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Here, desert meets the sea at the tip of the Baja. From the 
breathtaking lobby, world-class cuisine that takes you on a 
culinary world tour and 21 new premium two-bedroom 
suites for evenings of bliss – Hyatt Ziva Los Cabos is the 
Evolution of All-Inclusive in the Baja.

  Nearly all accommodations feature stunning 
ocean views 
  12 unique restaurants, bars & lounges
  Beachfront Italian restaurant
  Live cooking shows at La Plaza, La Hacienda 
and El Molino and an authentic Taqueria
  KidZ Club and Water Park
  35,000 sq. ft. Baja-inspired meeting space
  34 swim-up suites and 6 fl oating fi re pits
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What does it take to get to the top? 
Most success stories include hard 
work, focus, dedication and belief 
and this month’s story subjects are 
no exception. Join us as we follow 
their journeys to the top of their 
fields in this month’s issue.

First, we visit with Marion Rose of 
Elgin Travel & Cruises in St. Thomas, 
ON. When a supplier challenged 
her agency to increase sales 
by $500,000 over a five-year 
plan, her team upped the ante 
and did it in one. She shares her 
inspirational tale of transforming 
from order taker to dream-maker 
and how having a positive mindset 
propelled her agency past the 
competition.

Dallyce Macas, owner of éminence 
Canada likens her experience to 
an athlete in training. She learned 
to push through her discomfort to 
reinvent herself, network effectively 
and shares her outlook on what 
it means to be a strong player in 
travel.

On the other hand, Sherry 
Saunders, Carlson Wagonlit 
Travel’s senior vice-president and 
general manager Canada & 
North America leisure, believes 
in a kinder, gentler approach to 
climbing the corporate ladder. 
“It’s that concept of how kindness 
or a softer approach effects 

more strength,” she says in our 
profile. Learn how she changed 
the company culture to a more 
balanced approach.

We also shine the spotlight on five 
industry all-stars who truly believe 
there is nothing more fulfilling than 
loving what you do. Their stories tell 
of finding purpose, living a dream 
and creating their own success.

Our experts offer up their usual 
sound advice: our technology 
column looks at a new marketing 
tool to collate social media posts 
about your brand, while Pat 
Lipovski tells you how to effectively 
use visualization to get you on the 
path to success.

Don’t forget to check out the PAX 
Virtual Travel Show, Canada’s first 
online show for the travel trade. 
Running Oct. 14 to 16, it’s your 
opportunity to connect with 
suppliers across the country to 
catch up on the latest news, deals 
and loyalty promotions.

Registration is free, so sign up at 
virtualtravelshow.ca.

See you on the virtual trade floor!

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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Fares and Explore4 offer are based on Promo(s) KA/KC/JA.  Explore4 offers are per stateroom based on double occupancy, for 1st and 2nd guests sharing a stateroom and excludes 3rd/4th guests, except as provided herein. Explore4 
offers are available for new bookings only, apply only to the cruise portion of Alaska Land+Sea Journeys, are not combinable with any other discounts, are not transferable, are capacity controlled, and may be modified or withdrawn 
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and a Free canaLetto dinner! 5
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• FREE Signature Beverage Package ($1400USD value) 1

• FREE Pinnacle Grill dinner ($58USD value) 2

• FREE or reduced cruise fares for 3rd/4th guests 3

• 50% reduced deposit 4
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Travel Management and Distribution Systems

Introducing Softvoyage’s redesigned Mobile! solution

www.softvoyage.com Brought to you by Softvoyage

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

Canada’s leading e-commerce solution for travel professionals

• Packages - Flights - Hotels
• Fully integrated to your operations
• Inventory & merchandising management
• Mobile channel management
• Fully customizable with your brand
• Easy and fast to deploy
• Cloud-based solution

A shopping engine built for mobile travellers

Did you know that up to 80% of travellers now 
use their mobile devices to shop and book travel 
products? Softvoyage Mobile! is a version of our 
shopping engine designed and built from the 
ground up to offer an optimized experience for 
smart phones and other mobile devices users.

CAPTURE
CUSTOMERS
ON THE GO
WITH MOBILE!
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M arion Rose would be the first to tell you that  

she's not the same travel agent she was two 

years ago.

The owner of Elgin Travel & Cruises in St. Thomas, ON 

graduated Humber College’s travel and tourism program 

in 1983, and got her start working for companies like  

CAA and Ruse Travel before opening her own business 

in 1988.

Like many agents of the time, Rose spent her days as a 

self-described “order-taker” – selling flights around the  

clock and giving her time away to leisure clients with 

the hope that they would one day return to book bigger 

holidays. 

"Airline commissions were what paid the bills,” she recalls, 

harkening back to a time when her 

passion for travel took a backseat 

to the bottom line as the onset of 

online travel agencies prompted 

new challenges and competition. 

“The trend back then was to 

return a portion of our commissions as deep discounters 

entered the market,” Rose says. “[It] left us clawing for  

business, and feeling used and deflated at the end of 

the day.”

Such was the norm for Rose and her fellow agents at 

Elgin, who functioned as many other agents do: selling 

anything to anyone. When Rose heard about the Global 

Institute for Travel Entrepreneurs (GIFTE), an organization 

that offers business coaching, she decided to give it 

a try. GIFTE suggested Rose’s company move away  

from general sales and find a way to become inspired  

in their daily work. That’s when an unexpected 

achievement made her realize the business was capable 

of more.

“A supplier told us we had to build our sales by  

$500,000 from what we were selling, and wanted to 

make a five-year game plan out of it,” she remembers. 

“Instead, we decided to do it in a year, and it happened. 

We realized that when we really focus on a goal, it’s 

attainable.”

It was a revelatory moment and GIFTE's advice became  

the foundation for Rose’s decisions moving forward. Although 

she knows it may sound idealistic to some, she’s adamant 

that adopting a positive mindset played a significant  

role in propelling the company forward. 

“It was scary to make the transition,” she admits, “but  

we knew we were going to attract customers who would 

appreciate the value of our services, and we set the intention 

that they would come. That made it less scary, and in the 

end, that’s what has transpired.”

The Elgin team moved to a new office, designing it to 

portray “a higher quality vacation experience,” with leather 

furniture, a cappuccino maker, and touch-screen monitors for 

interactive consultations. After years of doing her own back 

office paperwork, Rose hired an administrator to handle the 

business end of things, freeing up Elgin’s 

consultants to devote their attention 

toward developing select specialities, 

namely destination weddings, cruise 

& river cruising and independent & 

adventure travel. 

Fast forward to 2015 and Rose’s agency is experiencing 

growth of more than 100 per cent in group sales for 

the present year, and is now one of three agencies in 

St. Thomas – down from eight when the company first 

opened its doors 27 years ago. Not only has the business 

been recognized with a number of awards, including the 

TDC Top Growth 2014 award, her agents’ passion-based 

service has brought in a new breed of client: those who 

are looking for unique travel experiences – and are willing 

to pay for them.

“The clients who come to us now are really looking  

to book,” Rose says, remarking that the new approach 

has also allowed them to be more selective about  

the business they take on. “They’re not shopping 

around. They know we will give them an experience 

that is beyond their expectations, and appreciate our  

advice.”

That’s what it’s all about at Elgin, according to Rose: 

arranging getaways for clients who love travel as much 

as their consultants do. 
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“It’s such a happy environment when you’re doing  

what you love to do,” she says, explaining that the 

shift in perspective has also enhanced the team itself,  

who operate as a sort of support system, referring 

clients to each other based on expertise rather than  

competing for business. “We didn’t always have the 

relationship that we do but we’ve truly become family 

over the years, treating each other the way we treat our 

customers.”

All in all, Rose points out, their success comes down to 

attitude; the office is now a “negative-free zone,” and 

the difference is tangible.

“If we received [bad news] before, we would pass blame 

to the airline, or to the supplier or customer,” Rose recalls. 

“And now we see [bad news] as a lesson and something 

that we can grow from.”

It’s a state of mind that achieves results, she says. Elgin’s 

rate for return business is 76 per cent, and due to the 

nature of their services, attract referrals worldwide, leaving 

them with enough business to stay busy but with the 

flexibility to enjoy life. 

Rose admits that it may sound too good to be true, but 

maintains that refocusing Elgin’s goals away from selling 

and putting attention on unique service was the key, 

and is achievable for anyone willing to make a change.

“When you’re passionate about something,” she says with 

a smile, “it’s an easy path to take.” 

From Left: Marion Rose, Nicole Bedard, Laura Parkington, Ineke Palmer & Mary Vanzanten.
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Role: Office concierge

Time in travel: 28 years

Her travel passion: Being able to help fulfill someone’s travel dreams.

Favourite type of client: Every client is special in their own way. They come to us and give 

us their trust. It’s a privilege to give them the guidance they need.

Her secret sauce: My attention to detail. I like to provide clients with all the info they need 

when travelling – from what to pack (and what not to pack), or what to expect with 

connecting flights in certain airports.

Role: Cruise specialist

Time in travel: 31 years

Her travel passion: I love that I have clients who come into the office with a smile, and with 

the confidence that I’ll find them the best vacation experience I can. What other industry 

can you say that about? 

Favourite type of client: The best type of client is the one that gives me a challenge; 

something I can sink my teeth into.

Her secret sauce: I like to send special e-mail reminders to my clients that include ideas for 

their getaway they may not have thought of themselves.

Role: Toes-in-the-sand, worry-free destination wedding planner

Time in travel: 23 years

Her travel passion: The thrill of finding that perfect destination to match my couples’ vision, 

while still fitting their budget.

Favourite type of client: Busy, fun-loving, adventurous couples who desire guidance, value 

and personalized customer service. 

Her secret sauce: I’m a wedding planner first and travel professional second. I like to make 

things simple for my couples, like bidding them farewell at the airport with a ‘Happy Flight 

Kit’ to make sure they have everything they need.

Role: Independent & adventure travel specialist

Time in travel: 40 years

Her travel passion: The variety of the industry, and interacting with people who have a 

desire to see something different in the world. It expands our knowledge and awareness 

of the planet. 

Favourite type of client: Someone who is willing to try something different, with confidence 

in my ability to steer them in the right direction. 

Her secret sauce: I try to get to know my clients on a personal level so that I can suggest 

possibilities that will suit their personalities. I also make sure they know that we are available 

to them, no matter where they are, during their trip. 



 
 
 
 
 

CLUB MED BUSINESS  EXCLUSIVE  GROUP DISCOUNTS 

DELUXE ZEN ROOM INDIVIDUAL RATE*
7-NIGHT STAY

GROUP RATE*
7-NIGHT STAY

DISCOUNT
PER ADULT PER STAY WITH THE GROUP RATES

double occupancy $1,433 $1,152 - $281 
single occupancy $2,865 $1,728 - $1,137
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Join us and 
let us show you 
the real Cuba. 

Cuba Cruise is an exciting and comfortable way to experience 
the history, landscapes and culture of the real Cuba. Join us to 
discover the incredible magic of Cuba and the all-inclusive 
hospitality of Celestyal’s world famous cruises.

Our mid-sized, intimate ship allows us to reach the unique, 
less travelled Cuban ports like Cienfuegos and Santiago de 
Cuba while our incredible 7 day itinerary also lets you explore 
the wonders of Havana, exotic Maria la Gorda beach and 
Montego Bay, Jamaica.

On board, you’ll delight in impeccable service, authentic 
local delecacies, and fabulous Cuban nightlife and hospitality. 
At each port-of-call join us to explore the wonders of the 
authentic Cuba with our exciting shore excursions. Book now 
and let us amaze you, the real Cuban way.

1-855-364-4999
www.yourcubacruise.com
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technology

Terrilyn Kunopaski

M eet Alicia Whalen, a travel industry veteran 

specializing in online marketing.

Whalen landed her first marketing position in travel 

with Marriott in 1998, shortly after graduating university with 

a degree in business communications. At the dawn of the 

social media age, she co-founded A Couple of Chicks 

in 2005, a digital marketing firm providing education and 

consulting services to the industry. 

As social media and its role in business has evolved, so too 

has Whalen, who has now moved on to Hashtagio, a social 

media aggregation platform meant to "close the gap" 

between social media presence and sales conversion.

The problem:

When it comes to social media marketing, businesses 

continue to struggle with how to use various platforms 

effectively and efficiently, all the while trying to gauge and 

understand the return on investment.

The problem, as Whalen sees it, is "a huge disconnect in 

how marketers are spending time, resources and dollars 

sending their customers to 'rented digital assets,'" – Facebook, 

Instagram, Pinterest, YouTube, Vimeo and the like – where 

although customer engagement may be robust, there is no 

direct ability for a consumer to make a purchase. 

"When brands are spending so much time and resources filing 

content into platforms they don't own, there has become 

a disconnect in the path to consumer purchase," Whalen 

explains. 

The solution:

Enter Hashtagio, a new marketing tool that allows brands to 

pull in social media posts and user generated content into 

their own digital assets, centralizing content into either a single 

hub or multiple hubs on the brand's website, landing pages, 

e-mails, etc.

To simplify, Hashtagio automatically gathers content from various 

social platforms based on a #hashtag, by location, and by 

channel. For example, John's Travel may encourage clients to 

hashtag photos “#travelwithjohn” during their vacations. From 

there, John's Travel can select what items from the aggregated 

content will be displayed on their website (powered by the 

Hashtagio widget) at which point, consumers can engage as 

they would directly on a social site, without ever leaving John's 

own platforms. In addition, John can add a call to action to 

view more information, or to purchase a product directly from 

the social post.

The benefits:

"It's not just a social media marketing tool," Whalen says. "It's a 

social media publishing platform allowing brands to import  



and aggregate brand social content and user generated 

content. Consumers are spending so much time on social 

networks, so we feel that by pulling all of that content 

into the brand digital assets – the website, landing pages, 

e-mail blasts, advertorials, editorials – and making that 

content available with the other brand message at the 

point of transaction is closing that loop."

Using the Hashtagio platform, brands can tag social media 

content for search engine optimization, track conversions 

with Google Analytics integration and allow users to share 

social media content from the website without linking off 

the page.

According to Whalen, of those clients who are using 

Hashtagio, each have reported a shift in engagement 

metrics including extended time on site (reduced bounce 

rates), increased pages per session viewed on a website, 

more shares and likes, and an uptick in transactions.

How it works:

1. Capture: Curate your best brand and user generated 

content from the top social media networks.

2. Customize: Customize your content to reflect your story 

with social, non-social and ad related content.

3. Publish: Display the content anywhere by simply 

embedding a widget to the website, or landing page. 

Hashtagio works in all content management platforms 

(CMSs), and has an easy-to-use backend management 

console. 

Is it for you?

Acknowledging how travel agencies and small tour 

operators have limited resources to dedicate to social 

media management, Whalen says Hashtagio offers  



the opportunity to let consumers do the talking  

for you.

"Hashtagio allows brands to bring in the content – beautiful 

images and user-generated stories – to be part of the 

brand experience without having a strategy to manage 

social on its own," she says, citing data that suggests  

77 per cent of travel customers say social media is a 

primary source of travel inspiration. "Hashtagio puts 

those powerful user generated stories right at the point 

of transaction."

Is it OK to use content you don't own?

For those worried about the legalities of leveraging 

content without permission from the source, Whalen says 

that anything posted on a social network and tagged with 

a unique hashtag is "fair game," often being published 

and republished on social channels.

"It's also strategically a good idea to be leveraging  

it and asking users to share their stories to be featured 

within the brand website," she suggests. "Communication  

with users is of utmost importance."

Price tag:

As the business continues to grow and take on  

new users, Whalen and her business partner John 

MacIntosh are customizing programs for individual 

businesses. 

For Enterprise level businesses, the cost can be up to 

$20,000 annually, though priced monthly or quarterly. They 

are also creating pay-for-performance models to ensure 

that brands – small and large – can start to leverage user 

generated and brand social content. 

For more information, visit hashtagio.com. 



The BEST spots
are reserved EARLY

New bookings only. Subject to availability at time of booking. Offers are subject to change without notice and cannot be combined with any other offer or promotion. Flights operated by Air Canada and Air Canada rouge. For applicable terms 
and conditions, consult www.aircanadavacations.com. Holder of Quebec permit #702566. TICO registration #50013537. BC registration #32229. ■ 1Valid on Air, Hotel & Transfer packages of 7 nights or more to Mexico and the Caribbean. Valid 
for departures between Nov. 1, 2015 and April 30, 2016. Valid on group bookings. 2Book & pay by Oct. 31, 2015. Applicable on participating hotels and resorts only. Not valid within 21 days of departure date. Not valid within 60 days of departure 

for groups. Not applicable to contracted groups. Must be requested by phone within a period of 5 days after the price drop. An administrative fee of $25 per person will be charged at the time of the Price Drop Guarantee redemption. Not applicable on 
Deal of the Day room and/or promotional room categories. Only applicable to the same package. Must be the same departure date, departure city, room category, meal plan, length of stay, fl ight and class of service as the original booking to qualify. Space 
must be available at time of requesting refund. Applies once to a booking. Refund will be processed using the original form of payment existing on fi le. Processing may require 14 days or more. Price Drop Guarantee is redeemable on a decrease of the 
total package price, including taxes. Additional conditions may apply and vary by resort. 3Available with air-inclusive packages only. Applicable on participating hotels and resorts only. Subject to availability. Room location based on resort layout. Areas 
of high aesthetic value and low disturbance or noise. Within category purchased. Restriction may apply to WiFi/Internet and restaurants. 4Air Canada Vacations’ Play Collection is available with air-inclusive packages only. Must be travelling with minimum 
one child aged 2-12. Valid for bookings made by Oct. 31, 2015 for travel from Nov. 1, 2015 and completed by Oct. 31, 2016. 5Kids 12 and under. Eat free applicable at participating all-inclusive resorts. Based on maximum occupancy of hotel room. Conditions 
may vary by resort. See aircanadavacations.com for details. 6Not applicable to children 2 and under. ■ ®Aeroplan is a registered trademark of Aeroplan Canada Inc. ®Air Canada Vacations is a registered trademark of Air Canada, used under license by 
Touram Limited Partnership, 1440 St. Catherine W., Suite 600, Montreal, QC.
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40 DESTINATIONS full 
of new experiences

CONNECTING 
FLIGHTS from 66 
Canadian cities

MORE
ADVANTAGES

The SAFETY & RELIABILITY 
of Air Canada and 
Air Canada rouge

EXCLUSIVE TO AIR CANADA VACATIONS

per family1

$500 $800+ + +SAVE
Book your winter vacation by October 31

$150 per adult and 
$100 per child (ages 2–12)

CASH BACK
UP TO

per couple if your
price drops2

› Preferred room location

› Early check-in/late checkout

› FREE WiFi or Internet at resort

›  3 guaranteed à la carte dinners 
at All-Inclusive resorts

As an Air Canada Vacations guest, 
enjoy a unique package of the 
most popular added values3

•   Kids eat, play and stay FREE5

•     Pre-boarding for families

•   FREE seat selection6

•     $10 in-fl ight meal voucher 
for every person6

The ultimate family vacation4

Call 1 877 752-7710 aircanadavacations.com/agents
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experience

Jim Byers

I
’ve long thought Kiwis and Canadians have a lot in 
common; we’re both small countries that are part of 
the Commonwealth, and we both live next door (or 

at least not too far) from larger, brasher and better known 
neighbours, those being of course the U.S. and Australia.

I was in New Zealand a few years ago and had an 
absolutely marvelous time on both islands.  



The north island is almost tropical near the north, with 
long beaches and gorgeous bays and generally warm 
weather year-round. I started my trip a few years back 
up near the town of Russell, which is quaint and charming 
without being twee or over the top. There are gorgeous 
white homes and pretty bays galore. 

When we were there New Zealanders were celebrating 
Waitangi Day, which notes the day that a treaty was 
signed that became the country’s founding document. 
It’s a bit complicated if you ask me, but it’s a bit like 
Canada Day. Sort of. Anyway, we were in the area where 
the treaty was signed on our trip and local Maori people 
were doing a re-creation of a war party’s greeting of British 
explorers, which was way beyond awesome.

Nearby is the fantastic resort and golf course at Kauri 
Cliffs, one of the top layouts I’ve found anywhere on 
the planet and an absolutely first-rate place to stay with 
fantastic food.
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The north island also is home to New Zealand’s biggest 
city, Auckland, which doesn’t get enough attention for 
its nice hotels, great shopping and glorious waterfront 
setting.

The nearby island of Waiheke is famous for beautiful  
bays, as well as olive groves and luscious wineries. Peacock 
Sky is owned in part by a Montrealer named Connie  
Festa, and it’s a marvellous place to try the local  
product.

The south island is much more rugged than the north.  
The town of Queenstown is a centre for winter sports. You 
can take a great gondola ride up the hill for breathtaking 
views of Lake Wakatipu. 
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Originally known as Tasman 

Empire Airways Limited (TEAL), 

Air New Zealand’s ‘flying boat’ 

service began in 1940, steadily 

expanding its international 

operations before eventually 

being renamed in 1965.

With its Economy Skycouch™ 

product (three seats with 

footrests that expand to create 

a flat surface at the touch of a 

button) to its state-of-the-art 

in-flight entertainment and chef-

designed onboard dining options, 

Air New Zealand is known for its 

long-haul flight service, and is 

constantly evolving with regards 

to its routes, capacity, efficiency 

and, perhaps most notably, its 

customer experience.

The airline now operates 4,000 

flights and carries 250,000 

passengers every week, offering 

direct daily routes between 

Vancouver and Auckland, as 

well as service between Auckland 

and Los Angeles, San Francisco, 

Honolulu, and Houston (starting 

December 2015). Connecting 

flights from Toronto,  Montreal and 

Calgary are also available.

Sunsets on Lake Wakatipu are a 
glorious sight to behold. The town 
is filled with cool shops and unique 
restaurants.

Just north of Queenstown you’ll find 
some of New Zealand’s best wineries. 
The area around Wanaka is famous 
for its fantastic Pinot Noir wines, as 
well as some pretty lovely scenery.

Jetboats are a thrilling way to enjoy 
the sights of the south island of New 
Zealand. Only a bit scary! 
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Kia ora, 
friends

Simply put, there’s nothing like flying on Air New Zealand. 

Your clients will experience New Zealand the moment they step on board with a Premium Economy 
cabin that offers ample personal space, inflight menus featuring New Zealand's finest produce and 
wines, and over 1,800 hours of entertainment on your very own touch screen. Non-stop overnight 
flights from Los Angeles, San Francisco, Honolulu, Houston (starting December 2015) and 
Vancouver B.C. arrive early in the morning. Kia ora, friends.

Contact your travel professional today! 





pax people

Britney Hope
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When Karisa Lui was a junior high 

school student in Hong Kong, one of 

her teachers introduced the class to  

a curriculum called ‘tourism.’ Being 

the 1970s, this was a new term to 

students like Lui, who had never 

travelled before. 

“I thought it was fascinating,” she 

recalls. “Travel seemed like a dream 

to me, and from the first moment I 

learned the word ‘tourism,’ I knew I 

wanted to be a part of it.”

To Lui and her fellow schoolmates, 

travel was an activity of the rich and 

famous. Pictures in magazines of 

faraway destinations and planes with 

luxurious interiors told of an exotic, 

surreal life, and the tourism class 

made it seem attainable. 

“Every girl I knew wanted to be a 

‘stewardess,'" Lui reflects on the 

emerging profession that took women 

around the world. “They all seemed 

so elegant and graceful.”

Lui, however, set her sights on another 

area of the trade; an active, outgoing 

and independent child, she wanted 

to be part of the emerging industry in 

a meaningful way, and perhaps one 

day, represent her home. 

“I started to learn as much as I could 

about travel and tourism,” she says.  

“I took more courses throughout 

school, and after graduation, I 

entered a travel agency as a starting 

point.”

Lui dedicated herself to gaining 

experience in the industry, and 

when the Hong Kong Tourism Board  

began to recruit staff for their 

information offices, she applied – and 

got the job. 

Focusing on the marketing side 

of tourism, Lui was based in Hong 

Kong for 14 years, representing 

the famous city as a world-class 

destination, always looking for new 

ways to develop and improve the  

business she had always dreamed of 

working in. 

“It was the best organization to be 

with,” she says of the opportunity. 

“It allowed me to be in service of 

Hong Kong, and I was so glad to be 

a part of it.”

Eventually, Lui’s work would see 

her transferred to Toronto in 1994, 

where she’s been stationed for 21 

years promoting Hong Kong and its 

“undiscovered secrets” to Canadians. 

It’s a job that requires dedication and 

sincerity, Lui says, but as far as she is 

concerned, it’s an easy job when one 

gets to live out their dream.

“Travel is in my cells,” she shares, 

confirming that the world of tourism 

is every bit as remarkable and fulfilling 

as she’d once imagined. “There’s 

always new trends, techniques  

and technologies to learn. The 

minds of the people – the travellers –  

are ever-changing. And that excites 

me.”
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“First of all, I just want to say that I only 

drink, eat and sleep travel.”

It's an easy enough statement to make 

perhaps, but anyone who knows Rita 

Sanduja can confirm she’s definitely not 

kidding.

A travel expert with a masters degree 

in tourism from Delhi University, Sanduja 

came to Canada with a desire to break 

into the Canadian market, but found it 

difficult with so little experience.

In 1999, Sanduja applied to itravel2000 

(then known as Virgin Holidays), and 

although she was invited to an interview, 

she never received a call back; the 

company was deterred by her limited 

travel background in Canada, and 

didn’t think it would be a good fit. 

Sanduja disagreed.

“I wanted to join the company so much,” 

she recalls, “so I kept calling and calling.”

She also began visiting the itravel2000 

office every day, asking to speak with 

co-founder Johnathan Carroll before 

being told by the receptionist that he 

wasn’t there.

“He would be walking around the 

office,” she says with a laugh, “but I 

would just say ‘OK, fine,’ and come back 

the next day.”

Her persistence eventually changed 

some minds and Sanduja was given a 

chance, along with a salary rather than 

commission, giving her time to learn the 

business. Within her first month, Sanduja 

had made so many sales that she 

surpassed her salary, and was promptly 

put on commission.

Seventeen years later, Sanduja is 

devoted to her job – and clients – in a 

way that brings new meaning to the 

word 'passion'.

“My job gives me happiness,” she says. 

“I’m happier in the itravel2000 office 

than anywhere else. I like being a part 

of a team, working with the different 

departments, being there for my clients, 

and hugging my colleagues. I feel 

responsible for it, part of it. If someone 

offered me $1 million [for another job], I 

wouldn’t leave.”

Sanduja works seven-day weeks, staying 

plugged into industry news, coming up 

with new ideas for the company, and 

taking calls from her clients as they 

come in, only putting her phone down 

to shower, meditate and practice yoga. 

Although she admits people sometimes 

worry that she works too hard, this travel 

professional maintains that put simply, it’s 

her favourite thing to do.

“I always tell everybody, ‘This is my 

beach.' I love it,” she says, reasoning 

that just as some people are satisfied by  

their hobbies, she finds fulfillment in her 

work. 

“It’s not just a job for me. It’s who I am; 

it’s where I feel I belong.” 
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Lara Barlow likes to keep things moving.

The country manager for Travelzoo in 

Canada is the first to admit that she took 

a rather circuitous route into the travel 

industry; she was originally a dietitian 

following a degree in nutrition, but left 

the industry after a year because it didn’t 

move fast enough for her.

“I love change,” Barlow admits. “To 

me, [nutrition] was just too stagnant an 

industry to really grab my interest.”

Searching for a new path, she went 

back to school for an International 

Masters of Business Administration (MBA) 

in marketing and strategy. The program 

led to an internship in Buenos Aires in 1997, 

where she lived with her husband and 

daughter for four months. 

“I don’t think I’ve ever been so broke in 

my life,” she jokes, looking back on the 

experience that, while challenging, was 

never boring.

Hitting the restart button paid off: Barlow 

was hired at the Toronto Star following 

graduation, where she became group ad 

director for several categories, including 

travel, and got to know various players in 

the trade – relationships that would pay 

off when she moved to Travelzoo as ad 

sales director in 2009.

“We were still a small organization 

in Canada with a team of five or six 

people,” she explains. “So we really got  

to know advertising partners and their 

businesses.”

By the time Barlow became Travelzoo’s 

country manager for Canada, "deal of 

the day" companies were beginning to 

emerge in high volumes. 

“Many companies were failing every 

day,” she says, “but it was a fun time 

for us because I saw that the Travelzoo 

model was about vetting and curating 

deals – it’s what gave us the advantage 

over [competing] companies.”

Barlow was also exposed to more of the 

industry, and although it was indirect, 

there’s no denying that travel blends well 

with this executive’s business acumen, as 

well as her taste for change. 

“There’s a lot going on,” she says, pointing 

out that although Travelzoo is a product 

geared mainly toward consumers, 

building relationships in the trade is a big 

part of maintaining its lead in the market.

“Part of our biggest challenge is 

educating travel partners that we’re not 

Groupon and we’re not Expedia,” she 

reflects. “It’s about learning the goals 

and interests of each role within a travel 

company, and learning what can help 

build their business.”

It’s a task Barlow is suited for, given the 

industry’s criterion for adaptability, and 

she looks forward to new tasks and trials 

as the market continues to grow.

“There are some people [in travel] who 

are resistant to change,” she concedes, 

“but there’s such potential; it’s an exciting 

industry to be in.”
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“Many people know that I am not 

afraid of challenges,” Salma Siddiqui 

says. 

It’s a characteristic that has served her 

well; the owner of Uniglobe CBO Travel 

originally had intentions of becoming 

a politician, but took her first job in 

travel as a sales representative, 

gaining an understanding of the 

industry – though she was admittedly 

not impressed by what she saw.

“I worked [there] for about six months,” 

she recalls. “I did not like it all... Once I 

had seen what the travel business was 

about, I decided I could and would 

do better working for myself.”

Siddiqui left her sales job and wasted 

no time in launching her own business, 

opening up shop right next to an 

American Express agency. 

“I didn’t have much experience, to 

put it mildly,” she admits, referring 

to her location as the first of many 

challenges. “But I started knocking on 

doors – all doors – and it didn’t take 

too long before I got a big break.”

Siddiqui found a niche in the world 

of non-governmental organizations 

(NGOs), a market that she continues to 

be active in today, both professionally 

and politically. 

Serving as president of the Coalition 

of Progressive Canadian Muslim 

Organization (CPCMO), Siddiqui is 

well-known in the Ottawa community, 

both as an entrepreneur and activist. 

In 2011, Ottawa Life Magazine listed 

her among its 50 Most Influential 

People in the Capital, and she was 

honoured with the Queen’s Diamond 

Jubilee Medal in 2013. For Siddiqui,  

this public image and active lifestyle 

calls for a balance between both 

worlds.

“It’s good to see where I can make 

a difference and use my time, my 

energy and my skills to contribute 

to causes important to me,” she 

says, going on to explain that while 

challenges abound in running your 

own business, facing up to them often 

brings about worthwhile rewards.

“We are constantly striving to stand-

out in a positive way – to provide our 

clients with extra value and consistent 

good service,” she says, adding that 

because of this, she's "managed to 

survive and compete successfully in 

a world of industry giants.”

It’s an achievement Siddiqui believes 

is attainable for anyone, so long as 

they’re willing to put forth the effort 

and not shy away from the trials of 

the trade.

“Be prepared to work hard in this 

industry,” she says, offering advice to 

aspiring entrepreneurs. “Keep up with 

technical changes but make sure you 

know which changes will truly benefit 

your clients and which are just going 

to make their life more complicated. 

Be discerning, but unafraid.” 



For the best travel industry news : PAXnews.com30   PAX

Some people get into the travel industry 

because they long to see the world. 

Others do it for the love of selling dreams. 

In Carolyn James’ case, it was in service 

to her country.

Growing up in Nevis in the 1970s, travel 

for James primarily meant visiting family 

in St. Kitts and the U.S. Virgin Islands. This 

instilled a strong sense of loyalty toward 

her country that would continue into 

adulthood, even after James had 

sought out a career in education. 

Although the early years of her career 

were spent teaching geography and 

later, economics at the University of the 

West Indies, James moved into tourism in 

1989 after completing a Master’s degree 

in tourism management and marketing.

“It was the perfect match,” James 

recalls, noting that her educational 

background in geography, geology and 

economics was a nice complement to 

the transition. 

It was good timing, as well; tourism 

had recently been identified as the 

next sector to generate growth for the 

Federation’s economy, and James felt 

the call. 

“I was anxious to serve St. Kitts and 

Nevis,” she says, citing her home’s 

national motto of ‘country above self’ 

as a driving force.

Between 1989 and 2003, James 

served in a director position for what 

was then known as the St. Kitts and 

Nevis Department of Tourism. When 

the organization underwent structural 

changes in 2003 (becoming the  

St. Kitts Tourism Authority), James was 

named director, Canada – a position 

she’s held for the better part of  

12 years.

James also served the tourism authority 

as CEO for one year, which took  

her away from her family in Canada to 

reside in the Caribbean once again. 

And while it’s true that relocating to 

serve St. Kitts was challenging, James 

considers it one of her proudest career 

achievements. 

“I received so much satisfaction from 

being able to serve at that level and 

make a contribution to the growth and 

development of my place of birth,” she 

shares.

While James intends to be retired within 

the next 10 years (“sipping Pina Coladas 

with my husband on Pinney’s Beach in 

Nevis at sunset”), she has high hopes 

for the future of her home country and 

the surrounding region, particularly 

when it comes to technology’s role – 

which for the teacher-turned-tourism 

expert, means continued growth for her 

country.

“When you combine technology with 

the growth of tourism, particularly 

across the Caribbean, the industry has 

the potential to increase economic 

activities – and to improve the lives of 

all involved," she reflects. 
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You call it South America. 

We call it Home.
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Canadian travelers can now enjoy TAM Airlines' 
award-winning service from TORONTO* to NEW 
YORK with continuing service to SÃO PAULO and RIO 
DE JANEIRO. Passengers can also connect in NEW 
YORK to LAN Airlines flights to LIMA or SANTIAGO.

These are some of the wonderful benefits of flying 
with LAN and TAM Airlines:

•  Free baggage allowance**
•  Full-flat seats in Premium Business Class 
•  Complimentary food and beverages 
•  Individual on-board entertainment
•  Access to the largest network within 
    South America, and much more!

**Different baggage allowance may apply based on the 
route and/or ticket class

We are LAN we are TAM and together…

We are South America.

* Flights also available from more cities in Canada   
   with our partner carriers via LATAM’s gateways in  
   New York, Miami, Los Angeles and Orlando, with 
   continuing service to South America.
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South Pacific fascinates Canadians,  
we bring it to you in a reinvented way.
Call uS and benefit from our new dynamiC teChnology :
✔ SliCker/ faSter quotationS    ✔ ComPrehenSive itinerary ready to be Sent to your ClientS 

✔ great viSual imageS                 ✔ Same day/24 hour turnaround*

*some requests may take longer due to complexity and availability

12 NIGHT STAYS : FEB. 7th, FEB. 14th AND MAR. 13th 
19 NIGHT STAYS : FEB. 21st AND FEB. 28th

SEATS ARE LIMITED SO BOOK NOW!

SpEcIAL INcLuSIONS AT THE FOLLOWING pROpERTIES:  
the black Pearl Puaikura / Sunset resort / edgewater resort /  

lagoon breeze villas/Palm grove/ muri beachcomber/ Crown beach resort

INcLuSIONS :  
Return air from Los Angeles on Air New Zealand • Return airport transfers  

• 12 or 19 nights’ accom modation as selected • Early check-in on arrival and late  
check-out on departure (based on availability on arrival and departure at some resorts)

SPECIAL ADD-ON FARES AVAILABLE FROM CANADIAN GATEWAYS ON REQUEST

ChIllIn’ In The Cooks
Hot Prices

with these

12 NIGHTS FROM  

$1639  
+ $510 tax 

19 NIGHTS FROM  

$2119  
+ $510 tax

JOINED BY BOOMERANG’S WELL KNOWN TOuR EScORTS,  
JOHANNE DION AND DON BELFORD, FOR A 21 NIGHT LONG STAY  

AT THE OuTRIGGER TWIN TOWNS ON THE GOLD cOAST OF AuSTRALIA  
IN A ONE BEDROOM ApARTMENT

FOR AN AMAzING pRIcE OF 

$2599 
+ $510 tax

INcLuSIONS : return air from vancouver on air Canada & transfers

CALGARY ADD-ON $60

esCAPe The ColD ThIs FeBRUARY WITh A  

lonG sTAY on The GolD CoAsT  
oF AUsTRAlIA

Phone Us 1.888.722.4212  
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hotel

Text: Britney Hope
Photography: Vomo Island Resort Fiji

V omo Resort Fiji is everything you’d want in a luxury island 

getaway. It’s a quick 15-minute helicopter ride from Fiji 

International Airport, yet its location at the top of the 

Mamanuca Islands group makes it seem millions of miles away 

from the rest of the world. It has a history as the preferred place 

of solitude for Fijian Royal Chiefs, yet there’s complimentary WiFi. 

It’s only 225 acres in size, yet it has a second island nearby for a 

little added privacy. 
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Guests of Vomo can retreat to any of the resort’s 

28 beachfront and hillside villas, which are set 

along the beach and on the slopes of Mount 

Vomo, offering ocean, garden or island views at 

an average price of $2,600 a night. 

The resort’s larger four and eight-person villas 

(named The Royal and The Residence, respectively) 

are designed for guests seeking solitude within 

solitude. These multi-room compounds are 

designed with families in mind and include a full 

kitchen with onsite catering, 24 hour butler service 

and a private pool, all for approximately $6,500 

a night.

Each week, Vomo hosts ‘Meke and Lovo night,’ 

providing guests with an opportunity to experience 

Fijian traditions such as dancing, storytelling and 

authentically prepared Fijian-inspired food.

An intimate kava ceremony is on offer as well, 

whereby guests are welcomed to the island and 

invited to sample the traditional Fijian drink.

Everyone at Vomo is encouraged to make the 

island their own, with activities such as hiking, golf 

or snorkelling off one of the nearby reefs included 

in the rate. Spa treatments, kids’ fun and non-

motorised water activities are also included. In 

addition, fishing, surfing, sunset cruises and island 

hopping tours are available upon request, for 

guests looking to enjoy some extra entertainment 

during their stay.

Those wanting to immerse themselves in the sea 

can take advantage of the island’s brand new 

PADI Dive Centre, offering scuba courses for all 

experience levels, as well as speciality classes in 

wreck diving, underwater photography and night 

diving.



• Vomo Lailai, the property’s neighbouring islet, can be 

reserved for ultimate ‘alone time,’ whereby guests are 

left completely on their own – with a gourmet picnic, 

a daybed on the beach and a two-way radio for 

contacting staff across the water.

• Having recently completed an extensive nine-week 

renovation, Vomo's interiors now include Dynasty 

Heavenly beds, Fijian handmade furnishings and 

L’Occitane bath products. Complimentary same-day 

laundry service is included with all stays.

• In addition to providing a kid-friendly space, baby butlers 

are available to those not yet old enough to surf or snorkel. 

• Vomo is available for hire, for those in need of a wedding, 

corporate event, or who just enjoy their privacy. The resort 

will assist in the sourcing of specialty items and food, 

entertainment, décor and island transfers as needed. 

• Guests residing in the private villas can enjoy personalized 

cocktail events, dinner parties and champagne  

brunches. 

As Vomo is the sole resort on the island, it invests 

considerable efforts into maintaining the property in 

a sustainable way. The island keeps its own pesticide-

free vegetable garden and a nursery with more than 

50,000 plants used in the resort’s landscaping. 

Plastic bottles are taken by resort staff to recycling 

depots on the mainland, the proceeds of which are 

used to fund community initiatives. 

Vomo is also part of the Mamanuca Environment 

Society, which is committed to protecting marine life 

around Fiji’s Mamanuca Islands, and is a member 

of Pack for a Purpose, an initiative that encourages 

travellers to pack school supplies, clothing, toys and 

linen for the local villages in their luggage. Guests can 

either give the items to Vomo staff for donation, or 

deliver them personally by booking a local village tour.

Deserted dining

Although ensuite dining, catered villa parties and 

private picnics are part of the Vomo experience, 

the resort is home to The Reef Restaurant, offering 

à la carte lunches and dinners on the beach, as 

well as buffet service for young guests. The resort’s 

two bars, Vuda bar and Rocks bar, are onsite for 

day and night refreshments.
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The ultimate 5-star 
all inclusive experience 
in Cayo Santa María – Cuba

www.warwickhotels.com

www.warwickhotelscuba.com

More than 55 Hotels, Resorts & Spas worldwide
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insight

W hen talking about 

succeeding in the 

t ravel  indust ry , 

Dallyce Macas likens her 

experience to that of an athlete 

in training: a constant, innate 

ability to push oneself through 

pain and discomfort. 

The self-described "serial 

entrepreneur" would know; 

an expert in sales, marketing 

and media relations, Macas 

has spent 30 years building her 

image as an authority on unique 

travel experiences, and her 

résumé is replete with leadership 

roles spanning back to her first 

vice-president role at age 33.

Now the owner of éminence Canada, 

a sales agency representing unique 

travel companies, Macas sat down 

with PAX for a conversation on 

reinvention, networking, and being in 

the boys’ club.  

Did you always want to be  
in travel?
I actually came over from the 

hospitality industry, in restaurant 

management.

Why the change?
I had some friends who worked in 

travel who influenced me. They 

always seemed to be talking about 

fascinating places and people they 

had encountered, and there was a 

real pioneering spirit to it, which I guess 

I gravitated toward.

And how did you find it at first?
Brutal. It was absolutely brutal. One  

of my first interviews was with an 

agency owner who would have 

preferred to chase me around the desk,  

and no one wanted to hire  

me because I didn’t have 30 

years’ experience in the trade. 

There’s so much intellectual 

capital required in this business. 

To sit in front of a client and 

confidently talk about a 

destination, you need that 

hands-on experience. 

So how did you get around 
that?
I started with a small agency in 

an entry-level position. I read 

trade and consumer magazines, 

so I was always current, and I 

also made sure to grab on to as 

many opportunities that I could. 

I would take on unpopular tasks, 

tough jobs, whatever came up. 

It was about pushing mentally, 

taking things a few days – 

sometimes a few hours – at a 

time, and squeezing as much 

into my calendar as possible.

What were your goals at 
that time?
Putting bread on the table 

[laughs]. 

Well you managed that, and more.
Sometimes, luck intersects with 

knowledge and ability, and that’s 

what happened when I joined The 

Rider Travel Group. I was able to bring 

the abilities and capabilities from my 

previous career to a company that was 

in the right place at the right time. 

Did you have a mentor?
Mentoring wasn’t quite as formalized 

as it is now. Back then, the company 

owner – who was notoriously hard to 

work for – once turned to me and  

  
  
  
  
  

Britney Hope
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said, “I only yell at you because  

I know you can take it.”

What do you say to something 
like that?
I said, “I’m going to take that as  

a compliment.” That was the secret  

to being a ‘strong woman’ in those 

days; so much of what made my 

career possible came down to not 

caving.

Was that a personality thing, or 
something learned?
I’ve always been able to work in 

areas that are more oriented toward  

male leadership, but it’s not for 

everyone. There’s nothing fun about 

going into work every day where half 

the people don’t like you because 

you’re a successful female, and the 

other half want to butt heads with 

you because you have to drive an 

agenda. 

Did you experience a lot of 
head-butting?
I had a saying that you were only 

accepted in the boys’ club so long 

as you weren’t better than the boys. 

When you started being better than 

the boys, you’d be out of the boys’ 

club. 

Did this influence your 
management style?
Unfortunately, a lot of what you had 

to do back then was emulate men, 

instead of being able to shape your 

own authenticity.

Would you say you emulated men?
Oh yeah, definitely. In fact, people 

have told me, “You were such a 

tough woman, you managed like a 

man.” 

That’s quite a legacy.
Knowing the time and space of 

what I was in back then, I couldn’t 

change anything. As we’re sitting 

here now, 10-25 evolved years later, 

I’m not proud of some of the ways I 

managed, but it was demanded of 

me in that particular role.

Did you ‘emulate’ in other ways?
One of the characteristics that was 

key in my career – and I see it as a 

very male quality – is that I put myself 

and my career first, always [before 

family]. It’s something else I’m not 

particularly proud of, but it had to be 

done to get ahead.

It sounds like a challenging time 
for female professionals.
When you have autonomy to get 

things done, you thrive in it. When 

you’re in an environment where 

getting things done is seen as a  

hindrance, or when you’re moving 

too fast ,  you’re told to s low  

down. I think that’s really hard for 

a lot of women. I know it was for  

me. 

Can you elaborate?
In the 90s, there was less holding 

women back; it was novel, having 

women eager to succeed, so [male 

leaders] would encourage you to ‘go 

get it.’ In the mid-2000s, there started 

to be more of a concerted effort to 

shut you down because there were 

male employees who weren’t doing 

as well. It’s wherethe glass ceiling 

started coming into play.

You mentioned we've evolved 
now – has it gotten better for 
women in leadership?
We’ve gone so far, and yet we 

haven’t. Senior ranks in big companies 

are still a very male-dominated place. 

I think there’s an awful lot of smart, 

entrepreneurial women, but they’re 

not cookie-cutter so they get put in 

supporting positions. You don’t see a 

lot of strong females leading airlines.

That camaraderie doesn’t exist 
for women?
Males have had so many more years 

of networking. They have the ‘locker 

room culture’ where your classmate 

will always be your buddy and protect 

you and give you a position. Women 

are 25-30 years behind on that – they 

also tend to compete.

Do you think it could exist?
I think that until females understand 

the importance of supporting our 

network through thick and thin,  



we won’t be able to break through to 

the levels we would like. We will continue 

to have token females in leadership 

positions, but I’m not sure that we’ll 

have a complete representation. It’s 

probably going to take a generation 

for things to get better.

What do you think happens to the 
females who lose their high-profile 
positions?
Most reinvent themselves. I’ve 

reinvented myself more times than 

Madonna [laughs], and really strong 

women do that because you can’t 

just have one life and keep living it – 

you have to reinvent your own brand. 

I’m doing my own thing now, and part 

of that is being able to be authentic. 

That’s the reason why I’m so excited 

about cottage industry start-ups; 

smaller travel agencies that are run 

by women who excel at profiting from 

their specialities, who have client lists 

that are extremely desirable and who 

are fostering their creative sides.

What led you from working in 
high-level roles to starting your own 
company?
I realized how much value I had, 

and how good a job I did, doing it 

for other people. And that I never  

stood back and did it myself. The 

only regret I have is that I didn’t  

start my own business 20 years  

ago.

So what advice would you give?
Don’t measure your success by the 

number of people you manage.  

Find success in what juices you, and 

where you can make money. 



up front
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W hen it comes to describing her leadership style, 

Sherry Saunders likes to refer to Aesop's fable of 

the sun and the wind. As the story goes, the two 

were disputing which of them was stronger. To resolve the 

situation, they decided the element that could cause a 

nearby traveller to take off his jacket would be declared 

the strongest. The sun hid behind a cloud while the wind 

blew as hard as it could, but the harder it blew, the tighter 

the traveller wrapped his jacket around himself. When it 

was the sun's turn, it came out and shone in all its glory, 

and the traveller removed his jacket.

"It's that concept of how kindness or a 

softer approach effects more strength," 

Saunders says, after sharing the story. "I 

guess my philosophy about leadership has 

always been a little more self-reflective.” 

It’s a business style that Saunders, 

Carlson Wagonlit Travel's (CWT) senior 

vice-president and general manager 

of Canada & North America leisure, is proud to bring  

to the table, and one she says has become a cultural 

style at the company as a result. She’s been with CWT  

for more than 20 years by way of acquisition, kicking 

off her career with Global Travel Solutions, which was 

purchased by Navigant before coming under current 

ownership. The developments have been fast-paced, 

she says, but the experience has had a lot of valuable 

takeaways.

"You go through an acquisition and it means having to 

be nimble and often having to reapply for jobs, but it 

taught me so much about working in an environment 

that is fraught with change," Saunders reflects. "You learn 

not to fret about things that don't really require that level 

of attention and you learn to pick what's important to 

focus on."

It's just one lesson about balance Saunders has learned 

along the way, which seems to be a theme throughout 

her professional development and management style. 

The executive’s career was built on the corporate side 

of the travel industry until she moved into her current 

position four years ago, undertaking the portfolio of 

CWT's leisure program in 

addition to corporate and 

meetings and events. Her 

role has since expanded from 

Canadian responsibilities to 

also encompass that of North 

America.

And just as her job titles have 

changed over the years, so 

too has the corporate travel 

space overall.

"In today's world, it's about the 

traveller," she explains, noting 

that while travel has always 

been personal, individuals 

previously had less information 

available to them directly, but 

with the onset of the Internet, 

more pressure has been put on 

travel consultants to offer that 

"je ne sais quoi" in customer 

service. "We have to balance 

the corporation's needs, the 

travel manager's needs, cost-

savings initiatives and safety and security, but we also 

have to equally balance that with traveller satisfaction."

Another symptom of the industry's evolution is the 

ever-more prominent overlap in the corporate and  

leisure spaces, an area in which CWT sees massive 

opportunity.

"Our growth strategy is not about being all things to all 

people," she says. "It's about: how do we use the relationships 

and the trust that we've earned with corporations to 

now create an expanded offering that includes leisure 
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for their employees, whether they're travellers or not  

for the corporation?"

Exceptional customer service is part of the answer, which 

Saunders says comes from conversations with clients, 

pre- and post-travel. 

"What we're trying to do is learn more about our customers 

so that the next opportunity they have to travel, we're 

coming at them with much more proactive information – 

things that they didn't know they needed," she explains, 

noting that placing calls to clients upon return is central 

to their consultants' role, which helps to anticipate future 

needs. "It's part of their job to proactively call and not 

just send a 'welcome home' card or leave a voicemail;  

it's a very different approach because we want clients who 

are repeat business for us – not just one-time customers."

This is where robust technological investments pay off, as 

data collected by CWT consultants helps power target 

marketing strategies, creating profiles of various clients 

and aligning that with matching travel experiences, 

which guide consultants towards specific products to best  

suit certain clientele. 
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"It's this fusion of technology and customer service that we think 

is the secret sauce," Saunders says, admitting that the challenge 

will become greater as customer interactions increasingly  

take place in the digital space – an estimated 85 per cent by 

2020, according to Microsoft. "How do you personalize that? 

Those are the challenges that face our industry in trying to get 

our heads around what the travel industry of the future looks 

like... We need to be ahead of the curve, or at least keep 

pace with it."

After all, business is no longer "a given," as Saunders suggests, 

which puts more pressure on organizations such as CWT to 

stand out from the pack.

One asset that allows them to do so is a diverse team, she says, 

pointing to strong female representation as one example.

In fact, women make up 70 per cent of the organization's 

leadership team in Canada, while globally, female 

representation at CWT has grown to 40 per cent from 34 per 

cent in 2014. 

"I think that says something about the style of leadership women 

often bring to the equation," she explains, referring back to her 

'sun approach.'

Admittedly, it hasn't always been easy for Saunders, who shares 

how climbing the corporate ladder became increasingly 

challenging as she moved up. But she had her sights set on 

taking on a leadership position, eager to make a difference in 

her own unique way. Saunders focuses a lot of her attention 

on shaping and growing her team members, all the while still 

soaking in the lessons left to learn, even at her senior level.

“Some days you get it right, and others you don’t," she admits. 

“We will all fail sometimes and that’s OK, but it’s having good 

people around you and trusting that they’re equipped to do 

the job. That helps me be successful; I couldn’t do what I do 

without a great team.” 
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vogue

Britney Hope

The tallest dune in Sossusvlei, Namibia’s most iconic landscape, Big Daddy reaches 

325 metres, is made of sand more than five million years old and is a favourite spot for 

travellers looking for a challenge. Tours for aspiring climbers depart at the break of dawn, 

allowing the kings of the world to enjoy the rise of a fiery red sun – and avoid the worst 

of its blistering heat. The hike to the top takes approximately two hours with nary a place 

to take a restroom break, but those who stick it out are rewarded with incredible desert 

views, a fun slip-and-slide descent to the bottom, and of course, bragging rights. 

Photos courtesy of Sossusvlei Conservation Area

For the best travel industry news : PAXnews.com PAX   47



Just because caves are typically found beneath the Earth’s surface doesn’t 

mean they can’t also terrify trekkers with a fear of heights. Son Doong Cave 

in Vietnam – known as the biggest cave in the world – has a cavern so large 

that a Boeing 747 could fly through it. It boasts beautiful landscape of cliffs, 

sheer drops and enormous stalagmites that offer plenty of high-reaching 

opportunities. The cave has its own weather system, complete with clouds, 

as well as fossil passageways and mossy vegetation, giving it an indoor-hiking 

vibe with a unique twist: total darkness.

At 60 metres, it’s the world’s highest cliff jump and the perfect place to be rocked 

gently back and forth as the end of a giant pendulum. The folks at Canyon Swing 

welcome tourists from all corners of the world to try out The Swing, a gut-wrenching 

adventure that begins with a freefall drop toward the Shotover River before morphing 

into a 200 metre swing. The attraction offers more than 70 types of jumps (can’t 

have the customers getting bored), as well as ‘special occasion’ jumps for making 

that marriage proposal a truly breathless experience.

Photos courtesy of Oxalis Adventure Tours

Photos courtesy of Canyon Swing
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At more than 110 years old, three kilometres long and 100 metres above the Guadalhorce 

River, El Caminito del Rey is known for its narrow, crumbling walkway, having earned a 

reputation as the most dangerous footpath in the world (five deaths took place there 

between 1999 and 2000). The dilapidated path closed in 2000 (although daredevil 

travellers continued to make the illegal trek), and has since reopened with a shiny new 

boardwalk and safety regulations that include requiring tourists to wear a helmet. A 

touch less scary perhaps, since when you’re 100 metres above a canyon, it’s best to 

put safety first. 

Perhaps not the best option for adventurers who toss and turn at night, cliff 

camping in Estes Park with Kent Mountain Adventure Centre (KMAC) takes 

rock climbing to new heights. Adrenaline junkies of all skill levels are welcome; 

KMAC guides provide instruction on the basics, along with help setting up the 

‘portaledge’ – a calming term for ‘platform upon which you sleep 52 metres 

above the ground.’ Meals and camping equipment are all supplied – but in 

terms of guts, it’s BYOG.

Photos courtesy of El Caminito del Rey

Photos courtesy of Kent Mountain Adventure Centre
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analysis

Benefits:
Agents collect points towards the ACV&Me rewards program 

through bookings and can redeem these points for VISA cash 

cards, travel vouchers and Aeroplan Miles.

Eligibility:
Agents register to become an ACV&ME member through ACV’s 

travel agent website: www.aircanadavacations.com/agents. 

Once registered, agents can automatically earn points – their 

bookings have to include the e-mail address used from the 

ACV&ME registration. Rewards are earned as follows:

• Air-inclusive packages of 7 nights or more: 600 ACV&ME points

• Air-inclusive packages of 3 to 6 nights: 400 points 

• Air & cruise package of 7 nights or more: 600 points 

• Every passenger of a group: 300 points

• Web, GDS and call centre bookings qualify

Agents can follow their progress through their individual Snapshot 

page on ACV&ME, which includes their current sales and earning 

activity.  In addition, an account page details all activity including 

points pending, received and redeemed. This is also where 

agents can claim past bookings in case they forgot to include 

a valid e-mail address.

Education & training:
Online webinars as well as product info sheets are available. 

Users:
19,793 

Benefits:
Agents earn reward points on all eligible bookings, and "load" 

their Sunwing Travel Agent Rewards (STAR) card (pre-paid Visa 

card), converting points to cash. The card can be used at any 

retailer that accepts payment by Visa card or withdraw cash 

at an ATM.

Eligibility:
Agents add their STAR card to all Sunwing and Signature Vacations 

bookings, within 24 hours of making the booking to qualify for 

points, as follows:

• ITC/cruise packages (per room/cabin based on double 

occupancy): 3,333

• Air only (per pax, round-trip): 1,111

• Air only (per sector, one way): 555.50

• Hotel only (per room): 1,111

• Car only (per car): 1,111

• Worry-free Platinum or Cancellation Waiver when purchased 

with any other product (per pax): 1,111

• Agents must earn a minimum of 13,750 points (equating to 

$25 cash) before they can cash in on their points.

The dedicated travel agent website, www.sunwingagents.ca, 

offers up-to-date balance check on points and cash earned 

along with benefitting from real time conversion from points to 

cash.

Education & training:
Details of promotions and flyers are available at www.

sunwingagents.ca, in addition to on-demand webinars, seminars 

and a full calendar of agent events. The site also has an FAQ 

section along with agent-relevant information.

Users:
"Thousands"
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Benefits:
Agents earn Transat's Bonbon cash rewards on every booking 

including packages, coach tours, cruises, flights, à la carte 

accommodations and car rentals. 

Eligibility:
Agents can register at https://bonbon.trucash.com. A smartphone 

app is also available. Upon registration, agents receive a personal 

Bonbon number which they need to add to the payment field 

on completed bookings. After registration, a Bonbon MasterCard 

is sent. The rewards are automatically uploaded to this card 

and agents can use it for everyday purchases. The Bonbon 

MasterCard is accepted worldwide.

Rewards are available on all products offered by Transat Holidays, 

Nolitours, TMR and Transat Discoveries. One Bonbon dollar is worth 

one Canadian dollar. Earnings are as follows: 

• $5 per room for ITC packages (Sun & Europe) and coach 

tours (double or greater occupancy)

• $2.50 per room for ITC packages (Sun & Europe) and coach 

tours (single occupancy)

• $5 per cabin, for cruises (double or greater occupancy)

• $2.50 per cabin, for cruises (single occupancy)

• $1 per passenger for air-only flights

• $1 per car rental (min. 6 days)

• $1 per file for à la carte accommodations (min. 3 nights)

• Groups reservations included

Education & training:
Bonbon users have access to ongoing education and a 

dedicated spot on Get Connected to view current promotions.

Users:
n/a

Benefits:
TravelBrands' Loyalty Rewards is a multi brand program, offering travel 

agents the opportunity to earn with: Alba Tours, Boomerang Tours, 

Encore Cruises, Exotik Tours, Fun Sun Vacations, Holiday House, Intair, 

Intair Vacations, Network, Sunquest and Travelgenie. The points earned 

are all combined into one single account, allowing travel agents to 

accumulate points and redeem rewards quickly and easily.  

A variety of rewards are available, such as the VISA Reloadable card, 

travel certificates, merchandise and donations.

Eligibility:
Travel agents are automatically signed up for the Loyalty program when 

they sign up for TravelBrands’ web access. Points are automatically 

deposited in the travel agent’s account. Points are awarded as follows:

• Sunquest Vacations & ALBA Tours: 575 points per room based on 

double occupancy; 287 points per single room or air only bookings

• Holiday House & FunSun Vacations: 1-4 points per every $10 in sales 

• Encore Cruises: 500 points per stateroom for Mainstream cruise lines 

booked on the web (minimum 7 nights), 2,000 points per stateroom 

for premium or luxury cruise lines (minimum three nights), additional 

500 points per passenger when air is booked in conjunction with 

cruise, 1,000 per stateroom sold in a cruise package including air

• Network: 2-4 points per every $10 in sales

• Intair: 100-3,000 points based on class of service & fare type (some 

restrictions apply)

• Intair Vacations: 250-500 points per car rental/hotel room (minimum 

two-day/nights)

• Boomerang Tours & Exotik Tours: 4 points per every $10 in sales for 

bookings of 8 passengers or less. 1,000 points per passenger for 

booking of 9 passengers or more

**Note: points vary based on booking method

Users:
16,000+



escape

Lise Giguère
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F rench Polynesia often brings to mind visions of small, stilted 

houses, turquoise lagoons and colourful leis presented to 

guests at some point along their journey. But there’s much 

more to be discovered across the 118 islets and atolls of this ancient, 

tropical land. Embarking on a journey aboard the m/s Paul Gauguin, 

I set out to do just that.

Built in 1997 and designed specifically for shallow sailing in tropical 

waters, the Paul Gauguin possesses a classic and bespoke sort of 

charm not typically found on newer ships.

As we pull away from the port of Papeete in Tahiti, I venture out 

of my cabin to explore the ship. After visiting the Paul Gauguin’s 

three restaurants – L’Etoile, La Veranda and Le Grill – I find Le Grand 

Salon, which promises an evening performance by the Polynesian 

entertainers Gauguins and Gauguines. I also visit the ship’s three bars, 

spa and its private museum (featuring a collection of art evoking the 

discovery of Polynesia) before stopping by the  on-board marina, 

which offers kayaking, windsurfing or scuba diving activities for guests.

I meander the ship’s seven decks before making my way back to my 

cabin, where fresh flowers, fruit and a stocked refigerator await. I’m 

lucky enough to have an ensuite balcony (a feature available in 70 

per cent of rooms) and make good use of it as Papeete disappears 

into the sunset and we sail into the blue expanse before us. 

After our first day at sea, the Paul Gauguin drops anchor in the crystal-

clear waters off Fakarava in the Tuamotus, the largest Polynesian 

archipelago and home to 250 pearl farms. Passengers begin to 

eagerly make their way toward the excursions and activities taking 

place on shore, but I hang back to enjoy the tranquility afforded by 

an empty ship in a beautiful setting. 

The following day brings us back offshore, where workshops, 

demonstrations and lectures leave no opportunity for boredom. We 

are joined by three speakers: Mark Eddowes, an anthropologist and 

archaeologist who regales us with tales of Tahitian culture; Arnaud 

de Sulle, a historian who is passionate about Paul Gauguin (the ship’s 

namesake painter); and Jean-Michel Cousteau, son of the famous 

Jacques Cousteau, who shares memories and stories of a life spent 

studying the world’s oceans. The knowledge they share enriches my 

experience for the remainder of the trip, and lends new colour to 

the surrounding scenery. 

On day three, the ship departs to Fatu Hiva, nicknamed the Garden 

of Eden, and we make our way ashore. Adorned with necklaces of 

tiare (the national flower of Tahiti) and gardenia presented by the 

island’s local residents, I attend demonstrations in the making of tapa 

(a cloth made from plant fibre); umuhei (a floral bouquet historically 

worn by Polynesian women to attract a partner) and monoi (a 

coconut-based anti-mosquito oil). 
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Later, the ship sails into Hiva Oa, the island where Paul 

Gauguin himself and Belgian singer Jacques Brel once 

lived and practiced their art. We gather around Gauguin’s 

resting place as de Sulle shares details on the lives of the 

departed. Standing amidst the breathtaking backdrop   

of the island, it’s easy to appreciate the  inspiring influence of 

these two artists, and the legacy they left behind. 

The next two days take us to Tahuata and Nuku Hiva, the largest 

island of the archipelago and one of the filming locations for 

Survivor. The camera crew is long gone, but the remote location   

is believable as a destination for shipwrecked competitors, and  

I try to imagine having to sleep on bamboo and eat insects for 

money.

Midway through our expedition we arrive at Taha'a Island, known 

for its many vanilla plantations, and are invited to the private 

islet of Motu Mahana, where we spend an entire day lazing on 

the white sand and wading in the waters.

Waking up the next day, it’s raining so much on Huahine that 

tours have been cancelled, but the ship’s onboard educational 

talks and activities keep us entertained. I spend the day learning 

about the region’s infamous black pearls, which are created by 

the giant blacklipped oyster and despite their name, can also 

range in colour from white to grey.

The anxiety is palpable the following morning as the  

clouds loom over Bora Bora's Mount Otemanu, threatening to 

unleash more rain and spoil our plans to discover the beauty  

of the surrounding atolls. But, the weather holds and we are 

able to experience what is, to many of us, this once in a lifetime 

opportunity to explore Bora Bora.  

The final leg of the cruise takes us to Moorea, a formerly-volcanic 

island that I find to be just as impressive as neighbouring Bora  

Bora. As we travel uphill by jeep, we are treated to a spectacular 

view of the island’s bays (understandably, often used in Hollywood 

films), the outlying reef, impossibly deep crevasses, as well as  

more of Polynesia’s quintessential white sand beaches and lush 

vegetation.

Some say that Polynesia is to scuba divers what African  

safaris are to photographers and the dive enthusiasts I speak 

to on our journey – both professional and beginners – agree.  

Being in a diver’s Rome with a ship full of Romans (The Paul 

Gauguin is one of the only vessels to offer a range of diving 

excursions for all experience levels), I suddenly had the  

urge to take the plunge – after all, who could resist  

waters so clear that you can see every fish swimming beneath 

you? 

This experience was provided to PAX courtesy of Paul Gauguin Cruises.



The Paul Gauguin sails year-round in the five 
archipelagos of French Polynesia (the Society 
Islands, Marquesas, Tuamotus, Austral and  
Gambier).

The luxury ship’s on-board atmosphere is friendly, 
with great service and all information is given in 
both English and French.

The Paul Gauguin has been recognized with  
some of the most prestigious awards in the travel 
industry. Conde Nast Traveler has listed it among 
the top 20 best small cruise ships for more than  
15 years.

As there are no youth facilities on board, children under 12 
years must be accompanied by an adult. However, some 
cruises offer Jean-Michel Cousteau’s Ambassadors of the 
Environment youth program, which allows young travellers 
aged nine to 17 to take part in coral reef explorations, 
forest walks, visits to marae (traditional Polynesian meeting 
places) and educational programs.

The PEARLS program (Partners Earn Added Rewards and 
Learn to Sell) allows travel agents to become experts on 
Paul Gauguin Cruises in order to better serve their clients. 
PEARLS partners have access to resources, marketing 
training, exclusive sales and more. Information is available 
at www.pgcruises.com/PEARLS.

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

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. From Travel+Leisure Magazine, August 2015 ©2015 Time Inc. Used under license. 
Travel+Leisure and Time Inc. are not affi  liated with, and do not endorse products or services of, Licensee.

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

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

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

{Other departures available}

Canadian Residents receive an extra 
25% off  on select sailings when 
booked by December 31, 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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consulting

Pat Lipovski, Envision Group

I n our last article, we touched on the "Vision" six-step 

model that helps support individuals in achieving their 

goals, whether personally or professionally. Here is a 

breakdown of what exactly that means:  

 
Where do you want to be five years down the road? How 

do you want to be perceived? What do you want your life 

to represent? What kind of example do you hope to set? 

Knowing where you are going will provide the incentive and 

momentum to overcome the challenges that you may be 

facing today. Think about the following questions:

  

 

 

 
  

 

 

 
Where you are today – right now, this minute. Acknowledging 

your current reality may often be difficult and must be met 

with honesty. Once you recognize the nature of any problem, 

you are on the road to correct it. Does your today match 

your vision of tomorrow? 
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Options to move forward. Take any problem or goal that 

you have, write it at the top of a sheet of paper in the form 

of a question, and think of your answers:  

 
 
 
  

 
A plan of action. The objective of developing a plan is to 

organize tasks and allocate resources to achieve specified 

goals within a desired time frame. Change what you need 

to change – your habits, what you read, who you socialize 

with, how you talk to yourself and others.

 
 
 
 

 
Conquer obstacles – anything or anyone – that may get in 

your way as you strive to reach your goal. Realizing that there 

will likely be obstacles along the path to success makes it 

easier to anticipate, overcome or avoid them. 

 
  

 

 
What do you need to do to make progress with your plan? 

This is where your vision gets brought to life.  

   

 
 
 
   

This six-step model will help you personally or use it as a coaching tool with  

your employees. Remember, if you don’t know where you are going, any road will get 

you there. Live a planned and purposeful life, and engage your employees to do the 

same.
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Nolan Burris

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

failed musician and self-professed techno-geek.  

He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder 

and chief Visioneer of Future Proof Travel Solutions  

in Vancouver, British Columbia: 

www.futureprooftravel.com

A brand is like the the business 

version of Karma. It is the 

result of direct and indirect 

actions, intentions and perceptions. 

It can also be the cause of actions 

and perceptions. Some brands are 

the result of conscious, strategic 

development, but most are entirely 

accidental. None however, are 

coincidental. Confused? You’re not 

alone. Like the concept of karma 

itself, branding is deceptively simple 

yet terribly misunderstood. Mastering 

it could change everything for your 

business and career.

Let’s first look at what a brand is 

not. It is not your logo, advertising, 

website or Facebook page. Those 

things all contribute to or help support 

your brand, but they’re more like the 

ingredients of a cake, rather than the 

cake itself. 

One simple word best conveys what 

“brand” actually means: awareness. 

To be more specific, it is what  

others (including your customers 

and prospects) think and feel about  

you or your company. Logos, 

advertising and social media may 

influence their perceptions, but they 

cannot control them. Your brand 

emerges from the judgments of 

others. Yikes!

Here’s an example: Apple is a well-

known company with a globally-

recognized brand. Some people 

perceive them as creative experts in 

excellence and high quality. Other 

people see them as producers of 

overpriced products for snobs.

As long as most people continue to 

view the brand positively, Apple will 

keep reaping the rewards. Love them 

or hate them, Apple understands the 

importance of taking great care of 

their brand, and they know who really 

controls it. But they also know how to 

influence their audience.

Today, brand awareness spreads at 

the speed of broadband. A once-

unknown café can become an 

overnight sensation, and just as quickly 

collapse into “yesterday’s news.”  

Travel agencies and consultants are 

likewise being reviewed, praised, 

loved, criticized and promoted all 

over social media and the Internet. 

Have you Googled yourself lately?

This sort of consumer-driven brand 

awareness can be frightening, but 

you are not powerless; it can be 

beneficially leveraged and positively 

influenced. Either way, it is happening 

with or without your involvement. You 

could, like many, just ignore it and  

future proof



hope for the best – a risky strategy indeed. You could 

also choose to take control where you can.

There are two fundamental sources of your brand:  

1) What you say you’re all about (through marketing) and 

2) What customers think and feel (through experience 

and perception).

If these two things are nicely aligned, your brand will 

be off to a good start; keep them in alignment and 

your brand will flourish. That’s when customers transform  

into clients and start spreading the word (and brand) 

for you. 

Things can go sour for a brand as a result of misalignment, 

mixed signals, lack of integrity and of course, bad 

customer experiences or perceptions. Even the most 

trusted and respected brand makes mistakes and 

encounters problems, but positively viewed brands are 

quickly forgiven, where negatively viewed ones are 

quickly blamed. 

As I've shared before, I regularly ask travel consultants, 

“Why should anyone use a travel agency today?” to 

which eventual responses include proclamations of 

service, advice, support, expertise, advocacy, supplier 

connections and more. It makes me smile because these 

are the things that build a rock-solid brand foundation!  

The problem is that I rarely find them in agency marketing.

Travel agency Facebook pages and Twitter feeds are 

usually overflowing with deals, discounts, promotions, and 

price-focused advertising. If the purpose of marketing 

for brand development is to create an initial attraction, 

it’s pretty clear what this would attract, and the type of 

brand awareness that would result.  

To be blunt: if you market your business as a discount 

brand, don’t be surprised by the discount seekers that 

contact you. 

Of course, the other fundamental source of branding is 

the actual experience customers have in dealing your 

company. A brand that is perceived to be focused 

on discounts has to tread very carefully with common 

strategies like up-selling and suggesting preferred 

suppliers, even for the benefit of the client. Anything other 

than offering deals risks being judged (and branded) as 

deceptive. 

On the other hand, a brand that is believed to focuson 

service, excellence and guarding the best interests of 

travellers is usually seen in a very different light. Up-selling is 

perceived as helping to improve the trip experience, and 

suggesting preferred suppliers becomes client protection. 

Such is the power of branding.

Starbucks, Apple, Mercedes, Nike and Google are some 

of the most recognizable names in the world. Their actual 

brands arose from understanding that customers ultimately 

have the final say. They also know that if you say the right 

things, focus on the right things and do the right things 

with integrity, customers are a lot more likely to follow 

your lead.

In thinking about how to craft, nurture and develop your 

own brand, there is one question to ask yourself: What 

do I want people to think and feel about my brand? 

Your answers to that question should guide everything 

else you do. 
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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.

MERIT, G TEAM UP 

TICO CHARGES

CANJET GROUNDED TOTAL VACATIONS REBRAND

CHANGES AT 
TRAVELBRANDS

MCCAIG EXITS ACTA

SKYGREECE TROUBLES

A new sales and marketing relationship will see Merit Travel exclusively sell G Adventures product in 
the small-group adventure travel category, effective Sept. 1. Merit Travel, which also encompasses 
Travel Cuts, has 19 stores and nearly 100 travel agents across Canada. Pictured are: (front) Tim 
Chan, PR manager, G Adventures; Denise Harper, director of sales - Canada, G Adventures; Aizaz 
Sheikh, marketing manager - Canada, G Adventures; Luisa Pannozzi, marketing communications 
manager, Merit; (back) Jill Borra, director, global communications, G Adventures; Bruce Poon 
Tip, founder, G Adventures; Jason Merrithew, vice-president, Merit Travel.

Toronto travel agent Lorna (Natalie) Arcega 
has been charged by TICO and Toronto 
police after several people were defrauded 
of more than $150,000 in airline tickets which 
were never received. She faces two counts 
of operating as a travel agent without 
registration under the Travel Industry Act, 
while police have also laid numerous fraud-
related criminal charges. 

CanJet Airlines has suspended its flight 
operations as the company revisits its 
business plan over the coming months. 
CanJet president Stephen Rowe said that the 
company will remain active for the time being 
and will resume flights if a viable business model 
can be determined by May. 

Total Vacations has been rebranded 
under the new name Lujure, featuring a 
comprehensive product line-up including 
private villas, luxury hotels and boutique 
properties located in some of the most 
sought-after destinations in the Caribbean, 
Mexico and Central America.

As TravelBrands’ restructuring process 
continues, the company has appointed former 
Air Canada Vacations president & CEO Zeina 
Gedeon as its new CEO. The appointment 
comes following the departures of several 
executive members of the TravelBrands’ team.

David McCaig made a sudden departure 
from his role as president & COO of the 
Association of Canadian Travel Agencies 
(ACTA), retiring from the position on Aug. 
31. McCaig, who had been on leave since 
Aug. 5, joined the organization in 2001, prior 
to which he held roles in travel since 1983.

SkyGreece Airlines has filed for bankruptcy, 
shortly after the airline announced it was 
temporarily halting service in late August, 
leaving hundreds of passengers stranded 
in Canada and Europe. SkyGreece is 
currently restructuring with plans to resume 
service in the future.

AC TO AFRICA

INSIGHT APPOINTMENTS

Air Canada has announced Montreal-
Casablanca as its first route to Africa 
as part of a major summer schedule 
expansion for 2016, which also includes 
service from Toronto to Prague, Budapest, 
Glasgow and Warsaw.

Insight Vacations has appointed Sherri 
Bourne and Cristina Torres as the new sales 
managers for Atlantic Canada & Ottawa 
region and the GTA & Northern Ontario, 
respectively. Bourne has worked in the travel 
industry for almost 20 years, while Torres 
began her travel career in 1999.

news
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New routes and collections were the main focus of Transat’s Sun Training Academy, where more 
than 300 travel experts in Toronto came out to learn more about the vacation brand’s largest sun 
brochure to date. Of Transat: Steve Brown, inside sales; Tammy Preeper, business development 
representative - Atlantic Canada; Lindsay Merrill, inside sales; Chad Burnett, business development 
representative; Susan Kooiman, business development representative; Denisa Stancikova, business 
development representative; Alyson Thompson, inside sales; Brian Joseph, business development 
representative; Charlotte Antill, business development representative & Carmen Wakileh, inside 
sales supervisor.

St. Kitts & Nevis, which representatives were eager to share with Canadian travel industry partners at an 
exclusive event with Tourism Minister Lindsay F.P. Grant on Aug. 26. Pictured are: (front) Carolyn James, director, 
St. Kitts Tourism Authority - Canada; Racquel Brown, CEO, St. Kitts Tourism Authority; Amr Younes, VP, ACV; 
Lindsay F.P. Grant, Tourism Minister, St. Kitts & Nevis; Dina Bertolo, ACV. (back): Paul Minich, consultant, St. Kitts 
Tourism Authority; Lindsay Pearlman, co-president, Ensemble Travel Group; Flemming Friisdahl, founder, The 
Travel Agent Next Door.

Calling baseball one of the Dominican Republic's 
sources of national pride, the country's tourism office 
hosted partners on Aug. 28 to watch the Toronto Blue 
Jays take on the Detroit Tigers. Pictured are Guillermo 
Estrella, consul general, DR in Canada & Abdalah 
Castillo, director, DR tourism office, Toronto.

Norwegian Cruise Line’s recently-expanded Canadian sales 
team met with agents this week, offering a glimpse of the 
coming cruise season and providing updates on NCL’s new 
itineraries and ships. Of Norwegian: Dana Gain, national 
director, sales - Canada; Ian Smyth, business development 
manager - eastern Ontario; Ilanit Zimmerman, business 
development manager - Canada; Mary-Jo Cutaia, business 
development manager - western Ontario.

Air Canada Vacations met with hundreds of agents 
in September, at a series of Dream Makers events 
held across Canada. Of ACV: Kristin Erz, area sales 
manager; Amr Younes, VP, sales; Colin Skerritt, 
global account manager.

The Travel Agent Next Door welcomed supporters to its new office with an open house night. Of TTAND: 
Lindsay Caven, manager, supplier & new agent relations; Cheryl Green, talent development support; 
Rhonda Stanley, vice-president, talent development; Catherine Sternberg, agent support coordinator; 
Vivian Imrisek, accounting associate; Shean Carmichael, marketing coordinator; Flemming Friisdahl, 
founder; Daniel Wong, IT support; Nancy Aubé, former vice-president, operations & finance (retiring); 
Lynn Dovaston, vice-president – finance; Bernadine D'Souza; manager, training & development; Sanji 
Zaman, travel agent services coordinator; Sarah Wu- accounting; Elish Tait, travel agent coordinator. 
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WestJet announced the launch of non-stop flights between Vancouver International Airport and London 
(Gatwick) starting May 6, 2016 to a packed audience at the Fairmont Hotel Vancouver. Pictured are: WestJetter 
Liz; Craig Richmond, president & CEO, Vancouver Airport Authority; Shirley Bond, British Columbia’s Minister of 
Jobs, Tourism and Skills; WestJetter Michael; Ferio Pugliese, president, WestJet Encore.

FAIRMONT APPOINTMENTS

BANFF GONDOLA

ACTA CHANGES

SKYLINE SUSPENDED

PORTER JOINS WESTJET

Fairmont Hotels has made a pair of 
appointments in BC, with Helen Pratt serving 
as the company’s new regional director, 
sales & marketing for Fairmont Hotels, Pacific 
Northwest and Brent Iverson appointed to 
the position of director, sales & marketing for 
Fairmont Hotel Vancouver.

Brewster Travel Canada will begin work this fall 
on a $26 million enhancement to the upper 
terminal building of its flagship attraction, the 
Banff Gondola. The redevelopment represents 
the largest capital project Brewster has 
undertaken in recent years.

ACTA has announced the resignation of 
Marlene Brown, regional manager for British 
Columbia and Yukon Territories. Brown joined 
ACTA in 2003 as manager of membership 
services for Canada, becoming regional 
manager for BC/Yukon in 2009.

Consumer Protection BC has suspended the 
licence of Burnaby-based travel agency 
and wholesaler Skyline Tours Ltd. According 
to Consumer Protection BC, the business 
appears to have closed in August with several 
consumers affected.

WestJet has appointed Mark Porter as 
executive vice-president - people and culture, 
effective Oct. 26. Porter joins WestJet from 
Shaw Communications where he was the 
senior VP of human resources for almost 10 
years. Prior to his work with Shaw, he was with 
Molson Canada where he held several senior 
human resources positions including chief 
people officer.

More than 180 travel professionals joined the Mexico 
Tourism Board, suppliers and Mexican tourism 
representatives for a day of golf, gastronomy and 
Mexican hospitality on Sept. 9 at the Richmond 
Country Club. The day-long golf tournament was 
followed by a trade show and cocktail reception, 
and capped off with a four-course dinner presented 
by Chef Betty Vazquez from Riviera Nayarit. Pictured 
are Rick Beucking, event organizer; James Howey, 
regional general manager - passenger sales BC, Air 
Canada; Rodrigo Esponda, regional director - North 
America & Rodrigo Acosta Gomez, director - Western 
Canada, Mexico Tourism Board.

The ACTA AB/NWT Day Spa, Man Tracker and 
Golf event welcomed 160 members of the travel 
industry to Wolf Creek Golf Resort in Ponoka, 
Alberta. Guests spent the day attending one of 
the three activities and after returning to Wolf 
Creek, enjoyed congratulatory or consolatory 
beverages and appetizers. Pictured here are the 
winning team of Jordan Rachey (Trafalgar ), Jodine 
Clement (Barcelo Hotels), Taj Gulam & Bob Christie 
(both of AMA).

More than 200 southern Alberta travel agents 
gathered to hear the latest and greatest news from 
Transat Tours Canada at Calgary’s Coast Plaza 
Hotel and Convention Centre on Sept. 9, at one 
of Transat’s 2015 Sun Training Academies. Pictured 
are: Dean Neville, sales manager Western Canada, 
Transat Tours Canada; Chelsea Trudeau, travel agent; 
Carla Moreno, business development representative 
- southern Alberta, Transat.

PATA Canada hosted its first Quiz Night for travel 
agents in Vancouver on Aug. 19. Seven sponsors 
were joined by more than 100 agents and media 
for a lively evening of learning, prizes and dinner, 
as the organization introduced itself to the local 
travel community. Pictured here are Rocky Lo, 
director business development – Asia, Air Canada 
& president, PATA Canada; Sandra Ngoh-Fonseka, 
marketing manager, Tourism Malaysia.
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Azul Fives, a Gourmet Inclusive® Hotel, by Karisma
Azul Fives, located just 10 minutes from Playa del Carmen, is an oasis known for catering 
to families, groups and couples. All accommodations, from Sky Suites to Deluxe Rooms 
and Suites, o� er modern and sophisticated comfort in a lush tropical setting. Upon arrival, 
the full-service concierge can recommend a list of activities, from Mayan ruins to on-site 
cookouts. Guests will love the spa days, beach days and sparkling wine days ending in 
Jacuzzi® bubbles and champagne at this AAA Four Diamond Award-winning resort.

Visit transatholidays.com
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THIS SUMMER, SEE WHERE 
MONTREAL CAN TAKE 
YOUR CLIENTS. 
Consider this. From Montreal, travellers can fly 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 flights 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
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