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At the beginning of autumn, we all closely 

followed the trajectory of the now-infamous 

Hurricanes Irma and Maria. Travel agencies, 

tour operators and airline companies worked 

tirelessly to come to the aid of travellers in  

the affected destinations. 

You are all working to find new destinations in 

order to continue selling from now until the end 

of the season. It’s almost a certainty that for the 

winter of 2018, many hotels will not be available  

on time. 

Does that make the industry vulnerable? In any 

case, it costs a lot for agencies and suppliers,  

both in terms of time and money, an amount that’s 

difficult to quantify. 

I’m thinking, also, of the people who live in the 

devastated islands and who are heavily dependent 

on tourism. How will their lives look for the coming 

months? How can we help these people? After 

all, we can’t divert the path of a hurricane.  

The answer is by returning as soon as the damage 

is repaired. These islands are dreamlike places, with 

beaches often stretching as far as the eye can see, 

and such friendly people too. 

You can rest assured that PAXnews.com will 

continue to give you updates on the situation 

in these islands, and will relay any news as 

soon as possible. It will also be an autumn that 

promises to be full of events from your suppliers: 

brochure launches, destinations and others.  

We have participated in and covered many 

industry events in our various e-magazines since 

August. It seems that every year there are more 

and more – don’t you think?

In this month’s magazine, our associate editor 

Blake Wolfe sits down with Norwegian Cruise 

Line’s national senior director, sales, Dana 

Gain, for a conversation about her journey in 

the travel industry, and a closer look at how 

she manages the task of leading her Canada-

wide group of business development managers.  

We also talk to the company’s sales team about 

their own paths in travel, and their top tips  

for selling cruise. 

Despite a difficult start, I wish 

you an excellent season, 

and leave you to read PAX 

magazine for November. 

We will meet again for our 

combined December/

January issue, which will 

include a very special 

supplement. It’s not to 

be missed! President
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PAMUKKALE
Are you looking for the perfect place to relax? Turkey’s famous 
thermal springs at Pamukkale are just the place. At first glance 
it looks like a snowy hill. Look more closely and you will see 
it’s actually a natural wonder. The white cascades are little 
terraces filled with mineral-rich hot springs. Treat yourself to 
a a visit to these mesmerizing therapeutic ponds. Discover Turkey, 
home of Pamukkale. Be our guest!

#HomeOf
Denizli, Turkey

PAMUKKALE
HOME OF



up front

Of NCL’s Canadian sales team – standing 
(L-R) : Fatima da Silva, Mary-Jo Cutaia, Dana 
Gain (national senior director), Ian Smyth, 
Sabrina Greca; seated (L-R) : Ramon Jacinto, 
Alexandre Bergeron.





here’s a quote from The Godfather 

III which Norwegian Cruise Line’s 

Dana Gain cites as the perfect 

description for how her Canadian sales 

team works together.

“‘We need to make sure all of our ships 

are sailing in the same direction,’” Gain 

says. “I always think of that phrase, not 

just because of the word ‘ship’ but 

because that’s how the team operates 

– we’re heading in the same direction. If 

you asked any team member about our 

goals for Canada, they would all give 

you the same answer. It’s kind of magic.”

For Gain, what may have started as a 

chance entry into the cruise sector of travel 

has since grown into a career, starting out 

as a business development manager and 

taking that experience to lead a nation-

wide Canadian sales team. She explains 

that her own introduction to the cruise 

world came, somewhat ironically, as the 

result of a sign to move on from her time  

in the supermarket signage business.

“I started as an account executive 

and I was the only salesperson they 

had,” Gain recalls of her former career.  

“The person who hired me left after a 

month and he was the general manager. 

It appeared to me that the hole needed 

filling so I went to the owners and told 

them I was more than happy to take on 

the role. But the company wasn’t doing 

well; I had enough people come into  

my office to tell me to dust off my resume 

'because this place is going down.'"

The job hunt led Gain to a posting from 

Carnival Cruise Line, which was looking 

for a new BDM for Eastern Ontario and 

Atlantic Canada in 2002. While she 

had “little bits and pieces” of travel 

industry experience on her resume – 

including a high school job at BWIA 

Airlines (now Caribbean Airways) and 

serving as director of sales at Corporate 

Travel Incentives – Gain recalls that she 

initially thought the job would be filled 

by someone more experienced. As it 

turned out, Carnival was looking outside 

the travel industry for its next sales 

manager – the perfect opportunity for 

Gain to take the next step in her career.

Thirteen years later (“I remember thinking 

that I would give it 15 months,” Gain 

says of when she first entered the cruise 

sector), Gain joined NCL as the line’s 

Canadian sales director in 2015. That year, 

NCL doubled its Canadian sales team 

as part of its long-term growth strategy 

for Canada, placing Gain at the helm of  

the team which covers all territories across 

the country. With no central or regional 

offices, Gain says it’s a unique role with a 

unique set of demands.

“It’s a job that’s very isolated – they’re 

on their own, in their home office, 

running their territory,” she explains. 

“Being home-based is a very unique 

experience in terms of a job, but it can 

also make you very isolated. You have 

to do things on your own – which is a 

certain personality type that you need 

to have for this job – and having done 

the job, the tendency is to go it alone or 

talk to just one other person on the team. 

With our team, we have a synchronicity 

– we’re always reaching out to each 

other. We’re very collaborative.”

While working with a cross-Canada team 

can present some unique challenges in 

terms of communication, between social 

media and smartphones, collaborating 

across great distances has been made 

much easier in recent years.

“We text each other a lot – all hours of 

the day and night!” Gain jokes. “We 

have a team call every Monday to 

touch base on what’s going on – it’s 

one of our only chances to stay in touch 

as a group. We tried every two weeks 

but that doesn’t work – it’s a long time 

for messages to get lost.

“If more than a couple of days goes  

by without a text, that’s a real surprise. 

It’s a great way to get a quick answer –  

I don’t recall texting so much!”

Beyond technology, Gain attributes 

much of the team’s success to “the 

trust factor,” which she also describes as 

her most important leadership attribute. 
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Gain explains that the importance of 

placing trust in her team members 

stems from her time as a BDM, during 

which she says “it was incredibly 

important to me to feel trusted and 

have the empowerment behind me 

that I would get it done in a way that 

I wanted.”

“I’m not one of those people who calls 

up at 4:55 p.m. in the afternoon to 

check in on you and make sure you’re 

still working,” Gain explains. “I trust you 

and I trust that you will get the work 

done in the time you need to do it.  

You are the one setting your priorities.

“I have to rely very much on instinct 

and trust; does that imply that having 

a remote team is harder to manage 

than in an office? One hundred per 

cent – but I don’t like it any less; in fact, 

I actually like it more. For me personally, 

it represents more of a challenge.”

What makes a great team member? 

In addition to important factors such 

as drive, optimism and preparation,  

it starts with how that individual fits into 

the larger team dynamic, Gain says.

“The integrity and synchronicity of the 

team trumps everything, more importantly 

than skills, experience and 

intelligence. In other words,  

is this person going to balance 

the team or disrupt it, based 

on personality?”

“I’m looking for the hunter 

mentality. What I’m absolutely 

not looking for is an account 

manager; if someone came 

and said they wanted to be 

an account manager, they 

would be off the list. What 

I want is someone who 

isn’t satisfied until they’ve 

uncovered every opportunity 

to grow the business.”

While social media helps 

get the team’s message out 

to the trade, Gain says that 

when it comes to interacting 

with agents, nothing will 

replace in-person interaction.

“In my experience, it’s always 

better to be in front of people 

physically as much as I can. 

You need to get in front of 

the partners – take them for 

lunch, take them for dinner.

“Every chance I get I put the team in 

front of the trade and say 'this is Team 

Canada' so everyone knows who we 

are. I found over the years that even as 

a supplier, I didn’t have a good sense 

of who worked for which company. 

We’ve been branding ourselves that 

way from the beginning and it’s been 

working well.”

To that end, Gain says that presentation 

is also key for her team.

“One of the first things I made clear 

when I came to NCL was that this 

team wears business suits to every 

meeting – period, full stop, no 

discussion. What we’re trying to do 

is deliver the message that we treat 

this business seriously and we take 

our travel partners seriously. It says 

everything you need to say without 

saying a word."

And while growth in Canada is 

inevitable, Gain says that NCL’s 

message to the trade remains the 

same – a message of support to travel 

agents selling the line’s itineraries to 

Canadian cruise passengers.

“We respond to every email and return 

every phone call. We try everything 

we possibly can to grow business and 

solve problems. I like to think that  

we punch above our weight in 

Canada, in the sense that we’re not 

the largest cruise line but definitely 

finding some interesting ways of 

communicating with the trade which 

haven’t been done before.

“We’re not going anywhere. Canada 

isn’t a momentary focus for Norwegian; 

this is a very important goal. We’ve 

demonstrated over the past two years 

that we’re here to stay.”
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How long with NCL? I celebrated five 

years with Norwegian this past August 

– it feels like it was yesterday.

How did you get into travel? By pure 

chance. I was laid off at my previous 

job for a merger and acquisition 

financial firm and got hired at 

Consultour (now TDC) as an executive 

assistant. Within three months, they 

asked me to help organize Seminars 

at Sea as they saw the potential in 

training travel agents to sell cruises, 

and the rest is history.

Best part about the job? Since the 

real beginning, and will be until the 

end – training! I love sharing my 

passion about Norwegian and getting 

the travel partners excited about 

selling cruises.

Your top cruise sales tip? Don’t be too 

technical; it’s a vacation of a lifetime, 

not a product. Use terms that your 

guests can relate to and make them 

dream about being there. Basically, 

tell a story, don’t sell a product.

 
 

How long with NCL?  I’m celebrating my 

four-year anniversary very soon with this 

great company. 

How did you get into travel? I was 

fortunate enough to travel a lot at a 

very young age when I was growing 

up in Asia.  I caught the travel bug very 

early in life and decided to convert my 

passion into a career.

Best part about the job? Making a 

difference in a person’s life one travel 

partner at a time, by training and 

engaging them on what Norwegian is 

all about.

Your top cruise sales tip? Sell the benefits 

of a cruise by focusing on the wonderful 

travel experiences and fond memories 

to be had.  Aim for an excellent vacation 

experience, not a perfect one; perfect 

does not exist.

 

How long with NCL? I started with 

Norwegian two and a half years ago, 

in April of 2015. It has been so far my 

best professional adventure and I am 

enjoying every aspect of my job and 

the company! 

How did you get into travel? My initial 

path was not leading toward the travel 

industry, but in the field of fine arts.  

I then went to study tourism marketing. 

I had the chance to get an internship 

with Transat and Panama and the rest 

is history.

Best part about the job? Whenever I can 

use my creativity to develop a unique 

marketing initiative, going from getting 

an ice bar built, to celebrating our new 

ship NCL Bliss in Alaska, to planning 

entertaining consumer events. 

Your top cruise sales tip? We have the 

privilege to sell the most important 

moment of anyone’s life, which is their 

vacation. It must be fun. We should 

not, as consultants, think with our own 

pockets and always keep in mind that 

our clients deserve the very best for their 

precious vacation time.
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How long with NCL? 27 years.

How did you get into travel? I wanted 

to change careers and joined the travel 

industry for something different, and 

never looked back.

Best part about the job? To coach and 

train our travel partners on why you 

should sell Norwegian Cruise Line.

Your top cruise sales tip? Selling 

Norwegian can be very lucrative with 

high customer satisfaction. Promote our 

Affinity Group program to Multi-

generational groups which, according 

to CLIA, is the fastest growing segment 

in the cruise industry.

 
 

How long with NCL? Just over two years.  

I started with Norwegian Cruise Line  

in May of 2015.

How did you get into travel? I always 

loved travel and when deciding what to 

do with my life ‘when I grow up’ I landed 

on travel and tourism and I have never 

looked back. I love this industry and the 

people that work in it. I can’t imagine 

doing anything else!

Best part about the job? Without a doubt 

the best part of my job is meeting with 

and promoting Norwegian Cruise Line 

and cruising to my travel agent partners 

and their guests.  I firmly believe this is 

one of the best vacations families can 

take and the value is tremendous.  

I am passionate about this industry and 

I love to share my passion.

Your top cruise sales tip? Sell balconies!  

As I always say balconies are the best 

way to get guests hooked on cruising and 

they will certainly be back. It’s absolutely  

the best way to cruise and sometimes  

the difference in price from outside to 

balcony is very little on a per day basis.

  

How long with NCL? I have been with 

Norwegian for a year now. I have to 

say it’s been the fastest year of my life.  

I’m very lucky to be part of the best sales 

team in the industry.

How did you get into travel?  My dream 

since I was a little girl was to travel 

the world. After high school, I took a 

one-year travel and tourism program.  

After this one-year program, I got 

a job with Skybridge Holidays in the 

ticketing department.

Best part about the job? The best part 

of my job is helping travel partners close 

sales, and bringing in new clients. I also 

enjoy attending consumer events and 

trade shows because I’m so proud to 

promote Norwegian’s fantastic products 

and promotions that we have to offer. 

Your top cruise sales tip? Cruise is the 

best way to see the world and enjoy 

many different countries and cultures in 

one vacation. For passengers that would 

like to see a lot of Europe, Hawaii, South 

America and the Caribbean, the best 

part of cruising is that you only need to 

pack and unpack once. 
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future proof

he odd thing about the future is that 

it never arrives. Well, once it does, 

we don’t recognize it, because  

it becomes the present. There will always 

be more unimaginable developments 

on the horizon, with predictions ranging 

from glorious to disastrous. 

While scientists and sociologists grab 

all the attention, it is less sophisticated 

sources that tend to get the future right.

In 1966, Star Trek’s Captain Kirk was 

using something like a cell phone.  

Dr. McCoy’s sick bay had a scanner 

that was basically today’s MRI. Of 

course, Spock had his Tricorder with the  

'60s vision of Google Maps and Siri.

Growing up in that era, I would rush 

home from school to watch The 

Jetsons. As they predicted in 1962, our 

televisions can now hang on the wall. 

Robots can sweep our floors, Skype 

and FaceTime have overtaken voice 

calls, and meals are ready in minutes 

from microwave ovens.

There are some things neither The Jetsons 

nor Star Trek imagined. One of them is the 

dramatic change taking place in how 

we buy almost everything. From laundry 

detergent to furniture, Amazon.com can 

deliver it, sometimes on the same day. 

While Amazon offers an almost infinite 

range of products, it is at the cost of a 

rapidly shrinking number of places to get 

them. Having recently purchased Whole 

Foods, they can sell you organic potatoes 

and cookbooks on how to bake them;  

all from one single, powerful provider. 

What happens when the local grocer can 

no longer afford to sell the same potatoes?

What about travel? Want to book a 

cruise or a flight? Just raise your wrist 

and use your voice to ask a smartwatch 

travel app. It’s easy — too easy. It’s  

so easy that you might not realize what’s 

really going on, and it’s not good.

We all know that any cheap plastic 

gadget can book travel. Still, while a 

smartwatch can read your pulse, count 

your steps and track your calories, there 

is an inherent flaw.

Gadgets understand data, but cannot 

understand humans. They can learn 

what you love, but will never grasp why.  

They can keep track of what you hate, 

not as an emotion, but as a marketing 

calculation. Likes and dislikes are not 

measured in feelings, but in database 

entries and mathematical trends. 

You can tablet-tap your way to a 

honeymoon in Hawaii, but not a single 

screen swipe will register that it’s one of 

the most meaningful trips of your life. 

Digital travel planning also does away 

with fiddly details. Sure, you’ll get   

By Nolan Burris
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Nolan Burris
Nolan Burriss is a top-selling author, former 
travel agent and self-professed techno-geek. 
He’s also a popular international speaker.

a multi-page display in a microscopic 

font filled with cancellation policies, fare 

rules, resort fees, taxes and surcharges.  

Though to “simplify things,” it will all be 

reduced to a single checkbox labelled: 

“I have read and understood the terms 

and conditions.” 

One appeal of online travel is the 

apparently infinite number of choices 

and prices. Still, isn’t it amazing that no 

matter the date or destination, there are 

always ‘just two rooms left at this price’?  

It’s not a coincidence. 

What you see is the result of software 

algorithms that examine past searches 

and browser history.  What one 

person sees can be wildly different 

from the same search done by a 

friend, who might see completely 

different content.  It doesn’t stop with  

the apps.  

Pop into Gmail to ask a friend about 

a garden hose, and instantly, your 

Facebook feed will overflow with ads 

for hoses at Walmart. It’s the same 

with travel.

Ever look at a luxury hotel out of curiosity?  

Careful!  You’re likely to see fewer and 

fewer deals and specials, and a lot more 

premium properties. Then, those ads 

for discount hoses from Walmart will be 

replaced with designer versions from 

Restoration Hardware.

It works the other way around too. Even 

if you accidentally tap on a 2-star dump 

of a hotel, the dominos will begin to 

fall. You’ll risk being re-categorized for 

future searches for all sorts of things.  

No more nice hotels for you, and it’s 

back to Walmart for the hoses.

Another illusion is that you can get the 

‘same hotel’ or the ‘same cruise’ a travel 

agency might offer, but for a lower price!  

But is it really?  Almost every hotel or ship 

has rooms or cabins nobody wants.

Rooms in noisy areas are cheaper 

than quiet ones. Dumpster views are 

cheaper than ocean views. But will your 

smartwatch tell you any of that?  

No. It wasn’t made for that. It was 

designed to efficiently generate 

sales with as little human involvement 

as possible.  That might be fine for 

detergent, but when it comes to a 

vacation can you really trust software 

to look out for you?

There are many things in our Jetsons 

world I love, like video calls with my 

mother. That makes me very happy.  

Realizing that I am just a line of 

programming code in some travel app 

does not.  

Luckily, living, breathing travel 

consultants can understand and care. 

They come with a feature no gizmo will 

ever include: a heart. That, my travel 

industry friends, is well worth promoting 

over any deal or discount.

Discover a more personalized approach to travel

Ask us how you can earn more
1-866-308-0183
www.visiontravel.ca/discover

Understand your specific needs

Work with you to grow your business

Provide you with tools to make selling easier

Your Wait is Over!
Grow your business 
with Vision Travel
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experience

s our plane veered downward 

onto the island of Antigua, 

hovering over miles of enamel-

blue water and colonies of extravagant 

coral reefs, I had one goal in mind –  

to find the perfect beach. 

In Antigua and Barbuda, there are a lot 

of them, with a well-documented 365 

beaches in Antigua alone.

With less than a week to explore this twin-

island destination located in between 

the Atlantic Ocean and Caribbean 

Sea, finding the perfect beach might 

have been a tall order. What makes a 

beach perfect anyways? Its isolation 

from the rest of the world? Its powdery 

white and pink sand? Its proximity to the 

piña colada slushy bar? 

It’s all highly subjective, yet a sandy 

task PAX embraced recently on an 

exclusive tour of Antigua led by Tameka 

Wharton, sales and marketing manager 

of the Antigua and Barbuda Tourism  

Authority. 

Our host hotel, Blue Waters Resort, is a 

bona fide paradise located in Soldier 

Bay with freshwater pools, beach coves 

and 17 acres of sweet-smelling tropical 

gardens. “This would be a perfect 

place to host a wedding,” I remarked to  

my colleague, upon entering the resort. 

I wasn’t far off – weddings are a big 

business in Antigua, as explained 

to us by Nancy Joseph-Brathwaite,  

a weddings coordinator at Blue Waters, 

which hosts weddings on a cliff-side 

gazebo decorated with pink flowers 

and white drapery, overlooking the 

Caribbean Sea. 

The beaches at Blue Waters Resort are 

secluded and tropically terrific.

While resort life is popular for tourists 

visiting Antigua, it’s worth venturing off-

By Michael Pihach
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property to explore the island’s local 

life and myriad attractions. Taxi and car 

rental services make getting around  

the island easy.

In south Antigua, there’s Turner's Beach, 

where you can bargain with local 

vendors for colourful jewelry and snack 

on fresh seafood at Turner’s bar. On the 

northwestern coast is Dickenson Bay, a 

popular hot spot surrounded by hotels and 

beach bars where water sports rule. At 

Deep Bay Beach, you can snorkel above 

the wreck of the Andes, which sank in 

1905. It sits in less than 30 feet of water, and 

at low tide, one of the Andes’ masts sticks 

out just a few inches above the surface. 

For the off-property explorer, all of the 

above beaches are, for argument’s 

sake, perfect. 

But true to our guide’s word, the beaches 

in Antigua are just the beginning: 

more than 32,000 people live in the 

island’s north-western region in vibrant  

St. John’s, Antigua’s capital city.  

Here, thousands of cruise passengers 

can be seen disembarking into St. John’s 

candy-coloured marketplace of small 

alleyways and boutique shops. 

Antigua is full of places of interest, from 

Devil’s Bridge (a natural arch carved by 

the sea from soft and hard limestone 

ledges) to Shirley Heights, a hill-top restored 

military lookout, some 490 feet above sea 

level.On Sundays starting at 4 p.m., Shirley 

Heights hosts a longstanding BBQ party 

where steel band rhythms and sweet 

scents fill the air long past sunset.

The main beach at 
Blue Waters Resort.
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The cruise terminal 
at St. John’s.

  

• English-speaking, twin island  
destination

• Non-stop flights, year-round 
from Toronto

• No visa requirement for Canadian 
passport holders

• Variety of hotel, guest houses and 
stays for all budgets

Antigua and Barbuda Tourism Office 

also conducts many guided FAM trips 

throughout the year – interest can be 

submitted to fams@visitaandb.com. 

  

Watch the 7 video modules online at http://bit.ly/AntiguaCertifiedAgent  

Learn where to stay, what to eat, where to party and more! 

  
 

• No residency requirement for 
legal weddings

• ID requirements – passport, 
birth certificate

• Divorced – an official copy of your 
decree absolute

• Widowed – death certificate of 
deceased spouse

• Must be over 16 – until 18, will need 
parental consent in a statutory  
declaration

 

Travel Agents are encouraged to 

complete their certified Antigua and 

Barbuda destination training program 

at www.antiguabarbudata.com. 

Electronic certificate can be 

downloaded upon successful 

comple t ion ,  w i th  agent s 

encouraged to log bookings at 

 www.antiguabarbudata.com. 

As far as perfect beaches go, at this 

point of the trip, I’d forgotten about  

my search entirely. The beauty of 

Antigua consumes you, gives you a new 

outlook on nature’s wonders, and leaves 

you feeling nothing but touched and 

pleasantly overwhelmed.

That alone is worth the trip.

Oct. 29 2017 to  
Apr. 29 2018

Oct. 30 2017 
to Apr. 30 2018

Dec. 19 2017 
to Apr. 3 2018

Dec. 20 2017  
to Apr. 4 2018

Dec. 21 2017  
to Apr. 5 2018

Dec. 22 2017 to  
Apr. 27 2018

Oct. 28 2017  
to Apr. 28 2018

Oct. 30 2017 to 
Apr. 28, 2018

Dec. 11 2017 
to Feb. 11 

2018; Feb. 26 
to Apr. 8 2018

Nov. 27 2017 to 
Apr. 28 2018

Dec. 20 2017 to  
Apr. 18 2018

Nov. 10 to Dec. 
8 2017; Apr 27-

Oct 26 2018

Dec. 16 2017 to  
Apr. 21 2018
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Your all-in-one Access to the World!

Visit travelbrandsaccess.com
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Search for “Your TravelBrands 
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“IT’S ALL INCLUDED”  
CANADIAN CHARTER –  
2018 CARIBBEAN VACATIONS 
• Direct flights from: Calgary, 

Edmonton, Hamilton, London, 
Ottawa, Regina, Saskatoon, 
Thunder Bay and Toronto  

• Packages include: transfers, classic 
beverage package, gratuities, all 
taxes & fees.  

• Select departures: Feb 3 – Apr 1, 
2018 on Celebrity Silhouette & 
Equinox

CELEBRITY EDGE CLASS VESSELS 
ARE SCHEDULED TO ARRIVE IN 
2018, 2020, 2021 & 2022.   
• A ship designed to leave the future 

behind 

• Will feature two new Suite 
categories (Edge Villa & Iconic 
Suite), New – Edge stateroom 
featuring the Infinite Veranda, 
Outward facing design, Double 
the drawer space in every room, 
every double occ. room has a king 
sized bed, plus the all new Venue – 
Magic Carpet

SAILS IN THE GALAPAGOS YEAR 
ROUND WITH 3 SHIPS   
• The three stunning ships offer six 

unique itineraries, 15 islands, more 
than 30 ports of call, and multiple 
packages from which to choose

• Any Galapagos vacation is all-
inclusive. From packages that 
include 5-star accommodations in 
Quito and luxury air transfers, to 
award-winning shore excursions 
guided by expert naturalists that 
uncover the best of each island—it’s 
all included

THE CELEBRITY DISTINCTION   
• Defines Celebrity Cruises’ 

commitment to continuously 
provide guests with unique, 
leading-edge experiences

• Is everything that sets Celebrity 
apart: Lawn Club, Solarium, 
Centrum, Wine Tower, Iced-Topped 
Martini Bar, Multi-million dollar 
make overs (“Solsticizing” of its 
Millennium Class ships) and much 
more

• Increased number of overnight 
sailings in the most in-demand 
destinations Greater variety of 
Signature Event Sailings to the 
hottest global events

• Advancing women’s leadership 
in cruising with the hire of the 
industry’s first-ever American 
female captain, Kate McCue

DID YOU KNOW... You will earn 500 points per stateroom 
on any 7-night + sailing when booking Celebrity Cruises online

TO LEARN MORE GO TO: 
HTTPS://WWW.YOUTUBE.COM/
WATCH?V=IB6H2OJARDA

HÔTELS VOLS FORFAITS VOITURES

TRANSFERTS EXCURSIONS ATTRACTIONS CROISIÈRESDID YOU KNOW...

For flight changes after departure please contact us 24/7
Toll Free: 1 800 727.8687 (within North America) 416.850.0978

Email: travel@travelbrands.com    

We’ve Got Your Back
Book Air & Cruise with us and travel worry-free with our  

AIR/SEA PROTECTION PROGRAM
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your cruise coach

ruise lines continuously run 

promotions to help agents attract 

business. Understanding these 

promotions will help you recommend 

the right one for your clients and close 

sales easier. Here are a few popular 

promotions commonly available year-

round, and some tips to keep in mind.

As beverages can be a big part of 

onboard spending and also a reason 

why some clients are hesitant to try 

a cruise, many cruise lines offer a 

complimentary beverage package 

as a promotion. The package includes 

wine by the glass, beer, spirits, sodas, 

specialty coffees/teas and bottled 

water. Typically valued at US$50-65 per 

day, your clients can enjoy savings of 

US$350-455 per person on a seven-night 

cruise, and more for longer sailings. 

TIP: Read the fine print as there may be 

limits on the number of drinks per day, a 

cap on the cost per drink, and exclusions 

on top-shelf liquor. Room service and 

minibar beverages are generally 

excluded. The beverage package 

cannot be shared with another guest.

 

To help offset the high U.S. exchange 

rate, some cruise lines run promotions for 

Canadian residents featuring a reduction 

in price, or a dollars-at-par program. 

Resident rates are either a percentage 

discount (10-25 per cent), or a dollar value 

between $100-200 off; and the at-par offer 

would mean a 30-35 per cent discount, 

as most cruise lines are currently using a 

1.30-1.35 exchange rate. 

Some cruise lines offer a senior rate 

for guests 55 or over, also about $100-

200 less than regular fares. Only one 

person in the stateroom needs to be 

over 55. 

TIP: Resident and senior promotions 

are only offered on select sailings. 

Clients must qualify and cannot 

cheat. Proof of age or permanent 

Canadian residency is required at time 

 

Senior rates for guests aged 55 or 
over are offered on some cruise lines.
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of embarkation, and failure to do so 

will result in clients having to pay the 

difference at the pier or be denied 

boarding without compensation. When 

checking online, these promotions 

do not automatically appear on the 

pricing screen unless you have entered 

the applicable age/residence criteria 

during the search process. It is always 

a good idea to ask your client if he/she 

qualifies before you start the research 

- that way you can present the best  

pricing option.

Families benefit from this promotion 

as the third and fourth guests sharing 

a stateroom with two full-fare paying 

guests can either cruise for free or 

at a substantially reduced amount. 

Sometimes the promotion only applies 

to children under 12, but other times 

the extra guests in the stateroom can 

be of any age. 

TIP: Triple and quad staterooms are 

limited on ships, and may not be 

available in every category. These 

offers are also capacity-controlled, 

so booking early is a must, especially 

on popular dates such as holidays or 

summer sailings.

Another common promotion is 

complimentary perks either built 

into the pricing, or as added-value 

amenities. Perks may include beverage 

packages, shipboard or excursion 

credit, prepaid gratuities, specialty 

dining, Wi-Fi, or any combination 

thereof. Depending on the clients' 

need, they can choose the perks that 

best suit them.

TIP: These perks only apply to the first 

and second guests in the stateroom, 

and some may require booking a 

minimum category such as ocean 

view or balcony. Complimentary 

Wi-Fi only applies to one device in 

the stateroom.

This is a new promotion that has 

recently become prevalent, offering 

bare-bone pricing to attract bookings. 

It is usually the least expensive pricing 

on the sailing, and is not combinable 

with any other promotions. Non-

refundable fares allow an agency 

to advertise a low price to attract 

budget-conscious clients, and non-

refundable deposit bookings typically 

have a higher stick rate since there 

is a commitment involved on the 

client's side. 

TIP: Ensure clients understand and are 

compliant with booking non-

refundable fares, as no exceptions will 

be made to waive penalties once 

deposited. Cancellation insurance 

should always be part of your 

discussion when booking these  

fares.

Ming Tappin
Ming Tappin is the owner of Your Cruise 
Coach Consulting and has been cruising 
since 1991. 

Families can benefit from free or reduced 
third or fourth fares with some cruise lines.



Air Transat partners with 
renowned chef Daniel Vézina
In addition to a main dish created by the chef himself, 
the Chef’s Menu by Daniel Vézina includes: a cheese 
plate with crackers, a glass of wine and dessert.

All this is available for $25 in Economy Class.

Passengers can pre-order their meals 48 hours to 45 days before departure.  
Visit airtransat.com for details. Limited quantities.
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escape

he man at the car rental office 

picked up a pen and drew a line 

across the map he had dug up 

for us. “S-O-D-A,” the man said, and 

traced his finger along the path he 

had outlined.

After landing in Liberia, my friend and 

I were about to embark on a 10-day 

road trip across Costa Rica. The first leg 

of the journey meant we would make 

the two-and-a-half hour drive into  

La Fortuna, Alajuela Province. After 

the six-hour plane ride, to say we were 

hungry would be an understatement. 

Not particularly craving a Coke, and 

slightly lost in translation, we thanked the 

man in a mix of Spanish and English and 

hit the road. As our car wound through 

the dusty, bumpy back roads, and along 

the highway riddled with construction, 

donkey carts, and even pedestrians, 

we soon realized that save for a  

few rustic fruit stands selling watermelons 

and pineapples on the side of the road, 

“fast food” wasn’t exactly an option  

in Costa Rica. 

Dreams of food still in our heads,  

we headed out on the first leg of our 

journey to La Fortuna, Aleluja Province, 

which is famous for its rainforests and 

the active Arenal Volcano. Suddenly, 

a seedy-looking shack with a hand-

painted sign that read “SODA” came 

into view. Skinny chickens pecked at 

the ground and the structure’s humble 

appearance was enough to make any 

inexperienced traveller, like myself, 

wary. Nonetheless, a mouth-watering 

aroma wafted out towards the car, 

and it was then that we realized - 

SODA isn’t a soft drink, but rather,  

a place to grab a bite. 

Scattered throughout the country, sodas 

are small, traditional Costa Rican 

restaurants that boast some of the 

tastiest, most authentic cuisine in the 

country. Typically presented on large 

plates or in a buffet-style setting, sodas 

serve up homemade, savoury comfort 

foods like gallo pinto, pollo en salsa, fried 

cassava, fresh salsa, and, of course, 

endless heaps of rice with beans.  

For a fair price, sodas let you taste the 

fresh, local flavours of Costa Rica, while 

experiencing the people and culture 

from the ground up.  
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Late that afternoon, we got to La 

Fortuna, and experienced our first 

tropical rainstorm, which is fantastic to 

listen to, but terrible to drive in. The first 

hotel was called the Volcano Lodge and 

Springs. After a long day, nothing felt 

better than sinking into the hot springs 

that sit right on the property, and are 

heated by the Arenal Volcano. 

 

The drive from La Fortuna to Tamarindo 

took almost four hours, and there 

was no time for jetlag. When we got 

there, we scrambled in the dark to find  

a hotel. By luck, we found Hotel Casa 

Blanca, which is a beautiful, three-

storey boutique hotel with private 

balconies overlooking the ocean. With 

only a few hours until bedtime, we 

celebrated my birthday Costa Rican 

style with a few rounds of chilli guaros 

— Costa Rica’s most famous liquor with 

a dash of hot sauce.

Trading one beach town for another, 

we arrived in Jaco at the Tuanis 

Beach Aparthotel, an eco-hotel that 

uses solar energy to reduce tourism’s 

carbon footprint. Just steps from the 

ocean, Jaco felt a lot like Tamarindo, 

but more relaxed. There were plenty 

of sidewalk shops, and after being 

on the road for another three-

and-a-half hours, this town was the 

perfect place to relax during the day,  

and unwind for the night. Throughout 

the course of this road trip, Jaco 

became that familiar town we always 

came back to — for a good night’s 

sleep and amazing tacos.
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Early in the morning, we packed up 

once again, this time making the four-

hour drive to Puerto Jimenez. Prior to 

booking this trip, we’d planned for 

hours, marking the map with points of 

interest from the top to the bottom, and 

finally, we were almost all the way south 

of the country, just hours away from  

the Panama border. 

Spending a night at our hotel in Puerto 

Jimenez made us realize that sharing a 

queen bed in the other hotels really wasn’t 

that bad. Between finding baby toads  

in the shower, squishing big millipedes 

that crawled under the door every so 

often, and sitting up all night keeping an 

eye on the spider nest above the bed,  

we woke up in the morning ready to go 

back home — to Jaco! 

 

In search of capuchin monkeys and sloths, 

we made one of our shortest drives yet 

(one hour) towards the Manuel Antonio 

National Park in Quepos. We checked 

into the El Faro Beach Hotel, which is the 

only hotel in Costa Rica to be constructed 

from shipping containers. The hotel had 

a stunning infinity pool that offered 

panoramic views of the ocean.

At night, howler monkeys could be 

heard in the nearby trees, and iguanas 

visited our balcony many times. In the 

early morning, a friendly deer and two 

fauns could be seen feeding in the 

forest. Up for an adventure, we stumbled 

across a canopy bike tour through 

the rainforest. The bike itself looked 

like one of Da Vinci’s prototypes that 

never quite made it into the real world,  

but nevertheless, I hopped on and 

pedalled a circuit that was a few 

hundred feet above the rainforest floor.

The next day was spent hiking through 

Manuel Antonio National Park, located 

right in the tropical rainforest on the 

Central Pacific Coast. The day was very 

hot, and most of the animals were 

sleeping, but curious capuchin  
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monkeys came out to watch the tourists. 

Making our way back to Liberia,  

we returned to Jaco for one last time.

 

Our last day in Costa Rica brought us to 

Playa Hermosa, where we caught some 

much-needed sun(burns) and played 

in the waves. Located on the North 

Pacific Ocean, the beach is popular 

because of its proximity to the Liberia 

Airport.  That night, we checked into our 

very last pit stop, Hotel Toro Blanco,  

and caught our flight back home to 

Canada the next day.

Tuanis Aparthotel, 
Jaco, Costa Rica

Hotel Casa Blanca, 
Tamarindo, Costa Rica

Hotel Rancho Cerro 
Azul, La Fortuna, 
Costa Rica

Volcano Lodge and Springs, 
La Fortuna, Costa RicaToro Blanco Hotel, Coco 

Beach, Costa Rica

El Faro Beach Hotel, 
Quepos, Costa Rica
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Meet Modern Mexico
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business sense

f you’ve ever worked in a corporate environment, 

chances are you’ve had a brush with quite a few 

colourful characters and egos. Recounting your 

career history might conjure up fond memories 

of one boss’s ability to see the good in every 

employee, while reminiscing about another 

might stir up old resentment towards chronic 

micro-management tendencies.

Many people are familiar with the 

compartmentalization of individual personality traits, 

but not everybody is aware of the bigger picture 

that they link to. The big five personality traits, or the 

five factor model 

(FFM), refers to a 

set of behavioural 

characteristics that 

distinguish one 

individual from 

the next. The five 

factors are classified 

as one’s openness 

to experience, 

conscientiousness, 

extraversion, agreeableness, and neuroticism, 

and based on the varying scores a person ranks  

in each department, much can be uncovered about 

their general social behaviour. According to Allison 

Wallace, senior vice president of communication  

& engagement at Flight Centre Travel Group, 

emotional intelligence also plays a huge part in your 

chances of getting hired in the travel industry.

“Strong emotional intelligence means agents 

aren’t just selling to an individual, they’re creating 

relationships with travellers,” Wallace said.  

“The product [travel] is a very emotional one – for 

many it’s not just about the financial investment, 

it could be about their first trip somewhere, their 

wedding, their dream bucket list destination. 

When an agent can connect with their client and 

understand these very personal needs, it creates 

an almost unbreakable trust or bond and can 

often be the start to a very long relationship.”

Emotional intelligence (EI) alludes to one’s ability 

to recognize individual personality traits and the 

Allison Wallace, senior vice 
president of communication & 
engagement, Flight Centre Travel 
Group
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personality of others, while understanding that 

underlying personal emotions can directly influence 

the personality of those around them. An emotionally 

intelligent person, for example, is able to identify when 

another individual is irritated rather than angry; elated 

rather than happy. Emotionally intelligent people 

generally possess a greater ability to read into micro-

expressions like body language or non-verbal cues, 

to help gauge how another person is feeling. 

Whereas emotionally-intelligent individuals are 

renowned for displaying proactive behaviour 

and the ability to recognize and register collective 

emotions, those with low-scoring emotional 

intelligence have a tendency to produce and 

cultivate reactive behaviours. For example,  

if an employee makes a mistake, an emotionally-

intelligent manager is more inclined to strategize 

a solution and nurture the process of conflict-

resolution and communication, whereas a 

manager with low emotional intelligence is more 

likely to come across as accusatory, or unforgiving. 

Employees with low emotional intelligence have 

a tendency to promote blame-culture within  

the company, pointing fingers rather than taking 

a direct approach to problem solving.

  

As a professional, emotional intelligence directly 

impacts your ability to successfully recruit, hire, 

train, and manage your employees in a way that 

contributes to long-term growth and success. 

Managers who have a high degree of emotional 

intelligence are better suited for interactions with large 

groups, which in turn, equip them to better handle 

stressful situations or diverse employee attitudes and 

behaviours. In comparison, employers have put 

more emphasis on hiring new employees based on 

their EI scores because those with a higher degree 

of emotional intelligence can remain calm under 

pressure, lead by example, work as a team, resolve 

conflicts efficiently, and show genuine empathy  

and consideration for their colleagues.

Hard skills or book smarts are becoming less of a focus 

than emotional smarts, because whereas hard skills 

can be taught, emotional intelligence cannot.  



As Wallace points out, the trend towards hiring 

emotionally-intelligent individuals is on the rise. "There 

is a growing amount of research showing the 

correlation between high EQ individuals [EQ, 

emotional quotient, is another word for EI] and sales 

results, improved business results, and staff retention," 

she said.  When staffs are run 

by a successful and intuitive 

group who are genuinely 

invested in one another’s 

success, there’s no room for 

petty workplace gossip or 

resentment towards business 

decisions or each other.

In the sales field, strong 

emotional intelligence 

in f luences a t ravel 

professional’s ability to 

identify new leads and 

close a deal. By effectively interpreting the 

behaviour of potential clients, an emotionally-

intelligent professional will play to these strengths, 

rather than undermine them. For example, 

if a consumer mentions that an all-inclusive 

vacation doesn’t appeal to them, an intuitive 

and emotionally-intelligent professional will look 

to alternative travel styles, like experiential tours, 

rather than assume that an all-inclusive resort is 

the best deal, and continue to promote their own 

sales agenda. 

Emotionally-intelligent employees thus have a 

stronger relationship with their clients, which in 

turn influences revenue growth because these 

individuals are likely to return to the company 

for future bookings. Many travel and tour 

companies like Flight Centre see the importance 

of recruiting emotionally-intelligent consultants, 

and as Wallace points out, the results are nothing 

but excellent. 

“Our agents with strong EQ have an extremely high 

ratio of long-term/repeat clients,” Wallace said. 

“We can teach sales but we can’t teach inherent 

things like passion and attitude.”
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is the length of Mexico’s longest beach, Playa Novillero  

in the state of Nayarit, Mexico. The other two longest beaches 

in the Mexico/Caribbean area are the 17-Mile Beach on the 

island of Barbuda, followed by the 12-Mile Beach in the Turks 

& Caicos archipelago.

is the length of the largest beach in the United States,  

the Grand Strand beach in Myrtle Beach, South Carolina. 

Many people think that Padre Island beach in Texas is the 

largest, at 112.6 km but it’s actually split into two parts by  

the Port Mansfield Channel.

or 150 miles, the length of the longest beach in the world in the most southern point 

of Brazil: Praia do Casino, in the state of Rio Grande do Sul. Following this stretch 

of beach is the coast of Cox's Bazar in Bangladesh, at 145 km, and Ninety Mile 

Beach, located in the state of Victoria, Australia. 

By André Désiront





vogue

By Christine Hogg

Located in Terminal 2 on levels 4 and 5 of the Munich Airport, 

the Nap Cabs are a 4m2 (squared) enclosure that are almost 

like your very own tiny hotel in the middle of the airport. 

Complete with Wi-Fi, air conditioning, and even an alarm 

clock to wake up the sleepiest of travellers, the Nap Cabs are 

a relief to many travellers who have a hard time getting some 

shut-eye amid the hustle and bustle of Germany’s capital city.
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Owned and operated by the Four Seasons, Yotel sleeping 

pods are available to travellers at the London Heathrow 

Airport or the Amsterdam Schiphol Airport. Rooms range 

in size from 7-10 m2, and come equipped with your very 

own personal bathroom, mood lighting, free Wi-Fi, and even 

a workstation, should you need to get some work done. 

Following the exemplary levels of service that the Four Seasons 

hotel chain is known for, the Yotel cubes are essentially  

on par with a regular hotel room. Those renting one can even 

order food or beverages for delivery! There are 32 sleep cubes  

at London Heathrow in Terminal 4 and 57 sleep cubes  

in Lounge 2 of Amsterdam Schiphol. 

Dubai is becoming an increasingly popular travel destination, 

and it’s becoming more common for travellers en route  

to Asia or parts of Europe to have a stopover at the Dubai 

International Airport. Found in Terminal 1, the 13 Snooze Cubes 

offer tired travellers a cozy place for a quick rest, before 

continuing on with their journey. Each cube has one bed,  

a TV, free Wi-Fi and enough space for luggage.
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Have you ever been so tired that you wished you could roll 

up into a cocoon? The Go Sleep sleeping pod is a business 

class reclining chair by day and a personal cocoon by night. 

Claustrophobics, you’ve been warned — the trendy pod 

can be easily converted into a 180˚ flat-folding sleeping 

space that fully envelops you, shutting out noise, light, 

and other sleep disruptors. Despite how small they look,  

Go Sleep pods offer plenty of space for travellers to store their 

belongings. They also have sufficient charging stations with  

free internet.



Another metropolitan hotspot, the Indira Gandhi 

International Airport Delhi in New Delhi offers tired travellers 

in transit the chance to sleep at SAMS. As friendly as the 

invitation suggests, SAMS, short for Snooze at My Space, 

are an innovative blend of architecture and comfort, and 

resemble a small hotel room rather than an actual cube. 

With enough space for two or more travellers, SAMS is 

perfect for couples or those travelling in groups who are 

looking to save on a hotel. Each sleeping bunk comes 

equipped with a bed, free Wi-Fi, TV and DVD player, 

charging outlets, and a working desk.
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he term GAFA is perhaps more widely used,  

but with Microsoft (the oldest of these 

companies at 42; Facebook, founded in 

2004, is a child by comparison!) also claiming huge 

profits and developing universally-known products, 

economic experts prefer to speak of GAFAM. 

The existence of this quintet worries several 

business sectors – particularly the travel industry. 

During the years that CRM (Customer Relationship 

Management) has become an essential tool in the 

distribution of airline tickets and tourist products, 

members of GAFAM have collected massive 

quantities of data on the users of their products 

– that’s to say, half of the world’s population.  

And thanks to their highly sophisticated algorithms 

and technologies, by combining this data, they are 

able to reconstruct our consumption habits better 

than anyone else. 

Considering all this, these companies are natural 

candidates to make inroads into the travel sector 

and, should they decide to enter this industry,  

they’ll claim a distinct advantage thanks to 

everything they know about us (sometimes, more 

than we know ourselves). 

In Europe, experts are convinced that it’s only a 

matter of time before Google or Facebook enter 

the fray and inflict considerable damage on 

traditional actors – including large online agencies. 

But let’s take a closer look at the moves they have 

(or haven’t) made so far in the field of travel.

Amazon, which in addition to books also sells 

appliances, clothing, video games and other 

consumer goods online, launched a hotel booking 

site, Amazon Destinations, in April 2015. But the 

online commerce giant closed it six months later. 

The project was initially limited to a few hundred 

establishments located in four major urban centres 

in the United States (Seattle, New York, Boston,  

Los Angeles) and was progressively extended to 

35 metropolitan areas. But it was a far cry from the 

hundreds of thousands of establishments available 

in the inventories of Booking.com, Expedia or other 

hotel booking platforms. This probably explains why 

the consumer response was subdued.
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Since then, the e-commerce leader has built up a 

fleet of aircraft by entering into agreements with 

two airlines, ATSG (Air Transport Service Group) and 

Atlas Air Worldwide Holdings (AAWH). Until now, these 

devices have been built in cargo mode, with the 

objective of reducing logistical dependency on 

FedEx and UPS. But it will still enable Amazon to gain 

experience in managing an aircraft fleet, since the 

company now deploys, with its subsidiary Prime Air, 

25 Boeing 767 series 200 and 300, and has placed an 

order for 15 other B767—300s. Commentators have 

wondered whether Amazon will purchase a major 

tour operator to position itself in the travel market, but 

at present, these rumours remain mainly speculation.

Since August 2015, the company founded by Larry 

Page and Sergey Brin no longer calls itself Google, 

but rather Alphabet, with Google remaining the 

flagship subsidiary of the holding company. 

To date, Alphabet has been the most aggressive 

of these companies in the tourism field and is also 

the best-positioned member of GAFAM, with 90 

per cent of all online searches in the world carried 

out partly on its Google platform – 94 per cent 

in Europe.

Its first move in the travel industry was the acquisition 

in 2010 of the firm ITA Software, which specializes  

in database management for airlines. Its software  

is used by carriers (American Airlines, United Airlines, 

ANA, Virgin Atlantic) as well as by flight comparators 

and online agencies such as MSN Travel, Kayak.

com, Orbitz, and CheapTickets.

The following year, Google (whose corporate entity 

was not yet Alphabet) bought the gastronomic guide 

Zagat, the Anglo-Saxon equivalent of Michelin, for 

the sum of $151 million, and followed by purchasing 

Arthur Frommer’s travel guides in summer 2012, also 

providing a presence on the Web. 

Since then, the technological expertise of the 

subsidiary ITA Software has enabled Google 

to launch its own comparator, Google Flights. 

Currently, 10 per cent of North American consumers 

searching for online flights use Google Flights, but 

this percentage climbs to 21 per cent among 

18-32-year-olds. However, specialists are surprised 

at this relatively modest performance, given the 

resources and reputation of Google, and they 

explain it partly by a voluntary limitation of the 

range of comparisons. For example, when a Kayak 

search is initiated, this comparator will search not 

only for carrier databases, but also for a large 

number of online agencies, which often have 

access to volumes. Among its most significant 

incursions into the travel industry was the launch 

of Destinations on Google in 2016, a mobile-based 

platform allowing travellers to search, plan and 

book their next trip from their phone or tablet – 

rolling out on desktops late last year. 

The only member of GAFAM that has never 

attempted a direct or indirect incursion into the 

field of tourism. In fact, Apple focuses on making 

(hardware) computers, smartphones, portable 

players and tablets, or designing software and 

operating systems. Since its foundation in 1976  

(it is the oldest member of GAFAM, with Microsoft), 

all its acquisitions are concerned with the niche of 

computing: NEXT (high-performance computers), 

PA Semi (microprocessors), SIRI (applications for 

voice commands), Beats Electronics (headphones 

and audio speakers) have nothing to do with travel 

sales, route design, or passenger air transportation. 
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This highly successful company’s incursion into the 

field of travel ended in failure. In 2008, the tech 

giant launched Bing – a search engine intended to 

compete with Google. At the same time, it put the 

Bing Travel search engine and comparator online, 

consolidating it by buying the Farecast platform 

at a cost of $115 million. Unfortunately, in 2011, 

its competitor Google swept the rug from under 

its feet, buying ITA Software (see above) which 

manages the databases essential to a comparator. 

Since then, Microsoft is referring all tourism-related 

requests to MSN Travel, MSN being the default 

home page of the Explorer browser (which belongs 

to Microsoft).

To cut a long story short – let’s say that Bing Travel 

was an expensive failure, but what difference does 

a few hundred million wasted dollars make to  

a giant like Microsoft, whose net profits amount 

to tens of billions? In 2016, the company launches 

by Bill Gates bought the social network LinkedIn, 

allowing it to build a formidable database. 

So far, there’s no reservation website in sight for 

Facebook. The initiatives of the youngest member 

of GAFAM in this area are essentially limited to the 

development of digital ‘City Guides.’ The project  

is currently undergoing testing, with a dozen cities 

including Paris, London, New York, Istanbul and 

Bangkok, where one can prepare an itinerary of 

visits and book certain hotels. Yet the analysis firm 

EyeforTravel designates Facebook as one of the 

most influential marketing channels for players in 

the travel industry. In a report published following 

surveys of 453 major global players in the tourism 

sector (The State of Data and Analytics in Travel 

Report 2017) EyeforTravel states that Facebook is 

by far the most effective social network for 

influencing consumers searching for a future trip. It 

won 62 per cent of the vote, compared with 16 per 

cent for Instagram (a Facebook affiliate!), 10 per 

cent for Twitter and 6 per cent for YouTube. Three-

quarters of the respondents (chains, wholesalers, 

carriers, online or traditional agencies) used 

Facebook as part of their marketing campaigns.
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It’s clear that, until now, the progress of the 

GAFA members in the travel sector is still timid. 

However, they have several advantages in terms  

of data collection on our tastes and 

consumption habits. 

Vladan Joler, a professor at Novi Sad University  

in Belgrade, determined that Facebook stored 

300 petabytes of personal data – photos, statuses, 

habits of research, friends, interconnections 

etc. – on its 2 billion users. According to him, 

Facebook is better informed on most of us than 

Big Brother was on its fellow citizens in George 

Orwell’s 1984; the information collected by the 

NSA and the other U.S. spy agencies are only 

small change in comparison.

Not only do they have the data – they also 

have the means. The market capitalization of 

GAFAM members is greater than the GDP of the 

majority of countries in the world. Apple’s (now 

the biggest, after being surpassed by Google 

in 2016) was $740.08 billion in mid-June 2017, 

slightly more than the Netherlands’ GDP (the 17th 

biggest world economy with a GDP of $738.4 

billion in 2016) and a little less than the GDP  

of Indonesia, with is the 16th-largest world 

economy with GDP of $859.7 billion in 2016. The 

members of the ‘Club of Five,’ combined, also 

have a greater market capitalization than the 

GDP of more than 200 countries. 

All are highly profitable companies: in 2016, Apple 

reported net income of $45.6 billion, Alphabet 

(the Google holding company) of $19.5 billion, 

Facebook of $3.6 billion, Microsoft of $16.7 billion 

and Amazon, the least profitable of all, of $2.25 

billion. The total of $87.65 billion is higher than 

the GDP of countries such as Slovakia, Cuba, 

the Dominican Republic or Sri Lanka. 

With such means, why don’t these companies 

launch an offensive to claim some of the billions 

generated by the travel industry? Google,  

in particular, has all the necessary technology, 

but its executives (or rather, those of parent 

company Alphabet) don’t seem to want to push 

too hard. Influential information and marketing 

platform Skift explains this caution by arguing 

that Google doesn’t want to compete too much 

with its prized customers who are already active 

in the sector. 

Of Google’s $90 billion advertising revenue in 

2016, some 15 per cent ($12.2 billion) came from 

the travel industry. Half of that sum - $6.2 billion – 

went to four major players: the Priceline Group, 

TripAdvisor, Expedia, and Airbnb. Facebook 

also derives its revenues from advertising sales,  

and counts three-quarters of the biggest names 

of the travel and air transport industries among 

its customers. 

The margin on advertising sales is much higher 

than that generated by plane tickets and South 

packages… but will Microsoft and Amazon 

become the first to make decisive moves into 

the travel industry?
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CONTACT ANDERSON VACATIONS          1-866-814-7378            BOOKINGS@ANDERSONVACATIONS.CA

Drive on the iconic Dempster Highway, stop at the 
Arctic Circle Monument, visit the Inuit community of 
Tuktoyaktuk on the Arctic Coast and a traditional Inuit 
whaling base in the Mackenzie River delta. See the 
geological wonders of pingos and spend time with Inuit 
families. 

Start Date: June 15, 2018 
Price from: $7,195 per person (CAD + 5% GST)

See the frozen Arctic tundra, herd reindeer, meet the 
Inuit communities of Tuktoyaktuk on the Arctic Coast 
and in Inuvik, participate in the opening ceremony of 
Inuvik’s Spring Muskrat Jamboree festival and see the 
geological wonders of pingos, all with an expert local 
guide. Suitable winter clothing is provided for this tour. 

Start Date: April 02, 2018
Price from: $7,195 per person (CAD + 5% GST)

INUIT LANDS AND THE ROAD TO THE ARCTIC  INUIT FESTIVALS AND THE ROAD TO THE ARCTIC  

Anderson Vacations is offering two new tours in 2018 to Canada’s Northwest Territories - The Arctic Ocean and we 
want to take you with us. Anderson Vacations will be the first tour operator to go to The Canadian Arctic’s frozen path 
that has just been transformed into an all-season highway. These two tours have been designed for an “off the beaten 
path” experience like no other as Anderson Vacations introduces you to an Arctic like you never imagined. Book your 
clients with Anderson Vacations and you can be entered in to win a spot on one of these amazing unique tours.

WIN A FREE TRIP TO SEE THE ARCTIC OCEAN LIKE NEVER BEFORE WITH ANDERSON VACATIONS

Booking Terms and Conditions:  Contest runs Oct 1 2017 thru to Dec 1 2017, Applicable to new bookings 

within contest dates only with a confirmed deposit paid in this time, Travel must be completed in 2018, The 

agent that garners the most entries will be declared the winner, Entries are stipulated by the following: 

5 entries for each booking on Inuit Lands and festivals, Winter Road to Canadian Adventure, Yellowknife 

Aurora, Whitehorse Aurora FIT, 4 entries for each Tour of Distinction booking, 3 entries for each Classic 

tour booking, 2 entries for any FIT package or Custom Group over 7 days, 1 entry for any FIT package or 

Custom Group under 7 days, Prize cannot be exchanged for currency/cash and are non-transferable or 

exchangeable. Prize must be claimed in 2018. Not included: commercial airfare to or from Whitehorse, pre/

post hotels, onboard expenses, gratuities, travel insurance.
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hotel

s there life after work? The executives 

of the Swire Hotels Group think so. To 

prove it, in May 2016 they inaugurated 

a 5.4 million-sq. ft. Brickell City Center 

complex in Miami, the flagship building 

of which is a 40-floor tower housing the 

rooms and restaurants of the EAST Hotel. 

The business-friendly hotel is located  

in the heart of Brickell, the financial 

district adjacent to downtown Miami. 

EAST Miami is a business hotel ‘with a 

life.’ The designers who worked on the 

interior designs (Arquitectonica, from 

Miami, and the New York firm Clodagh 

Design) faced the challenge of giving 

this complex in the vibrant, busy heart 

of the city the look and feel of a 

seaside property. 

The immense pool area featuring four 

pools – including one with ice water 

and one with very hot water – gives the 

impression of a hotel that’s designed for 

relaxation. Food is also a crucial part of 

any hotel experience, so it’s unsurprising 

that the developers of EAST Miami have 

ensured that guests have access to two 

of Florida’s finest restaurants. 

On the rooftop on the 40th floor, the 

Sugar Bar and Restaurant, nestled in 

a tropical garden environment, is the 

work of Los Angeles Studio Collective.  

The décor and the dishes served there 

are inspired by Southeast Asia. Condé 

Nest Traveller magazine awarded the 

Sugar the title of ‘best rooftop bar in the 

U.S.’ shortly after its opening. 

Quinto La Huella’s grill and kitchen, 

located on the fifth floor of the hotel, 

are inspired by Parador La Huella, a 

restaurant not far from Punta del Este 

in Uruguay. At Quinto La Huella in Miami, 

half the tables are arranged on the 

terrace. Inside is a spectacular view of 

the kitchen, its wood ovens and its large 

‘parrillas,’ where appetizing pieces of 

meat sizzle on red oak wood fires. 

I tasted an impressive variety of tapas 

there: grilled octopus, ribs, black 

pudding, potatoes, tuna tartar, ‘a la 

plancha’ hake fillet, pasta,  

  
  

By André Desiront
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herb pizza, and an interesting variety of 

desserts including the sublime Volcán 

de dulce de leche.

The 352 rooms and suites, as well as 

the 89 ‘hotel residences’ (which are,  

in fact, private apartments managed by 

the hotel) benefit from an exceptional 

brightness, thanks to the large, full-

height windows offering a clear view 

of the downtown skyscrapers and 

Biscayne Bay. 

 

An important part of ‘life after work’ 

is shopping, meaning that EAST guests 

only have to take the elevator to access 

the new Brickell City, one of the largest 

and most luxurious shopping centres 

in Miami. There are 125 boutiques 

featuring big names such as Saks of 

Fifth Avenue, Jorge Bischoff, Armani, 

Chopard, Audemars Piguet, Zanotti, 

Pinko and many other international 

luxury torchbearers. Spread over five 

floors, they’re capped by an impressive 

‘climate ribbon,’ an immense structure 

of glass and aluminum that acts as a 

sunscreen by regulating the passage of 

sunlight to avoid a greenhouse effect, 

while also providing the necessary 

lighting to illuminate the building. It 

also serves as an architectural element 

connecting the three components of 

the complex: the shopping mall, hotel, 

and the tower of private residences. 

As the EAST is a business-oriented 

property, there is also a collection of 

conference rooms, including a 3,300-

sq. ft. ballroom, and meeting rooms 

equipped with all the necessary 

technology. Standard room rates 

vary from US $259-549 depending on 

the season. 



For the best travel industry news : PAXnews.com PAX   49

EAST Miami is the first property 

inaugurated in North America by the 

Swire Hotels Group, headquartered in 

Hong Kong. The chain, which is a 

subsidiary of the British conglomerate 

Swire Pacific (sea and road transport, 

real estate, oil, food) opened its first 

hotel in Beijing in 2008 – the Opposite 

House. Since then, it has inaugurated 

two establishments in Hong Kong (Upper 

House and EAST Hong Kong), a third 

property in Beijing (East Beijing) and one 

in Chengdu (Temple House). In 2013, the 

group launched a ‘restoration’ division. 

EAST Miami is its sixth hotel property, and 

the first outside of Asia. Swire Hotels 

targets travellers in search of an original, 

unconventional setting, as well as 

personalized service.

The terrace of the Quinto La Huella restaurant. 

The bar of the Sugar Restaurant.
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Although pricey, Bermuda is a 

spectacular destination that has 

something for everyone. It’s little-known, 

except for its mysterious triangle that’s 

been swallowing ships and steamships 

for centuries. Its temperate, subtropical 

islands are lined with reefs and full 

of luxuriant bougainvillea (thorny, 

ornamental vines) and frangipani 

(flowering plants) that emit a seductive, 

floral aroma. 

Bermuda is more than just a sun 

destination; it’s a cultural mesh of 

the British, North American, African 

and Portuguese influences that 

have been involved there since 

the great conquests of the 16th 

century, despite its modest size (only 

52 km2!). It’s little wonder, then, that 

Bermuda is a popular stopover among 

cruise passengers.

It takes just a few hours to visit the main 

attractions, art galleries and history 

museums of Hamilton, the photogenic 

capital of Bermuda that’s filled with 

pastel-coloured houses. The lighthouse 

at Gibb’s Hill provides a great bird’s-

eye view of the island’s beauty. Beach 

lovers will also be charmed by the pink 

sand of Horseshoe Bay Beach, where 

an annual sandcastle competition 

takes place!
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Undoubtedly the country’s most popular 

destination for tourists is the sprawling metropolis of 

Rio de Janeiro, whose iconic Christ the Redeemer 

statue looms over the entire city. A plethora of 

extravagant offerings are available in this thriving 

hub – from a host of diverse culinary experiences 

on its teeming streets to stunning coastline views  

and a world-famous sandy expanse along its 

renowned Copacabana beach. 

Outside Rio’s dense metropolitan areas, there’s 

much more to discover about Brazil. Why not take 

a journey into the mysterious depths of the Amazon 

rainforest? Here, tour operators are on hand  

to identify the range of weird and wonderful 

animals that inhabit the jungle – from squirrel 

monkeys to parrots and tree frogs.

If it's something different you're looking for, you're 

likely to find it in Salvador. Located in the heart 

of Brazil’s eastern Bahia province, this beautiful 

city boasts stunning Portuguese colonial 

architecture (with its Pelourinho district 

recognized as a UNESCO World Heritage Site) 

and the renowned Bahian Carnival – a week-

long celebration that welcomes almost 4 million 

people each year. You can even indulge in  

a spot of whale-watching, with private tours 

offered in the waters near the Praia do Forte 

beach, 80km outside Salvador.

Photo by bbmexplorer.com Photo by Kerry Sharpe
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Hawaii is made up of eight islands that 

stretch across the Hawaiian volcanic 

archipelago: Hawaii itself, which is 

nicknamed ‘The Big Island’, Maui, 

O’ahu, Kaua’I, Moloka’I, Lana’I, Ni’ihau, 

and Kaho’olawe. All of the islands 

have nicknames that affectionately 

tie into the activities they are known 

for, or the landscapes they represent. 

Wherever you end up in Hawaii, you’ll 

find no shortage of breathtaking cliffs, 

cascading waterfalls, volcanic terrain, 

and incredible foliage alongside sandy 

beaches as far as the eye can see, 

making it the ultimate getaway for 

surfers and experiential travellers. 

According to the Hawaii Tourism 

Authority, a record total of 8,679,564 

v i s i to r s  ar r ived by a i r  o r  

by cruise ships to the Hawaiian Islands 

in 2015, and the number only continues 

to grow. At the time, Canadian visitors 

represented Hawaii’s fourth largest 

visiting demographic, and the  

most popular destinations continue to 

be Hawaii Island, Maui, and Kaua’i.  

In its 2017 third-quarter tourism 

forecast, The Department of Business, 

Economic Development, and Tourism 

reports that 9.1 million visitors flew into 

Hawaii, and 9.5 million are expected  

by 2020.
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Guests seeking optimum relaxation 

during their stay can find it at the 

plethora of luxury spas dotted around 

Los Cabos – among the best of which 

is Paz Spa at Cabo Azul, boasting 

indoor and outdoor facilities, innovative 

treatments including the Papaya Sugar 

Polish, and grounds spanning 3,000 sq. ft.  

Golf enthusiasts, meanwhile, will relish 

the prospect of teeing off at one of the 

area’s multitude of stunning courses, 

with spectacular views of the crystal-

blue sea offered at the likes of Cabo Del 

Sol, Marquis Los Cabos and Puerto Los 

Cabos. Other popular outdoor activities 

offered in Los Cabos include kayaking 

adventures, safaris, yachting and ranch 

tours, in addition to the opportunity 

to swim with whale sharks in the Sea 

of Cortez. 

With all this and more, travellers in Los 

Cabos are bound to work up an 

appetite; it’s a good thing, then, that 

the area offers a whole host of culinary 

sensations across a range of higher-

end restaurants, featuring everything 

from delicious local food to 

immaculately-presented international 

fare. Among the most notable of these 

is El Farallon, a restaurant with a 

difference; it’s located on the cusp of 

a cliff, ensuring inimitable ocean views 

and a refreshing breeze during 

your meal.

By Fergal McAlinden

Photos by Marquis Los Cabos

El Farallon restaurant, Los Cabos.

Marquis Los Cabos hosts one of Los 
Cabos’ many stunning golf courses.
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Laucala Island, Fiji.

  
  

 
 

 
  

The Rainbow Reef in Fiji is a scuba 

divers’ paradise. Within nutrient-rich 

waters, a phenomenon known as 

the Great White Wall can be found, 

granting underwater enthusiasts views 

of an exhilarating sunken escarpment 

that’s teeming with white coral reefs 

and schools of colourful, tropical fish. 

The Great White Wall is constantly 

regarded as one of the world’s best 

dive sites, and divers lucky enough 

to visit can swim amongst stingrays, 

harmless reef sharks, and millions  

of tropical marine life.

A gem in the South Pacific, Fiji has many 

luxury properties, given the exclusivity of 

its location. Many adults-only resorts, 

boutique hotels, and spa hotels prosper 

here, offering the ultimate vacation for 

those looking to completely get away. 

This year, Fiji reached record heights in the 

number of visitors to the island, with a total 

of 68,495 global visitors as of April. This spike 

in numbers represents a 17.8 per cent 

increase since last year, and Canadian 

travellers to the island increased by 34.4 

per cent with 75 per cent of visitors coming 

for personal vacations or honeymoons.
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DISCOVER A DIFFERENT WAY TO CRUISE
CANADA AND EUROPE

Your clients can experience the charms of Europe and Canada from a unique 
viewpoint. As captain of their own Le Boat, they’ll glide gently through the 
waterways on their schedule, stopping when and where they want. They’ll 
explore historic sites, taste gourmet cuisine and sip award winning wines from 
a vineyard while enjoying a unique and local holiday on their own private cruiser. 

Plus, when they book before November 30th, they’ll receive up to 20% off * 
with our Early Booking Discount. All travel agents receive commission. 

To learn more about the Le Boat experience, visit www.leboat.ca 
or call 844-675-1669.

Horizon 4 - River Thames, England

*See website for complete details.
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Check out some of the top headlines that caught the attention of our readers. Find daily 
national travel industry news updates on PAXnews.com, or PAXnewsWest.com for news 
from Western Canada.

JUST YOU LAUNCH

CANADIANS KILLED IN  
LAS VEGAS SHOOTING

Following its acquisition by G Adventures earlier in 2017, Just You unveiled its 2018 program 
in Canada, marking a new era for the single travel specialist. Agents were welcomed  
to high tea in Toronto to celebrate the launch of the new brochure, along with the debut 
of the tour operator’s Canada-based customer service team. Pictured is Colin Wilson,  
sales director, Just You. 

Four Canadians were confirmed among 59 
people killed in the largest mass shooting in 
U.S. history in Las Vegas. Gunman Stephen 
Paddock, 64, opened fire on a crowd 
attending an open-air country music concert 
in Las Vegas, with 515 people injured in the 
attack. 

AIR CANADA EXPANDS  
EUROPEAN NETWORKS

Air Canada announced new non-stop 
services from Toronto and Montreal to 
Europe beginning next summer, including 
three new destinations in its global network 
– Bucharest, Zagreb and Porto – and a new 
route between Montreal and Lisbon. The 
airline is also to enhance existing year-round 
service between Montreal and Casablanca 
by transferring the route to Air Canada 
mainline. 

TRANSAT SELLS MINORITY 
OCEAN STAKE

Transat concluded the sale of its minority 
35 per cent interest in Ocean Hotels to H10 
Hotels, ahead of the target date of Nov. 
2. The sale was concluded for an amount 
of $187.5m CAD, paid in cash on Oct. 4,  
with the sale price subject to some 
adjustments.

TRIPADVISOR LAUNCHES 
AGENT BOOKING PLATFORM

TripAvisor’s Viator announced the launch of 
a new booking platform created specifically 
for travel agents, Travel Agent Program (TAP). 
The platform allows agents to book directly 
through Viator, gaining direct access to  
the company’s range of commissionable 
tours and attractions. 

HURRICANE RECOVERY 
CONTINUES

Airlines, tour operators and other travel 
industry sectors issued updates on affected 
areas as they continued to recover from 
the devastating impact of the 2017 Atlantic 
hurricane season, which saw popular travel 
destinations pummelled by Hurricanes Irma 
and Maria. The U.S. was also spared a third 
hurricane on the mainland in six weeks 
as Hurricane Nate was downgraded to a 
tropical depression. 

MIGUEL RETIRES

NEW TRAFALGAR ROLE FOR 
STREMBLE

Mike Miguel, manager of business 
development for WestJet and WestJet 
Vacations, announced his retirement after 
over 14 years with the company. Miguel was 
one of the first sales managers at WestJet, 
and also spent time at Eastern Airlines and 
American Airlines, for a total of 27 years  
in aviation. 

Jason Stremble was promoted by Trafalgar 
to sales manager for the Greater Toronto 
Area. Having been with the company since 
2012, Stremble moved through the brand 
representing Southwestern Ontario as well 
as Eastern and Northern Ontario in a sales 
manager capacity. 

ONTARIO: NEW 
LEGISLATION PROPOSED

The Travel Industry Council of Ontario 
(TICO) announced that as a result of a 
comprehensive review of Ontario’s Travel 
Industry Act, new legislation designed to 
strengthen consumer protection when 
purchasing travel services in Ontario had 
been proposed to the Ontario government. 

news



For the best travel industry news : PAXnews.com64   PAX

Board members and employees of the Travel Industry Council of Ontario 
(TICO) were joined by provincial government representatives to celebrate 
the organization’s 20th anniversary in Toronto, commemorating two decades 
of industry regulation and consumer protection. Pictured are Glen Padassery, 
assistant deputy minister, Ministry of Government and Consumer Services; 
Richard Smart, president & CEO, TICO; Kevin French, deputy minister, Ministry 
of Government & Consumer Services. 

Travel agents were hosted by TravelBrands in late September to get a closer 
look at its Experiences by Sunquest product line in Mexico, visiting a host  
of properties in Cancun, Playa Mujeres and Isla Mujeres. Pictured are agents 
with Jeff Carpenter of TravelBrands. 

The Italian National Tourist Board hosted an exclusive evening for invited 
members of the travel industry at Toronto’s BMO Field to take in the 401 Derby 
between Toronto FC and Montreal Impact. Pictured, of the Italian National 
Tourist Board: Salvatore Basile, accounting and media relations; Sabrina Moras, 
travel and trade specialist; Mauro Giacobbe, office coordinator.

The Capital Region USA Governor’s Mission arrived in Toronto at the residence 
of Consul General Juan Alsace, with leaders meeting to discuss the importance 
of tourism and economic growth for the region. Pictured are the Honorable 
Lawrence Joseph Hogan Jr., Governor of Maryland; the Honorable Muriel Bowser, 
Mayor of Washington, D.C.; Consul General Juan Alsace; and the Honorable 
Terence (Terry) McAuliffe, Governor of the Commonwealth of Virginia. 

Discover America Canada hosted its 2017 media day in Toronto, welcoming 
more than 25 representatives from destinations across the United States to meet 
with Canadian travel media for a morning of networking and travel updates. 
Pictured are the destination representatives at the event. 
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Barbados Tourism Marketing Inc. hosted an event at Woodbine Racetrack to 
highlight the long and productive relationship between Canada and Barbados, 
and showcase the range of attractions on offer in the eastern Caribbean island. 
Pictured are Haynesley Benn, consul general of Barbados, Toronto; Chris de la 
Rosa, chef; Peter Mayers, director, Canada, Barbados Tourism Marketing Inc. 

Transat introduced its Chef Menu by Daniel Vézina to a Toronto audience 
at Berkley Field House, serving up a selection of the six new exclusive dishes 
to invited guests. Pictured at the event is Chef Daniel Vézina with Denise 
Heffron, vice president, national sales and commercial, Transat, with airline staff  
at the event. 

Travel Leaders Network hosted the Toronto leg of its 2017 Canadian Regionals at 
Sheraton Toronto Airport Hotel & Conference Centre, welcoming 130 registered 
agents and 39 suppliers to its annual conference. Pictured is Christine James, 
vice-president – Canada, TL Network. 

Contiki celebrated the launch of its 2018/19 Europe summer brochure at 
Toronto’s Drake Hotel, with its new Independent Insider travel style taking centre 
stage. Pictured at the event: Brett Tolman, global CEO, The Travel Corporation; 
Gabrielle Nydam, president, Contiki Canada; Jeff Element, president, The 
Travel Corporation Canada; Sheralyn Berry, vice-president, Contiki Canada. 

The annual Jamaica Product Exchange (JAPEX) conference took place in 
Montego Bay, with nearly 200 of the country’s leading tourism suppliers meeting 
with attendees at the single most important business generator for Jamaica’s 
tourism industry. Pictured are Hon. Edmund Bartlett, minister of tourism; the 
Most Honourable Andrew Holness, prime minister; Adam Stewart, CEO, Sandals 
Resorts; Omar Robinson, president, JHTA Jamaica Hotel & Tourist Association. 

The Lufthansa Group raised a glass to members of the Canadian travel 
industry during an Oktoberfest celebration held in the Market Garden patio of 
Toronto’s Chelsea Hotel. Pictured: Birgitta Samavarchian, trade relations officer, 
consulate general of Austria, with Christine Wendland, manager, marketing 
communications Canada, Lufthansa Group. 
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Air Canada celebrated its expansion out of YVR with an event that welcomed travel agents, industry 
partners and tour operators in Vancouver. Pictured is Bonnie Walker, director, sales – Western Canada 
(centre) with flight crew at the event. 

WestJet welcomed 100 agents to Vancouver’s 
suburb of Langley as part of the second wave 
of the WestJet Travel Expo roadshows across 
Canada. Agents engaged with seven suppliers 
at a mini trade show, followed by dinner and 
presentations. Pictured, of WestJet: Emily 
Spadafora, agency sales representative and 
Jane Clementino, director, agency sales. 

Around 25 travel agents were present at the 
Delta Calgary South Hotel as Karisma Hotels & 
Resorts hosted their Breakfast Seminar training 
sessions. Luis Chino, regional sales manager, 
Lomas Travel is pictured with Debbie Girard, 
regional sales and marketing director, Karisma 
Resorts. 

A record number of travel agents and consumers attended the Vancouver International Travel Expo 
at the Vancouver Convention Centre along the city’s waterfront. Attendance was up 50 per cent 
with more than 430 agents attending the trade-only hours. Pictured is Steve Klein, show manager, 
Vancouver International Travel Expo. 

WESTJET ADDS MEX FLIGHTS

WestJet announced it would add new flights 
to Mexico City from Calgary and Vancouver 
in spring, offering non-stop year-round service 
– beginning March 14 from Calgary and 
March 15 from Vancouver. The airline is also 
due to operate daily year-round service from 
Nanaimo Airport and Comox Valley Airport 
to YVR on WestJet Encore. 

MARTIN TO CLUB MED

Club Med appointed Janet Martin as its 
business development manager for Ontario, 
Alberta and British Columbia. Martin’s 
previous travel experience includes roles at 
Flight Centre Travel Group and Hard Rock All 
Inclusive Collection. 

AC UNVEILS YVR LOUNGE

Air Canada opened its new Vancouver 
International Maple Leaf Lounge following 
an 18-month complete makeover and 
expansion. The lounge, located directly 
opposite the priority security lanes for 
international departures at Air Canada’s 
trans-Pacific hub, features Canadian design, 
artistry and craftmanship. 

DEAL IN YWG STRIKE

A tentative deal was reached in a strike at 
Winnipeg’s Richardson International Airport, 
where about 150 unionized support staff, 
maintenance workers and others, who have 
been without a contract since June 2016, 
walked off the job on July 24. 

AIR TRANSAT’S NEW DR 
ROUTES

Air Transat is to offer 20 new routes from 
various Canadian cities to Santo Domingo, 
Samaná, La Romana, Punta Cana and 
Puerto Plata airports, following an approved 
request by The Plenum of the Civil Aviation 
Board (JAC). In operation from Nov. 2017 to 
April 2018, the flights will include routes from 
Vancouver, Regina, Saskatoon and Winnipeg. 



Beach lovers can follow the strains of merengue to Puerto Plata’s coastline, dotted with dazzling 
beaches and charming villages. They can ride the waves in Cabarete, world-famous for windsurfi ng 
and kitesurfi ng. Or lounge on the golden sands of Playa Dorada beach. And by night, they can fi esta 
at the electrifying bars and restaurants that line Cabarete and nearby Sosúa.
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Ride the Waves of Puerto Plata!

Beach lovers can follow the strains of merengue to Puerto Plata’s coastline, dotted with beaches 
and villages. Ride the waves in Cabarete or lounge on the golden sands of Playa Dorada beach.
By night, fi esta at electrifying bars and restaurants lining Cabarete and Sosúa.

Your vacation expert in Puerto Plata

› 16 fl ights per week from eight gateways

›  Exclusive resorts, each including one or more of
our holiday collections; Family, Solo and Sun Savvy!
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Melbourne just got closer.
Your clients can now discover Melbourne’s hidden laneways, parklands and dynamic  
cultural scene with our new seasonal route to Melbourne for the winter. And as of  
June 2018, it’ll become a year-round service, three times a week. Have them travel 
in ultimate comfort and arrive feeling refreshed by choosing from three classes of  
service aboard our 787 Dreamliner. Start planning your client’s trip today!

For more information and to book, visit aircanada.com
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