and 
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fauna – arguably one of its biggest draws for international  

tourists – and I was feeling invincible. 

This, I thought –  this is the life.

Costa Rica is increasingly becoming a go-to option for 

Canadians seeking a sun vacation that takes them beyond 

the beach, with more than 160,000 visitors from the Great 

White North touching down in 2013 – more than double the 

number of arrivals recorded a decade earlier.

Not only can travellers opt between Caribbean or Pacific 

Ocean views from the 1,500 kilometres of pristine coastline, 

this destination is considered one of the most bio-diverse 

regions in the world; it is divided into 26 national parks,  

eight biological reserves and a series of protected areas, 

making it ideal for any level of adventure, from hiking or bird-

watching to the more thrill-seeking activities I conquered 

that day. 

Cañón de la Vieja, located eight kilometres from Liberia, is 

just one of the many options in Guanacaste that provides 

travellers with these off-the-beaten-path experiences 

while showcasing the natural beauty of Rincón de la Vieja 

National Park, Santa Rosa and Palo Verde. In addition, an 

onsite restaurant and spa allow visitors to round out their 

day with a little R&R, if need be.

As the rapids slipped away and we found calm waters,  

our journey continued down the river that only hours before, 

I was flying over as part of the zip line course. It was the 

perfect opportunity to soak in the sunshine and watch for 

wildlife along the shore. I wasn’t phased by the murky brown 

colour of the water that day which Hanann attributed to  

the recent rainfall, claiming that it’s typically a captivating 

blue. 

Regardless, I found the rafting experience a metaphor for 

the perfect vacation: there are moments of excitement 

complimented by moments of calmness and relaxation. 

Breathing in the fresh air of Costa Rica, you can’t help but 

be hyperaware of your existence – is that not exactly the 

clarity people are seeking when they travel?

Rest assured, you’ll find it in Costa Rica. As they say, pura  

vida. 



This is not your typical beach 
resort, and that’s a good thing. 
Occidental Grand Papagayo offers 
breathtaking views overlooking 
Culebra Bay in Costa Rica’s Gulf of 
Papagayo. 

It is an adults-only property with 162 
rooms, each showcasing a taste 
of the destination with recently 
updated décor and finishings. 

Each with a balcony or terrace, all 
rooms include a king or two double 
beds plus standard amenities (air 
conditioning, flat screen TV, a mini-
bar and the like). Facilities are 
also available for special events, 
meetings or weddings.

Guests of the Royal Club will enjoy 
exclusive amenities and services 
such as VIP Check-in, access to 
an exclusive private Royal Club 
lounge, an exclusive Royal Club 
restaurant, pool and beach area 
with Concierge service, as well as a 
Royal Club Concierge to assist with 
restaurant and spa reservations. 
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anniversary
Pax Magazine!

Happy
From all of us at Holiday House

Classic is back!  
No need to look further than your Genie!  
• Multi Flights
• Multi Hotel components
• Rental Cars
• Attractions

Build your customers exclusive
package! The way they want to travel! 

You asked for it, we listened!
Genie thanks you for your support!  
Bring on the bookings! For more information, visit travelbrandsagent.com

A Company
Holiday House is a wholly-owned division of TravelBrands Inc. 

5450 Explorer Dr. Suite 300 Mississauga ON, L4W 5N1, Ont. Reg: 50012702. 
B.C. Reg: 3597. Que. Reg: 702734. Visit visit travelbrandsagent.com for full terms & conditions.
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The only conference exclusively dedicated to bringing the Canadian 
travel agent community together to connect, learn and grow your 

business individually and collectively.

SUPPLIERS!  Join us at Travel Marketplace and 
showcase your products and network with the 
most forward thinking travel professionals in 
Canada! A variety of exhibitor packages and 
sponsorship opportunities are available.

 JUNE 16 & 17, 2015   •   INTERNATIONAL PLAZA HOTEL  •   TORONTO, ON
5REASONS

TO ATTEND

For More Information 
Visit www.travelmarketplace.ca or contact Debbie Press
800-913-1134 / dpress@travelmarketreport.com 

LEADING
INDUSTRY
SPEAKERS

MARKETING &
BRANDING
SESSIONS

LEGAL/
INSURANCE
UPDATE

FRAUD 
TIPS

NICHE
MARKETS

JUNE 16th - 17th

2015

International Plaza Hotel & 
Conference Centre 
Toronto, Ontario



Blake Wolfe & Britney Hope

Many years ago, a certain famous amphibian once 
sang about the difficulties of being green. While he 
wasn’t necessarily talking about being environmentally-
friendly, the sentiment still applied in a time when eco-
friendly choices weren’t readily or affordably available 
to businesses and consumers.

It’s a different world in 2015 and with plenty of green 
products and services in the marketplace, having the 
option of making an eco-conscious purchase has 
arguably become an expectation of many consumers.

In this month’s PAX People, we take a look at a selection 
of travel leaders, the companies they represent, and 
how they have embraced a green mindset in their 
product offerings.

pax people
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It’s difficult to tell what Russell Markel – marine biologist, mariner 

and president of soft adventure sailing company Outer Shore 

Expeditions – feels most passionate about: sailing, conservation 

or hospitality.

Markel grew up developing a strong connection to his home  

in the West Coast and its wildlife, eventually leading him to 

pursue a doctorate in marine biology. Outer Shores, which offers  

specialty expeditions throughout six coastal regions in B.C., stemmed 

from his desire to parlay his academic and maritime backgrounds 

into a career, and share the province’s coastline with others.

“One of the biggest challenges for conservation biologists is actually 

getting people to understand why [conservation] matters,” he 

says of his motivation for designing the business with such strong 

sustainability and conservationist elements. “The best way is to 

connect people with nature.”

Outer Shores operates eight months out of the year, with 25 

departure dates aboard Passing Cloud, an authentic 1970s luxury 

schooner, visiting destinations such as Pacific Rim National Park, the 

Great Bear Rainforest, Haida Gwaii Archipelago, Johnstone Strait 

& Blackfish Sound, and Gulf Islands National Park. Recently, Outer 

Shores was awarded a Gold rating from Green Tourism Canada, 

receiving the designation for the conservation and preservation 

initiatives found in its itineraries.

Accountability is a priority for the company, in large part  

due to Markel’s expert knowledge of the current state of B.C.’s 

coastal ecosystem and his vested interest in keeping it alive for 

years to come, for the industry as much as for the Earth itself.

“I think that in the future, travellers will judge companies in part 

by what their carbon footprint will be from their trip,” Markel says. 

“That’s something the travel industry should think about together; 

how do we put that information out there, how do we measure it, 

and allow our clients to make informed decisions on the kind of 

impact their trip will make on the planet?”

The company is diligent about operating as sustainably as 

possible, including sourcing its food from local stores and farms, 

using onboard recycling and composting programs to divert  

waste from landfills, going as paperless as possible (using 100 per 

cent recycled paper when necessary) and designing itineraries  

to maximize sailing time, which means using less gas to propel 

the ship. 

As part of its cultural heritage and ancient civilizations expeditions, 

Outer Shores has also developed protocol agreements with  

First Nations groups whose territories they visit, and hires local  

guides and businesses in these territories as needed during  

the voyage. 

“What comes with [eco/ethical tourism] is us contributing to 

a conservation-based economy, where communities can use 

tourism as a foundation for growing their economies,” Markel says, 

explaining that in his industry, that’s what he hears being talked 

most about. 
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One of the biggest stumbling blocks for companies looking to go 

green are the additional costs incurred through either the retrofitting 

of existing infrastructure or investing more in environmentally-

friendly materials.

But for Brian McGuinness of Starwood’s Specialty Select brands, 

the launch of the company’s eco-friendly Element concept  

has benefitted the environment while also proving that a green 

business model is worth the initial investment.

On a personal level, considering both the current availability of 

green products and the need to reduce the global carbon footprint, 

McGuinness says an environmentally-conscious approach to life is 

beyond dollars and cents.

“To me, being sustainable, green, or however you want to label  

it is so easy these days that it’s become second nature,” McGuinness 

says, noting that he incorporates many sustainable practices  

in his own life. “If something has a sustainable option, we should 

use it – period. It’s better for life now and better for our planet 

down the road.

“When we launched Element in 2008, a lot of people in  

the industry were skeptical – after all, there is an investment 

up front and it is more expensive to build LEED certified 

hotels,” he explains. “However, once we had several hotels 

open for a few years and could report on the savings, we had 

developers knocking on our doors. Yes, it’s good business,  

but it’s also good for the planet and we saw that long before  

the competition.”

McGuinness explains that the literal foundation of the Element 

brand involves the use of eco-friendly and healthy materials in the 

construction of each of its hotels, taking into account the health  

of both the planet and the brand’s guests. Examples include the 

use of couch cushions made from soy, and low-VOC paints and  

carpets with 100 per cent recycled content to improve overall 

room air quality.

The venture has made Element the world’s first major hotel  

brand to mandate the US Green Building Council’s LEED certification 

(Leadership in Energy & Environmental Design), a construction 

standard which measures the sustainability of a building  

project.

“Some of the eco offerings we have on site include our piloted 

solar charging canopy, where guests can charge their electronic 

devices with the sun, electric vehicle charging stations at each 

hotel and now SPG Keyless, the first truly keyless system which elimi-

nates the use of plastic,” he says.

These practices have extended to Starwood’s global headquarters, 

McGuinness notes, with the company’s head office in Stamford, 

Connecticut recently receiving LEED Platinum certification, the 

highest level in the program. According to McGuinness, Starwood 

is currently working towards cutting energy use by 30 per cent, 

water use by 20 per cent and carbon emissions by 30 per cent at 

all hotels globally by 2020. 
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As far as Ronella Tjin Asjoe-Croes is concerned, sustainability is 

everyone’s business.

Since being appointed CEO of the Aruba Tourism Authority in 2010,  

Asjoe-Croes, who has a background in marketing, public relations 

and management, has drawn from previous experience in nature 

and cultural heritage preservation to spearhead a number of eco 

initiatives toward the ultimate goal of seeing Aruba freed from oil 

dependency. 

“I believe that sustainability should be a way of life,” she says of her 

dedication toward the island’s conservation efforts. “Aruba takes its 

responsibility as a global leader seriously, and hope to be a model 

for sustainable practices to the world.” 

In 2012, Aruba partnered with Sir Richard Branson’s Carbon  

War Room (CWR) – an organization founded by the Virgin Group 

CEO to fight climate change. Asjoe-Croes says that Aruba  

is on track to be the world’s first country to transition completely 

from fossil fuels by 2020, estimating that the island has reduced 

its U.S. imports of heavy fuel oil from 3,000 barrels per day to  

1,700 barrels, saving some $50 million a year.

Dubbed the “Aruba Model,” the plan has drawn plenty of attention 

from neighbouring islands and last year, six Caribbean countries 

committed to follow the model by signing with CWR as part of a 10 

Island Renewable Challenge to completely transition off of fossil fuels.

In March, Aruba was recognized for these efforts with a National 

Geographic World Legacy Award for Destination Leadership at the 

ITB Berlin tourism convention.

Asjoe-Croes says the island’s green journey began in 2009, with the 

implementation of four national programs – Green Aruba, Green 

Gateway, Bo Aruba (Your Aruba) and Bo Bario (Your Neighbourhood) 

– to lay the foundation for promoting economic growth, social equity 

and environmental awareness for an enhanced quality of life.

“We have to preserve [Aruba’s natural resources] and focus  

our efforts in making the community aware of the importance  

of keeping the island pristine,” she says. “More and more Arubans 

are becoming aware of the importance of living a sustainable life.”

In terms of eco-tourism initiatives, Asjoe-Croes says Aruba  

has committed almost $1 billion to fund such ventures and  

with nearly 80 per cent of the country’s economy tied to tourism, it’s 

a vital part of the carbon-free puzzle. 

“We live in a global marketplace, and we’re all responsible for the 

future of our world,” she says, citing how in recent years, sustainability 

efforts within the travel industry have progressed from a niche 

consideration to an industry-wide priority.

“In my day to day life I don’t shy away from taking the ‘extra  

step,’” she says, pointing out that conservation starts with the  

little things. “It’s sometimes not the easiest way, but it’s the best  

course of action for the Earth, and for practicing sustainability as 

a whole.” 
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For Air Transat General Manager Jean-Francois Lemay, being 

environmentally-minded goes part & parcel in today’s business 

world with the desire to succeed. 

“Today’s consumers aren’t about to ask you whether you are  

a responsible company; they simply expect you to be one,”  

he says.

The airline has made great strides toward reducing its carbon footprint, 

adopting an environmental policy in 2008 and a fuel management 

program that Lemay says has helped reduce consumption by more 

than five per cent since 2003. According to the GM, being eco-

conscious is one of several “deeply rooted” corporate values for 

Transat, with employees living out those ideals every day.

“It’s a personal value, and I am very happy that it is fully shared by 

all of the executives and employees,” he says. “Raising social and 

environmental awareness is the best way to protect the future of 

society all across our beautiful planet. As a father, I hope that our 

children and grandchildren can enjoy the same quality of life that 

we have today.

“We want to conduct our business in the most responsible way 

possible, and that applies to all areas of our company,” Lemay goes 

on. “In other words, we are working to maximize the benefits of our 

activities and to minimize the negative impacts.”

In 2014, Transat’s greenhouse gas emissions (GHG) were assessed  

at 7.76 kg per passenger per 100 km, among the lowest  

in an industry which Lemay says has reduced fuel consumption 

and emissions by approximately 70 per cent over the last  

40 years.

In 2014, the company was recognized as Most Climate-Efficient 

North American Net Carrier from the German NGO atmosfair,  

the only North American airline to be included in its top 10 international 

carriers. Transat has also completed several internationally-recognized 

certification initiatives including LEED-EB, IEnvA and IOSA-E, which 

Lemay believes push the company to be even greener with each 

passing year.

“It is essential to monitor and measure our actions, improve our 

performance and make adjustments to our targets if necessary,” 

he says. “One important thing to remember is that reducing our 

consumption of resources and sources of pollution helps us reduce 

costs.”

For a travel business, Lemay says the appeal of a destination  

is a key factor in achieving sustained success, and the responsibility 

of preservation lies in the hands of all involved parties, including 

governments, companies and travellers.

“This means protecting the environment, cultural diversity and 

heritage of the destinations we work in, ensuring the well-being of 

the local community and sharing the wealth. Our industry depends 

on it and, over the long term, the future of the planet depends on it. 

The environment is critical to the airline industry. There is no relaxing 

when it comes to environmental stewardship.” 
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Keith Sproule explains that while he has only been with Abercrombie & 

Kent since 2014, his employment background is in what he describes 

as “the juncture of conservation, communities, tourism and economic 

development” with several roles in government tourism ministries 

around the world, most recently including five years as the tourism 

business advisor with the World Wildlife Fund in Namibia. 

And with the impact made the travel industry has on the 

international economy – Sproule cites a UNWTO statistic estimating 

that tourism contributes more than nine per cent to the global 

GDP and provides one out of 10 jobs – sustaining the viability of  

global travel destinations must be a key consideration moving 

forward.

“Joining A&K is an opportunity to address issues of sustainability from 

inside one of the largest luxury tour operators in the world, and to do 

so at the most senior level in terms of corporate decision-making,” 

Sproule says, now acting as executive director, Abercrombie & Kent 

Philanthropy. “I am in a position to help deepen the positive impact 

that this company and its guests can have on the lives and livelihoods 

of host communities around the world.

“There were more than one billion tourists in 2013 and that number  

is projected to increase to approximately 1.8 billion by 2030,” 

Sproule adds. “The industry as a whole has to raise the bar in 

terms of its commitment to sustaining the destinations that are our  

lifeblood.”

Building sustainable communities in the areas which the company’s 

lodges are located in addition to relationships with their residents 

has been a key component of A&K’s philosophy since its founding 

in 1982, when vice chairman Jorie Butler Kent and CEO Geoffrey 

Kent first raised funds for conservation efforts in Kenya’s Masai Mara 

National Reserve, a practice Sproule says was virtually unheard-of 

in the travel industry at the time. 

With four pillars of philanthropy in mind – namely education, 

conservation, health and enterprise development – the company 

is building sustainable destinations for travellers and permanent 

residents by partnering with those communities as “direct beneficiaries 

of tourism to their homelands.”

While the company is rooted in Africa, A&K has taken on several such 

projects worldwide at its many lodges around the globe. 

For example, in Cambodia, an initiative was established after a local 

guide saw families living around Siem Reap in need of fresh water. 

Known as Sam’s Wells, the project has resulted in more than 700 

wells drilled in the region’s communities, which Sproule estimates 

has helped more than 700 local families obtain water.

“The sustainability of nature-based tourism is dependent on those 

communities being willing to continue to live with wildlife,” he explains. 

“It is in these very communities that we are focused on improving lives 

and livelihoods in tangible ways at the household level.” 
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hotel

Text: Britney Hope
Photography: Crowne Plaza Copenhagen Towers
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Traveller’s Choice - Trip 

Advisor

Certificate of Excellence - 

Trip Advisor

Green Engage Award - IHG Certificate of Excellence - 

Trip Advisor

World’s Greenest Hotel - Four 

Green Steps

Most Cutting-Edge Green Hotel 

- Travelocity

Erected in 2009, Crowne Plaza Copenhagen Towers has Denmark’s 

first groundwater-based cooling and heating system. Using the 

temperature difference between groundwater and air, and 

the heat exchange between them both, the system stores the 

energy in the ground to keep the hotel cool in the summer and 

warm in the winter.

Solar panels have been installed on the hotel’s facade, allowing 

for optimal energy conservation, which the hotel monitors – along 

with its water and waste consumption – to determine its day-to-

day environmental impact. 

The hotel’s 366 deluxe rooms and suites have been decorated 

in a minimalistic, Nordic style, with the Paustian furniture and 

décor composed of partly recycled materials. Guests receive 

biodegradable shampoo bottles, toothbrushes and even shower 

caps made from corn and potato starch that are also free from 

parabens and allergens. Amenities include electric car and bicycle 

rentals, a 24-hour fitness centre and free WiFi.

Storm, the hotel’s gastronomic brasserie, uses both seasonal and 

locally-produced ingredients to minimize carbon dioxide emissions.

Crowne Plaza Copenhagen Towers sources its meat products 

from partner Grambogård, an independent farm that specializes 

in animal welfare and ethical responsibility. 

Food waste is ground up and recycled into either biogas or natural 

fertilizer for Denmark’s agricultural sector, depending on the source.
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The Sustainability Award - The Sleepevent

Foreign Company of the Year Award - 

The American Chamber of Commerce/

AMCHAM

The Golden Nail - Danish Building SocietyThe World’s Greenest Hotel - SKAL 

International

Recognition Prize - Danish Business Travel 

Association

Crowne Plaza Copenhagen Towers was the very first CSR certified 

hotel. It is certified with both the Danish standard for social 

responsibility and the international environmental management 

standard. 

The hotel is a recipient of the Green Key eco-label, signifying that 

it reduces energy and water consumption, promotes the use of 

ecological products, and avoids using chemical weed killers. 

It is also a member of the United Nation’s Global Compact due to 

its sustainable and socially responsible policies regarding human 

rights, labour standards, and environmental anti-corruption, 

and has been certified by the EU Commission’s Green Building 

programme. 

percentage of energy supplied to 

the hotel by solar panels

percentage of  energy 

Copenhagen Towers guests 

save in a year

percentage of energy the hotel 

uses less of, compared to other 

sustainable hotels

percentage of energy supplied to 

the hotel by other sources

kilometre radius from which the 

hotel’s organic food ingredients 

are sourced for Storm restaurant

tons of CO2 estimated to be saved 

by the hotel, per year

volume of the tank in the hotel 

basement, into which the kitchen’s 

food waste is vacuum-extracted 

before being transferred to a 

plant and converted into biogas

amount of DKK the property has 

invested in supplying the hotel 

with its sustainable coffee of 

choice, Orang Utan



up front



Text: Terrilyn Kunopaski

Photos: Olive Photography, www.olivephotography.ca
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S itting around the table with four travel agency 

executives, it becomes a bit of a joke as we start 

talking about the good ol’ days when issuing airline 

tickets was a far cry from what it is now.

“I still have blisters on my fingers from writing them out!” says 

Ruby Silvertown, founder of The Travel Network, referring to 

the time when it was all done by hand.

“I used to have eight staff writing tickets full-time,” adds 

Deepak Kumar, founder of Onkar Travels. Now, more 

than three decades and a few major technological 

advancements later, that position is filled by one person, 

part-time. As he explains, “What used to take 15 minutes 

for one ticket is now 15 seconds.”

Along with Sandra Pauwels of Pauwels Travel and Peerless 

Travel’s Sam Capoccitti, these individuals have come 

together for a special PAX interview, representing very 

different businesses but with one major thing in common: 

each have stood the test of time in an unpredictable, 

volatile, yet utterly remarkable industry and are celebrating 

major milestones in 2015. 

For The Travel Network, it’s 30 years, 35 for Onkar, 50 for 

Pauwels and 25 at Peerless.

This dynamic quartet represents a gamut of travel services, 

demonstrating that there is no one model that spells 

“success” more than another: The Travel Network, a Virtuoso 

agency, is primarily focused on luxury bookings while the 
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bulk of Peerless’s business is a mix of leisure, corporate and 

group travel. Onkar caters largely to the Indian market while 

Pauwels’ clientele are mainly seeking packaged vacations.

Far beyond the process of issuing tickets, the times have 

changed dramatically since each respective company 

opened its doors, but as the four share experiences and 

perspectives, they all agree that good service has remained 

equally important throughout the evolution of the travel 

industry.

Of course, the Internet is one topic that can’t be avoided 

– especially when reflecting on change – but contrary 

to popular opinion by those who say this technology has 

challenged the relevance of the travel agent profession, 

Silvertown has embraced the empowerment it gives her 

clients.

“I love an educated consumer. I love 

someone who does their research 

and knows what they want to do, 

then we put it together for them 

and fine-tune it,” she says. “The 

consumers I don’t have patience 

for anymore are the people who 

say, ‘I want to go to Europe,’ and 

they list every single city and don’t 

even bother to look at a map.”

There’s also a consensus that the World Wide Web  

has benefited staff, allowing them to do their jobs from 

anywhere on the planet. Not only does this mean an ability 

to cater to various lifestyles, but travel agents can keep  

on top of their work during FAMs or even personal  

time, if need be.

While it’s hard to argue that the Internet has its advantages 

for the profession – it’s the reason these agencies are saving 

big on paper and courier fees now that they can just e-mail 

tickets and itineraries to clients – it also comes with negative 

consequences that test travel consultants on a regular basis.

Although Kumar believes that the most difficult times 

competing with the web are now in the past, he admits 

it is still common for prospective clients to call an agent 

requesting the same deal they find advertised online. 

“We have to tell them to continue through the booking 

process and if it’s the same price when it says ‘Pay now,’ 

then it’s a legitimate price,” Capoccitti says. “These Internet 

companies spend millions of dollars on these tools and on 

marketing, but it’s misleading to the consumer and it adds 

some complexity to our world.”

Not to mention, in a day and age when commissions 

continue to be cut by major suppliers, service fees are 

becoming the lifeblood of many major agencies, which 

can be a hard sell to clients seeking the best deal.

But when all is said and done, these entrepreneurs agree 

that those looking to save a few bucks on discounted 

packages or individuals who don’t recognize the value 

of the service being provided are not often worth the 

trouble. Plus, if they encounter any problems in-destination  

and can’t get support from the OTA 

they booked with, it becomes a 

lesson to go to a travel agent in 

the future – “Internet casualties,” 

as Capoccitti calls it.

It’s not an issue any of them had 

imagined having to face when their 

businesses first opened all those 

years ago, and with that in mind, 

the group collectively agrees that 

“we haven’t seen anything yet” – 

the technology of the future will far surpass the abilities of 

current operations, they say.

As such, it is a unanimous belief that staying “ahead of 

the curve” is necessary to survival; businesses should have 

short-term and long-term goals, anticipating changes and 

making moves to adapt before they even happen.

For each Peerless, Pauwels, The Travel Network and  

Onkar, a universal advantage is that they are owner-

operated which makes this challenge easier to  

overcome, although it takes more time as their businesses 

grow.

“When Ehud (Telem, CEO) started the company in 1990,  

if he wanted to make a change, it was like flying a Cessna; 

you turn left, the airplane turns left immediately because    
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it’s a small airplane,” Capoccitti explains. “But when you’re   

talking about organizations with 50, 60, 100 people, to make 

change is like flying a 787. When the captain wants to go left, 

it’s not a quick left – it takes a gradual turn. It emphasizes that 

we need to plan ahead because it’s going to take us longer to 

get there.”

For Pauwels, this has meant investing in her team’s education 

– from training to travel – in addition to diversifying their service 

offerings in order to remain relevant despite whatever external 

factors (political or health concerns) may be influencing traveller 

choices. 

“We like to have a steady clientele looking for leisure vacations 

on a regular basis but we also need to do corporate bookings 

and focus on group travel,” she says.

By the same token, all agree that consistency goes  

hand-in-hand with adaptability, particularly when it comes to 

employee relations, service levels and client interactions.

“In our industry, if you’re inconsistent, clients see that,” Capoccitti 

says. “I always tell our agents: Do the little things right and the big 

things will take care of themselves. Believe me, clients appreciate 

the little things.”

Whatever it is, these guys know what they’re doing – there’s no 

other explanation for their success over the years; not only are 

they surviving, they’re thriving.

Silvertown, for one, has some agents pulling in more than $30,000 

in commissions on a monthly basis, defying critics who preach 

that travel is an industry that you get into for the experiences and 

passion – not the money. 

Needless to say, not every travel agent will be making six figures 

annually throughout their career but the misconception that they 

cannot make a lucrative living is one that may be deterring a 

new generation of blood from coming into the industry.

On that point, the group discusses their outlook on the education 

being provided through tourism and hospitality programs, which 

Capoccitti says are simply not giving graduates the skills required 

to perform even the most basic duties.

For her part, Silvertown trains her own staff and recruits largely 

from social circles and the community. As Pauwels points out, 

finding young people often comes down to seeking-out sales 

people, not necessarily with a travel background, and educating 

them internally rather than scouting directly from post-secondary 

institutions.

“It’s not just about travel anymore,” she says. “You have  

to know so many different aspects of business.”

It’s a truth that Silvertown, Kumar, Pauwels and Capoccitti know all 

too well, spending their careers collecting a wealth of knowledge 

they can pass on to anyone who is willing and resilient enough 

to learn. 

So while it may not yet be clear what the travel agents of 

tomorrow will be facing, they will certainly not be going it alone. 

They’ll have the skills from the masters before them, not to 

mention their stories. 
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Formerly a graphic designer with a passion for travel, Ruby Silvertown 

first opened The Travel Network Corp., one of the largest independently 

owned travel agencies in Canada, in 1985.

A member of Virtuoso, The Travel Network Corp. (TTN) is made up of 

nearly 100 travel consultants, with offices in Toronto and Montreal, as 

well as affiliations spanning from coast to coast and in the U.S. It also 

runs a wholesale travel company called Network Tours. 

The full-service agency specializes in luxury travel  in addition to corporate 

accounts, groups & incentives, as well as experiential and adventure 

travel. It maintains partnerships throughout the travel industry that 

Silvertown says allow TTN to provide clients with rare experiences at a 

good value. 

“We like to keep all of our bases loaded, so we rarely turn business 

away,” Silvertown says, although luxury authentic travel is the company’s 

bread and butter. “Not only is creating unique experiences a wonderful 

challenge for us, the people who want it are especially interesting.”

She describes her clientele as intelligent, knowledgeable and 

adventurous, and cites the company’s keys to success as being engaged 

and open with staff, clients and suppliers alike; the ability to think ahead 

technologically and creatively while knowing the product well; and 

being knowledgeable about the world events, politics and the economy. 

“I don’t like unexpected surprises if I can avoid it,” she says. “So 

connections are important.”

Ranking among the top one per cent of Virtuoso’s agencies, TTN prides 

itself on its relationships with clients and industry partners, creating a 

supportive and enriching environment for its staff, and being destination 

experts.

As for its president and CEO, Silvertown’s passion is fueled by the diversity 

of the travel industry’s work and people, the never-ending supply of 

destinations and the fact that a member of the industry is never finished 

learning. 

“The firsts keep coming and never end,” she says. “Being a citizen of 

the universe – now that’s exciting!”
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It’s been an interesting path for Sam Capoccitti, executive vice-president 

at Peerless Travel, who began his career in the travel industry handling 

baggage as a lead station attendant for Air Canada. 

Then a college student looking for part-time work, Capoccitti spent 18 

years rising through various departments at the airline while building a 

solid framework of skills in customer service, operations and sales, plus a 

certification as a Six Sigma Black Belt – all experiences he attributes to his 

present success.

Having spent the majority of his career with Air Canada, he credits his time 

there for the development of his business skills which allowed the foundation 

to take on a leadership role with Peerless Travel in 2010. A full-service travel 

agency founded by president and CEO Ehud Telem in 1990, Peerless is 

one of Canada’s largest independent agencies and specializes in leisure, 

corporate and group travel.

A partner of Uniglobe Travel and a company with a staff of approximately 

80 agents, Peerless has a diverse customer base that ranges from prudent, 

value-seeking travellers to high-end corporate clients – all of whom receive 

personalized service as part of the agency’s first priority policy. 

As a professional with a passion for customer relations and an appetite for 

knowledge, Capoccitti likens his past four years with Peerless to “having 

his cake and eating it too.”

The company’s mission to become the number one independently owned 

travel management company in Canada is fuelled, according to the 

executive vice-president, through a comprehensive knowledge of its 

strengths, its ability to maximize the clients’ dollar, and its dedication to 

the customer. 

“We’re growing nicely,” he says of Peerless’ progression in the industry. 

“Of course, we want to grow more, and quicker, but everyone is doing a 

great job.”

Admitting his role has its challenges, Capoccitti says the payoff is well 

worth the work applied.  

“Being a part of building something positive and rewarding – it’s a good 

feeling.” 
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Deepak Kumar was introduced to the travel industry at the ripe age of seven, 

when his father started his own business in Dehli, India.

“At that time, the travel business was very lucrative,” he says. “In fact, very 

few travel agencies had contracts with the airlines so even the air business 

was lucrative.”

Kumar moved to Canada in 2003, though he spent some time in the U.S. 

following his move away from home. Regardless of where he was planting 

his roots, his focus has always been on travel.

“When you know something really well, you want to use those strengths, 

even if you move to a different country,” he tells PAX. 

Onkar Travels is a full-service travel agency with six locations throughout 

Ontario, with a full-time team of 10 agents and about 140 outside agents.

Kumar says that approximately 80 per cent of clients are of Indian descent, 

as the company has established itself as a specialist for ethnic communities. 

Part and parcel to its success is on-the-ground representation in India, which 

means clients are taken care of throughout the booking process to the time 

they are in-destination.

To adapt to what he calls a “very competitive” landscape, especially 

referring to the past five years, Kumar’s business began promoting its tour 

product in 2013, further establishing itself as a specialist in India. Packages 

specialize in tours to India, Europe, South Africa, South America, China and 

South East Asia.

Despite the ever-changing industry, Kumar remains confident in his company’s 

ability to stay on top.

“We know travel in and out. We have gone through all the phases – how 

different ideas were discovered and how they were implemented – so my 

feeling is that if we can’t survive in this business, no one can,” he says. “Yes 

the business is competitive but every business is competitive. If we lose our 

consistency, we lose our business.”

For his part, Kumar remains calm, dedicated and ambitious, with a focus 

on motivating his team – attributes he says have contributed to his success 

thus far.
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Sandra Pauwels has been working full-time since 1984 for the agency her father 

established, having grown up with the business that came to be 50 years ago.

Located in Brantford and employing eight full-time staff plus 15 outside sales 

reps, the family-run business has been led by Pauwels and her mom, Barbara, 

since her father Norbert’s passing in 1990.

She’s passionate about the company, but the reason is simply because it’s 

part of her DNA. 

“Other than part-time jobs in high school, I have always worked in the family 

business and never thought of doing anything but,” she says.

The agency has a strong focus on group travel, organizing and executing 

approximately 52 groups a year. Pauwels says they are not reliant on traditional 

retail sales and don’t limit themselves to local clientele, which helps to set it 

apart from other agencies in the area, while also having established a diverse  

skill set.

In addition, offering good value for money is a defining factor of the business, 

which Pauwels says pleases the client and encourages them to recommend 

the agency to their friends and families.  

“In this industry I would say 80 per cent of our business is repeats and referrals,” 

she says.

Ultimately though, new and returning business look to Pauwels Travel for its 

customer service, an essential element to the agency’s longevity. 

Pauwels says that stems from “surrounding ourselves with a great team, some 

who have been with us over 40 years, and who always try to put the client first.”

Her enthusiasm as an entrepreneur and for travel in general is contagious, 

and in fact, she was jetting off to the Galapagos immediately following her 

interview with PAX.

“I love being in the industry because every day is different,” she says. “I have 

had the opportunity to enjoy so many unique activities, cultures and experiences 

with amazing people... Travel is also a feel-good thing. You are sending people 

off for a wonderful adventure or quality time together, and they often come 

back to share their positive experience, so it is rewarding as well.” 
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Britney Hope

Photos courtesy of El Cosmico

El Cosmico is an 18-acre nomadic hotel and campground situated in the high plains of Marfa, 

Texas. This hip desert destination is a hub for travellers seeking an eclectic mix of relaxation, 

entertainment and creative workshops. The property’s yurts, designed in true Southwestern 

style, boast wooden floors, a sofa, writing desk, a queen bed and electricity. El Cosmico 

regularly offers activities such as desert exploration and cooking classes, and provides guests 

with a variety of amenities including a reading room, a hammock grove, bike rentals, and 

wood-fired hot tubs. 



Photos courtesy of Patagonia Camp

Photos courtesy of Yurt Holiday Portugal

The first luxury camp in South America, Patagonia Camp puts its focus on providing a sustainable 

and unique nature experience for its guests. With views of Toro Lake and the Paine Massif mountain 

range, its 18 yurts include locally handcrafted textiles and furniture. All are equipped with private 

terraces, bathrooms and a see-through dome in the ceiling for stargazing. Patagonia Camp offers 

all-inclusive packages to guests, and its remote location allows for a plethora of different hiking 

treks and kayaking day trips. 

This vintage-style slice of paradise in the mountains of central Portugal offers unique yurts for guests 

seeking adventure amidst serene wilderness. The yurts are appointed with antique furnishings, run 

on solar power, and are positioned beside bathroom ‘pods’ that include hot water and a Swedish-

made compost loo. Meals are prepared by the proprietors using locally sourced ingredients, and 

produce from their garden. Ideal for alternative honeymooners and young families, Yurt Holiday 

Portugal is a quick jaunt from the beach, medieval castles and a smattering of local towns.
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Photos courtesy of Yurt Holidays

Photos courtesy of Aventure Quatre Saisons

Redefining “country chic” as only the French can, Yurt Holidays France is a woodland retreat 

in the rural Auvergne region. Its dreamlike yurts, each nestled into the mountainside with views 

of the valley below, feature singularly dreamy décor for quaint and cozy comfort. Each yurt 

has its own private bathroom, and all are solar powered. Yurt Holidays France offers bushcraft 

classes and archery for its guests, as well as cycling and visits to the nearby villages. As though 

it isn’t whimsical enough, the camp also has a Fairy Garden for children (no adults allowed!).

True to its name, Aventure Quatre Saisons in Québec offers authentic wilderness experiences 

all year round. Idyllically set in the Laurentians alongside Quebec’s Rouge River, Aventure 

Quatre Saisons is popular among nature enthusiasts who want somewhere comfortable to 

kick back after a long day of winning in the woods. Their yurts, imported from Mongolia, 

are particularly comfortable following a long winter’s day of dogsledding with the 

property’s guides. 
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escape

Brock Groombridge
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I n India, there is never a bad time to enjoy a piping  

hot cup of chai. Be it on a train, during a break at  

work, amongst friends or with complete strangers, the 

sipping of chai tea has a way of slowing down the intense 

world that is India; it’s a way to catch your breath. Not even 

the blistering Indian heat deters locals from enjoying this 

ritual, and this particular day was no exception. 

Earlier that morning, our group of five had landed  

in magnificent Mumbai, India. With more than 18 million 

inhabitants, organized chaos does not even begin  

to describe the country’s most populated city; its electric 

pulse was enough to keep our extreme jetlag at bay.  

We knew we had to get out and explore.

Taking shelter from the sun’s 

assaulting rays in a narrow alleyway, 

our cheery guide Razzak chuckled 

as he passed around small cups 

of the milky magic. Thicker than  

standard tea, traditional Indian chai 

is a creamy beverage with a subtle 

spice. He could see the group’s 

bewilderment at the fact that 

anyone would drink a hot beverage  

on such an unfathomable scorcher 

of a day. 

Reminded of a previous visit to India with marathon  

train rides through the countryside, nourished and refreshed 

by countless cups of chai and the locals who offered  

them as a gesture of kindness, I reached for a helping.  

Just like that, the world slowed down and in that  

moment, that alleyway could have been anywhere in  

the world. 

But we weren’t just anywhere; we were in the heart of 

Dharavi, one of the world’s largest slums, made famous by 

the Hollywood film Slumdog Millionaire. 

This story of Dharavi began two hours earlier when we 

arrived at a pre-determined meeting point. Razzak, a tall, 

lanky fellow dressed in trousers and long sleeves (despite 

the oppressive humidity), greeted us with a beaming 

smile and handshake, jubilantly welcoming us to India. 

He led our pack along a busy street and paused atop a 

bridge at the edge of the slum that spanned a web of 

train tracks. He wasted no time in sending an important 

message: if we were visiting the slum to experience 

despair and extreme poverty, we had come to the wrong  

place. 

Razzak’s Dharavi is much different than what one might  

expect. Setting off into the maze of winding streets and 

alleyways, it was clear that he was born and raised right 

here. Aside from clearly knowing the layout like the back 

of his hand, this well-spoken young man enlightened us to  

the unique identity of the surrounding community. While 

often seen by the outside world as nothing but a decrepit 

and dangerous ghetto, the Dharavi that Razzak knows 

is a living, breathing, thriving 

metropolis; a city within a city, 

playing a key role in the success 

and functioning of its big sister,  

Mumbai. 

With a much-debated population 

between 300,000 and one million 

packed into a mere 535 acres, 

Dharavi is the most densely 

populated place on Earth. 

Estimated to have an economic 

turnover of US$500 million to US$1 

billion a year, the slum’s largely off-

record economy is driven by a powerful recycling industry 

and global product exports. 

Keeping us close to ensure that we didn’t get lost, Razzak 

paused every few minutes to show our group a particular 

industry or business. First, metal recycling, with each  

door offering a different stage of the process: sorting,  

melting, molding, packaging. Discarded metal from all over 

Mumbai is gathered here and transformed into new products  

for eventual resale. Around the next corner, plastics.  

Again, a well-oiled machine, turning old into new. 

Many twists and turns later (and utterly clueless of  

our location), we were brought to the fabrics sector. 

Here, we observed two young men dyeing large pieces 

of cloth in vats of the most brilliant colours. Once dried,  

a group of girls would press, fold and deliver the fabric to 

a nearby shop where we watched an older man apply  
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a combination of oil dye, creating intricate designs, which 

would eventually be used to make everything from saris 

to tablecloths.  

After briefly stopping to enjoy some freshly baked  

biscuits, we soon arrived in the leather district. Wallets, 

purses, shoes, bags, jackets – if it could be made from 

leather, you could find it here. In one man’s shop,  

I spotted a rack of leather belts and asked whether I might  

be able to buy one for myself. Not only was my request 

welcomed but the leathersmith quickly wrapped  

the belt around my waist and then measured, cut and 

punctured it to fit me perfectly. For just a few dollars,  

I was the proud owner of a beautiful new belt and a 

memento crafted in one of the most misunderstood societies 

in the world. 

Noticing our escalating exhaustion – a result of the relentless 

mid-May heat, the sweltering humidity, and our fresh-

off-the-plane jet lag – Razzak offered to take us to the 

office of his tour company. Like every other business in the 

slum, the headquarters of Be The Local Tours was modest.  

At the top of a ladder in a single room with benches and 

pillows, the owner greeted us and shared the story of their 

company. Owned and operated by a group of students 

and youth, its mission is to break down the stigmas and 

misconceptions people have of Dharavi while providing 

sustainable income opportunities to full-time students 

pursuing higher education. They see Dharavi, their home, 

as the ‘Land of Opportunity’. 

After countless laughs, stories and some business strategizing, 

we found ourselves back on the move, visiting pottery   

Photo courtesy Be The Local tours
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makers, market stalls and a man who, sitting outside  

his home with friends, played some music for his surprise 

audience. 

Two hours of walking, learning and profuse sweating  

had gone by in what felt like five minutes and we had come 

to that narrow alleyway to ‘take chai’. A small cup in hand, 

I took a sip. As I tasted the sweet milk chai on my tongue,  

it was apparent in that moment, the preconceptions 

we had brought with us to the slum were not accurate. 

Sure, there was no denying the less-than ideal conditions  

and standard of living comparative to what we know  

in Canada, but it wasn’t a scene of extreme crisis and  

crime. 

Our safety was never a concern and unlike many other 

cities around the globe, beggars did not line the streets. 

Everyone we encountered, though their lives were in many 

ways tough, greeted us with genuine smiles and interest in 

showing us their craft, never with the intention of making 

a sale. That in-itself is a rare distinction.

Although unmistakably foreign, for those few minutes 

standing in the alleyway shade with Razzak and other 

Dharavi residents, we almost felt like locals – all of us, simply 

humans, laughing and sharing stories with other humans, 

our nationalities and incomes stripped away by a small, 

piping hot cup of chai. 

Brock Groombridge is the founder of travel blog Backpack With 

Brock (www.backpackwithbrock.com), where primarily through 

video, he shares stories and insights from his adventures in more 

than 70 countries around the globe. He also provides coaching 

services to travellers planning an extended trip, helping them depart 

prepared and confident. You can find him on most social media 

as @backpackerbrock. Be sure to check out his ‘Indian Haircut’. 

Be The Local Tours is a small tour company based in Mumbai, India 

that provides an intimate look into many aspects of India’s largest 

city. Run by students, visitors can explore everything from the Dharavi 

slum to Mumbai’s main attractions, or hire a private driver to take 

them wherever they please. http://bethelocaltoursandtravels.com/

Photo courtesy Be The Local tours

Photo courtesy Be The Local tours
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business sense

Blake Wolfe

I n the age of texting, Twitter and emoticons, there’s no doubt that language 

is in a state of transition. 

But while there’s a good chance you’ve told your ‘BFF’ you’ll ‘BRB’ at some 

point via text or e-mail, effective communication in a business setting draws 

from more traditional linguistic rules. It is an essential skill in business to both the 

bottom line of the organization and in the health of one’s own career trajectory. 

Bruce Hunt of the Toronto chapter of Toastmasters International, a nonprofit 

educational organization that helps members improve their communication, 

public speaking, and leadership skills, says that “communication is a key factor 

in moving ahead in life and work, no matter what your field.”

As such, not investing in developing this expertise could hinder one’s professional 

development because of the negative impression bad communication skills 

could leave, not to mention the negative consequences that could result from 

improper use of language. It opens up risk for “light under a barrel syndrome,” 

says Sandra Oliver, founder of Impact, a business coaching service that works 

with clients to improve workplace skills. In other words, the potential of star 

employees can be hampered by how they come across to their peers – either 

by word choices, sentence structure, poor e-mailing techniques, grammatical 

errors, poor projection or lack in confidence during presentations, and so on.

- As the saying goes, you only get one chance to make a good first impression, 

so the proper use of language when making any initial contact is crucial. To 

properly address a new client, colleague or potential employer you have 

not yet met by written correspondence, start with ‘Dear…,’ instead of more 

casual greetings such as ‘Hi’ or ‘Hey.’

- There’s a world of difference between thinking something versus knowing it, 

so if you’ve got it, flaunt it. Using the phrase “I think…” while pitching an idea 

or product could diminish the validity of your words in an audience’s eyes, 

be it in a meeting or via e-mail. By either removing “I think” from your speech 

altogether or substituting it with “I know” or “I’m sure”, you can portray an 

image of knowledge and confidence, transitioning your message to being 

fact-based instead of opinion-laden.



- While online shorthand or slang is fine for sending a text message 

to a friend, your business contacts won’t be LOL-ing; instead, 

they’ll likely underestimate your ability as both an effective 

communicator and a serious employee, Oliver says, advising 

professionals keep web lingo out of workplace communications. 

- It’s natural to pause while speaking but be conscious of what 

you say during that quick period of thought; eliminate sounds 

such as ‘um,’ ‘ah’ and ‘like’ from your speech pattern to increase 

your credibility among listeners.

- Understand the lingo of your field, Hunt says, and showcase 

your knowledge with the proper use of buzzwords. Using terms 

and phrases that denote you as an ‘insider’ is an important part 

of business vocabulary.

- When making a presentation, knowing your audience is the first 

key to making a good impression. Determine what information 

a particular group will find relevant and from there, tailor your 

speaking styles and presentation. Similarly, in one-on-one 

conversations, be aware of how the other party communicates, 

particularly along generational lines. Adapt your approach 

depending on with whom you are speaking. 

- Everyone loves to hear their name, and should be acknowledged 

in every communication exchange in order to enhance the 

engagement level. This is particularly true during presentations 

to new groups of colleagues that may count high-powered 

decision makers among attendees.

Adapting your speech and communication style will take 

time, but is a worthwhile investment of time and energy. Oliver 

suggests working with a ‘buddy’ to monitor progress or making 

the task of improving communication an organization-wide 

initiative. After all, not enough can be said for the positive impact 

good communication will have on professional and business 

development. 

Input provided by: 
Caird Urquhart, Newroad Coaching 
Bruce Hunt, Toronto chapter of Toastmasters International 
Sandra Oliver, Impact

The Airline Ticket CenterSM
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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.

NICKELODEON HOTELS?NEW VP AT ENSEMBLE

CANJET SUMMER CHANGES

ARDEN A GODMOTHER

DISNEY ON THE RIVER

Karisma Hotels & Resorts has signed  
an agreement that will see the development 
of the first Nickelodeon Hotel in the fall of 
2016, opening in Punta Cana, Dominican 
Republic. A second Nickelodeon  
property will open in Mexico shortly 
thereafter.

Don Kennedy has been named VP, business 
development - North America for Ensemble 
Travel Group. With 25 years in the industry 
under his belt, Kennedy will oversee new 
member growth and retention, and manage 
a sales team aligned to deliver value to its 
shareholders and preferred partners.

CanJet Vacations is seeking an airline 
partner to operate its summer program since 
CanJet Airlines announced its aircraft will 
all be positioned in Europe for the season.

Canadian singer Jann Arden officially christened Avalon Waterways’ 10th Suite Ship, the Avalon 
Tranquility II, during a recent ceremony in Strasbourg, France. The 110-metre, 128-passenger 
Tranquility II will commence sailing itineraries through Holland, France, Germany and Switzerland.

Adventures by Disney will enter the river cruising 
market in partnership with AmaWaterways, 
with five sailings along the Danube River set for 
2016 onboard the 170-passenger AmaViola.

MORRIS TO SUNWING 

NCL EXPANSION

Stuart Morris is now general manager – retail 
at Sunwing Travel Group. He is responsible 
for the Group’s retail division, which includes 
SellOffVacations.com and Luxe Destination 
Weddings. He has formerly held senior roles 
with Travelocity, Thomas Cook and Expedia.

Norwegian Cruise Line has made new 
appointments in Canada such as the addition 
of Ian Smyth to the role of BDM for Eastern 
Ontario, Alexandre Bergeron in Quebec & 
Ilanit Zimmermann as the Miami-based BDM 
covering parts of Saskatchewan, Manitoba 
and the Maritimes.

news
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Felipe Vega, executive chef, Zoëtry Villa Rolandi Isla Mujeres Cancun; Daniele 
Muller, head chef, Rolandi Restaurants Group; Jan LaPointe, senior director of 
sales & marketing - Canada, AMResorts; Ariel Morales, head sommelier, Secrets 
The Vine Cancun; Orelbys Vigoa, regional sales manager, Eastern Canada, 
AMResorts; & Carlo Trinidad, regional sales manager, Western Canada, AMResorts.

Markly Wilson, director international marketing, New 
York State Division of Tourism, at ‘I Love New York’ 
event in Toronto.

Clive Farmer, board of directors, Sunswept Resorts; Judy Duncan, sales 
manager - Canada, Sunswept Resorts; Alison Theodore, regional marketing 
manager - Canada, Saint Lucia Tourist Board; and Armin Asceric, brand & 
marketing manager, Sunswept Resorts.

Nancy Tudorache, director of operations - Canada 
at GBTA welcomed record numbers to this year’s 
conference, held April 20-22.

Of the Las Vegas Convention and Visitors Authority: Kelly Sawyer, sales 
executive, international sales; David Han, account manager – Eastern 
Canada; Marsha Mowers, travel trade PR & Charmaine Singh, account 
director.

At a Visit England event leading up to the Rugby World 
Cup 2015: Lynda Falcone, travel trade manager - 
Canada, Visit Britain & Samantha Cowan, outbound 
sales & online marketing, Connection Tours.

At Tourism Ireland’s group travel workshop: Dana Welch, marketing manager 
- Canada, Tourism Ireland; Mary Hartnett, group sales & marketing manager, 
Killarney Plaza Hotel & Spa; Jim Deegan, managing director, Railtours Ireland; 
and Alison Metcalfe, executive VP, U.S. & Canada, Tourism Ireland.



Celebrating 10 new routes being added to Air Canada’s network: Jayson Myers, 
president & CEO, Canadian Manufacturers and Exporters; Emmy Scholten, 
deputy consul general, Netherlands Consulate Toronto; Virgilio Russi, senior 
director - Canada sales, Air Canada; & Robert Trudeau, senior director corporate 
& business development sales, Air Canada.

On location for a Texas FAM trip - Front: Debra Bustos, Economic Development 
and Tourism, State of Texas; Jackie Budd-Primeau, Merit Travel; Julie Laverty, 
CAA South Central Ontario and Andrew Walker, Flight Centre Canada. Back: 
Salvador Garza, San Antonio CVB; Mireille Chartier, Chanteclerc Tours; Nathalie 
Lauzon, Velo Quebec Voyages; Juan Forteza, Travel Texas/VoX International; 
Thomas Rado, The Gibraltar & Palme Group Limited; Sandra Robsyze, Toundra 
Voyages; and Anthony Tumminieri, Aimia.

Goway’s Bronwyn Hodge, general manager, islands and Sam Cottar, BDM, 
Eastern Canada, at Fiji Road Show.

ALLINCLUSIVE FEATURES
•  Airfare from Los Angeles!
• All oceanview staterooms
•  Onboard beer, select wines and spirits  
• Prepaid gratuities 

7‒NIGHT Tahiti & the Society Islands 
 from $3,395 (Jan 16, 23; Dec 14, 2016)

11‒NIGHT Cook Islands & Society Islands 
 from $4,695 (Jul 18; Dec 5, 2015)

14‒NIGHT Marquesas, Tuamotus & Society Islands  
 from $5,895 (Jun 25, 2016)

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.

{Other departures available}

Canadian Residents receive an extra 
25% off  on select sailings when 

booked by May 2, 2015!

US Dollar equivalent of Canadian at Par!

For more information visit 
www.pgcruises.com/canada-par 

or call 800-848-6172
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Skål International Vancouver has announced its recently voted-in new board of directors: Greg Moon, 
Anastasios Theodoropoulos, Lydia Miller, Ivano Corazza, Harvey Lee, Valentina Tang, Angus Wilkinson, 
Joyce Hayne & Ron Waterhouse.

Travel Masters has added three new support team 
members in the first quarter of 2015, welcoming 
Constance Leung (administrative assistant), Heather 
Stuart (product and support manager) & Jodi 
Emeny-Smith (director of finance & administration) 
to the company.

Serving up a taste of Thailand with Trafalgar: Marie Anne MacRae, VP, global strategic partnerships, 
The Travel Corporation; Wolf Paunic, VP sales, Trafalgar; Katherine Chin, PR & digital media strategist, 
The Travel Corporation; Kayla Shubert, representative for Canada, Tourism Authority of Thailand; and 
Quentin Lemmer, sales manager, B.C. & Yukon, Trafalgar.

Celebrating 75 years of Air New Zealand with 
Vancouver travel industry partners: Chris Allison, 
manager – sales and market development - 
Canada and Douglas Seifert, sales manager - 
Canada.

THAT’LL COST YOU

SCENIC, SHORTENED

MORE CHINA CONNECTIONS

FROM KELOWNA TO CUBA

NEW RIU REP

Consumer Protection BC has issued a Notice 
of Administrative Penalty to M.Y. Ctrips 
Travel & Tours Ltd., a Richmond, B.C.-based 
travel agency, and owner Maxx Yan for 
the operation of two unlicensed locations, 
amounting to a $1,700 fine.

Scenic Tours/Scenic Cruises will now be 
known as Scenic, part of a rebranding 
strategy to highlight the company’s diverse 
product offerings. The rebrand comes 
after a 12-month review of the company’s 
perception by agents and travellers.

In response to growing demand, Air 
China will increase its Vancouver-Beijing 
service this summer. Beginning June 19, an 
additional service will operate four times 
weekly, increasing the schedule frequency 
to a daily operation from Aug. 15. 

Sunwing Vacations will offer weekly service 
from Kelowna to the popular Cuban 
vacation destination of Varadero on Fridays 
between Dec. 18, 2015 and April 15, 2016.

RIU Hotels & Resorts has appointed Christy 
King, formerly of Transat, as business 
development manager for Western 
Canada. King is based in Vancouver.
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The 2015 edition of Tianguis Turistico marked 

40 years for Mexico’s premier tourism 

conference, welcoming more than 8,000 

travel professionals from 65 countries. About 

50 travel executives from 30 Canadian 

companies were among attendees.  

Here are some snapshots taken throughout 

the event.

Hard Rock Hotels representatives Daniel 

Navarro, corporate sales manager; Lorena 

Herrasti, public relations director; & Daniel 

Jimenez, sales manager, North America.

Front: Alexandra Michel, account manager, USA & Canada, Melia Hotels International; Francy 

Gerdts-Voss, accounts manager, USA & Canada, Melia Hotels International; Ana Ramírez, leisure 

sales manager & LATAM, Paradisus Playa del Carmen; and Claudia Rodríguez, director of sales 

& marketing, Paradisus Cancun. Back: Israel Ortiz, associate director of sales, Paradisus Cancun 

Resort; Ricardo Verdayes, director general, Melia Vacation Club Puerto Vallarta; Marco Paramo, 

director of sales, Paradisus Playa del Carmen; and Ernesto Luna, managing director, ME Cancun.

Of Espenada, Baja California tourism: Jorge 

López Ibáñez, marketing & promotion; and 

Daniel Sánchez Oliveros, president.

The TravelBrands team: Kim Uno, director, 

strategic partnerships; Frank DeMarinis, CEO; 

Alejandro Gonzalez Molina, director, Mexico 

partnerships; and Brad Miron, VP, business 

development.

Manuel Montelongo, director, MTB - Montreal; 

Alejandro Zozaya, CEO, AMResorts; & Rodolfo 

Lopez, CEO, MTB.

Piquis Rochin, international promotion 

director, Acapulco destination marketing 

office.

At a evening soiree with Mexico’s minister 

of tourism, seen here are itravel2000’s Dean 

Moore, CEO; Dave Paterson, VP, marketing; 

and Nick Polifemi, VP, business development.

Marian Lee, GM, JBC Travel Canada Ltd. 

& Rodrigo Acosta Gomez, deputy director, 

Western Canada, MTB.
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LIKE AMSTERDAM, 
OUR SERVICE IS 
NON-STOP 
YEAR-ROUND.
Air Canada is proud to announce year-round service and non-stop fl ights 
to Amsterdam starting June 4, 2015. 

With a choice of daily fl ights in the summer peak schedule, travellers will have 
their option of two classes of seating aboard our Boeing 767. Seating options 
include International Business Class with lie-fl at beds, or Economy Class 
with touch screen TVs at every seat. Book a trip for your clients today.
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