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September always feels like 
a very motivational month; 
between brand developments 
and product launches, it’s an 
exciting time for the travel world, 
to be sure.

For those of us at Logimonde 
Media, the fall/winter season is 
one of our busiest and our team 
has been eagerly anticipating all 
the industry action that comes 
with the arrival of Canada’s 
colder months. 

With competition and currency 
exchange two recurring factors, 
the winter season for travel 
agencies and tours operators 
continues to be a challenge, 
year after year. 

But it's that time when sales  
to the Caribbean skyrocket; in 
fact, the region registered a 
tourist growth rate of 5.2 per 
cent of visitors during the first  
half of 2014, according to figures 
released by the Caribbean 
Tourism Organization. In the 
same period, cruise ship arrivals 
also increased 4.6 per cent. With 
all eyes on that corner of the 
world as temperatures drop, 
a major topic of discussion 
has been the future of tourism 
to Cuba, which will no doubt 
see growth in the coming 
years as relations with the U.S.  
open up. 

With growth on our minds as well, 
this year, Logimonde is proud to 
introduce our newest contribution 
to the trade, The PAX Virtual Travel 
Show, taking place Oct. 14-16.

A first in Canada’s travel industry, 
this virtual exhibition will allow 
trade professionals to connect 
with suppliers, attend live 
conferences and host webinars 
– all with the click of a mouse. 
Just think – no travelling, no 
wrestling with banners, no hauling 
boxes from the trunk of your 
car. Enjoy unlimited networking 
opportunities from the comfort 
of your home or office.

Best of all, The PAX Virtual Travel 
Show is free for travel agents 
across Canada to attend. The 
Logimonde team is looking 
forward to seeing you there, and 
reservations for travel professionals 
have already begun. Make yours 
by visiting virtualtravelshow.ca.

Until then, I will leave you to enjoy 
the September issue of PAX.

Wishing you an excellent season 
of selling.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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In other industries, September might 

mean getting "back to the grind" after 

a summer of extended weekends and 

time off. But that sentiment seems a 

bit negative for those of us in travel, as 

fall is arguably one of the busiest, most 

exciting seasons. It's that time of year 

when major hoteliers, tour operators, 

cruise lines – you name it – host special 

events and promotions in an effort to be 

top of mind when it comes to bookings 

for the not-so-far-off winter season.

One guy who is sure to be busy over 

the coming months is our cover person 

Tim Croyle, vice-president and general 

manager of WestJet Vacations, who 

spoke to PAX about the importance 

of strategy and planning in an ever-

changing marketplace (p. 30). 

Following my conversation with him, 

I did some research into various 

perspectives on the topic and came 

across an interesting article from 

Harvard Business Review titled, "What 

is strategy, again?" in which Andrea 

Ovans analyzes how perspectives have 

evolved since the magazine published 

a piece called "What is strategy?"  

in 1996.

In the original article, Michael Porter 

argues (as summarized by Ovans) that 

all strategies boil down to one of these 

two points: "Do what everyone else is 

doing (but spend less money doing 

it), or do something no one else can 

do." But Ovans suggests that when 

considering the vast amount of material 

available now, views on strategy fall 

under three camps: Doing something 

new, building on what you already 

do, and reacting opportunistically to 

emerging possibilities. As such, the 

author says, there is a "broad expanse 

of opportunity – in the face of rapidly 

changing technologies, globalization, 

and the inexorably accelerating pace 

of change..."

You can take any one of these three 

perspectives and apply it to WestJet's 

growth since coming into existence 

nearly 20 years ago; launching a 

Vacations arm is just one example of 

how the business built on what it already 

did. But Croyle said that strategic 

thinking aside, it's the company's 

employees who are at the root of its 

continued success.

As commonly professed, it's the people 

of the industry overall that make travel 

so great to work in, and in this month's 

PAX People section, we profile a handful 

of those we have dubbed "adopted 

Canadians" – movers and shakers who 

are not originally from the Great White 

North but whom we've embraced as 

our own (p. 19).

This month, we are also thrilled to 

introduce a new column, which you 

will find on p. 51. Going forward, the 

team at Calgary-based Envision 

Group will provide monthly insight to 

leadership techniques and strategies 

to benefit you and your business, 

regardless of your level or industry focus. 

Co-founder Pat Lipovski and his team 

will be enlightening you with messages 

from their mentorship and coaching 

programs, of which they have already 

introduced to many travel businesses 

across Canada.

Enjoy this and so much more in your 

September issue of PAX.

Happy reading.

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com
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Frédéric Gonzalo

technology

By now, we all know it’s not a matter of “if” we use social 

media or not, but rather “how well” we use it. 

Beyond the importance of having a mobile-optimized 

website and a dynamic e-mail marketing approach in place, 

social media is considered another pillar of an effective 

online marketing strategy in the travel industry.

But where should you focus? We’re familiar with Facebook 

but is it the right place for a travel agency? How much time 

and effort are required to perform on Twitter? If photos are all 

the rage, which platform is best for your agency: Instagram, 

Flickr, Google Collections, Pinterest? Not to mention emerging 

mobile messaging apps such as WhatsApp, WeChat, 

Snapchat or Line…

Here are some answers for which social media you ought 

to prioritize in your online content marketing approach, 

and why. 

Frédéric Gonzalo is passionate about 

marketing and communications, with 

more than 20 years of experience in the 

travel and tourism industry. A speaker 

and consultant specializing in e-tourism,  

he recently published his first book: “Social 

Media Best Practices in Travel Marketing." 

Details can be found onhis website at  

www.fredericgonzalo.com
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It used to be that you could create a page for your  

brand on Facebook, get your message across and have a 

thriving community at virtually no cost, other than managing 

content and interactions. Nowadays, brands must pay 

to play, as content doesn’t reach its intended audience 

organically anymore – unless you pay, that is. Is that reason 

enough to ditch Facebook altogether? Certainly not. 

Facebook remains the big player out there, since it is  

where consumers spend the most time online – seven 

hours per month on average, in fact! And if you don’t get  

results like you used to with your page community, 

there are many options possible through targeted  

advertising, remarketing and sharing videos, among other 

tactics.

Check out how Club Med has created a closed group in the 

U.S., where travel agents can ask questions about properties, 

commissions and promotions.

Good for:

• Creating an engaged community of like-minded peers 

and consumers

• Customer service

• Retention and loyalty with past and present customers

• Testing ideas (R&D) through questions and contests

• Targeting potential customers through custom and look-

alike audiences

• Generating traffic to your website, when amplifying 

content from your blog or through promos

Twitter is a different animal, with its own jargon and set of users. 

It’s all about real-time on this platform, in particular when used 

in conjunction with an event, a TV show viewing, a conference, 

etc. 

Twitter is a great tool but perhaps not a priority for travel agents 

or agencies, as it requires more time to manage than other 

social networks. Don’t get me wrong: it’s a great lead generator, 

especially if you use monitoring tools such as Hootsuite or 

Tweetdeck. But for independent agents or small agencies? 

The return on effort will be more difficult to justify.

If you are active on Twitter, here are some hashtags to follow:

#ttot (Travel Talk on Twitter), #tourismchat, #skichat, #cruisechat, 

#TourismMatters, #TNI (travellers’ night in), #TBEX (travel blogger 

exchange), #TT or #traveltuesday

Good for:

• Customer service in real-time (airlines, hotels, etc.)

• Lead generation through conversation monitoring

• Sharing know-how and best practices in specific "tweet 

chats"

Acquired by Facebook in 2012, Instagram is the fastest 

growing mobile application worldwide, with more than 

330 million active users. Travellers take out their mobile 

devices, snap a picture and share with their networks, so 

for destinations, hotels or restaurants, it’s a no-brainer. It’s 

simply a matter of getting these users to talk about your 

brand (for example, using a given hashtag) and repurposing 

these photos or videos on your own media, i.e. your website, 

newsletter, blog or Facebook page.

How can travel agencies tap into its potential? Travellers 

generally share their experiences through photos and 

videos, often in real time, on the cruise ship, the beach or 

from whatever destination they are experiencing. Why not 

repurpose this content by sharing it on your own media? 
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Another idea is to share behind-the-scenes photos of your 

presence at a trade show, consumer show, educational 

training or FAM trip.

Good for:

• Generating media (photos & short videos) to repurpose 

on Facebook, Twitter, your website or newsletter

• Monitoring what is being said and shared about a 

destination, hotel, resort, attraction, etc.

• Holding contests with user content and creating buzz

Think of Pinterest as scrapbooking 2.0, a network where 

users "pin" photos on a variety of "boards", spanning a wide 

scope of interests including travel and various destinations. 

Why bother with this social media platform? People  

click on photos, which lead to a website where the photo 

resides, right? Well, Pinterest generates more traffic to 

websites than Google+, LinkedIn, Twitter and Tumblr 

combined! In other words, it’s a huge traffic generator, 

assuming there is a minimal investment made in building 

interesting boards and getting followers to share (pin) 

your content.

Good for:

• Referral traffic to your website

• Finding travel ideas and inspiration

• Finding influencers and avid pinners

Perhaps the most influential social network amongst 

professionals, LinkedIn should be part of your strategy if you 

have B2B interests and for networking in general. You need 

to find a decision-maker working in a big pharmaceutical 

company in Montreal or a meeting planner in Calgary? 

Through its advanced search function, LinkedIn can help 

find that person through your network of friends, colleagues 

and providers.

Many travel agents are active on the network – I found more 

than 44,000 professionals from the travel industry through a quick 

search – and you can check out for example how Virtuoso 

nurtures its communications with their 10,000+ followers.

Good for:

• Networking pre- and post-event with potential B2B clients

• Identifying candidates for HR purposes

• Discussion groups in travel and hospitality

Wondering if Snapchat or other mobile messaging apps 

should be on your radar? If your target clients are in the 

13-25 age group, definitely. If not, you may want to focus 

your efforts on the aforementioned social networks instead, 

which are all very popular with Canadians aged 35-plus. 

Nevertheless, here are some quick cues:

Line: Messaging app, huge in Asia, halfway between 

Facebook Messenger, Spotify and WhatsApp (270 million 

monthy active users).

Vine: Popular mobile app, sharing six-second videos, owned 

by Twitter (50 million monthly active users).

WhatsApp: Acquired by Facebook in 2014 for US$22 billion, 

this messaging app boasts 800 million active users, mostly 

in Europe and Asia.

YouTube: Turning10-years-old in 2015 and owned by Google, 

the grand-daddy of video sites has more than one billion 

active users. The world’s second-largest online search engine, 

YouTube is actually number one when it comes to travel 

inspiration within the 18-34 year-old demographic. 





We’d make a great couple.
If you want more from your Caribbean all-inclusive partner, 

we’re ready to take this relationship to the next level.

O u r  P r e f e r r e d  A g e n t  P r O g r A m * i n c l u d e s : 

exclusive Agent rAtes
So you can experience Couples’ four amazing resorts! 

mOre free nights
1 free for every 7 confirmed traveled nights by your guests.

$10 Per night cAsh BOnus
(That’s $70 for a 7 night booking!)

Visit couples.com/partners or call (877) 941-2533
*Restrictions apply, consult couples.com for details.
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expert advice

Olympic gold medalist Adam Kreek is available 
for keynote addresses and private consultation.  
Contact him through his website, Kreekspeak.com

Adam Kreek

I think it’s television’s fault. The screen has 

given us such a personal view. We see 

exquisite slow motion, golden beads 

of sweat, muscles bulging, athletes with 

contorted faces pressing toward the finish 

line with more emotion than they even knew 

they had… And then the victory. YES! Together 

with the athlete, our hands are flung into the 

air; we hear the roar of spectators. We feel 

triumphant. We can only imagine the athlete’s 

boundless joy.

I have a secret to share. Having won more 

than 60 medals in international competition as 

an Olympic rower, I can say with confidence 

that there is one emotion felt by athletes that 

you will never see – and many athletes won’t 

even admit to. That emotion? Pure relief. Thank 

GOD I didn’t mess that up.

My career now takes me around the 

world sharing tools and strategies of high 

performance and motivating professionals 

throughout disciplines to get across the finish 

line and into the winner’s circle.

Greg Lemond, the acclaimed Tour de France 

cyclist once famously said, “It never gets 

easier. You just go faster.” The same is true in 

your professional life. It never gets easier. In 

fact, the better you get, the harder it gets; 

the more responsibility you take on, the more 

is expected of you. And in turn, the more 

successful you become, more success is then 

expected of you.

Writer’s block is the perfect metaphor to teach 

the skills of mental toughness. Writers will tell 

you they sometimes feel paralyzing anxiety 

and depression; they are reduced to a virtual 

bankruptcy of self-worth, left with only the faint 

hope that maybe someday – some lucky day 

– their muse will miraculously show up with a 

mystical, magical energy and return the writer 

to productivity.

Recently, I was coaching a successful 

screenwriter and author from Los Angeles. 

He’s working on a book and suffering through 

the process. “I just can't get any f-xxxxxx words 

on the paper! I sit there and I sit there, and 

everything that comes out is pure crap.”

I offered him a simple reminder: “What you’re 

doing is perfect. And it’s supposed to be 

hard!” We worked on developing his mental 

toughness and in short order, he got back to 

being productive.

We often forget that our career – or our “work” 

– is meant to be just that: work.  

I’ll never forget the winter before the 

Olympics. I was sitting on a beat-up couch 

in a teammate’s damp living room. It was 

dark, rainy and cold. Not surprisingly, we were 

depressed. We both had a successful racing 

season the previous year in Milan, Italy, but 

were feeling the weight of expectation for the 

upcoming Olympic Games. We were getting 

faster, sure enough, but the job was also 

getting harder. We knew that grinding through 

the long and wet winter months was required 

if we were to have a fast racing summer. That 

didn’t make our job any easier. I was constantly 

generating Olympic-sized doubts about my 

ability to perform. I sometimes wondered why 

I was even on this path. Couldn’t I be doing 

something more productive or meaningful?  

My job seemed pointless at times. I’m making 

a rowboat go fast – what the heck was I doing 

with my life?

My teammate sighed and held up a piece 

of paper, with notes scribbled all over the 

front and back. “I’ve written how depressed, 

angry, insignificant, insecure, unhappy and 

suicidal I feel right now. I am putting this paper 

somewhere safe. Next Olympic cycle when I 

only remember the incredible summers, I am 

going to read this paper. I need to remember 
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how much emotional labour is required for success!” We both started 

laughing. How could it feel so good to feel this bad?

Ironically, it can be the suffering that gives us meaning. In a recent 

study, researchers from Stanford University and Florida State University 

discovered that one of the best predictors for a meaningful life was 

stress; those who suffered through the greatest number of stressful 

events were most likely to view their lives as meaningful. These studies 

point to the paradox: whatever you care about in life – parenting, 

work, relationships – is often accompanied by stress. And that’s what 

helps us find meaning.

Are you doing something difficult? Do you feel overwhelmed? 

Guess what? You’re supposed to feel this way. Your emotions are 

working properly. Your muscles won’t get stronger unless you tear them 

through exercise. You develop your mental toughness the same way. 

The stress you are feeling is an opportunity for growth. Your suffering is 

the tax you have to pay to do something incredible. Your metaphorical 

summer will arrive and you’ll gain the joy of achievement and find your 

purpose – after you feel relief, of course. 

Thank GOD you won't mess that one up...  

Know, understand and believe that your work is supposed 

to be tough.

You chose this career. You could have chosen a different 

career, but you didn’t. You worked very hard to get here.

Your current blockage will likely reveal your deeper purpose 

and give you meaning.

Write down everything that is difficult about your situation. 

Demons feed on incomplete thoughts. Writing completes 

your thoughts and slays your demons.

Find a teammate, colleague or friend to suffer with. Misery 

loves company.

So remember this: Don’t be depressed about being depressed. 

Don’t get angry about getting angry. Don’t be unhappy about 

being unhappy. Whatever it is that’s causing you stress is sometimes 

a necessary precursor to finding purpose, meaning and success. 

Remind yourself: Winter’s here, but summer’s coming. 
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A n hour or so into my journey, the ferry 

turns a corner and I instantly fall in love.

A golden beach lines the waterfront 

in the little town of Port Elizabeth, backed 

by colourful, low-rise shops and cafés that all 

have  a slightly disheveled look. There are a few small 

cars rattling about and a handful of buildings scattered,  

but mostly it’s bright blue water, towering palm trees, deep 

green hills and open sky. In this moment, I feel the way 

someone might have felt sailing into Key West or Lahaina, 

Maui a hundred years ago.

I’d been on quiet St. Vincent for two days and hardly needed 

a respite from manic society. But it struck me that some time on 

the nearby island of Bequia (pronounced Beckway) would be 

just the tonic for a harried northerner. This is "exhale country," 

the Caribbean you probably thought had disappeared; a 

place with quiet beaches and perfect sail boats bobbing in 

the water, and a small harbour town where taxi drivers gather 

around an almond tree on the waterfront they call Parliament 

because it’s where they debate the issues of the day.

One of the best ways to see the island (it’s only 18 square 

kilometres) is to hire an open air taxi when you get off the ferry. 

Mine is a pick-up truck with bench seating in the back and an 

overhead awning to protect me from the fierce Caribbean 

sun. It’s a great way to travel, sitting up high with virtually 

unobstructed views and a constant breeze.
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My guide, Garvin Ollivierre of Bequia Jeep Rentals, says he 

usually charges about US$90 for three hours, but his truck can 

take up to six people, so if you're travelling with a group, it works 

out to be a great deal.

Our first stop is a small shop, one of several where artisans make 

intricate and beautiful model boats. I look at tiny masts and 

bits of rigging as a worker toils intently in a back room. I’m told 

it takes three weeks to build some of the ships but up to three 

months for the big boys.

“It’s hard,” an older worker tells me. “Young folks don’t want 

to do this because they don’t get a steady pay cheque each 

week. They don’t want to spend three weeks building a boat 

and then try to sell it.”

From here, Ollivierre takes me to Fort Hamilton, an old fortification 

overlooking the harbour. Small, yellow butterflies dance in the 

air as I inspect the cannons and try to imagine English-French 

battles in the peaceful harbour.

It's then on to another lookout, built high on a hill on the Spring 

Estate by a German fellow for all to enjoy. We gaze at the dry, 

deserted eastern end of Bequia and admire dark blue waves 

crashing against deep brown-red rock as craggy St. Vincent 

rests in the distance.

We stop for lunch at the lovely Bequia Beach Hotel, a low-key 

but luxurious property with a nice beach, offering views of 

Mustique and other small islands in the distance. They have 

everything from four-bedroom villas with a private chef to classic 

hotel rooms, complemented by gorgeous lawns studded with 

palms, red hibiscus and yellow buttercups. It’s also located in 

the village of Friendship; how nice is that?

I pause in the lobby to check-out an advertisement about a 

recent visit from Beatles’ biographer Hunter Davies, who was at 

the resort earlier in the year to talk about the Fab Four. I admire 

the property's individual cottages in shades of creamy yellow, 

green, blue and pink. I also laugh at a sign near the pool: “Keep 

Your Bathing Suit On, Please.”

Later, I spend an hour at Princess Margaret Beach, one of the 

top stretches of sand on the island. I sip on a local Harouin beer 

and watch as a woman and her son drop off their sailboat in 

the harbour and swim lazily to shore. I walk down the beach 

and stand in awe, staring at the rocks and the rushing waves 

and the empty sand. On the way back, I spot a local named 

Willy, who’s parked a small table in the shade, selling necklaces  

and sailboats carved out of whales’ teeth. If you ask, he’ll tell 

you tales of his 29 years on the island and the adventures of 

his rowboat.

As I make my way back to the ferry, I see Willy hop into his 

small, wooden blue and red boat. The name he’s given it? 

“No Complain.”

I couldn’t agree more. 
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When Marian Lee arrived in B.C. in 1993, she was ready to retire. 

Born and raised in Hong Kong, Lee had been working for Japan 

Airlines (JAL) as a sales manager since 1974, and after political 

changes in the country prompted her move to Canada, the 

veteran travel professional figured it was time to leave the working 

world.

But within her first year in Canada, Lee became bored, restless, 

and as the result of her new home’s famously overcast climate, 

depressed. 

“Every day, I had to wake up and find something to do, which 

was even more boring than going to work,” Lee jokes, adding 

that on top of that, “Every day it seemed to be raining, and I 

felt so miserable.”

It was a state of mind that Lee was worried she would never 

overcome, until a visit from her cousin brought forth a solution.

“He found me totally different from the cheerful person he knew 

before,” Lee recalls. “He saw me as a woman with no hope, who 

could not smile. He said, ‘Marian, you need to go back to work!’”

With the motivation to find a new lease on life, Lee began 

considering her options. 

“I knew nothing about other industries,” she explains, “but I knew 

travel.”

Lee acquired a GSA from JAL to sell tickets in Canada, and  

in 1994, only a year after leaving Hong Kong, she opened  

JBC Travel Canada Ltd. in Richmond, B.C. 

In the beginning, JBC only worked with JAL but soon, Cathay  

Pacific came knocking, impressed with the agency’s sales. Air 

Canada followed suit in 2005, looking to promote their increasing 

service to Asia, and soon thereafter, what began as an escape 

from depression had grown into a successful business with room 

for expansion.

“I’m very blessed,” Lee says, crediting the friendliness of the 

industry for much of her success. “The airline and tourism boards 

give us great support, and we all treat each other like friends.”

In addition to her wholesale operation, Lee has recently turned  

her eye toward pioneering travel to Mexico within Canada's Asian  

community.

“Lots of people just know Mexico for the beach,” she explains. 

“We want to promote the cultural and religious aspects of the 

destination.”

Lee plans to do this by leveraging a partnership with the Mexico 

Tourism Board and Aeromexico, and has already made a number of 

tour bookings for Chinese Canadians to Mexico for the coming year.  

Now pushing 41 years in the travel industry, Lee has long-since 

found her footing in Canada with no plans on stopping any 

time soon. On the contrary, she intends to keep working – and 

growing – as long as she can.
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Praveen Syal has always believed in going beyond the nine- 

to-five life. The former architect-turned managing director of Indus 

Travels came to Canada from the U.S. in 2001, and after years  

of working for others, decided to venture out on his own. 

“I wanted to do something different,” he says, explaining that 

in his birthplace of New Delhi, his father and brother worked in 

travel, making his own foray into the industry a natural fit. 

Syal began Indus Travels by selling trips to India through a  

partnership with his brother, working from home as a one man  

show for the first two years, while getting his bearings in a new 

industry, and a new country. 

“It was a huge difference,” he says, referring to the common 

notion that the Canadian and U.S. markets are relatively 

interchangeable. “In the U.S., people will do anything to sell 

you their business. Even the malls are open until 10 p.m. Here, 

the malls are open until 6 p.m. on weekends! The attitude is 

much more laid back.”

It was a mindset Syal was unaccustomed to and he wasted 

no time in implementing a "U.S. work ethic" into the Canadian 

industry, where, he realized, there was a gap in the market for 

uniquely themed tours to India. 

Syal decided that the best way to set Indus apart from its  

more established competitors would be to create itineraries 

with added features, such as hiring Bollywood personalities and 

public figures to accompany the tour groups. 

Such trips would become the bread and butter of Indus Travels’ 

repertoire, and although Syal was a relative newcomer to  

the industry compared to some of his professional peers, he  

feels that lack of experience worked to his advantage from 

the start.

“Because I hadn’t worked in travel before opening Indus, I had 

no preconceived notions as to how things needed to be done,” 

he explains. “There were no rules; I did things the way I wanted. 

Some things worked, some things didn’t. Luckily for me, I think a 

lot turned out in my favour.”

In 2003, Syal moved Indus Travels out of his home and into an 

office, to be staffed by a team of 17 people. And although he is 

proud of the growth experienced by Indus, Syal also gives credit 

to the growth of India as a destination.

"When I started 15 years ago, India was not a good mainstream 

destination," he says. "That has now changed, and for the good. 

There's a lot more awareness of India in Canada's market."

Syal is also admittedly impressed with how he has settled into 

the 'Canadian' way of doing business, and has embraced the 

art of balancing work and life. 

"Initially, I was surprised by the fact that the people here don’t 

think about business all the time," he admits, "but after working 

here for a number of years, I've found time for my family, I've 

found time to do other things, and I still make a good living. It's 

a better way." 
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Although the opportunity to play Aussie rules football is what 

brought Topdeck's Nick Shuttleworth to Canada in 2008, it was  

the friendliness of its residents that made him want to hang his 

hat here.

“I met some pretty amazing people,” Shuttleworth says, pointing  

out that he was only meant to be in Canada for three months.  

“I was enjoying my time here so much, I just had no desire to go 

back (to Australia)."

When an injury put an end to his football days, Shuttleworth  

decided to work in hospitality while figuring out what to do  

next. Soon after, an opportunity came up with G Adventures,  

which turned out to be the career change he’d been  

waiting for.

“Talking about travel every day, it was like a light clicked on in 

my head,” he recalls. “I knew this is what I wanted to do.”

After a year with the adventure tour operator, Shuttleworth 

was approached by Topdeck Travel, an Australia-based 

group touring company looking to expand its sales in  

Canada.

He jumped at the chance, seeing it as as "an upward step" in 

his career path, though admitting that at the time, he was still 

a newcomer to the trade and had a lot to learn. 

“The industry was new to me and had a big learning curve, 

but the people were so friendly and willing to help, it made my 

transition an easy one,” he says, adding, “Canadians are similar 

to Australians where the travel bug [is concerned].”

It also helped that moving to Canada meant he would be much 

closer to many destinations that otherwise take a full day to 

reach from the Southern Hemisphere. 

“Canada is a great launching pad to the rest of the world,” he 

says, pointing out that this fact brings about amazing experiences 

for personal travel. “My brother and I recently went to Jamaica to 

watch Australia play cricket, which has always been a childhood 

dream of ours.”

Despite his proximity-afforded wanderlust, however, Shuttleworth 

has also rooted himself firmly in the industry – which for  

the Topdeck representative means helping people discover  

the kinds of opportunities made possible by group-focused 

touring.

“Most of Topdeck’s business used to come from the South  

Pacific market,” he recalls. “But we’re hosting more Canadians 

every year.”

This seems to suit Shuttleworth just fine; he describes Canada’s 

travel industry in one word –“growing” – and is keen to play a 

role in its development.

“There is a stereotype that Canadians are the friendliest people 

in the world,” he says of his involvement, and his decision to stay 

nearlyeight years ago. “I would have to agree with that.” 
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“I generally live on United Airlines, seat 11A,” Justin Heckman  

jokes when referring to his commute between Canada and 

Chicago. 

The business development manager for Classic Vacations is in 

Canada once every two or three weeks, making him, in the eyes 

of the travel industry, an honourary Canadian.

Heckman began his career in Paris, working in a call centre for 

Club Med in 2003 after spending a few years in the restaurant 

business. Although a travel enthusiast himself, he had never 

considered making a career of it before joining the vacation 

brand.

“I really felt at home,” he recalls. “Working in the travel industry 

was not something I had a lot of exposure to, and it never really 

occurred to me what all the possibilities were.” 

Heckman’s work with Club Med took him to London and then 

Chicago, where he was introduced to Classic Vacations through 

an industry partner who thought Heckman would be a great fit. 

Considering his experience with selling travel in other countries, 

it’s no surprise Heckman's transition into the Canadian market 

was a positive one. 

“It’s been interesting,” he says. “I really enjoy the Canadian travel 

industry; it’s been a learning experience, make no mistake, but 

the people have been very welcoming. In that way, it has made 

forging new relationships much easier.”

Heckman’s goal with Classic Vacations is to increase the company’s 

presence in Canada, something he does through building new client 

relationships and recognizing the uniqueness of the country’s market.

“From the start, my goal with this whole program was not to be 

coming into Canada as a foreign company,” he explains. “I really 

wanted to be sure that we were respectful of the differences 

between the U.S. and Canadian industries.”

In an effort to define those differences, Heckman has trained the 

staff to speak “the language,” from adopting the use of postal codes 

(as opposed to zip codes) and learning the provinces of Canada.

“Yes, the national sport is hockey, but it’s also lacrosse,” he points 

out. “Knowing those little details make all the difference when 

speaking with a client.”

Partnerships with Canadian travel advisors is key to Classic Vacations’ 

success, Heckman continues, and the reason why the company 

prefers to market to consumers via travel agencies. And although 

this may mean travellers don’t always know the Classic Vacations 

brand, Heckman says that this collaboration has resulted in repeat 

business, which means he’ll be spending more time north of the 

border, working on those profitable relationships.

“It’s challenging sometimes,” Heckman admits when asked about 

the finer points of having two homes. “But it’s also really a lot of 

fun. I get to see great places throughout Canada, and meet a 

lot of people from all different backgrounds – and I find that quite 

exciting.” 



For the best travel industry news : PAXnews.com26   PAX

Although Nieves Ricardo, marketing assistant with the Cuba Tourist 

Board, has made a home in Canada for nearly 20 years, she’ll 

be the first to tell you that she left her heart in Cuba.

The youngest of eight sisters (“My father really wanted a boy and 

gave up after having my twin sister and I,” she recalls) Ricardo 

grew up on a farm in Holguin and always dreamed of travelling 

to faraway places.

“I read a lot of books when I was growing up,” she explains, 

crediting them as a source of inspiration to see the world.

So, when Ricardo saw an opening for a travel and tourism  

degree at the University of Matanzas, she “jumped at the 

chance.”

Following graduation, Ricardo worked in Cuba’s travel industry for 

12 years, first starting at a hotel and later moving up to become 

general manager of the DMC Vjajes Cubanacan, then venturing 

abroad for a sales position in Europe.

After immigrating to Canada to be with her husband, Ricardo 

was offered a role with the Cuba Tourist Board. She coordinates 

seminars and leads FAM trips to Cuba – a perk that means she 

occasionally gets to visit home.

“I travel to Cuba generally once a year, sometimes more  

often,” she says. “When I go, it’s a week-long party where I get 

to see my friends, family and neighbours. Roasted pig is always 

on the menu.”

Bes ides the weather,  R icardo mainta ins  that  the  

differences between Cuba and her home in Canada can be 

stark. 

“The lifestyle in Cuba is totally different from Canada; things  

are more laid back in Cuba, and we are always ready and willing 

to celebrate practically anything with our friends and family,” 

she explains. “In Canada, life can be more stressful; here, people 

live to work. In Cuba, they work to live.”

However, she points out, there is certainly an upside to selling  

a sun destination from a country with snow. “I miss the year- 

long summer in Cuba, but Canadian winters are really good 

for business.”

With the winds of change upon her homeland and the  

promise of a surge in tourism arrivals from the U.S. just around the 

corner, Ricardo is looking forward to the benefits it will bring to 

Cuba’s economy and infrastructure. As for Canadian concerns 

regarding an influx of crowds to the destination: “Canadians will 

just need to learn how to share," she quips.

“The rest of the Caribbean islands all coexist with different 

markets,” Ricardo reasons, adding that since Canadians have 

a head start on travel to Cuba, not to mention that U.S. travellers 

will likely need some time to get acquainted with areas outside 

of Havana and Varadero, there will be “lots of room for the rest 

of us in other parts of the country.”

“There will always be space for Canadians in Cuba.” 
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Text: Britney Hope
Photos courtesy of Palace Resorts

S ome would say that they prefer 

small resorts due to a perception 

that they are more intimate  

and allow for more personalized  

service. 

Those people have not likely visited the 

Moon Palace Golf & Spa Resort. Upon 

first glance, it’s easy to see that there 

is nothing small about it; in fact, this 

massive, all-inclusive compound even 

describes itself as providing service on a 

“monumental scale.”

The Moon Palace has three resorts 

(Nizuc, Sunrise and Moon Grand) on 

one property, and altogether there are 

2,404 rooms, 14 restaurants, 17 bars and 

a 27-hole golf course. There is a shuttle 

service to transport guests from one 

section of the resort to another, and its 

new arena reaches 89,079 sq. ft. for a 

total capacity of 6,880 people. 

And yet, there is something about 

this Cancun getaway that is, for all its 

enormity, surprisingly accessible. Simply 

put, the Moon Palace is the resort 

equivalent of a friendly giant; it may 

seem large and imposing, but it is also 

utterly aware of this fact and is therefore 

enthusiastically eager to please. 

Walking into the Nizuc lobby is like 

stepping into an event space. Wall-to-wall 

marble flooring is offset by warm wooden 

accents along the walls and pillars, and a 

large, square bar is situated in its centre, 

acting as a hub for the guests bustling to 

and from the pool, buffet and adjacent 

coffee shop. 

Staff are always within arm’s reach, 

whether they’re behind the front desk, 

sitting at concierge, or greeting guests 

at the door, and everyone says “hola” 

to passersby. 



The resort accommodations are 

separated into buildings distinguishable 

by names derived from flora and fauna, 

and are interconnected by a covered 

walkway spanning the grounds that can 

take up to 20 minutes to cover by foot.

The rooms have all been renovated with 

clean, minimalist design and include king 

size or double beds, a double whirlpool 

tub, a hair dryer and flat iron, and a 

minibar with a liquor dispenser.

Other amenities, such as bathrobes, 

satellite television, direct dial telephones 

and CH-branded bath products are 

included in every stay.

Moon Palace has no shortage of culinary 

options; in addition to the Italian, seafood 

and teppanyaki experiences enjoyed 

at most all-inclusive resorts, the property 

features Arrecifes, a Brazilian steakhouse 

where wait staff circulate the dining room 

serving cuts of steak, chicken, pork and 

fish from long, sword-like skewers. 

Those wanting to get dolled up to dine 

can venture out toward the Golf Club, 

where La Trattoria (an Italian a la carte) 

and Riviera Maya (traditional Mayan 

cuisine) both require male guests to wear 

long pants and collared shirts.

Room service is perhaps one of Moon 

Palace’s most impressive offerings; the 

scale of the property requires the use of 

golf cart-like vehicles outfitted with giant 

hot boxes, allowing breakfast to arrive 

quickly – and still steaming – from the 

Palace kitchen.

In addition to its collection of pools and 

swim up bars, guests can frequent multiple 

gyms, the motorized sports marina or the 

meditation garden. Moon Palace has a 

dive tank and a FlowRider brand Double 

Wave Simulator. For kids, there’s a teen 

lounge, two kids clubs, and a separate 

pool area complete with water park and 

splash pad.

The resort spa features complete 

hydrotherapy services for guests looking 

to unwind, while Moon Palace’s 27-hole 

Jack Nicklaus Signature Golf Course 

can easily fill a day in itself, although 

there’s18-hole mini putt for guests who 

aren’t interested in going pro.

The entertainment sector of the resort is 

another area where the Moon Palace 

aims high; celebrities have been known 

to perform on its grounds, plus fire shows, 

karaoke and theme parties are regular 

occurrences. 
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GOWAY GOES 
TO MEXICO

Discover the Yucatan & Cancun
7 Days - $1129**

Airport transfers, 4* accommodation, daily breakfast, transportation, 
archaeological sites & museums, visit Chichen Itza, Merida, Uxmal, Ekbalam, 
Coba, English speaking guide, porterage at hotels and airports, restaurant tips.

Book by  15 Dec’15  
and  

Save 10%**

Request our Travel Planner

Call Toll Free 877.469.2950 
or visit www.goway.com/mexico
*Per person, twin. Subject to availability. **10% saving already deducted on select dates in 2015.  
Select departure dates. Exchange rates as of 21 Aug’15 and subject to change. Single and triple rates available on request. TICO#1543989. 3284 Yonge Street, Toronto, ON.

Colonial Mexico
8 Days - $1419*

Airport transfers, 4* accommodation, daily breakfast, transportation, archaeological 
sites & museums, visit Mexico City, Patzcuaro, Guadalajara, Tequila, San Miguel de 
Allende, English speaking guide, porterage at hotels and airports, restaurant tips.

LIVE IT TO BELIEVE IT 

Originally built in 1996, the resort has 

recently spent more than $100 million 

in enhancements that include room 

renovations, new restaurants and 

meeting facilities outfitted with smart 

technology.

Moon Palace is a 10-minute drive from 

Cancun International Airport.

Complimentary WiFi is provided to 

guests in all locations of the resort.

Guests can visit other Palace  

Resort properties during their stay 

and are entitled to unlimited dining, 

beverage service and access to 

facilities. 

Facilities and dining aside, the service is 

where Moon Palace really shines; 24-hour 

room service is available to all guests, 

parents can seek relief using the Palace 

nannies, and anyone worn out from 

walking the resort can flag down a staff 

member to hitch a ride in a golf cart.

The staff sing, dance and joke their 

way through waiting tables, running 

cocktails, and driving guests to 

and fro. During an evening puppet 

show put on in the Nizuc lobby 

for the resort’s smaller guests, it’s 

difficult to determine who has 

more fun with the Disney-themed 

marionettes. 



up front
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W hen he was 26, Tim Croyle 

got off a plane in India and 

thought to himself, "What 

the hell have I done?"

He had no plan and no return ticket, 

but wide-eyed and curious, he was 

looking for an adventure.

Croyle and a friend backpacked 

through the Indian subcontinent for 

six months, eventually making their 

way to Hong Kong where he worked 

in a bar, met his wife, and established 

a recruiting company before moving 

to Canada in 1995.

Now vice-president and general 

manager of WestJet Vacations, the 

days of "winging it" are long past 

for Croyle, who has moved up the 

ranks thanks to a knack for strategic 

planning and long-term vision – a bit 

contrary to strengths one may have 

paired with the young man who left 

home without much of an idea as to 

where he was going.

Born and raised in the U.K., Croyle 

travelled frequently with his family 

growing up but never really 

considered a career in the industry. 

In college, he studied industrial 

engineering, the foundation for his 

business in Hong Kong which sought 

out and supplied engineering talent 

for airport development. 

When Croyle made his way across the 

pond, he took on a role with Nortel 

in Calgary and says it was "just by luck" that he then 

landed at WestJet in 2003. His first gig with the airline 

was introducing project management discipline in the 

Airports division, developing and implementing a self-

serve check-in roadmap and expansion into the U.S. & 

other international markets.

From there, Croyle was named director of corporate 

development, working with the executive team to 

create a long-term road map for the company, which 

was when plans for regional and long-haul aircraft 

were initially established. The insight he gained in that 

position proved valuable when he became director 
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of operations and then vice-president of WestJet 

Vacations, leading the airline's tour operator arm that  

was launched in 2006.

Regardless of what position he was in, the organization 

leveraged Croyle's ability to establish goals, plans and 

direction. 

"It’s important to take the time to really set the strategy 

for a company," he says. "Without the clarity of what our 

purpose is, it’s more difficult for the team to operate and 

to make the right decisions in their day to day.... I think that 

not having a well laid-out strategy means that you can 

get pulled in by the day-to-day and then you’re driven 

more by the external forces. Having longer-range plans  

is important so that we can always make sure we're  

taking deliberate steps to improve and meet our strategic 

goals."

But as Croyle admits, changes in the business, industry 

and economy all impact long-term strategy, which is 

why WestJet and WestJet Vacations regularly review their 

goals. Still, setting the groundwork is imperative to working 

effectively and efficiently. 

"At least it gives direction," he says. "As you move along 

that path, you learn [new information], and then you 

make course corrections."

Take for example the interactive brochure concept that 

WestJet Vacations introduced in 2013. 

The online tool was a customized, personalized e-brochure 

that allowed travel agents to offer as much relevant 

information as possible to clients when planning a vacation, 

including the incorporation of videos, photos, and up-to-

date destination and hotel information. A magazine-style 

paper brochure was meant to complement what was 

available online. 

But shortly after launch, the company saw that the 

reality was much different from what they had expected  

and while many agents did take advantage of the new 

tool, a traditional brochure was still in demand.

Adapting plans as necessary, WestJet Vacations now  

offers a bigger brochure (though not as big as the pre-

interactive brochure days) in addition to the e-platform.

"Everyone is different so we're now trying to cater to  

that broad set of requirements," the VP says. "It's still 

something we continue to evolve and develop – I think 

over time, [the e-brochure] is the way it's going to go."

Safe to say, flexibility and adaptation are important  

when working towards certain goals, which Croyle 

suggests takes a fair amount of balance, especially as 

the business grows.

He says that when he first started at WestJet (which was  

just growing out of its infancy at the time), there "wasn't 

much of a business management position."

"We have a great guest experience, but in the early  

days it was 100 per cent around people just making the 

right decisions at the right time," Croyle explains. "And  

as we grow bigger, we needed those decisions to be 

more deliberate." 
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The challenge is "having the balance of 

process so there was enough, but not so 

much that it killed the entrepreneurial 

spirit." 

"If everyone is just making stuff up, you 

don't have that repeatability," Croyle 

says. "But you don't want 100 per cent 

process and no empowerment because 

there will always be situations that come 

along that don't fit the process."

Drawing a connection to his time 

working in a factory years prior, Croyle 

says there wasn't a lot of empowerment 

because there was a specific formula 

and criteria. However in travel, there 

are many variables that impact multiple 

facets of operations.

"We move 50,000 guests a day, and 

they’re all unique," he says. "People are 

expecting us to leave on time, for the 

bag to be there when they arrive, for 

the transfer to be there, the hotel has to 

be great – so knowing that you've got 

all these factors and variables – different 

guests with different needs, weather, 

other operational concerns – you have 

to have enough process that gives you 

the repeatability 95 per cent of the time, 

but you also have to have people who 

know how to deal with the other five per 

cent you've never thought of."

A lot of that comes down to the team 

and culture at WestJet, which has 

been recognized as one of Canada's 

most attractive employers and in 2011, 

designated as a J.D. Power Customer 

Service Champion.

"We talk a lot about the owner culture, 

and people say that’s just PR, but 

people here do treat it like it's their own 

company,” Croyle says. "The team is 

always looking for ways to improve, 

to provide a better experience for 

our guests, reduce our costs, and so 

it's melding that with enough process 

and strategy that we can actually carry 

it out."

At WestJet Vacations, the landscape is 

changing as the tour operator grows to 

support the airline's expanded network, 

from the U.S. to the Caribbean and now 

to Europe – not to mention the regional 

Encore service that is feeding into larger 

gateways.

All that in mind, such massive potential 

ultimately relies on "having a clear vision, 

and then a relentless focus on cost."

Addressing relationships with the 

travel trade in Canada, Croyle says 

that their priority has been honesty 

and transparency when it comes 

to package costs and commission 

structure alike.

"We understand it is a tough business and 

we need to find the right compensation 

model that works for them and works for 

us," he explains.

It's another element of the business that 

continues to evolve as the world – and 

guest expectations – change as well, 

but for Croyle, it’s all about embracing 

the unexpected. 

"When we launched our Live TV, it 

was the best thing since sliced bread  

and iPads didn't even exist," he relates. 

"Here we are today and it's not that  

long later that our new [in-flight 

entertainment has] no screens on the 

plane – everyone brings their own. You 

never would have thought of that 10 

years ago.” 
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Idyllic. Striking. Nature.
Opening November 1, 2015 – Secrets Akumal Riviera Maya is ideally located in the heart  
of Riviera Maya along the white-sand beaches of Akumal. This brand new, adult-only 
resort offers an Unlimited-Luxury® experience starting with 434 elegant suites, many with 
stunning ocean views, and an expansive infinity pool, all located near the Mayan sites  
of Tulum. Indulge in 24-hour room service, a daily refreshed mini bar, limitless gourmet 
dining and top-shelf spirits. Enjoy the beauty of Akumal – meaning “Place of Turtles” in 
Mayan – by snorkelling off the coast, visiting nearby underwater rivers, or simply basking 
on the beach. A new world awaits at the all-new Secrets Akumal Riviera Maya.

Visit transatholidays.com



vogue

Blake Wolfe

Tired of your boat not having a sauna? London-based yacht broker & charter 

Burgess has got you covered.  At the high end of Burgess’ fleet, the 93-metre 

Indian Empress can be yours from 600,000 Euros per week. Guests can sweat it 

out at the on-board gym and then hit one of its two shower rooms – or, skip the 

gym for a quick massage, then freshen up at the beauty salon. Don’t feel like 

walking? Burgess’ onboard elevator is just the thing. 

Photos courtesy Burgess
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Sailors prone to cabin fever will find the extra space they need on Virgin 

Island Sailing’s Maverick. This modern, open-air catamaran sleeps up to 12 

guests in five cabins (each with its own iPad mini), and has plenty of deck 

space for catching some sun.  Stretch your legs with rented paddleboards 

and windsurfing, enjoy the vessel’s selection of 1,000 movies (the media 

centre has surround sound), or simply sit back and enjoy a meal prepared 

by your charter’s private chef. 

For the nautically disinclined, Y Charter’s most popular yacht, Lazzara, is 75 luxurious 

feet of sunroof, leather furniture and a Bose home theatre system. Cruise the Florida 

Keys and Miami shoreline in style with a galley boasting granite countertops and 

stainless steel appliances. Sick of watching the sun set while you eat? Lazzara has 

an indoor dining option, and between its three staterooms (accommodating up 

to 12 guests), you may never have to go outside again.

Photos courtesy Virgin Island Sailing

Photos courtesy Y Charter
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Offering an all-inclusive charter experience, TradeWinds sails from a variety of Caribbean, 

Mediterranean and South Pacific destinations. One of the company’s Flagship-Class 

catamarans, Aletheia TradeWinds 70, is found exclusively in the Caribbean, with onshore 

excursions, water sport rentals and scuba diving all part of the deal. The Aletheia’s crew 

of four, including an on-board chef cooking up gourmet treats, offer guests a first-class 

experience that includes flexible itineraries, daily destinations, and even a unique 

‘noodle bar’ – a flotation-inspired way to enjoy a cocktail. 

Camper & Nicholsons International’s ICON Motor Yacht is no ordinary stinkpot. 

More than 200 feet long and with a décor fit for a king, this vessel has wall-to-

wall white carpeting, a glass-bottomed pool, and a hammam (Turkish bath). 

The ICON has room for 12 guests with six suites, and is capable of carrying up 

to 19 crew members.

Photos courtesy TradeWinds

Photos courtesy Camper & Nicholsons International
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Aletheia TradeWinds 70, TradeWinds
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escape

Text & photos: Britney Hope
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T he first time I travelled on my own, I did so with a 

colour-coded itinerary in a two-inch binder. This binder 

detailed my schedule for each day, hotel and restaurant 

reservations, and Google map printouts of my destination, in 

case there wasn’t Internet. 

All this preparation, by the way, was for a long weekend in 

Montreal.

This was years ago, and though the binder is no more, my 

need to pre-discover everything about where I happen to be 

travelling remains; I like to know in advance where the locals 

eat and what attractions will suit me best.

So it was understandably jarring when, elbow-to-elbow and 

Barbados-bound with my fellow fliers, I realized I was not precisely 

aware of my destination’s history, culture or five-day forecast 

(and while some may not consider this great cause for alarm, 

allow me to reiterate: colour-coded itineraries).

The chance to spend three days in Barbados came up fairly 

last minute, and I didn't make time for fastidious preparations.

Instead, all I had was a hastily-packed suitcase and a total lack 

of expectation, as I tried in vain to picture what Barbados had 

to offer. Despite the initial panic, I discovered a new kind of thrill: 

everything ahead of me would be a surprise. 

Barbados is a unique destination in that it offers all the tropical 

trappings one looks for in an all-inclusive Caribbean vacation, 

but with an exploratory, cultural twist. 
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Here, it's commonplace to venture off-property, and 

there’s no shortage of things to do. Shoppers can fill 

their days in the St. Lawrence Gap area where a high-

end shopping district is home to stores that even major 

Canadian cities don't carry. For those seeking great views 

and sumptuous eats simultaneously, The Cliff is among the  

world's best.

There is also a charming accessibility to Barbados, the 

kind where everyone – no matter their age, what they’re 

doing, or how much space you’re taking up on the road 

– waves at your garish, open-air tour truck as you pass by. 

My driver and guide, Ian, was a perfect example of the 

intriguingly friendly and roundabout way in which the 

people of Barbados speak, delighting our tour group with 

such linguistic gems as, “This will arouse your imaginations” 

and “I invite you to experience the pleasing complexion 

of the ocean’s waters.” Dickens, eat your heart out. 

On our first day exploring, it was Ian who marshalled us 

through Barbados’ bumpy back roads, taking us from  

the South coast of Bridgetown along the island’s East side 

and around the northern edge to the turquoise waters of 

the Caribbean Sea. He showed us retired sugar factories,  

farms and roadside markets before reaching a cliff side 

lookout, where the panoramic views of the ocean couldn't 

be beat. 

It was hard to ignore the roadside traffic signs inviting me 

to ‘reduce speed’ and ‘give way’ as I took Barbados in, 

enchanted by its twisty dirt trails, centuries-old historical sites, 

vibrant homes and public art installations.

I never knew what was coming next, which was a welcome 

feeling as I discovered more about a destination that very 

clearly has established its own unique identity. A four-hour 

drive through the island coaxed me into the realization that 

a moment is something to be witnessed – not squeezed and 

wrung out for every opportunity.

This new perception would conveniently come in handy 

later during dinner at Oistins Fish Fry, a favourite Friday night 

must-do for visitors and locals alike, famous for its buoyant, 

fresh-to-order barbeque and impromptu break dancing. 

A packed assortment of brightly coloured booths serve up 

local fare for less than $15 (including a Banks beer, the island’s 
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own homebrew). Neighbouring merchants sell handicrafts 

to the sounds of Calypso, Ska, and Bob Marley. The whole 

thing has  an undeniably Barbados feel, especially when, 

toward the end of the night, diners gather in the center to 

dance (or at the very least, attempt it). 

As someone who has never been much of a fish lover, I was 

originally tempted by the chicken option on the menu but 

I was feeling adventurous after a day on the back roads of 

Barbados, so instead, ordered fried snapper, reasoning that 

I was at a place known for its fish and so needed to give it 

a chance (I also figured it would go down easier if it was 

battered and crispy).

My dinner arrived – contrary to my expectation, grilled with 

peppers – and as I discovered after peeling back the foil, 

its head and tail still attached. Little bits of pepper seemed 

to blink up at me from where its eyes used to be. 

It may not have been part of the plan, and it certainly took 

me by surprise, but in the spirit of the moment and in the 

name of the island that had given me a new ability to go 

with the flow, I ate that fish. I ate the whole thing, and you 

know what? I liked it. 



Sandals recently took up residence in the St. Lawrence 
Gap of Barbados, Sandalizing the former Couples 
Barbados with a US$65 million enhancement and unveiling 
280 refurbished rooms, 14 room categories, and 11 new 
dining concepts – including Bombay Club, the first-ever 
Sandals restaurant to offer Indian cuisine.

Located 15 minutes from Grantley Adams International 
Airport, Sandals Barbados is a quick walk or drive from 
some of Barbados’ best shopping and dining. 

It’s the only resort in Barbados exclusively for couples, 
and has been designed for romance, setting an eclectic 
landscape of lush tropical flowers against contemporary 
furnishings with subtle, minimalistic décor.

Guests looking for a particularly luxurious experience can 
reserve a Butler suite, complete with tranquility soaking 
tubs, personal butler service, and full use of the Club 
Sandals lounge, where reservations can be made for 
the resort’s Red Lane Spa. 
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consulting

Pat Lipovski, Envision Group

A t Envision Group, we have built careers and 

reputations that are firmly rooted in our ability to 

coach, facilitate and develop leaders at every 

level of the organization.  

Leadership can be hard to define and is a term that 

means different things to different people. Leaders create 

a vision and then motivate and inspire others to reach 

that vision. They build and coach people, and manage 

the delivery of the vision. 

So, does this mean that leaders are only top level 

employees? John C. Maxwell said, “The true measure of 

leadership is influence, nothing more and nothing less.” 

Leadership is not only about personality and experience; it 

is about ownership, accountability and taking responsibility 

in all you do.

Envision Leadership unlocks human potential by stimulating 

and supporting people in understanding their vision – 

where they want to be or what they want to accomplish 

– and then help them understand where they currently 

are, providing tools to bridge the gap by using the ‘Vision’ 

six step model that we'll introduce to PAX readers in the 

coming months.

Turning victims to victors 

How do you want to live your life? Do you want to have a 

life full of possibilities and positive intent, or do you want 

to be in turmoil, and consumed with drama that often 

comes with the victim mentality?

‘Living Above the Line’ is a concept we at Envision  

use in every workshop we do. Why? Because it is so 

powerful in every aspect of life: personal or career, as 

an executive or a homemaker. Let’s be real – we all  

live ‘Below the Line’ at some point; the trick is to limit  

this to no more than 20 per cent of the time, and then 

move above the line 80 per cent of the time.

Living Above the Line is the victor mentality; it means 

taking ownership, holding yourself accountable for 

your actions or inaction, and being responsible for your 

circumstance.

Above the Line thinkers set their own course and are  

able to weather the storms that life puts in their path.  

They have a vision and are able to work through challenges 

with a positive focus and energy. Victors have a sense  

of purpose and prefer to leave the drama behind.   
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When problems arise, they ask: “What will it look like when 

it’s fixed?” and more importantly, “What will fix it?” Above 

the Line thinking is fueled by potential and opportunities.

On the flip side, Living Below the Line is a victim mentality. 

Victims blame other people or factors for the challenges 

in their lives. They have an excuse for every problem and 

feel that every problem in their life is caused by someone 

else – their spouse, their boss, their friend and so forth. 

They live in denial and focus on why something happened 

rather than what can be done to move forward. 

The line knows no age limits or bias. Every one of us can  

live either above or below the line.

The choice is yours: live a life with passion, potential and 

opportunities and take responsibility – be a leader – or 

wallow in the below the line thinking being driven by 

circumstance.

We look forward to sharing more on our leadership vision 

with you in upcoming issues of PAX. 
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business sense

Blake Wolfe

W hat’s in a name? Well, when it comes to job titles, 

it depends on who you ask. 

According to a 2014 study by compensation 

consultant Pearl Meyer & Partners, 80 per cent of companies 

surveyed said job titles were used to define hierarchy and 

structure, and 92 per cent said they were used to define the 

roles of employees.

The evolution of titles in many modern workplaces – think 

Apple’s service technicians going by ‘Genius’ or G Adventures' 

guides instead being named CEOs (chief experience officers) 

– is a relatively new phenomenon. Some businesses are going 

so far as to give employees the opportunity to choose how 

to define their role in a word or two, rather than adhere to 

traditional workplace labels.

A study in the Academy of Management Journal stated 

that while job titles are important in determining human 

resource functions (such as performance appraisals and 

compensation) and encourage teamwork and trust amongst 

colleagues, ‘self-reflective’ titles created by employees can 

have positive effects on individuals’ self-esteem by allowing 

workers to express what they feel best describes their roles.

On the other end of the spectrum are the growing number 

of workplaces that have eliminated the concept of titles 

altogether in an effort to focus on function over designation. 

Models such as Holacracy are already in place at businesses 

like U.S. online retailer Zappos, which has received as much 

attention for its lack of managers and hierarchy as it has for 

its financial successes.

Which approach is best for your company? Read on and 

decide for yourself.



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

- According to Janine Truitt, chief innovations officer of Talent Think 

Innovations, titles not only provide employees and employers 

with an indication of which level in the company they are 

currently at (both in terms of responsibility and compensation) 

but how much further they can climb at their current workplace, 

thereby assigning value to their current status while providing 

a roadmap for the future.

- Ellen Auster, professor of strategic management and director 

of the Schulich Centre for Teaching Excellence at York University, 

says that while titles help employees “in the moment” by 

signifying their day-to-day functions at one company, the 

influence of a title goes beyond the current workplace and 

signals their responsibilities to prospective employers by showing 

career progression – or lack thereof.

- Titles can also help define a business as a whole; a quick scan 

of titles used by a company’s employees can give an indication 

of the work environment at a particular business. For example, 

non-traditional titles (such as ‘recruitment ninja’) often portray 

a more relaxed or contemporary workplace, Truitt says.

- Brian Robertson, the founder of Holacracy (a management 

system emphasizing autonomy for employees and a 

focus on achievements and activities over titles) says that 

with constant shifts within organizations due to changes 

in technology or the overall economy, changes in  

roles often outpace job descriptions, making labels 

irrelevant.

- While admitting that roles determined by titles can 

foster teamwork, Auster says collaboration can be just 

as easily undermined when used too rigidly in defining 

responsibilities, creating boundaries and “unnecessary 

hierarchy” which can hinder the team approach.

- Just as a title can provide employees with a sense of  

value, they can also cause egos to swell, Auster continues. 

Similarly, an employee who feels they are not living 

up to the level of achievement implied by their title 

can suffer increased workplace stress or depression,  

she adds. 

In large, multinational corporations, while titles like  

“CEO” and “VP” may be universally recognized, Truitt advises 

companies be cautious in the case of ‘new’ titles, as humour 

or light-hearted approaches can be lost in translation if 

embraced by only one division of a global workforce.

Chris Bell, associate professor of organization studies at 

Schulich, says that although titles can signify status, it can’t 

come at the expense of accurately describing the role’s 

true function. 

Additionally, he says, while some employees and workplaces 

may opt to make up their own titles, labels that are too far 

removed from established designations will provide little to 

no value for employees when it comes time to update their 

résumés. 
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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.

news

SKYLINK HOSTS ANNUAL GOLF TOURNAMENT

CRYSTAL EXPANDS

TRAVELONLY APPOINTMENTS TRAVELBRANDS UPDATE

CELESTYAL APPOINTMENT

TUI, INTREPID SPLIT

EMILIO TO TRAFALGAR

Representatives from airlines, insurance companies, hotels and other travel businesses joined 
SkyLink on Aug. 12 for its annual charity golf tournament. "We're always so busy in our day-to-
day life and this is like taking a pause and bringing our suppliers and a few clients together 
– doing something different, spending a day together, and more importantly, in all this fun, 
raising money for SickKids," Yuvraj Datta, president, told PAX before the event kicked off.

Crystal Cruises is charting a new route after 
25 years of cruising, as the company has 
announced significant expansion with 
three new luxury brands. The cruise line will 
introduce new ships, as well as its own Boeing 
787 Dreamliner aircraft, by 2018.

TravelOnly has appointed Emily Crane as 
director of sales & marketing, and Sinthia 
Gawlak as VP of associate relations & 
business development. Crane brings 
15 years of industry experience, having 
started out her travel industry career 
with Flight Centre, while Gawlak brings 
extensive experience with CIBC, where 
she held a number of senior roles in retail, 
technology, operations and finance.

In its ongoing restructuring, TravelBrands 
has received a further extension to the 
stay of proceedings until Sept. 30, which 
will allow the continued operation of 
TravelBrands' business; and provide 
an opportunity for TravelBrands and 
the landlord (of the company’s former 
headquarters at 75 Eglinton Ave. East in 
Toronto) to continue discussions.

Celestyal Cruises has appointed Christine 
Chiang to the new position of vice-
president, sales and marketing in Canada, 
as the company continues its ongoing 
Canadian expansion. Chiang will lead a 
core sales team in Canada to promote 
and sell the Cuba Cruise brand, in addition 
to Celestyal’s Aegean and Adriatic cruise 
experiences.

TUI Group and the founders of Intrepid Travel 
have ended their PEAK Adventure Travel 
Group strategic venture. According to a 
statement, the mutual decision to end the 
four-year partnership will allow each business 
to best serve their respective adventure market 
segments. Intrepid Travel co-founders Darrell 
Wade and Geoff Manchester are taking back 
full ownership of the Intrepid Group. 

Trafalgar Canada has welcomed Anita 
Emilio as the company's new VP sales. With 
17 years in the travel industry, Emilio began 
her career as part of the original leadership 
team at Flight Centre Canada. Most 
recently, she was the general manager 
at Goway and Travel Counsellors.

WOLTERS MAKES A MOVEITRAVEL2000 CRUISES

Christian Wolters has taken on a new 
position as North American managing 
director for TourRadar, an online 
marketplace to compare and book group 
travel. The North American office will be 
based in Toronto.

itravel2000 has appointed Jordana  
Botting as the company's new director 
of cruise product. Bringing 12 years of  
travel industry experience, Botting will 
oversee and grow itravel2000's cruise 
offering.
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ACTA’s 27th annual golf tournament took 
place on July 8, welcoming approximately 
200 professionals from all corners of the travel 
trade. Pictured here: Eamonn Ferrin, president & 
CEO, Air Canada Vacations and Pierre Lepage, 
executive director, CATO. 

Delta Air Lines was dishing out some of its signature 
hospitality at the 2nd annual Taste of Toronto. 
Of Delta: Charles-Oliver Defaud, district sales 
manager; Adeline Peikham-Hseih, general sales 
manager, Canada; Pedro Thomas-Almonte, 
flight attendant; Steven Larkin, director of sales, 
Canada; & Maxine Okata-Olsen, flight attendant.

The Israel Ministry of Tourism hosted a breakfast 
seminar to introduce Uri Steinberg, consul and 
commissioner for North America, Israel Ministry of 
Tourism (left), to the Canadian industry. It also marked 
a fond farewell to Ami Allon, consul for tourism, IGTO 
Canada (right), who is returning to Israel.

Toh Ern Chong, senior manager - airline development, 
Changi Airport Group & Les Kovacs, sales manager 
- Eastern Canada, Singapore Airlines brought the 
Lion City to Canadian travel agents, showcasing 
new developments in store for 2015.

Celebrating their 2015-2016 sun season, representatives of Transat Tours: Suzanne Diefenbaker, Erin 
Oddleifson, Dan Prior, Mary Santonato, Annick Guérard, Nicole Bursey, Ursula Leonowicz, Denise Heffron, 
Alyson Thompson, Patricia Brady, Robert Reed & Carmen Wakileh.

Tourism representatives for Tobago met with the 
Canadian travel industry to keep the island top of 
mind. Pictured are: Allison Ferguson, marketing/
PR director, Avia Reps; Ayanna Sealey, dancer; 
and Jesille Peters, promotional analyst - division 
of tourism and transportation, Island of Tobago.

Representatives from Visit Barbados spent time 
in Canada to promote the destination. Of BTMI: 
William Griffith, CEO; Peter Mayers, director, 
Canada; and Alvin Jemmott, chairman.

Showcasing what Atlantic City has to offer in 2015,  
pictured are: Dave Szukics, marketing consultant, 
Resorts Casino Hotel; John Happersett, Tropicana 
Atlantic City; Carla Caulk, Sheraton Atlantic City; 
Heather Colache, Meet AC; Brian Davis, Great 
Escape Tours; & Sharon Franz, Steel Pier.
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Ideally situated in Cancun’s most desirable location, Hyatt Ziva Cancun is on the point of a picturesque 
peninsula, the only resort surrounded on all three sides by the sparkling Caribbean Sea.

 The Evolution of All-Inclusive TM

HYATT ZIVATM CANCUN

Contact your Preferred Tour Operator
A LLINCLUSIV E .HYAT T.COM | 800.720.0051

CANCUN • LOS CABOS • MONTEGO BAY • PUERTO VALLARTA

• All 547 accommodations feature private balconies
• Unlimited dining options with à la carte restaurants, gourmet bu� ets,

cafés, lounges, traveling food carts, and 24-hour in-room dining
• Floating swim-up suites
• Three infi nity pools, including an adults-only pool, plus three oversized hot tubs
• Professionally sta� ed, complimentary KidZ Club
• World-class wellness center with ocean views
• Sky wedding venue and wedding gazebo on the point

OPENING NOVEMBER!

Infi nity Pool,
Hyatt Ziva Cancun

SAVE
UP TO
50%*

*Savings of up to 50% off published rates are valid for new bookings made now through November 15, 2015 for travel November 15, 2015 – July 28, 2016, subject to availability. Rates may vary by date. 
Minimum 5 night stay require December 27 - December 31, 2015. Blackout, weekend, holiday and peak season surcharges may apply. Promotions are accurate at time of printing and are subject to 
changes, exceptions, cancellation charges and restrictions. Not responsible for errors or omissions. Only combinable with select promotions. Full details available upon request. The Hyatt Zilara™ and 
Hyatt Ziva™ trademarks and  related marks are trademarks of Hyatt International Corporation. ©2015 Hyatt International Corporation. All rights reserved. ©2015 Playa Resorts Management, exclusive 
operator of Hyatt Zilara™ and Hyatt Ziva™. PLA01770815
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Ponant Cultural Cruises & Expeditions hosted 
80 local travel agents aboard the L’Austral, for 
a ship tour and luncheon in Vancouver on July 
11. Of Ponant: Navin Sawhney, chief operating 
officer & Kathy A. Johns, director of sales - North 
America.

Representatives of Choose Chicago wrapped up four days in Vancouver with local travel agents during a 
sunny soiree on the patio of the Shangri-La Hotel. Of Choose Chicago: Charmaine Singh, account director, 
Canada office; Cathy Domanico, VP of tourism and leisure sales; Kristi Shuda, tourism sales manager.

Silk Holidays and Japan Airlines has awarded 
Bobbie McKenzie from Vancouver's Uniglobe 
Speciality Travel the Japan Months grand 
prize. Pictured here with McKenzie (centre) are  
Kenny Fan, Silk Holidays & Janice Wong, Japan 
Airlines.

PAX sat down with Rich Gonzalez, director of 
sales and marketing for Arizona’s W Scottsdale 
Hotel, to discuss the latest developments in the 
city’s entertainment district, and what guests 
should know about this 230-room Starwood 
property.

Representatives from Context Travel, named one of 
the top European tour companies by Travel + Leisure 
magazine, speak about their first Canadian tours in 
Vancouver and Montreal, launched in May. Pictured 
here: Lily Heise, expansion manager & Louise-Marie 
Lessard, Vancouver wine docent.

AC: YVR TO BRISBANE

CALL THE DOCTOR

AIRBUS AT YVR 

GILMAR PROMOTED 

OVERPAYMENT SCAM

Air Canada will offer non-stop flights from 
Vancouver to Brisbane, Australia beginning 
June 17, 2016. The service is Air Canada’s 
third new Pacific route announced in the past 
year, in addition to Toronto-Tokyo Haneda and 
Vancouver-Osaka.

Ensemble members Uniglobe Adventure 
House Travel and Vancouver's Sea Courses 
Cruises have joined forces. The merger will 
mean increased opportunities for Canadian 
healthcare professionals looking to expand 
their knowledge with educational getaways 
offered by Sea Courses.

Marking the first scheduled service of an Airbus 
A380 at YVR, British Airways will be changing 
the aircraft used in its London Heathrow – 
Vancouver service on May 1, 2016. According 
to Airline Route, the airline will be replacing its 
Boeing 747-400 with its new Airbus A380 for the 
route, and has revised its schedule to remove 
the five-weekly flights being carried out by its 
Boeing 777-200ER.

Sunwing Vacations has appointed Keltie 
Gilmar as business development manager 
for southern Alberta and southeastern British 
Columbia, effective immediately. Part of 
Sunwing Vacations since 2011, Gilmar will 
continue to serve as BDM for Northern Alberta.

ACTA and Consumer Protection BC is warning 
about a potential ‘overpayment’ scam aimed 
at travel wholesalers. Companies are reminded 
to never accept cheques or bank drafts for 
more than the selling price of a product, and 
to never agree to wire back funds to a buyer.
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A downpour on the green didn’t 

dampen the outpouring of support at 

the SKAL Toronto Club golf tournament 

on Aug. 10, 2015. More than 125 golfers, 

volunteers and guests came together 

at the Royal Woodbine Golf Course in 

Etobicoke, and although the game 

ended early due to inclement weather, 

spirits remained high as participants 

reconvened back at the clubhouse 

for indoor activities and a prize-filled 

dinner event.
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Who says fashion and 
function can't mix? Toronto-
based clothing retailer Tilley 
Endurables manufactures 
a wide range of cute and 
comfortable products for 
both men and women right 
here in Canada. Tilley aims to 
meet the needs of practical, 
trendy travellers everywhere, with clothing all designed 
specifically to be lightweight, moisture-wicking, wrinkle-
resistant, and packed full of pockets. 

Ever return from an 
industry function with 

enough business cards 
to fill a shoebox (and 

then, without an easier 
solution available, 

deposit them into an 
actual shoebox, under 
your desk)? CircleBack, 
a company whose sole 

objective is to help 
people keep their 

contacts up to date, 
has an app for that. 
Its technology scans 
hardcopy business 

cards and automatically 
converts the info 
into your phone 

while consolidating 
duplicates, syncing 

across several 
platforms.

It can be easy to forget (and hard to believe) that some people in this world have no interest in 
venturing beyond their own front door. An Idiot Abroad is a TV series created by Ricky Gervais 
and stars Karl Pilkington, a travel un-enthusiast tasked with visiting the New Seven Wonders 
of the World. Pilkington’s absurd brand of pessimistic logic only sees shortcomings in what 
others would consider once-in-a-lifetime experiences, and surprise detours engineered by 
Gervais to force him out of his comfort zone makes the show both entertaining – and sometimes 
shocking – to watch. 

Everyone drops their phones from time to time, but what 
if you drop it from 20 feet off the ground? Optrix by Body 
Glove has you covered. Their game-changing iPhone case 
designs are engineered to be both waterproof and drop 
proof, making it the perfect product for the adventurous 
iPhone user. The tool includes four interchangeable lenses 
from normal, wide-angle, telephoto, and macro, and allows 
you to change lenses even while underwater. 

Nomadic Matt has been around. More than your typical ‘dropped everything to live life travelling’ blogger, Matt has 
penned a New York Times best-selling book in addition to his website, and has been featured by CNN, BBC, National 
Geographic and TIME. While his website is geared toward budget-focused FIT travellers, his collection of Destination 
Guides – including one that spans the entire Caribbean – are not to be overlooked for the info they provide on activities, 
must-see destinations and list of preferred tour companies.

Widely known as the go-to eatery for authentic jerk chicken, 
Scotchies in Ochos Rios, Jamaica is cheap eats done right. For 
less than $10, hungry travellers can enjoy perfectly spiced chicken 
grilled over locally grown sweetwood and pimento wood logs, 
making copycat versions of this culinary experience outside of 
Jamaica all but impossible. 



Introducing

Our Scenic Rewards Program 
Launches September 8, 2015 

WE WOULD LIKE TO REWARD YOU FOR 
TAKING THE SCENIC ROUTE

Redeem your points at over 200 major retailers across Canada & 
prepaid credit cards

Go to bitly.com/scenicrewards to register
*Must have an existing EXPRESS BOOK login to register, please inquire with your Business Development Manager

For additional information contact rewards@scenic.ca

Suite 1025, 401 West Georgia Street, Vancouver, BC V6B 5A1. BC consumer protection #40178. AD CODE SCAMA010
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THIS SUMMER, SEE WHERE 
MONTREAL CAN TAKE 
YOUR CLIENTS. 
Consider this. From Montreal, travellers can fl y with Air Canada and Air Canada rouge 
non-stop to all their favourite European destinations, including Paris twice daily, Brussels 
and Rome. You can learn more about our great summer line-up of non-stop fl ights to 
Europe out of Montreal at aircanada.com/agents. 

Air Canada Air Canada rouge

BRUSSELS ATHENS

FRANKFURT BARCELONA

GENEVA ROME

LONDON VENICE

PARIS NICE

LYON* 

*Coming in 2016.

NON-STOP FLIGHTS 
FROM MONTREAL

S:8”
S:10.5”

T:8.5”
T:11”

B:9”
B:11.5”


