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What a year we’ve had!

Wow, 2016 has been quite the year for all of us! By its very nature, the travel 

industry is always in motion, and this year was no exception. 

Looking back at some of the headlines, we saw Transat A. T. sell its subsidiary 

Transat France to TUI AG; Sunwing, which has established itself as Canada's 

leading tour operator, saw its competition with Air Canada Vacations, 

Transat and WestJet Vacations move to a whole new level – an interesting 

development that transforms this particular space in the market from a 

duopoly to a real struggle among four contenders; and ACV has integrated 

Sun Diamond's Blue Diamond hotels, a Sunwing hotel company, into its line-up 

– who would have thought that a few months ago? 

During 2016, TravelBrands emerged from CCAA protection… and then acquired 

itravel2000; WestJet and Air Canada launched and/or announced a number 

of new routes from across the country, both domestic and international; 

and of course there was the impact felt from larger world events such as 

the situation in Europe, Brexit, and the emergence of the Zika virus, not to 

mention the depreciation of the Canadian dollar and now the uncertainty 

surrounding the new administration south of the border.

Through all this however, we here at Logimonde did not sit idly by. From our 

newly revamped websites, to our golf tournament, to our many new videos, 

these are just a few of our achievements this year, inspired by and for you. 

And 2017 is sure to be another exciting year for us. Not only we will celebrate 

our 25th anniversary, but we’ve got a lot of new surprises planned that we 

think you’ll love. After all, we’ve been together for a quarter of a century 

now, so if ever there was a year to go big, 2017 is it!

But for now it’s time to enjoy quality time with family and friends, and relax 

and recharge in order to return next year with lots of energy… I know I’m 

going to need it with what we have planned!

So as we say goodbye to 2016, I want to wish all of you and your families a 

very happy holidays, as well as a healthy and prosperous New Year!

See you in February with lots of surprises!
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New for 2017 Season.

Dhawa Cayo 
Santa María Resort, Cuba

Edgy, cool and sassy, Dhawa is the fourth brand of Banyan Tree Hotels & Resorts and 
Dhawa Cayo Santa María marks the Group´s first foray into Cuba. Dhawa Cayo Santa María, 
Cuba will be the first and only lifestyle resort in the destination. Perfect for family, couples 
and group leisure stays, look out for great entertainment, exhilarating activities and 
recreation and all-inclusive gourmet dining.

Dhawa Cayo Santa María, Villa Clara, Cuba
dhawa-cuba.com
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setting the stakes



For the best travel industry news : PAXnews.com10   PAX

LP Worldwide (formerly GLP Worldwide 

Expedition Travel and Tours) has never 

paid much attention to the mainstream. 

A tour operator offering unique and expeditionary 

travel experiences while representing some  

of the most significantly different tourism 

companies in the business, the goal of GLP has 

always been to avoid mass market-style products, 

instead specializing in small ship cruising and 

remote expeditionary travel. 

“We’re selling experiences for well-travelled 

Canadians,” Alan Law, director of sales and 

marketing for GLP says from a coffee shop  

in Toronto. “These are people who have done 

the big city bus tours, the cruise, the all-inclusive 

stay – we show them something different.”

Law used this logic when developing the company’s 

latest brand repositioning, which consisted of 

shortening the name to ‘GLP Worldwide,’ and 

introducing the new tagline "Travel for Travellers." 

Other changes include a more intuitive website 

and agent portal, new supplier partners, 

enhanced agent resources and client services, 

and a refocusing of the company's growing array 

of travel experiences.

The branding move – which puts an emphasis 

on leading-edge itineraries and more immersive 

travel experiences – is largely the product of 

agent feedback, says Law, who makes a point 

of acknowledging that as consumer expectations 

for travel evolves and agents must diversify  

the products they sell, becoming a specialist in  

a product is never easy.
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"Everyone's got a bucket list these days,"  

he continues, "so we aim to provide products which 

go beyond the standard bucket list, and tools to help 

our agents sell them well. This way, the client has an 

incredible experience, thinks their agent is amazing, 

[and] in turn… keeps going back to them.”

Avoiding direct-to-consumer sales has always 

been a staple of GLP’s business model; according  

to Law, allowing agents to do the selling enables the 

company to focus its energy on developing a robust 

portfolio of products and supplier partnerships,  

and training agents on how to sell them.

This is important, Law adds, because while travel 

advisors who sell GLP products are typically willing 

to do the work to find a product that fits their clients' 

travel goals, it often means trying to sell them  

on the unexpected. 

"Once agents present the right product to their 

clients in the right light, entire parts of the world – 

parts they may not have ever considered exploring 

before – just open up to [them],” Law says. "That's 

how [agents] differentiate themselves from  

the status quo; they sell experiences their clients 

don't initially understand."

Such experiences include Hurtigruten’s Norway 

and Antarctica voyages; ultra-luxury cruising 

on German shipping company Hapag-Lloyd;  

and barge river cruising along lesser-known routes, 

such as the Loire Valley and Elbe River (both new 

routes for the company’s 2017-18 collection).

Most are products which typically yield a high rate 

of satisfaction – and often, a high rate of return 

too – among customers, but convincing them 

to deviate from the worlds they know takes skill 

and expertise. 

For that, GLP has rolled out fresh marketing materials, 

sales sheets and digital brochures on its brand new 

website and agent portal, available for agents  

to download and customize with their own agency 

logo and branding before passing information  

to their clients. There is also a consumer-facing blog, 

containing traveller-friendly content designed to 

inspire, and interactive online planners, albeit later 

down the line. 

“We’re all about educating both the consumer 

and the agent,” Law says of the developments  

to the company’s online presence. “Our new site has 

more consumer-focused content to educate agents 

and travellers on the product, and the agent can 

feel comfortable sending clients to our site because 

its materials will be branded with their information.”

GLP also introduced a revamped method of 

organizing its travel categories, separating them into 

brochures according to the method of travel, rather 

than by product or destination. This will allow agents 

to filter down options for a client who may be seeking 

a unique experience, but is uncertain of where  

to go from there.
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"Travellers often approach agents asking for a certain kind 

of adventure… maybe their friends or neighbours just did  

a river cruise and they want to see what the fuss is about," 

Law explains. "With our new way of organizing travel 

categories, agents can build on the desires of their clients 

– to see Europe by river, or Antarctica in a more intimate 

way, for instance – to promote alternatives which might 

be a better fit.”

With so much in the works, Law admits that it can be easy 

to get caught up in the excitement of a never-before-

seen travel product, and relies on GLP’s agent partners 

to keep the company abreast of what the Canadian 

traveller really wants. 

“For us, staying ahead of the curve is about keeping 

our ears to the ground, but it’s also about going directly  

to the agent and asking ‘What do you guys want to sell? 

What are your clients asking for?’” he explains.

As such, GLP Worldwide has plans for quarterly 

meetings in the coming months, and intends to increase  

its number of travel trade events, which will feature 

expert guest speakers from popular sailing itineraries,  

and will encourage agents to bring clients as guests.

“These events will help us get to know the agent and start 

a discussion on where we can all go moving forward,”  

Law says, citing the synergy between agents’ valuable 

client relationships and GLP’s advanced supplier 

partnerships as key to both sides’ success. 

“We don’t expect the agent to be the expert on our 

products – we want them to feel like the expert, while  

we provide the info,” he adds. “We know our product, 

agents know their clients. That’s a good relationship,  

and it works.”
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Frédéric Gonzalo

technology

Conference speaker & consultant 
specializing in e-tourism

t’s already that time of year when you can take a step back, review 

the results of the last couple of months, and determine what worked 

(and what didn’t!) with regards to your marketing initiatives and overall 

commercialization strategy.

But what’s in store for 2017? With such rapid-fire changes in technology,  

the web and social media, it can be hard to weed out hype from compelling 

trends you should consider for your upcoming marketing efforts next year. 

Here are five trends that have emerged over the past few months and are 

sure to impact your strategy for 2017:

 

Virtual reality immerses people in 3D virtual worlds in which they can move 

around and interact with different elements. Travel agencies, such as 

Thomas Cook in Europe, hotel chains, including Marriott and 

Intercontinental, and travel operators (think Club Med) are 

betting on virtual reality technology to encourage potential 

customers to ‘visit’ and ‘see themselves’ at a destination; 

experiencing a city or venue virtually – before booking – 

can not only assuage any concerns a customer may have  

and get them excited enough to make a reservation.

In 2017, industry experts project that virtually reality will be 

increasingly used in the travel industry. It will most certainly  

be combined with multi-sensory, real-time experiences that are 

already being used in theme parks. For example, La Ronde,  

a popular amusement park in Montréal, gives riders of Le Goliath 

a one-of-a-kind experience as they ride a roller coaster wearing 

virtual reality headsets. Cool stuff!



As a concept that is sometimes difficult to understand, omni-

channel marketing resides on the premise that today’s customers 

come into contact with your brand (touch points) using several 

different channels: your website, your contact centre, in-person, 

third-party websites, directories or networks, social media, etc. 

What’s more, they access these channels using multiple devices, 

including smartphones, laptops, tablets and other digital displays 

or devices used in public. 

Are you prepared to answer customers’ questions on all of these 

platforms and channels? Can you follow customers as they 

transition from one platform to another as they communicate with 

you regarding the same topic? TUI, a French travel operator that 

launched its omni-channel platform in fall 2016 brought compelling 

insight into today’s travel customer:

“Travellers may begin their reservation on their smartphones, continue 

with their desktop and either go to a travel agency or call centre  

to complete the transaction," says Jérome Picard of TUI France.

Here’s one word to keep in mind: Millennials. What is all the fuss 

about? Millennials are the generation aged between 18 and 30 years 

old. From a strictly demographic standpoint, they have become  

the most important demographic segment, surpassing even Boomers 

(55 years and older). In 2017, Millennials will represent the most 

important market for the hotel sector in North America. In a nutshell, 

there are many Millennials out there: they travel a lot and studies 

show they plan to travel much more in the years to come.

It is important to remember that this generation was born 

literally with the Internet and smartphones at their fingertips. 

They prefer social media to traditional media to stay informed. 

They watch videos and movies via YouTube, Netflix and AppleTV. 

Furthermore, their approach to travel is entirely different from  

any other generation: YOLO (You Only Live Once) and FOMO 

(Fear of Missing Out) are not just acronyms. They are real lifestyles  

for millions of Millennials.

Social media is about to hit its teenage years, with LinkedIn 

celebrating its 14th birthday and Facebook its 13th birthday  

in 2017. Many industry pundits are also observing a certain maturity 

with respect to social media; some are even running out of steam. 

Google+ no longer exists as it once was, Twitter is searching for  

its soul and purpose with diminishing performance levels versus other 

platforms, etc. It is becoming more and more difficult for new social 

media platforms to capture mind (and use!) share. 
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Facebook is nevertheless a must in today’s consolidating social 

media landscape, with its strategic acquisitions (Instagram, 

WhatsApp, Oculus Rift), popular apps (Messenger, Groups, Pages), 

and innovative new features that keep them ahead of the curve 

(FB Live, FB 360). Facebook is poised to continue dominating social 

media in 2017. Make sure you integrate it in your marketing initiatives 

and advertising budgets.

In 2017, digital marketing in the travel industry will most probably 

experience a tipping point, whereby web traffic coming from mobile 

devices will exceed 50 per cent. This is already the case for many 

tourist attractions, destinations and boutique hotels. The trend is likely  

to grow over the course of the next few years.

But how can you realign your marketing to leverage this mobile 

domination? You must be prepared for a paradigm shift with respect 

to your content marketing: 

• Advertising campaigns dedicated to mobile devices:  

Google AdWords, Facebook Ads, etc.

• Creating and sharing content that is highly shareable  

on social media: videos with subtitles, Instagram pictures, 

hashtags (and more hashtags!)

• Engaging contests and outreach that will attract Millennials  

on their preferred social media platforms: Snapchat, 

WhatsApp, Instagram, YouTube, etc.

• Shorter and more incisive content and posts  

• A responsive website and even a mobile-first web 

development strategy is to be considered to meet people’s 

insatiable use of mobile devices

• Newsletters designed for reading on mobile devices first — 

as opposed to adapting a newsletter for mobile devices  

as an afterthought  

These are only a few examples of what the future in marketing will hold 

for 2017. Will you be ready for the ride?
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experience

idnight, and the sun is shining. I rub my eyes.  

Yes, it is midnight and the star that illuminates  

the Earth does not seem to want to leave the sky. 

Welcome to the Yukon, that mythical territory in Canada where  

the line between the real and the surreal has never been so thin. 

Not to say I hadn’t been expecting this; they had warned me. 

During the months of June and July, when I visited, the days are 

long and bright in the Yukon. But to live in this daydream, literally 

almost around the clock, well let’s just say it was an experience 

that I could not pass up.

Often while I was there, to fully enjoy this unique time and place 

– and at the risk of completely confusing my inner clock – I got 

up and ventured out at times when I would usually go to bed… 

to walk the streets of Whitehorse and Dawson City or take  

a stroll along the Yukon River. What an experience!

Yes, the Yukon… this is a place I have dreamed about since  

I was a kid and first read Jack London’s Call of the Wild.  

This land, so hostile in its appearance in so many ways, holds 

an inexplicable power of attraction.

The people I met there are a testament to the siren call of this 

place. There’s Joost, the Dutch guide for Nature Tours; Marcelle, 

the shy but endearing Swiss walker from Alayuk Adventures; 

Wolfgang, the German owner of Northern Lights Resort & Spa 

in Whitehorse; and Edith, from Quebec, who now works  

for the Yukon Francophone Association… they all tell me  

the same thing: at one point in their lives, they all set foot in  

the Yukon, and they never left. There must be a reason.View of Dawson City from the Midnight Dome
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Upon arrival in the Yukon, there is this intangible feeling  

of freedom that seems to envelop your body.  Encompassing 

an area close to that of Spain, the territory is home to just over 

30,000 inhabitants… 26,000 of whom reside in Whitehorse, 

the main entry point by air for those looking to explore  

all this region has to offer.

Suffice to say then, that apart from this modest urban centre, 

nature – in all its wild and untamed glory – is omnipresent, 

revealing gem after gem to those who arrive ready to explore.

Even in Whitehorse though, the outdoors is close at hand. 

Just step into a boat from the city’s waterfront and head a 

little down the Yukon River and you’ll find yourself completely 

enveloped in nature’s grandeur. In total silence, and in the 

middle of these turquoise waters, we easily spot the many bald 

eagles that live on the banks. This was a truly rare moment of 

fullness and a total communion with the environment around us.

Miles Canyon, just a few minutes from downtown Whitehorse, 

is another of the area’s dramatic natural features. Travelling 

along a walking trail, the Yukon River unveils its most beautiful 

shades of blue again while I zigzag between the droppings 

of what appeared to be a large animal. Moose, black bear, 

grizzly? I didn’t try to find out for myself, though my passion  

for wildlife photography almost overtook any sense of reason.

Whitehorse is definitely worth a visit.  Surrounded by mountains 

and bisected by the river, it is a wonderful place to stay  

and explore when you embark upon your visit into the Great 

White North. But to come to the Yukon and only experience 

the city would be heresy. 

No, here it’s the outdoors and the activities found there –  

in the forests, the rivers and mountains – that transform this 

The Yukon River travels right through Whitehorse

A juvenile bald eagle 

On the Dempster Highway 
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area into something otherworldly. To start, hop on the famed 

Alaska Highway, the legendary road built by the United States 

and Canada during World War II, and drive to Haines Junction.

This small village, which lies on the edge of a vast and 

spectacular wilderness, is the gateway to the Kluane National 

Park and Reserve, and it is here where you’ll find Mount Logan, 

the park’s crown jewel and Canada’s highest peak at nearly 

6,000 metres. 

Unfortunately, I wasn’t able to see the peak the day I was there 

as the weather didn’t cooperate and our scheduled plane 

ride over the glaciers was cancelled. However, after a couple 

of hours of effort that seemed an almost superhuman task  

to my body, I did make it all the way up to the majestic King’s 

Throne, where I had the opportunity to sit and contemplate  

a view so stunning I honestly don’t know if I’ll see anything quite 

so beautiful again. 

Surrounded by boreal forest and located on the shores 

of the pristine Kathleen Lake, the colour of the water 

here is definitely Caribbean-worthy… our very own 

‘Punta Canada.’

A little further south by the Alaska Highway, the village 

of Carcross, originally known as Caribou Crossing,  

sits approximately 70 km from Whitehorse and is home  

to the Carcross/Tagish First Nation. Here, where miners used 

to cross en route to the Klondike gold fields in Dawson, 

you can walk the sands of what is often considered  

the smallest desert in the world, which measures 

approximately 2.6 km2 and once stood on the bottom 

of a large glacial lake that covered this valley.

When I tell you that the surreal is very much alive  

and well here, believe me!

The beautiful landscapes of Tombstone Territorial Park

The Yukon does not lack panache!

The Carcross Desert 
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One of the key ‘must-visit’ stops on any trip to the Yukon  

is Dawson City. I flew there in order to get as much time  

as possible out of my visit, travelling with Air North, a local airline. 

This was quite an experience…

As silly as it sounds, propeller planes do not inspire a lot  

of confidence in me, and this particular plane – a Hawker 

Siddeley 748 – held 40 seats that were outfitted in a somewhat 

dated aesthetic. While the inside showed obvious signs 

of wear, the service I received on this quick, one-hour 

flight from Whitehorse to Dawson City was more than I got  

on the eight-hour journey from Montreal to Whitehorse (with 

a stopover in Vancouver). A choice of complimentary muffins 

for the morning flight or a sandwich in the afternoon… these 

may seem like innocuous little details but in a day and 

age where you have to pay for every little thing on flights,  

it is definitely worth noting. Add to that a friendly staff – 

actually only one flight attendant who jotted down drink 

orders on a piece of paper – and it is all quite charming.

“Final approach,” says the pilot. I looked out my window  

and searched for the airport in vain, but never found the asphalt 

track. Nothing unusual about this because, as it turns out, there 

are none out here! We land on gravel.

In fact, the entire Dawson City experience takes getting used 

to. Here, you once again lose all sense of time and place.  

The streets are dirt, the sidewalks are made of wood, and the 

houses are dressed up in full western attire, circa the late 1800s. 

Dawson has indeed kept its appearance from a century 

ago, preserving its past when the city was at the very centre  

of the Klondike Gold Rush. In 1896, that precious yellow 

metal was discovered in the Klondike River, a tributary of the 

Yukon River that runs past the town, and within two years, the 

population of this tiny town swelled to approximately 40, 000 

inhabitants. Today, while the gold fields are still present – there 

are 86 active mines in the area – tourism is Dawson’s biggest 

revenue generator, and the town itself is home to only 1,300 souls.

The entire city is basically an open air museum, protected from 

modern construction. A guided tour will lead you to the bank, 

the saloon and through the post office, and will share with  

you a detailed glimpse into the past; while later in the evening,  

a stop at Diamond Tooth Gertie’s gambling hall, and the cabaret 

found here, will plunge you into the fun and frivolity of the time.

Another historic site in the area is that of Dredge No. 4,  

a wooden hull, bucket-line behemoth (the largest in North 

America) that entered service in May 1913, and is yet another 

witness to the massive extraction of gold that took place in this 

area. It makes for a very interesting visit as you find out how  

it was used to recover industrial-level quantities of gold before 

it ceased operations in 1960.

The typical architecture of Dawson City 
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If the call of the wild awakens inside you again however, a 

journey along the Dempster Highway is sure to satisfy the craving. 

Starting at about 40 km from Dawson, this “highway” is also 

worth its weight in gold.

A hard-packed but well-maintained gravel road, the Dempster 

Highway extends some 740 km, connecting the Yukon to Inuvik  

in the Northwest Territories through two mountain ranges. 

Following old dog team routes, it crosses the continental divide 

three times and promises spectacular scenery and wide open 

spaces… and delivers!

Of particular note is the route through Tombstone Territorial 

Park, with its majestic landscapes of arctic tundra  

and mountains that are each more daunting than the 

next. In the summer, it is also an area that is reminiscent  

of the Highlands of Scotland, with a vast green carpet 

stretching to the horizon and shots of purple fireweed adding 

a vibrant splash of colour to this already majestic landscape. 

It is said that during the fall months, the show here is beyond 

measure, and I believe it. 

The siren’s call definitely worked on me though… I will have 

to come back. I’ve tasted my dream, and now only one 

desire: to relive it again.

This trip was made at the invitation of the Yukon 

Francophone Association.

The "subdued" atmosphere of the Diamond Tooth Gertie’s 

Midnight on the banks of the Klondike
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2017 will mark my 20th year in the 

travel industry. I started working for 

an independent Marlin Travel agency  

in Vaughan while I was still in school, studying 

Hospitality, Travel & Tourism at Humber College, 

and I’m now approaching three years of bliss with 

Carnival Cruise Line!

 
Many years ago when I was working at Thomas Cook in the 

product department, one of the buyers – Diana Rodriguez – 

called me into her office advising that she had heard that there 

was a management position open with Encore Cruises and  

she mentioned that the only person who came to mind was 

me. Her exact words to me were “I don’t want to see you go, 

but I can’t be selfish and hold you back, I know you would 

be perfect for this new role.” Because of Diana, I discovered  

the importance of the cruise industry and how fabulous it really is.

 
There are so many aspects I love about cruising! To name a few: 

You can experience the world but only have to unpack once;  

the onboard experience is superior in comparison to other type  

of vacation; you will be entertained by professional singers, 

dancers, comedians at no charge; and the personalized attention 

given by the crew to the guests is unparalleled. 

  
  

Carnival is known for having some of the most incredible food 

onboard, fabulous entertainment and activities for all ages to 

enjoy, but what really is unique to us is our “Great Vacation 

Guarantee.” This guarantee is a true testament as to how 

proud we are of our product. It’s a complimentary program that  

we have in place for all Canadian & American residents who sail 

with us that gives those who have never cruised before, or those 

who have sailed with other lines and are thinking about a change, 

the incentive to book. 

  

I love Europe!  I find Europe very enchanting with its cobblestone 

streets, history, art, food, shopping and way of life. There is 

truly something for everyone to enjoy! As for my bucket list – 

Australia, New Zealand, as well as Asia. Fingers crossed I will have  

the opportunity to experience them sooner rather than later.

 
Beverage packages seem to be a big hit with cruisers  

and in the recent months, we’ve enhanced our ‘Cheers Package’ 

to include beverage items up to $50 per serving on any bar 

menu and include additional beverages such as specialty 

coffees, power beverages, bottled water, soda, and your beer,  

wine & spirits.

 
 

  
Many have an incorrect perception of Carnival Cruise Line  

as being a party ship. This is far from the truth. Our average 

age is 47 years old and we do cater to all segments. I love that  

at Carnival, we provide an array of activities throughout  

the day and evening for everyone to enjoy. It’s up to our guests  

if they would like to keep active and participate in our activities 

or simply relax… the key is the choice is theirs. 

  
 

Many have mentioned that finding decent air pricing and 

schedules to match up with our cruises can sometimes be  

an issue.  To assist our travel partners with this, our new air/sea 

program called ‘Fly2Fun’ is designed to provide guests with 

maximum value, choice and convenience when making their air 

arrangements in conjunction with their cruise.  It is highly flexible as 

it allows guests to customize their air reservations with a wide array 

of options, including the ability to specify their preferred air carrier, 

departure point, specific flight schedule, and seating category. 

Immediate confirmation is received once the reservation is made, 

thus streamlining the vacation-planning process. 

 
I was just on the spectacular Carnival Vista as she made 

her debut in North America when she arrived in NYC from  

her transatlantic crossing. As for what's next - I don't know yet!
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It has been over 40 years now, with 

17 of those with Holland America Line.  

I started in the industry at Champagne 

Tours, which was a new company offering 

tours to Cuba back in the 70s. It was owned 

by Bruce Cole at the time, who also owned 

Humbertown Travel, and when he sold Champagne Tours,  

he asked me to join Humbertown as an outside sales rep to 

grow his corporate and group business. Since then I have 

held various positions in the industry including travel agent,  

tour wholesaler, airline, tour operator and now the final piece 

of the pie, the cruise industry.

I got into cruising when I was with Horizon Holidays, a Canadian 

tour operator.  We introduced cruises to our all- inclusive packages, 

which included a group of 600 guests on a 1,200-passenger cruise 

ship. That was the start of my love affair with the cruise industry.

I love the simplicity of travel you get with cruising, especially 

only having to unpack once.  I also love the inclusivity of having 

everything under one roof – after a day of exploring a new 

part of the world, you return to your home away from home,  

and at night your floating city awakens with gourmet food, 

entertainment and so much more.

  
 

Its reliability and longevity. Holland America has been in business 

for 143 years, during which time it has constantly adapted  

to the needs of the globetrotting learner of all ages. We are 

continually evolving our brand with new partnerships such  

as BB Kings Jazz Club and America’s Test Kitchen.

  

South America and Antarctica because of the diversity you find 

in both destinations, in terms of culture and climate. Especially 

Antarctica as it is usually the last continent most people touch 

and I look forward to one day returning there, so I can walk 

with the penguins on this beautiful continent. For my bucket list,  

that’s easy: the Mediterranean with its diversity in culture, food 

and art. The Med is my favourite and always will be.

 
Multi-generational cruises are becoming more and more 

popular. It gives everyone in the family, from grandparents  

to great-grandchildren, the opportunity to travel together  

and create lifetime memories. We at Holland America continue 

to nurture our onboard activities for all ages which includes  

our Club Hal program (ages 3-17). 

  
  

 
If your clients are looking for a vacation with gourmet food, 

attentive service, spectacular entertainment and great 

accommodation, and want to see the wonders of the world, 

you should be recommending a cruise Holland America Line.  

We don’t just take guests to the destination, we bring the 

destination to them. With each new client, we strive to find  

the globetrotting learner in all of us. This quest separates Holland 

America from all other cruise lines.

  
 

I frequently get the question – "How do I grow my cruise 

business with Holland America?" The answer: Focus on your 

client’s needs and wishes, and from that, determine your clients’ 

expectations. This develops a relationship that will last forever.  

The Holland America Academy is there to help you achieve this. 

Use them, embrace them, they are game changers. Knowledge 

is what sets travel professionals apart from their competition. At 

Holland America we call travel agents “Travel Professionals” – 

that is truly what you are. Never stop learning!

 
In December, I am off to the Western Caribbean with a group 

of Travel Professionals for a one-week FAM trip with my colleague, 

Lori Patterson, on the ms Eurodam.
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I started at MSC Cruises in September 

2008 but I have been in the travel 

industry since 1984. After graduating from 

college, I started working at Adventure Tours 

(now Signature Vacations) in their reservations 

department – at that time we made all bookings 

manually! The good old days!

It kind of happened by accident. In 1988, I started working  

at Paramount Holidays for Vanessa Lee and they sold both cruise 

and land so that was my first exposure to cruise. I have never 

looked back!

I have always loved the flexibility that a cruise vacation offers. 

From your choice of amazing destinations, and then of course 

the ships themselves, and all the exceptional service, comfort, 

food, entertainment, etc. that comes along with a great 

cruise vacation.

  

I love working for a company that is truly distinctive in the industry. 

As the world’s largest privately-owned cruise line, MSC Cruises 

offers our guests a truly amazing, authentic Mediterranean 

experience. Canadians love it as we stay true to our roots bringing 

together different people, cultures and traditions, all while sailing 

on absolutely beautiful, state-of-the-art cruise ships.

  

Europe. Getting the chance to visit so many countries and ports  

all in one vacation is such a great opportunity. Every port  

in Europe offers something different and the history, scenery, 

people, shopping, and food are all things everyone should 

experience at some point in their lives. For my bucket list, I have 

always dreamed of going to Tahiti and French Polynesia – perhaps 

a land & sea combination would be perfect! 

The cruise industry is constantly changing and evolving and for  

a while now a trend that we have noticed is the increase in multi-

generational cruise experiences, as cruising offers something 

for everyone. Families love to travel together and with our ships 

becoming more like destinations themselves – offering more 

options that appeal to all ages – and with the connectivity 

getting better and better, and a lot more comprehensive and 

reasonable, it allows for all family members to enjoy their cruise!

  
  

 
I am a huge cruise fan and always say how that I think the 

cruise side of our travel industry is the best side to be on! We are  

so lucky to have so many amazing cruise ships to sell and every 

cruise company works very hard to make each new ship even 

more special than the last.  

MSC Cruises is certainly doing our part in making sure of 

that as well. We are the fourth largest cruise company with  

12 gorgeous ships sailing currently, and we have 11 more coming 

in the next 10 years. These new ships will give our guests the option 

to experience new destinations, new shows with Cirque du Soleil, 

and a waterfront promenade feature that brings you closer  

to the sea than ever before… and that’s just the beginning!

  

MSC Cruises is a company that many agents are looking  

to learn more about and often are looking for help in figuring 

out where to position us versus other cruise lines. Depending on  

the circumstance and how much time I have to answer this 

question, I talk about all of the amazing features of our company 

and what we can offer them and their clients, allowing the agent 

to make a better informed decision in positioning us. 

I have been on a couple of cruises this year but come to think 

of it, there is nothing planned in the near future. I better get 

working on correcting that!
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Over 30 years in travel, 21 years of 

which was in Canada, and I am on my 

fourth year with this great company. I actually 

have a hospitality background, though not many 

people know this. I worked for Hyatt Hotels & Resorts  

in the Philippines, then moved to Shangri-La International 

many years later. Though based in Manila, I was part of the Luxury Hotel 

chain’s pre-opening task force that gave me the opportunity to open 

four brand new Shangri-La International hotels in Asia.

 
My wife and I had been doing land vacations for many years 

when she suggested we try something new. We decided  

to try cruising over a dozen years ago (our first cruise was  

on the Norwegian Sun) and we were immediately hooked.

 
The concept of a floating resort where your meals, activities 

and entertainment are all included, plus the incredible benefit 

of waking up at a different port almost every day.

  
 

We are the innovators in Freestyle Cruising, which means no dress code, 

no set dining times, no schedule to follow. Our cruises offer our guests 

fun and flexibility in their cruise vacations. Because of the freestyle dining 

concept, we provide almost twice the number of dining venues than 

our competition. Broadway shows onboard, first-class accommodations, 

the youngest fleet at sea – you name it, we have it. We believe  

our guests would rather follow the stars instead of a schedule.

  

That’s a tough question because each destination has its own 

appeal and mystique. But if I were to choose one, it would have to 

be Hawaii. No other place in this world can give you the Aloha spirit 

that is hard to define, yet easy to love. The Greek Isles are definitely 

a bucket list destination. I have never been, but have been intrigued 

about the Greek culture all my life. Someday soon, I can just feel it….

Gone are the days of cruising as a couple or individually.  

We are seeing more and more multi-generational families cruising 

as the word gets out that cruising is something that’s available 

to everyone. We find it has a much broader appeal than it did 

15 to 20 years ago. Most modern cruise ships now have facilities 

and activities for all ages, and our guests are quickly realizing 

the strong value of cruising. 

  
  

  
The number one message is value. Cruising in general has a 

lot to offer when compared to all-inclusive vacations. Our 

floating resorts offer tremendous value onboard with first-class 

food, accommodations and entertainment, plus guests wake 

up at a different port virtually every day. And you only have  

to unpack and pack once. 

Norwegian’s ‘Free at Sea’ offer has been a tremendous hit with 

our travel partners and their guests for almost two years now. 

We offer up to five free perks when booking a Norwegian cruise 

depending on stateroom category or itinerary. We also have a 

‘Canada at Par’ offer wherein guests can pay the US dollar price 

at par but without the free perks.

  
 

"What's included in a Norwegian cruise vacation?" The best way  

to answer this is to talk about our ‘Free at Sea’ or ‘Canada  

at Par’ offers.

  
Ask my boss that question! I would hope it is another cruise  

on our Pride of America in Hawaii. I believe in that product  

and destination, and I want to prove to people that it is the best 

way to see Hawaii. I want to make a difference in the way travel 

partners view Hawaii, one partner at a time.
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I could tell you, but that would give 

away my age!  I have been in the travel 

industry in one form or another for the last 

31 years – but eight years in the cruise industry 

with Princess Cruises and Cunard Line. I started 

in the airline industry working with Wardair Canada. 

From there we merged with Canadian Airlines and finally  

Air Canada. After 23 years in the airline industry I decided 

it was time to change careers.

Working in the airline industry I had a great deal of time to travel 

and several colleagues invited me on a cruise with them – I was 

instantly addicted and soon found myself cruising whenever I could 

fit one into my schedule. 

Gosh – there are so many things I like about cruising – how  

do I choose what I like most? I guess I would have to say the ability 

to do as much or as little as you like. Sometimes I cruise because 

I need a break – and really tend to just relax and rejuvenate  

my mind and spirit. Other times I’m eager to explore new 

countries. It’s so exciting to unpack once and wake up every day 

in a different city with the opportunity to explore something new. 

Then again, there are the sea days... there is nothing as good  

for your vitality as vitamin ‘sea.’

  
 

Other than our beautiful ships, freshly prepared food and 

phenomenal crew, Princess Cruises is the only cruise line designed 

to immerse our guests in the destination by connecting them 

with nature, culture and people in a new and meaningful way.  

We want to make our guests feel as if they are in their destination  

the minute they step on board and we accomplish this through  

a number of onboard activities, entertainment, unique and regional 

cuisines and enriching experiences.

  

That’s an easy one – Northern Europe and the Baltics – hands-down 

my favourite. I absolutely loved the culture and the history of these 

northern cities. Every port on the itinerary made me feel like a kid  

in a candy store – I would go back in a heartbeat! My ultimate 

bucket list cruise would be a world cruise – three months navigating 

the globe to see some of the world’s most amazing sites. 

Cruising used to be for the elderly and the affluent – not so anymore. 

Thanks to the wonderful job of our travel partners, more and more 

children are cruising with parents and grandparents; and when 

they come of age, instead of backpacking across Europe, they are  

now cruising around Europe with their friends – so we are seeing  

our age demographics lower slightly.

  
  

 
Get your clients on board! Always offer a cruise as one of your 

client quote options. Once “new-to-cruise customers” experience 

the fantastic value and exceptional product they are sure  

to come back asking for more.  At Princess Cruises we offer two 

great programs to drive business back to our travel partners. On 

board, clients can purchase a Future Cruise Deposit for only $100 per 

person – this gives the client two years to select a voyage, comes 

with free onboard spending money, and is 100 per cent refundable 

if they change their mind. The travel partner will immediately 

receive an email advising that their clients have just rebooked on 

board so they can follow up when the client returns. We also offer  

the Welcome Home Program where clients can also purchase a 

Future Cruise Deposit up to 60 days after they return from their cruise.

  

“Why should I sell Princess over your competition?” And my answer  

is always: consistency. Happy clients make for happy travel partners!  

At Princess we have 19 ships that were purposely built with many 

of the same features, colour schemes and interiors to make your 

clients feel comfortable… like they have arrived home each time 

they board one of our ships. We also have the best loyalty program 

at sea – our Captain’s Circle Program – with amazing benefits  

for loyal guests, and the depth and breadth of our itineraries really 

attract guests who are looking at longer, more exotic itineraries, 

which means more commission for travel partners. 

I just came off a wonderful cruise around the islands of Japan – so 

fascinating – would really recommend this journey to anyone!  

So nothing on the horizon just yet – but I hear the ocean calling… 

who knows where you will find me next!

 



Happy  holidays

From your friends at

TravelBrands Inc. 5450 Explorer Dr. Suite 300 Mississauga ON, L4W 5N1, Ont. Reg: 50012702. B.C. Reg: 3597. Que. Reg: 702734. Visit travelbrandsagent.com today.   [ PG36407 ]

Best wishes for a wonderful Christmas and holiday season 
filled with health, happiness and spectacular success!
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uality over quantity. It's a simple concept 

taught to us throughout our formative 

years, and it’s an approach that makes 

the most sense to many people. But in world where 

businesses are established to make money as quickly 

as possible, it is a concept that is often shelved  

in favour of higher margins and lower, more attractive 

price points.

At TRAVELSAVERS – a global travel marketing 

company that is comprised of 3,000 independently-

owned travel agencies in 36 countries, including 

Canada, and generates more than $20 billion  

in annual travel sales – the Mazza family, who founded 

and have stood at the helm of the company from 

the very start, remain steadfast and true to that old 

adage, and the results are undeniable: it works.

“It’s not a numbers game for us,” said Kathryn 

Mazza-Burney, executive vice president, sales, 

TRAVELSAVERS and The Affluent Traveler Collection. 

“It’s about the quality of the account we bring on, 

definitely not the quantity.” That sentiment was 

echoed time and again when PAX sat down with 

these jet-setting sisters for a one-on-one about the 

company their dad started 46 years ago.

The “epitome of 

an entrepreneur,” 

Rick Mazza’s first 

taste of the travel 

industry came as an 

agency owner with 

a storefront location 

in Brooklyn, New York. 

Sold on the allure of 

travel and all the 

great perks that 

came along with it 

in those days, Mazza borrowed $5,000 from his 

father to start the agency, only to see the franchise  

he was a part of go out of business just one year 

later. It’s owing to that experience though – finding 

out first-hand everything that did not work within 

that franchise model – that “really speaks about 

our beginnings, on how TRAVELSAVERS started.”

“He had put all of his money into a franchise 

company that did not deliver on the products  

and services that they had promised to help 

him grow his business,” said Nicole Mazza, 

chief marketing officer, TRAVELSAVERS and  

The Affluent Traveler Collection. “When you look 

at TRAVELSAVERS today, and the organization that 

he has built, it has always been with the individual, 

independent travel agent in mind.” Exactly who 

Rick Mazza was when he made those first steps 

into the industry years ago.

However there’s one key difference between 

a traditional franchise business and what 

TRAVELSAVERS offers: “We are a franchise model 

without the franchise fees, straight down to the 

protected territories,” said Kathryn. 

And indeed, for Canadian agencies who are a 

part of the TRAVELSAVERS family (the company 

currently has 275 Canadian members), the ratio 

is one agent per 25,000 postal codes – ensuring 

every agent under the umbrella has exclusives and 

are not in competition with one another.

A family affair, Kathryn, Nicole and brother Jim,  

all grew up in the business. Kathryn and Jim started 

full-time right out of college, 25 and 29 years, 

respectively, working as reservations agents, while 

Nicole (“the traitor,” said with a teasing smile 

from Kathryn) – who got a degree in graphics – 

first worked for a publishing company for many 

years, before being brought back 18 years ago 

to start the company’s Journeys and The Affluent 

Traveler publications.

The words “brought back” are key here. “I think  

I was the company’s youngest employee at the 

age of four,” said Nicole, who has held various 

roles and responsibilities – from watering the plants 

and joining dad on sales calls (“we were packed 

into the back of his car and spent weekends 

driving up and down the eastern seaboard”),  

to later spending evenings and weekends working 

in the IT department – before starting on “officially” 

in a full-time capacity.

Rick Mazza, founder of TRAVELSAVERS



“Our father has always been very big on ensuring that 

we all learned every aspect of the business, working  

in every aspect of the business,” continued Nicole.  

“I’d say he was probably the hardest on all of us…  

we all had to earn our way into the positions [we have 

today] and prove that we can handle them.”

And prove themselves they did, and continue to do.

One of 18 different brands that fall under parent 

company American Marketing Group’s (AMG) vast 

umbrella, TRAVELSAVERS has truly set itself apart from  

the competition, focusing on delivering exceptional 

support when it comes to marketing and technology, and 

then finding the right agencies and preferred suppliers to 

work with to make it all happen.

“The last 46 years we’ve built a marketing and technology 

platform that we know is very successful, and I can’t 

speak highly enough about the members that belong  

to our family,” said Nicole. “They’re strong entrepreneurs, 

they know their business really well, and our growth – a 

lot of it – is attributed to them.”

As for what agents get upon joining this large family,  

it’s basically a one-stop-shop: “If you look at each  

[of our 18 brands], we touch every segment of the 

travel industry; there isn’t a need for any of our affiliates  

to look elsewhere. Whether it’s corporate or leisure, luxury, 

technology, the after-hours call centres, we’ve got it,” 

said Kathryn.

On the technology front, it is “one of the areas  

we absolutely pride ourselves on, and one of our 

major strengths within TRAVELSAVERS, especially here  

in the Canadian market,” said Kathryn.
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From cruiseXpress, the organization’s proprietary cruise 

booking engine that was launched 15 years ago as both 

a B2B and B2C platform; and tripXpress, the in-house hotel 

aggregator that allows agencies to see more than 140,000 

hotel properties in one place; to Online Xpress (OXP), 

TRAVELSAVERS’ website solution that gives agents the ability 

to shape and brand their own websites, it’s no surprise  

the company is considered a leader in travel technology.

For tripXpress, the company recently launched the next 

generation (2.0) of the platform that offers its agents  

the ability to research, build and book itineraries with real-

time content that will allow them to complete complex 

itineraries, compare choices and provide pricing all from 

one platform.

“The one thing that most agencies are strapped for is time,” 

said Nicole. “So we took a look at it and instead of just 

creating an itinerary-building platform for them, we looked 

at all of the different platforms we have and aggregated 

them all together into one platform.” The recent update 

incorporates all of the hotel properties, the cruiseXpress 

content, as well as guided vacations, activities, transfers, etc. 

On the OXP side, again, the company has focused  

on producing a very content-robust website solution for its 

agencies. It first launched in June 2015 and already has more 

than 300 users in North America, with approximately 200 in 

Canada. The platform features 100,000+ pages of content, 

has generated more than 7,000 leads, and agents using  

it are reporting a close rate of 70 per cent. The company 

also plans to incorporate its Distinctive Destination Weddings 

program into OXP in the first quarter of 2017, providing 

agencies with access to that content and data as well.

When world events happen – terrorist attacks, Zika, etc. – most within the industry will be affected to some 

degree. TRAVELSAVERS faced these challenges head-on in 2016, but is already seeing many areas that were 

soft starting to bounce back. Here are some of the challenges and trends from TRAVELSAVERS' perspective:

• The European business was greatly impacted  

in 2016 with declines starting in the 2nd quarter;

• Zika had its effects on the Caribbean and 

Mexico, and there were some declines within 

the affected areas, however they found it to 

be very short-lived;

• Highlighting Canadians’ resiliency when it comes 

to travel – “they just move the destination” – 

TRAVELSAVERS saw record-breaking numbers of 

people in Eastern Canada travelling out west;

• It was a very strong year for travel to Alaska, 

Iceland and Bermuda;

• Though cruise was a bit soft in 2016, particularly 

in specific destinations (i.e. Europe), overall the 

business had a very good year, with certain 

Caribbean destinations and ‘exotics’ (Asia and 

South America) seeing strong increases;

• The luxury/premium market also saw increases 

in 2016 as destinations and properties in this 

segment became more aggressive in their 

offering to agents and the product became  

a little more affordable;

• The decline of the Canadian dollar and the 

oil industry in Alberta had the biggest impacts  

on Canadians’ travel plans;

• Despite generally being very tech-savvy, 

Millennials prefer to book with travel agents 

and they are a demographic that is heavily 

skewed on referrals and trust. 



All of this bodes very well for the coming year, and in  

the Canadian market in particular, as TRAVELSAVERS looks 

to continue to strengthen its position here, which already 

had a fantastic 2016, with double-digit growth in quite 

a few markets.

Having already made great in-roads into the Quebec 

market starting approximately three years ago,  

the goal now is to continue to build on that success. 

“We decided to be a national brand, we needed to be 

in every market,” said Kathryn of the decision to expand 

into Quebec. “We definitely had our challenges when  

we first started, but I think we’ve come a long way.  

We’ve seen significant growth… it is a very strong market 

for us; the agency community is very strong there, and 

they are strong accounts for us.”

Today, TRAVELSAVERS has over 40 locations in the province, 

with a dedicated staff of four, and for 2017, the company 

expects those numbers to continue to grow.

As for as the rest of Canada, “Ontario will always be  

a major part of our growth, and more and more  

we’re looking at the BC market,” said Kathryn. “We’ve 

got a full staff dedicated to [Canada]… who contributes 

to our success here, and it’s [a market that’s] extremely 

important to us as an organization.”

Beyond borders though, 2017 will be about continuing  

to grow out their technology as well. “You’ll see a big 

push from us on that. We will [also] continue to look for 

growth in the agency community for the agencies with 

the right fit,” continued Kathryn.

“We understand that every agency is different and unique 

in how they go to market, and we celebrate that,” said 

Nicole. “All of our marketing tools and technology are built  

with the understanding that the agency will customize 

it based on the demographic that they are going after. 

We never create something that is a ‘one size fits all, 

take it or leave it’ – it is about celebrating their business  

and celebrating their uniqueness.”

So while TRAVELSAVERS' numbers won't be growing all 

that much in 2017, at least to the extent of a lot of other 

companies out there, “that’s only because we need  

Although their office is based in Oyster Bay, Long 

Island, Kathryn and Nicole don’t actually spend 

a lot of time there. So with all the travelling they 

do, including frequent trips north (“Nicole and  

I spend a lot of time here [in Canada]. [In fact] 

my children believe they have a family up here 

that they just haven’t met yet.”), how do the 

sisters achieve a work-life balance?

“When you have a passion for what you do and 

a great team both at home and in the office, 

the work-life balance falls into place. Both of 

our husbands are in the business as well and 

their support at home is tremendous, allowing us  

to travel as much as we do. It is also great working 

with family, we are able to support each other 

when family needs to take priority and we juggle 

schedules accordingly.”

Nicole: “Facetime for me is an invaluable tool. 

Each night while on the road I can be a part of 

my boys evening routine – whether it is studying, 

getting ready for bed or listening to how their 

days went. They always know they can reach 

me and see me.” 

Kathryn: “Whether on the road or in New York, 

not a morning or evening goes by without  

a conversation with my husband and children.  

Sticking to routine, regardless of where I am  

in the world, is extremely important.”
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to make sure that we’re bringing on the right agencies,” 

said Kathryn.

“It’s not about ‘how many can we bring on?” Nicole 

joined in. “Because then it just dilutes what we can offer  

to our members.”

With the company’s 2017 projections already looking strong, 

striving for quality above all else is clearly an approach 

that works.

Nicole: “We see the growth of the OTAs as being a 

positive thing for agencies today. Because it has become 

more and more apparent, through the media and 

everywhere else, that an OTA cannot deliver what a travel 

professional can. I really think [they] shot themselves in  

the foot going out there and saying they are going to be 

the replacement for travel agents. Never happened, never 

will. They can’t provide the services that a travel professional 

does, and that’s what people want – they want a personal 

touch and an OTA will never be able to provide that.”

Kathryn: “Has the role of the travel agent changed? We don’t 

believe so. I think they’ve always been strong advocates, 

they’ve always been true entrepreneurs, the need has 

always been there for the travel agent, and the need will 

always be there. They’ve got the expertise and that’s what  

the consumer is looking for today. They’ve got the knowledge 

to direct the consumer down the right path and to plan 

those dream vacations for them – which is something  

that a computer can’t do.”
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Condor Airlines would like to thank you for your continued support. May 
your Holidays and New Year be filled with joy. 

In Summer 2017: Nonstop to Germany from five Canadian cities.

Born to fly.
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hotel

f you ever find yourself driving through the northwestern 

region of Mexico’s flat Yucatan state, you’re 

bound to pass through the capital city of Mérida, a 

cultural hub of salmon- and light blue-tinted colonial 

buildings, museums, art galleries, tortilla restaurants,  

cathedrals and romantic city squares ripe with mariachi  

bands.

This is where travel in Mexico’s Yucatan begins, with  

all roads leading to downtown Mérida. Here, the clean the 

clean and narrow streets transform into a cultural showcase  

of traditional Yucatan entertainment – from folk dancers 

to singers to pok ta pok, a Mayan ball game – every night 

of the week.

And steps away from all the action is one hotel, Casa del 

Balam, that retains all the distinguished and Old World 

elements that make Mérida so precious (and frankly give 

locals a lot to brag about).

One of the oldest lodging places in Mérida, Hotel Casa 

del Balam is a colonel boutique hotel that’s more than  

45 years old. Today it is considered one of the few original 

Mexican Art Deco houses left in the city.

PAX stayed here for three nights on a recent press trip through 

Mérida and its surrounding communities. When stepping 

into the hotel for the first time, an immediate sense of home 

washes over you.

That’s because it used to be a home.

The hotel was built in 1970 around facets of the original home of 

Mr. Fernando Barbachano Peón, a pioneer of tourism in Mexico. 

As the story goes, Peón’s daughter, Ms. Carmen Barbachano 

Gómez Rul, left elements of the original home and selected 

the name “Casa del Balam” (Mayan words for “house of the 

jaguar”) to honour her father’s nickname, “balam,” a moniker 

he earned for his sharp business mind.

The hotel has retained its original stone doorway from its golden 

years, while antique Carrara black and white marble floors 

and Moorish arches frame the lobby courtyard, which was 

decorated with fresh gardens and a tranquil fountain.

This is where you can see Ms. Barbachano’s authentic sense  

of design. According to Casa del Balam's online bio,  

the hotel matriarch envisioned a place where every touch 

projected the soft ambience of Mérida (which is nicknamed  

Text: Michael Pihach

Photo by Casa del Balam
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“The White City”) and “where friends could be made instead 

of just mere clients.”

Barbachano’s love for art, too, can be found all over the 

lobby, from antique furniture to pre-Columbian Mayan pieces 

– conversation starters for guests sitting in the area’s café-like 

tables and chairs, or waiting to check-in.

The hotel consists of 51 rooms distributed over six floors, with 42 

standard rooms, six honeymoon (or “double deluxe”) suites and 

three master suites. The standard rooms feature all the typical 

fixings (two double beds and a private bathroom).

The honeymoon suites feature additional amenities, such as 

bathrobes, a coffee maker and views of Mérida’s local university.

If you can afford to break the bank, the master bedrooms are 

a special treat as each suite was decorated by Barbachano 

herself, who preserved the original XVII Century wood furniture 

and luxurious marble floors of her parents’ home. These rooms 

are located in an older section of the hotel and they all feature 

one king bed.

All rooms at Casa del Balam feature double-paned windows 

to help reduce city noise. One wonders if this was necessary 

considering the neighbourhood isn’t very loud to begin with. 

The faint sounds of guitar strings or salsa music flowing from the 

confines of outdoor patios down the street sums up the extent 

of Mérida’s sonic boom.

The hotel’s square shape allows you to step outside of your room 

and look down at the lobby’s outdoor fountain and gardens in 

the courtyard below, which the hotel lights up at night. 

There is a pool, albeit a cold one, in a landscaped backyard, 

where friendly servers from the hotel’s adjoining  restaurant, 

Bistrola 57, happily serve guests margaritas to sip on in between 

quick dips. A small and friendly cat wanders the grounds here, 

adding to the homey feel the hotel prides itself upon.

Whether lounging by the pool, or in the lobby, the tone  

of Hotel Casa del Balam is quiet and calm, which is what 

you’ll want after a busy day of exploring Mérida’s attractions, 

many of which are at the hotel's doorstep.

Just two blocks away is Mérida’s Plaza Grande, or main 

square, a gathering space renowned for its “love seats” 

– white s-shaped chairs that curve and face each other.  

This is where locals and tourists chill, talk, or check their 

Instagram using the square’s free WiFi.

Next door to Casa del Balam is the famous Opera House and 

the stunning University of Yucatan is just out front.

The hotel is conducive to taking road trips, too, sitting 

just 15 km away from Yucatan’s Golf Club, 36 km from 

Progreso beach and 120 km to Chichén Itzá, a Mayan 

archaeological zone famous for its massive pyramids, 

temples and ruins of ancient rubble.

But before you venture anywhere, you’ll likely want  

to leave your room key with the front desk staff.

The keys are attached to a bulky piece of wood that 

doesn’t fit in the average pocket, so unless you want to lug it 

around town, or look like you’ve got a giant square bulge in  

your shorts, you’re better off leaving it at the hotel.

The property’s friendly staff (who were always, always 

smiling) get this, and were happy to keep or retrieve 

my room key at all hours – even late into the night,  

like a mother or father who waits up to make sure you 

get in OK.

Mérida is full of hotels, from cheap hostels to big brand 

mainstays. The options are endless, but sometimes there’s 

no place like home.

For more information, visit casadelbalam.com.

Photo by Casa del Balam Photo by Michael Pihach 



With majestic fjords and ancient icebergs, Norway has plenty of stunning views you won’t soon 

forget – all seen from the deck of the G Expedition. Norway cruises for May 2017 are now up to 

25% off when booked by December 14, 2016. Don’t wait – Norway’s beauty may be timeless, 

but these prices sure aren’t. 

For full details and terms and conditions 
and to book, visit: gadventures.com/cruise-norway

The Norway Sale
Book now and save up to 25%  
on May 2017 Expedition departures

Gear up for adventure
Book by December 14, 2016 to save up to 15% 

on the following departures in May 2017.

Save big, book now
Book by December 14, 2016 to save up to 25% 

on the following departure in May 2017.

Scottish Highlights & Norwegian Fjords 
EDINBURGH TO TROMSØ 
14 Days | Tour Code: XVETNX

Norwegian Fjords & Arctic Discovery 
BERGEN TO LONGYEARYEN 
15 Days | Tour Code: XVBLNX

Cruise the Norwegian Fjords  
TROMSØ TO BERGEN 
8 Days | Tour Code: XVTBNX

16-329-00-MK-GL Norway - Agent Flyer.indd   1 11/1/16   5:19 PM



Please ask for promo code: ENCORE 50 OBC. The prices are per person, cruise only, 
based on double occupancy in Canadian dollars and were available at time of print, 
November 28, 2016. The categories indicated above are subject to availability. 1. 

Onboard credit is in USD, per stateroom. Onboard credit has no cash value, is not redeemable for cash, not transferable and will expire if not used by 10:00 pm on the last 
evening of the cruise.  Offer is not combinable with any other offers/promotions. Offer is subject to availability, capacity controlled and may be withdrawn at any time without 
notice. Other restrictions may apply. All rights reserved. For full terms and conditions, see www.travelbrandsagent.com or contact us. © 2016 Encore Cruises is a wholly-owned 
division of TravelBrands. B.C. Reg. # 3597. Ont. Reg. # 50012702. Quebec permit holder # 702734. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A7220

Bookings : December 1, 2016 - January 31, 2017
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Webinars
Check out the Resource tab in Access, and 
select Webinars
We’re happy to provide you with the information 
you’ll need to sell our brands with confidence. Click 
on the On-Demand tab to view recorded sessions.

Join us on Facebook  
Search for “Your 
TravelBrands BDM”  
on Facebook

Loyalty Rewards

Book. Collect Points  
Reward Yourself Today!

DiFFeRenT CRuise Lines,
DiFFeRenT iTineRARies 

AnD One  

ExCLuSiVE  
OffER

CELEBRiTy SuMMiT 

7-day  
Southern Caribbean

$584  
+ $102 tax

Cat. 12 inside, Oct. 28, 2017

NORwEGiAN DAwN 

7-day  
Bermuda

$972  
+ $239 tax

Cat. ID inside, May 5, 2017

REGAL pRiNCESS

11-night  
Scandinavia & Russia

$2989  
+ $241 tax

Cat. IF inside, July 16, 2017

fREEDOM Of ThE SEAS 

7-night  
Western Med.

$1187  
+ $123 tax

Cat. Q inside, June 4, 2017

Prices are per person, based on double occupancy, in CAD  •  Other departure dates and categories available

$50uSD  
ONBOARD 

CREDiT 1



Simpiz’ series of portable and stylish Power Bank chargers are 
designed with today’s smartphone user in mind, quickly recharging 
your device before that next Instagram-worthy moment slips by.  
The company is also working on a new crowd-funded charger that 
will reportedly bring a dead smartphone back to full power in just 
18 minutes. Don’t blink. simpiz.com

One of the world’s most iconic celebrations, Brazil’s 2017 Carnival festivities 
will take place between Feb. 24 and March 4, with events across the country – 
the biggest happening in Rio de Janeiro – marking the start of Lent. Embratur,  
the Brazilian Tourism Board, can provide the information necessary in planning 
your clients’ perfect escape to take in the spectacle. visitbrasil.com

Set in an otherwise non-descript restaurant in the series’ 
titular city, Midnight Diner: Tokyo Stories showcases  
the power of food in bringing people together. With shots 
of Tokyo as delicious as the drama – and meals – served 
up in this Netflix-exclusive program, Midnight Diner is 
sure to satisfy viewers’ appetites. netflix.ca

 
The Mobile Passport app lets Canadian and American travellers 
pass swiftly through U.S. Customs and Border Protection,  
by pre-entering their passport information into their mobile device 

and gaining access to an ‘express lane.’ As of November 2016, the app  
can be used at 20 major U.S. airports. Available for both iOS and Android 
users. itunes.apple.com, play.google.com

PAX  recommends...
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future proof

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

he first business card I was given when 

joining the industry in the 1970s said  

I was a Travel Agent. Later, when GDS 

became the new trend, it was changed 

to Computer Reservationist. Now that title 

makes me cringe, but at the time it was 

considered surprisingly progressive. 

In the years that followed, my title 

meandered among several variations 

including: Vacation Booking Specialist, 

Business Travel Arranger, Cruise Agent, 

and finally back to Travel Agent again. 

By the time I moved into management 

and other opportunities, Travel Consultant 

was just coming into vogue as the title 

of choice. 

Titles matter. They convey our self-image 

to clients, and tell them what we think  

we really do. In my early career days,  

the focus was on making reservations. 

At the time, it was a choice between 

standing in long lines at the airport, 

waiting on hold on the phone (often at 

long distance rates), or having a travel 

agent do it for you, for free. Yes, we were 

consultants too, but it was the benefits of 

convenience, time savings and no-fee 

that dominated our marketing.

Today, most industry pros prefer titles 

like Travel Consultant, Travel Advisor, 

Vacation Designer, or others that put 

the focus on consulting. It might surprise 

you to learn that this is not a new idea. 

It comes from the very beginnings  

of our industry.

In the early 1900s, very few people 

ventured beyond their own cities, 

states or provinces. Those that did 

relied primarily on trains. Immigrants,  

the adventurous, the wealthy, and 

those with plenty of time to spare 

boarded steam ships to visit other 

countries. For most people, anything 

outside of their own communities was 

strange and mysterious. 

It was around this time that the industry 

we know so well started to emerge.  

As I have shared in other articles, supplier 

commission did not exist.  While this is 

not an article about fees or commission, 

it still worth noting that 100 per cent  

of the revenue earned at that time 

came from paid advice and support. 

Our travel ancestors were truly 

professional consultants who were 

compensated for their guidance and 

expertise. There were no call centres or 

websites, and many didn’t even have 

telephones, so most of them did not 



make reservations. Instead, they were 

paid to tell people how and where 

to do it themselves.  They told them 

how to navigate the confusing maze 

of uncoordinated transport providers 

and how to secure a reputable hotel 

after arrival. 

Transportation and accommodations 

however, were the least of their 

valuable services. Without the instant 

access to information we take for 

granted today, most people knew 

little to nothing about visiting another 

country, or even a faraway city within 

their own borders. 

The travel pros of that era consulted 

on things like cultural flavour, local 

customs, food and dining, securing 

local tour guides, the secrets of 

skipping the lines at famous museums, 

sites and landmarks, tipping (or not), 

when to shake hands, bow or kiss 

cheeks, avoiding con artists and 

much more.  In other words, they 

consulted on the experiences of the 

trip, not just the booking of a trip.  

Maybe this is why most chose the title 

Travel Advisor.

Travel advisors of the early days would 

have bristled if you called them agents. 

It’s understandable since even today, 

an agent is usually defined in business 

as a sales representative. Our modern 

supplier reps would have been called 

travel agents back then. The term 

referred to people promoting one 

brand over the others, in exchange 

for commission on resultant sales.

Travel advisors on the other hand, had  

a very different job. They were unbiased, 

genuine consultants who were paid  

to guide people to the right choices 

and best fit for their desires.  

Commission for travel advisors did 

not become part of the industry until  

the 1930s. Then, slowly but surely, the 

lines began to blur between who was 

an agent and who was a consultant. 

Eventually, the title Travel Agent 

became the norm, commission overtook 

fees as the dominant business model,  

and making reservations eclipsed 

consulting as the objective. 

Fast forward to the present day.  Those 

who have been in the industry for 

15 years or more have seen a lot of 

changes. Together we’ve watched  

the Internet blossom from a geek 

tool into a whole new way of doing 

business. We’ve seen our telephones 

transform into pocket-sized computers 

with cameras, videos, libraries, games 

and more. Travel apps are among  

the most downloaded and often used  

of all. In true futuristic style, we can even 

now talk to our watches and ask them 

for the best deal on a cruise, and book 

it. Yes, really.

Access to information is no longer a 

problem. Making reservations is as easy 

as ordering a pizza - even a watch can 

do it. This could be very depressing 

for an AGENT to contemplate, but  

a real CONSULTANT would feel no 

threat at all. 

Even though the travel advisors of  

the 1900s were the exclusive providers 

of almost all travel information, it was 

their advice and guidance to the right 

choices that kept them in business. 

Perhaps it’s time to look back in order 

to move forward.
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Full Service 
Travel 

Wholesale
Net & commissionable

airfares

Accommodations, 

packages, FIT & AI

Excursions, tours, tickets

Transfers & car rentals

Groups & escorted tours

Cruise packages

Luxury villas

sunspotsholidays.com

1-800-657-8721
416-484-8144

Wholesale reg. 50013229

ANYWHERE IN THE WORLD!

A BIG THANK-YOU
FOR OUR AGENTS 

AND PARTNERS
FOR A GREAT 2016! 
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Boasting the culinary world’s highest honour in the form of three 

Michelin Stars – one of only six restaurants in New York City to achieve 

the ranking – Chef Daniel Humm’s Eleven Madison Park brings 

‘contemporary American’ dining to the chic environs of Manhattan. 

Two balcony-level private dining rooms overlook the restaurant’s 

main dining room, while offering views of Madison Square Park 

through floor-to-ceiling windows.

Text: Blake Wolfe

  

Photo by Francesco Tonelli
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Regarded as one of the founding fathers of modern Australian 

cuisine, executive head chef Peter Doyle brings his contemporary 

take on traditional ‘downunder’ cuisine to est., located on  

the south side of Sydney Harbour, a few blocks away from the city’s 

iconic Sydney Opera House.  Chef Doyle serves up such signature 

dishes as murray cod with shaved abalone, taking an “uncluttered”  

and “seasonally-driven” approach to crafting a menu.

Receiving high praise from the world’s major restaurant guides, 

including Michelin and AAA, Chef Guy Savoy’s eponymous eatery 

showcases French cooking at its best. Located inside the Monnaie 

de Paris, the 18th Century architecture and breathtaking views  

of the Seine complete the experience. A second location inside 

Las Vegas’ Caesar’s Palace brings a taste of Gay Paree to Sin City.

Photo by Laurence Mouton

Photo by Laurence Mouton
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Hailing ‘constant reinvention’ and the use of local ingredients  

as the key to success, Mexico City’s Pujol offers Mexican cuisine 

blending traditional and contemporary techniques to create unique 

flavours and experiences. The creation of Chef Enrique Olvera,  

Pujol can be found consistently ranking high on critics’ lists  

of the best restaurants in Mexico, Latin America and the world.

Found within the Waldorf Astoria Rome Cavalieri, La Pergola 

is currently the city’s lone recipient of three Michelin stars,  

a tall order in a country synonymous with gastronomy. Under 

the guidance of Executive Chef Heinz Beck since 1994,  

the restaurant’s guests are treated to views of the Eternal City 

as memorable as the menu itself.
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At your service for 45 years.

visit www.travelsavers.com

From our family to yours, we wish you a 
Joyous Holiday Season and a New Year 

fi lled with Peace and Happiness.
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ne of the better metaphors I’ve read 

when it comes to good leadership uses 

waterskiing as an example, and it comes 

from the rather uniquely named book Orbiting  

the Giant Hairball: A Corporate Fool’s Guide to 

Surviving with Grace written by Gordon MacKenzie, 

who worked at Hallmark Cards for 30 years.

In the book, MacKenzie describes the “giant hairball” 

as what happens to even the most innovative 

organizations… eventually everything gets tangled 

in rules, traditions and systems, all based on  

what worked in the past, which in turn results in  

an inevitable fall into mediocrity. To “orbit” above this 

mass/mess involves some daring, and going above 

and beyond what may have worked once when 

something else might work that much better today. 

Basically the crux of the entire book is the idea that 

creativity is crucial to business success.

But going back to the waterskiing metaphor and 

MacKenzie’s view of good leadership: “The person 

at the wheel, in the boat, dry, would represent 

the leader. And the skier in the water, wet, would 

be the follower. Wherever the leader goes,  

the follower goes.”

MacKenzie fleshes out the example further by 

relating it to his own experience at Hallmark, and 

specifically his last boss, Bob Kipp, who “sat at 

the wheel of one of the corporate speedboats.”

“I was at the end of a towline on water skis.  

We spent our time together skimming across 

great Lake Hallmark. Kipp was so sure of 

who he was and why he was where he was 

and where the power was that he was not 

threatened at all when I would ski around in 

a wide arc until I was up even with the boat 

business sense
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and sometimes even past it. He knew  

I was not going to start pulling the boat 

with him in it. It just doesn’t work that 

way. The power remains in the boat.  

But, in allowing me to ski past him – in  

a sense, allowing me to lead – he 

would unleash in me an excitement 

about our enterprise that served  

our shared goals well.”

In short, good leadership is about 

having the confidence to allow 

those you lead, to lead, when the 

moment presents itself. And it doesn’t 

make you any less of a leader to do 

this… in fact it means you are rather 

enlightened if you do.

 
 
 

There are a few solid reasons for a leader 

to step back and let someone else 

take charge:

A leader’s job is not only to lead his/her 

team in working towards the company’s 

vision, goals and ultimately its success, 

it is also that person’s job to develop 

their team members; to teach them 

how to lead and, if done well, how  

to lead successfully.

Simply put, if the leader always leads, 

no one else on the team will ever have 

the chance to practice their leadership 

skills and won’t have the opportunity  

to improve or grow in their roles.

Delegation is one way a leader can 

show his/her team how to lead. When 

a leader delegates responsibility for  

a specific task or project to a member 

on the team, that person now has the 

opportunity to take on a leadership 

role that they can learn from. They get 

hands-on, practical experience that is 

invaluable when it comes to not only 

fostering talent but also engaging that 

employee in the overall success of the 

business. They become invested in and 

excited about the process.

A good leader recognizes when 

someone else has greater expertise 

to not only perform a task but to 

do it with much greater ease and 

efficiency. And ultimately, when your 

team performs well, they look good, 

and when they look good, you – as 

their leader – look good, and ultimately 

the company benefits. It’s pretty much  

a win-win-win scenario.

It can be hard for a leader to take 

that step back sometimes, but it  

is essential, and it doesn’t make  

you any less of a leader… far from it! 

Giving others the opportunity to lead 

lets you improve your team, increase 

engagement, achieve your goals and 

ultimately, have a huge impact on a 

handful of future leaders.
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escape

he boat advanced along the water so peacefully 

that even the constant purr of the engine didn’t 

disrupt the stillness of the morning.  On both banks 

of the canal, residents began their morning rituals…  

in one scene, a woman washing her laundry in the 

water. In another, a group of men dressed in loincloths 

perform their ablutions. Further, some schoolgirls in blue 

uniforms hasten to catch the school bus-boat that awaits 

them at the pier; while walking, they pass a fisherman  

who is repairing his nets and greet an old lady who sits  

in a wicker chair on her front porch.

From the platform of the houseboat, I watch – armed 

with my Nikon – as daily life here unfolds, while Sandeep 

prepares breakfast behind me. A jug of freshly squeezed 

pineapple juice and a large tray filled with ghee parathas, 

a delicious pancake hybrid, mixed together with a fruit 

chutney or spicy masala sauce that is brought out  

in a steaming bowl, all await and I devour it all greedily.  

(For more delicate stomachs, there is also sliced bread 

and a toaster, and even an option of scrambled eggs 

and fried chicken sausages.)

I had boarded the houseboat the day before near 

Allapuzha, a city of 300,000 inhabitants which Indians 

compare to Venice. That said, navigating these 

backwaters, which have become Kerala’s main tourist 

attraction, plunges us into a universe that is far more 

fascinating than that of La Serenissima. 

This web of lagoons, lakes and canals spreads out over  

900 kilometres (perhaps even double that, according  

to some sources) and runs parallel to the coast of Malabar  

(a name the Europeans gave this region in the 16th Century), 

which is located along the southwest coast of India, running 

from Goa to Cape Comorin. It is a transportation network 

that takes not only the grain harvested from the rice fields 

that fringe the canals to the various markets, but is also 

used regularly by locals, as they travel to neighbouring 

villages by boat, canoe or boat-bus.

Today, locals must share these waters with an armada 

of houseboats – old barges that were once used  

to transport rice, but have now been refurbished 

and converted into floating B&Bs. The boats usually 

feature three charming rooms, each flanked by a small 

shower room, a kitchen in the back and a dining area/

living room at the front that opens on three sides… 

the perfect place to enjoy the colourful scenes that 

regularly pass before your eyes.

By late afternoon the day before, we had stopped  

in Champakulam, a large village located about 20 

kilometres from Allapuzha. I followed a path lined with shops 

(crafts, jewellery, clothing etc.) to the imposing St. Mary's 

Church, which – according to the booklet I purchased for  

20 rupees (about CAD$0.40) – was founded on  

Dec. 28, 427 AD, and is one of the oldest Christian churches  

in India. Here, Mass is celebrated in the Syriac dialect,  

a derivative of Aramaic, the language spoken in Palestine 

at the time of Jesus.

While Christians make up only 20 per cent of the 

population (versus 56 per cent Hindu and 24 per cent 

Old barges that were 
once used to carry 
rice from the fields 
to the market have 
been transformed into 
floating B&Bs.
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Muslim), churches are everywhere in Kerala, much more 

visible than the temples or mosques. But here in the central 

region, the Christian population is larger (35 per cent). 

Christianity would have been introduced by the apostle 

Thomas – who arrived in 52 AD to evangelize the south 

of India – and the influence of the local church was 

reinforced when the Jesuit Francis Xavier came to preach  

on the Malabar coast during the mid-16th Century, 

a success that earned him a canonization a century later. 

According to the booklet I purchased, St. Mary’s serves  

a parish comprised of 1,250 families, or rather, practitioners, 

if one relies on the frequency with which Mass is held:  

two a day and four on Sunday. In the nave, a lady calls  

to me gently in English. She asks me if I am a Christian and, 

before my affirmative answer (after all, I was baptized!), 

she has invited me to stay for the 6 p.m. Mass, scheduled 

to begin 30 minutes later. But I had to refuse as it was time 

to return to the boat, as we were scheduled to depart 

at 5:45 p.m.  

Out on the water again, our houseboat floats alongside 

paddy fields, and after arriving at a lake, we head into  

a bay where we dock for the night and Sandeep prepares 

our supper.  

In Western Ghats
If the backwaters are Kerala’s most famous tourist 

attraction, they are certainly not the only reason  

for travellers to visit Southern India. I had arrived in 

Kochi a few days earlier, after a three-hour flight from 

Delhi. Joining a small group of travel agents who had 

been invited by tour operator Onkar Travels, we spent 

four hours climbing an endlessly winding road up to 

Devonshire Green Leisure, a beautiful resort in the hills 

of the Western Ghats – a mountain range that runs
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for 1,600 kilometres along the west coast of India, past 

the Gujarat border, and north of Mumbai to 

Cape Comorin.

The hotel is located near Munnar, a resort town that 

dates back to the time of the Raj (the name given  

to the Indian Empire before independence), when 

British officials and citizens took refuge here to escape 

the crushing heat of the cities. Perched at 1,600 metres 

above sea level, the slopes of the ghats (a Hindi word 

that means “tiers”) that surround the town are lush 

green in colour and home to various tea plantations. 

Here, most of the fields are operated by the Tata 

conglomerate, a leading Indian industrial group 

that is active in the hotel (Taj Mahal Bombay)  

and the automotive sectors (Tata Motors, which owns 

Jaguar and Land Rover), along with the steel and 

telecom industries. In the small ‘Tata museum,’ which  

is located just outside of Munnar, you learn a bit about 

the history of tea production in the region, but also 

about the work the company does here, including 

subsidizing schools and housing for its workers, and about 

the workers themselves. The harvesters, for example,  

are all women because they have the most delicate 

hands (the men work in factories), and they are paid 

based on the weight of the tea leaves they pick each 

day. "The most successful can pick up to 80 or 100 kilos 

per day, but the average is around 45 kilos, earning 

them 265 rupees ($6)," says our guide.

Before visiting the museum and the nearby factory,  

we spent the morning in the Eravikulam National 

Park, which serves as sanctuary for some herds of wild 

elephants, as well as tigers and the Nilgiri tahr, or ibex, 

a variety of mountain goats endemic to this region.  

At the park entrance, buses take visitors up to 1,800 metres, 

and from there you set out on foot along a gentle path 

that climbs to a plateau from which, the guides said,  

you can see the Anamudi, the highest peak in the Western 

Ghats (2,695 metres). 

Unfortunately, that day the view was obscured by 

the clouds so we simply had to take their word for it  

(we were at the end of the monsoon and what had been 

a clear morning had turned to rain by the afternoon).  

We didn’t see any of the resident elephants either  

(we were at too high an altitude for this), or the tigers, but  

we met dozens of ibex that were walking close to the road, 

or slipped nimbly between visitors who tried to reach out  

and touch them despite the repeated requests to "Love 

them; do not touch them!"

Two days later, we left for Periyar National Park. As the 

crow flies, the distance from Munnar to Kumily – a small 

town located at the entrance of the reserve – does 

not exceed 65km, but it took our small bus five hours to 

cover the distance, as we had to cross several passes 

via a winding road flanked by steep slopes. Time passed 

quickly, however, as the landscapes of these green 

mountains are stunning.

Tea plantations  
line the slopes of  
the Western Ghats.
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Upon reaching the reserve, we travelled by boat along 

a large lake that is surrounded on all sides by forests  

of teak, mahogany and sandalwood, disembarking  

on the banks for a walk and a closer look. Here we saw 

elephants, Indian bison, gaur (a variety of buffalo native 

to South Asia) and sambar (large deer of South India  

and China), which came to drink on the banks of the lake.

Upon our return to Kumily, we visited a spice garden, which 

is actually a plantation that grows two dozen varieties  

of plants, including cardamom, turmeric, cinnamon, 

cumin, nutmeg, ginger, pepper, cocoa, vanilla and 

pepper, which the guide described as "the king of spices." 

Originally established in the beginning of the 16th Century 

to supply Europe with pepper (a trade which, until then, 

had been monopolized by the Arabs), the Portuguese 

had posts all along the Malabar coast, Goa and 

Trivandrum, and built Fort Kochi, which became the heart  

of the colonial city of Kochi in the state of Kerala.

With pepper and other spices, but also rubber and 

tea, the agricultural sector is the backbone of Kerala's 

economy (formerly the world’s largest producer of pepper, 

Kerala is now second only to Vietnam); but tourism  

is increasingly important. 

Today, with the backwaters of the Western Ghats 

landscape, the colonial city of Kochi, and resorts like 

Kovalam and Varkala, which are considered to have some 

of the best beaches in the country, Kerala is becoming  

the preferred destination for lovers of India who 

have already explored the Delhi-Agra-Jaipur triangle  

or its expanded version, the Jaisalmer-Varanasi axis. 

This is another India, more peaceful – even though  

the population density is higher – where the extreme 

poverty so prevalent in this country is almost absent: there 

are very few beggars here and life expectancy is about 

10 years longer than in the rest of the country. 

St. Mary’s Church 
in Champakulam
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The Church of  
St. Francis where Vasco 
da Gama was buried.
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THE BIG 1-0 

IATA LOOKS AHEAD

On Oct. 24, Porter Airlines marked its 10th anniversary at Billy Bishop Toronto City Airport, 
commemorating the inaugural Toronto-Ottawa flight which took place Oct. 23, 2006. 
The celebrations followed PortsToronto’s approval of plans submitted by Nieuport 
Aviation Infrastructure Partners to upgrade and enhance the airport’s passenger 
terminal, in part to accommodate an anticipated U.S. Customs and Border Protection 
preclearance facility.

The International Air Transport Association 
(IATA) expects 7.2 billion passengers to travel 
in 2035, a near doubling of the 3.8 billion 
air travellers in 2016, with the Asia-Pacific 
region driving that growth. The prediction  
is based on a 3.7 per cent annual Compound 
Average Growth Rate (CAGR).

RICHARDS TO BARCELO

Barcelo Hotel Group has appointed Brad 
Richards to the role of regional director  
of sales, MICE, based in Ontario. He brings  
to the role 16 years of experience within  
the travel industry, including extensive 
meetings and incentive experience  
in Canada.

TRAVCORP & ME TO WE

The Travel Corporation and social 
enterprise ME to WE have embarked 
on a new partnership, which will see 
several new purpose-driven packages 
offered across TravCorp’s multiple brands.  
The announcement was made in October 
by TravCorp CEO Brett Tollman and ME  
to WE co-founder Marc Kielburger.

MATHIAS TO CAYMAN  
ISLANDS

The Cayman Islands Department of Tourism 
has officially welcomed Raymond Mathias as 
business development manager, Canada. 
Mathias will be responsible for working with 
the global marketing management team in 
the development and execution of strategic 
marketing plans for the Canadian market.

POLICE SEEK AGENT

Toronto Police are seeking the assistance  
of the public to locate Carolyn (Michelle) 
Solomon, who operated as an unregistered 
travel agent and is wanted in connection with  
a fraud investigation. To date, TICO has laid 
a total of 18 charges against Solomon for 
operating as a travel agent without registration.

SUNWING’S NEW MENU

CELEBRITY CHARTERS

Sunwing has launched its new Sunwing 
Café on-board menu, developed in 
partnership with Food Network Celebrity 
Chef Lynn Crawford. The new buy on-board 
menu will include a range of light meals 
and snacks and feature dishes conceived  
by Chef Crawford.

For 2017, Celebrity’s Caribbean ‘Book  
& Go’ air-included cruise program will be 
offered out of London, Ontario and Hamilton 
on Ottawa-based charter First Air, down from 
six gateways in recent years.

MEET THE TEAM

Air Canada Vacations has announced 
the membership of its new Travel Advisory 
Board, comprised of 28 travel professionals 
representing the entire spectrum of  
the industry in Canada. Members will 
have the opportunity to influence key 
strategies and collaborate on existing and 
new initiatives that will increase sales for  
all travel agents.

news

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.
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Goway, together with partners at Tokyo Tourism and Japan Airlines, hosted a 
select group of agents to an evening of food and fun as they highlighted all there  
is to see and do in Tokyo. Pictured from left: Natalie Chan, account manager, 
Japan Airlines; Diane Molzan, general manager, Asia, Goway; Shin Kawai, director, 
Tokyo Tourism Representative, Toronto office; Nyssa Hartin, Asia specialist, Goway;  
Sam Cottar, business development manager, Eastern Canada, Goway.

Insight Vacations, joined by the Tourist Office of Spain, 
hosted a trade luncheon at Toronto’s Sassafraz 
restaurant to present its 2017 product. Pictured are 
Brett Tollman, global CEO, The Travel Corporation (left) 
and Cris David, president, Insight Vacations.

Eleven representatives from across the spectrum  
of New Zealand’s travel industry were in the spotlight 
this fall during a lunch event hosted by Tourism New 
Zealand and Air New Zealand. 

WestJet’s fourth annual Travel Partner Awards took place Oct. 27 at  
the Four Seasons Hotel in Toronto. A total of 13 awards were handed out during 
the event, including three from sponsors AMResorts, Bahia Principe Hotels  
& Resorts and Barbados Tourism Marketing Inc. From left: Lyell Farquharson, 
vice-president of sales & distribution, WestJet; Doug Paterson, VP product  
& marketing, Merit Travel; Jane Clementino, director, agency sales, WestJet 
and WestJet Vacations. 

Carlson Wagonlit Travel’s (CWT) senior directors 
welcomed more than 200 of CWT’s Ontario-based 
associate partners, owners and managers to  
a fall training academy, held at Westin Bristol Place  
in Toronto on Oct. 15. Of CWT: Louise Gardiner, senior 
director, associate program Canada; Mark Stubbert, 
senior director, North America Operations, NORAM 
Leisure; Una O'Leary, senior director, marketing  
and supplier management, North American Leisure.

A select group of Canadian travel partners were given a taste of the new 
Acapulco, catching a glimpse of the modern amenities and attractions  
of a destination once synonymous with travel to Mexico. Pictured from left: 
Lino Martinez, regional sales manager, Superb Travel Services Inc.; Jesus Radilla 
Calderon, secretary of tourism promotion, State of Guerrero; Paola Nunez, 
Miss Universe Canada 2015; Piquis Rochin, international promotion director, 
Acapulco Destination Marketing Office; Abraham Garay Velaquez, general 
director, Acapulco Destination Marketing Office.

The 2016 Ensemble Travel Group Conference featured another whirlwind 
series of professional development and dynamic networking in San Diego 
in October. During its gala dinner, the consortia announced that it beat 
last year’s donation amount during its annual Make-A-Wish charity auction,  
and that its 2017 international conference – set for October 16-20 – will be 
held in Dallas, Texas. Pictured are Ensemble co-presidents Libbie Rice (left) 
and Lindsay Pearlman at the conference's gala dinner.
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Goway featured its ‘Holidays of a Lifetime’ in an evening presentation to 70 Vancouver 
travel agents and clients at the Vancouver Curling Club. Of Goway: Anthony Saba, 
general manager, retail (left) & Steve Martin, training director.

Air Canada celebrated the launch of the first non-stop service from Vancouver to Delhi, 
which commenced Oct. 20. The airline will offer three times weekly service between  
the two cities through April 8 on its Boeing 787 Dreamliner aircraft.

Representatives of the Monaco Government Tourist and Convention Authority,  
in association with Atout France, hosted 40 travel professionals during its first-ever travel 
trade event in Vancouver. Pictured from left: Maria Tuttocuore, senior executive, sales  
& marketing, leisure, Monaco Government Tourist Office; Guy Antognelli, deputy general 
manager, Monaco Government Tourist and Convention Authority; Jacques Becker, 
honorary consul of Monaco – British Columbia and Alberta; Valérie Tomatis-Nouailhac, 
media relations manager – France, Monaco Government Tourist and Convention 
Authority; Laurence Aquilina, sales and marketing manager, Monaco Government Tourist 
and Convention Authority.

Royal Scenic, together with partners at the Japan National Tourism Organization and  
Air Canada, welcomed 125 agents to learn more about the company’s Japan packages.  
From left: Michael DeGrace, manager speciality sales Asia, Air Canada; Harold Ho,  
VP marketing and business development, Royal Scenic; Ivy Yeung, CEO, Royal Scenic; Athena 
Ho, director, Japan National Tourism Organization; Dr. Alexander Yuan; Ben Ayow, director, 
Royal Scenic; Rocky Lo, director, revenue management and business development – Asia, 
Air Canada; Jerry Lo, director, Royal Scenic; Vicky Ho, general manager, Royal Scenic.

NCL’S NEW BDM

Norwegian Cruise Line has welcomed Fatima  
Da Silva as its latest Canadian BDM. Da Silva, who is 
NCL's sixth Canadian BDM, will represent territories in 
Western Canada from Langley, BC east to Manitoba, 
while Ramon Jacinto will continue to represent Metro 
Vancouver, Kelowna, and Vancouver Island.

ACV SALES TEAM EXPANDS

Air Canada Vacations has appointed Joyce Simbulan 
and Lindsay Sande as its new area sales managers  
in Western Canada. Simbulan will cover the regions  
of Vancouver, Vancouver Island, Northern BC, 
Richmond, Ladner, North Shore and the Yukon, while 
Sande will be the area sales manager of Alberta.

BON APPÉTIT

Vancouver’s Kissa Tanto has topped the list of 
Canada’s best restaurants, as chosen by Air Canada’s 
enRoute magazine. Now in its 15th year, the annual 
list ranked the Japanese-Italian fusion restaurant  
in Vancouver’s historic Chinatown as its top pick  
for 2016.

AGENCY ALERT

Consumer Protection BC has suspended the 
licence of Mileigh Holdings Ltd, doing business as 
Vanderhoof Seven Seas Travel in Vanderhoof, BC, 
after the travel agency closed without notifying 
Consumer Protection BC.

MARRIOTT AT YYC

Marriott Hotels has opened the doors of the new 
Calgary in-terminal Marriott Hotel. Featuring  
318 guestrooms and suites, the hotel also includes 
a state-of-the-art fitness centre with pool and 
whirlpool, with more than 18,350 square feet  
of meeting room space.
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