


What would you say to plunging into the heart of a fascinating city tinged with history and renowned for 
its thriving food scene, lively beaches and vibrant nightlife? Starting June 21, Air Transat will offer weekly 
flights to Tel Aviv from Toronto, via Montreal. But that’s not all! Choose from our variety of packages and 
guided tours to fully explore Israel and its many attractions.

New this summer!
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and restrictions. Special meals can be pre-ordered up to 72 hours before departure.
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Children 12 and under stay free this summer when sharing a room with one (1) full paying adult. Limited to two (2) children per room for Hard Rock Hotel & Casino Punta Cana and Hard Rock Hotel Vallarta. For Hard Rock Hotel Riviera 
Maya, the promotion is limited to two (2) children per room when traveling between June 1, 2017 - June 30, 2017 and limited to one (1) child per room when traveling between July 1, 2017 and August 31, 2017. Children’s age MUST 
be notified in the reservation. Ages reported for children MUST be accurate at time of travel. Proof of age will be required upon check-in. In the event that the ages of children are incorrect at time of travel, the difference in rate will 
be charged upon check-in. Applicable for US and Canada markets. Booking window Now - May 31st, 2017. Travel window: June 1st, 2017 - August 31st, 2017. Not applicable at Hard Rock Hotel Cancun and Hard Rock Riviera Maya 
Heaven Section. *$1,800 Limitless Resort Credit based on a 7-8 night consecutive stay per room. Bookings of 3 nights receive $500, up to $750 with a 4 night stay, up to $1,500 with a 5-6 night stay, up to $2,000 with a 9-11 night 
stay and up to the equivalent of $2,500 with a stay of 12-13 night stay and up to $3,600 with a stay of 14 nights or more. A 20% service fee will apply over the final price of all transactions using the Limitless Resort Credit promotion 
on all services or products available at Hard Rock Riviera Maya, Hard Rock Hotel & Casino Punta Cana and Hard Rock Hotel Vallarta. Service fee can only be paid with cash, room charge and credit card. Service fee cannot be paid with 
the remaining Limitless Resort Credit promotion balance. Other restrictions may apply.

allinagents.com   888-680-7625

Get up to

20% SERVICE FEES APPLY

AN ALL-INCLUSIVE EXPERIENCE
AN
EPIC
SUMMER
STARTShere
Kids stay free when you book the 

family getaway at the all-inclusive 

Hard Rock Hotels. That means endless 

room service, live entertainment, 

and beautiful beaches without ever 

having to break the bank. It’s all the 

makings of an epic summer story in 

one beautiful location.
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This month’s PAX magazine, our biggest 

edition to date (both in French and English) 

marks many significant milestones in the 

travel industry. 

It’s effectively a triple celebration! Yes – 

triple – because we are entering Travel 

Agent Month; PAX magazine is blowing 

out the candle for its third birthday; and 

LogiMonde Media – the parent company 

of PAX and its related products – is 

celebrating its 25th anniversary under 

the theme of ‘25 years of success!’

We have also taken the opportunity in 

this celebratory edition to profile a travel 

industry personality who has stood out 

during the past 25 years: none other 

than Jill Wykes, who is well-known to 

everybody in the industry. Take a look 

inside to see our feature.

Twenty-five years ago, the founder of 

LogiMonde Media, Uguette Chiasson, 

set out to enhance the work of travel 

professionals with bold and innovative 

products. Since then, the company has 

launched media tools such as news 

magazines and a variety of resources 

that are now well-known throughout 

Canada. You will be able to learn 

the story of LogiMonde Media in this 

special issue. 

Today, we can say, loud and clear – 

Mission Accomplished! My team and I – 

not to mention the founder – are all very 

proud of our great success. Success, 

it must be said, that has been made 

possible by the stakeholders of the travel 

industry: travel agents, suppliers, and 

clients of LogiMonde media. We are 

very grateful to you all. 

Always on the lookout for the latest 

advances in technology and in search 

of innovation, LogiMonde Media 

stands out as the leading specialized 

company in the Canadian travel 

industry, providing services and products 

in both languages. 

Thanks to a team that pours its heart and 

soul into its work, we have managed to 

stay the course during the past 25 years 

– in difficult times and during significant 

upheaval. Here, I sincerely thank my 

team for their support and the work 

they put in every day. I am convinced 

that, thanks to them, the growth of 

LogiMonde Media over the next few 

years will be spectacular. 

Wow! This really deserved a very special 

issue… this month, we aren’t featuring 

an industry professional for our cover 

story. Instead, the ‘stars’ of this month 

are spread throughout the magazine.

To celebrate Travel Agent Month, 

meanwhile, we have decided to 

give several agents a voice in our 

magazine. This month, we showcase 

destinations and hotels through the 

eyes of travel agents, both in text 

and photos. The experience was truly 

enlightening for us. 

Our story began by your side. How fitting, 

then, that the annual celebration of travel 

agents arrives at the same time as the 25th 

anniversary of LogiMonde Media! 

From the bottom of my heart, on behalf 

of myself and the entire LogiMonde 

Media team, to all the stakeholders of 

the travel industry for your support during 

the past 25 years – a big thank you!



#HomeOf

Galata, Turkey

THE GALATA TOWER
GGenoeses built the Galata Tower as a 
lighthouse. The Ottomans repurposed it 
as an observatory building. Today, it is the 
symbol of Istanbul’s most international 
district. Surrounded by authentic Turkish 
restaurants, wine bars and great clubs, 
Galata is where it’s happening! Discover 
TuTurkey, home of Istanbul. Be our guest!

HOME OF
İSTANBUL
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FUN FOR ALL AT BARCELÓ
With resorts in our Luxury, Distinction, Family and Solo collections, Barceló Hotel Group will charm families, 
couples and singles alike, from the budget-minded to the frills seeker. It’ll slide guests into the lap of luxury 
(beach butlers, anyone?), pamper them at the golf course (cocktail and tee?), treat solo travellers like VIP 
(3 a.m. room service?), and indulge the kid and kid-at-heart (splash fi ght at the water park?).

METALIZADO COBRE
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ROYAL CMYK
C30 / M54 / Y65 / K27

PANTONE 5483 OCCIDENTAL CMYK
C65 / M26 / Y31 / K20
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Discover the many 
advantages we can 

provide your business. 
www.join.nexioncanada.com 

| 866.399.9989 |  
sales@nexioncanada.com

Nexion Canada’s technology 

solutions turn you into an efficient 

and profitable selling machine. Join 

today and you’ll always have the 

right tools at your fingertips.

ALL ACCESS WEB PORTAL – 

Connect with an array of booking, 

reporting, CRM and administrative 

tools

EXCLUSIVE BOOKING ENGINE – 

Manage end-to-end travel needs 

 without a GDS.

YOUR CHOICE OF GDS – 

Get access to all the major 

GDS systems  complete with 

24/7support, automated ticketing 

and quality control.

POWERFUL ONLINE PROGRAMS 

– Take advantage of a pre-paid 

hotel program that pays 12% 

commission, plus a dynamic cruise 

booking tool

WORK SMARTER, 
NOT HARDER 

with Nexion Canada
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Contact us for more  
information:  

1-866-382-3474 or  
pacificgatewayhotel.com.

CONVENIENT. CONNECTED. COMMUNITY.
www.PacificGatewayHotel.com

Pacific Gateway Hotel is closest to YVR Airport, but furthest 
from ordinary. From a service-obsessed team to our  
natural surroundings, we have what it takes to make your 
event memorable.

All meetings at Pacific Gateway Hotel are fully  
bullfrogpowered, reducing emissions and supporting  
the growth of renewable energy in Canada.

• Boardroom to ballroom sizes for up to 600

• 382 modern guestrooms

• Over 30 flexible spaces with natural light

• Restaurants, marina, gym, pool and gardens

• 24/7 complimentary YVR Shuttles

• Walking distance to McArthurGlen Designer Outlet Center

Meetings.  
Conferences.  

Events.

Pacific Gateway Hotel –  
your natural choice.
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setting the stakes

By Fergal McAlinden | Photography by David Charlesworth
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lowes Travel and Cruise Centres Inc. is a family business 

– with special emphasis on the family. That much is 

clear from speaking to Rob Blowes, who represents the 

third generation of Blowes to work for the company since 

it was founded, all the way back in 1949. Currently serving 

as vice-president, Blowes got his start with the company 

at a young age… a very young age.

“1986 is when I started full-time, but I’ve been here since 

I was a little kid,” he recalls, “emptying the garbage, 

stamping brochures, delivering tickets and things like that. 

So I’ve basically worked here since I was probably 12.”

Originally founded by Rob’s grandfather as Stan Blowes 

Travel Service, and having recently celebrated its sixty-

eighth year in business, the Stratford, Ontario-based agency 

has witnessed steady expansion since its inception, now 

operating out of six locations in the province. It’s also, 

remarkably, stayed in the family throughout that time, 

with Rob’s father Barry buying the company upon Stan’s 

retirement in 1969. 

It’s evident that Blowes Travel has not only withstood the 

biggest challenges presented by the ever-evolving travel 

industry over time, but positively flourished in the nearly seven 

decades since its foundation. As Rob says, the company has 

achieved this success by continually striving to stay ahead 

of the curve in the industry – while never straying from the 

small-town values that have always defined it. 

“Think of it as a small business operation,” he says. “It’s a bigger 

operation obviously, but we try to treat people like it’s a family 

operation. The same family has been running the business for that 

many years… we’re not corporate-type. A family-type business 

is how we operate.”

“We try to do the best we can and be the best at it as far as 

customer service goes,” he continues. “To be out there doing 

your bit for your local community, being a good corporate 

citizen really helps.”

That’s not to say, though, that the company hasn’t also kept a 

keen eye on the future throughout its history. Blowes Travel has 

inevitably found itself compelled to evolve 

in order to keep up with trends that have 

developed in the industry over time; one of 

the most dramatic of these, unsurprisingly, 

has been the advent of technology.

“I remember the first computer,” laughs 

Blowes, “the whole office sharing 

a computer. ‘Holy cow, we have a 

computer – we don’t have to phone 

to make an airline reservation anymore!’ 

Then, of course, you get a fax machine, 

so the suppliers would fax you all their 

details. The internet [was] the game 

changer, as far as communicating and 

access to information go.”

The company quickly realized that 

the need had never been greater 

for its staff to be fully knowledgeable 

and comprehensively trained in the 

destinations it was selling, in order to 

keep up with the popularity of the 

internet, which allowed customers 

to look things up for themselves and 

organize their own travel. 
Barry Blowes, president 

of Blowes Travel
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“Your clients are certainly out there on Google trying to find 

out as much as they can,” Blowes remarks, “so you need to 

be equal to the task when they come in and start asking you 

questions. You need to know what they’re talking about.” 

A significant moment in the evolution of Blowes Travel arrived in 

2005, when it became an associate office of Carlson Wagonlit 

– a move that significantly expanded its supplier base and 

buying power. Despite the obvious benefits it presented, 

Blowes remembers that it was a decision reached carefully, 

given the fact that the company had not exactly struggled 

during those years on its own. 

“[Although] we belonged to various different organizations 

over the years, for a long time we were just independent, just 

did our own thing, because we didn’t really feel there was a 

benefit to belonging to other organizations,” he explains. “But 

we felt that Carlson was a pretty good fit for our organization. 

They really let us do our own thing for the most part. We still 

have programs that we adhere to, but as far as running our 

business day-to-day, there was nothing that they mandated.”

The years following the merger saw Blowes Travel branch out 

significantly, purchasing a range of new locations that allowed 

it to expand its number of offices to six – London West, London 

North, Strathroy, Mitchell, Listowel, and its head office in Stratford. 

The expansion, Blowes says, reflected the company’s constant 

desire to grow its business and market share. 

“We had been toying with the idea,” he remembers. “We’re 

in a fairly small town, Stratford – it’s only so big, there’s only 

so many customers. How are you going to go out there and 

grow your business? You go out there and acquire. We felt 

that acquiring existing businesses made far more sense than 

opening up fresh.”

With Blowes Travel having existed through the major changes 

that have affected the travel industry over almost seven  

Part of the company’s commitment to staying 
ahead of the curve in the industry is reflected 
in the priority it gives to providing its staff with 
the knowledge and education required to 
effectively master its products. This even 
involves in-destination training, where possible. 

“We encourage that, and we try and send 
everybody away once a year if we can,” 
says Rob. “It doesn’t always work that way, 
but that’s our goal – and certainly part of their 
compensation package here is that they can 
earn towards travel.”

 
− ROB BLOWES

Rob Blowes vice-president 
of Blowes Travel
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decades, the conversation inevitably turns to what’s in store 

for the future. Blowes foresees evolution both in terms of 

business ownership and the role of travel agents.

“I think there’s going to continue to be a lot of consolidation 

on the retail side,” he says. “I think you’re going to find that 

a lot of smaller agencies end up selling to larger entities as 

owners age and want to retire – there’s going to be fewer 

players in the market that are a lot bigger than they are now 

on the retail side.”

The role of travel agents, meanwhile, is one that Blowes 

predicts will see further change. “I think the compensation of 

the travel agents is going to continue to evolve – I do believe 

at some point it’s probably going to be a consulting business, 

primarily, as opposed to a commission business.”

For Blowes Travel, meanwhile, the future looks bright. Although 

Blowes counts among his staff veterans of over thirty years, 

the company continues to draw younger travel professionals, 

resulting in a workforce that blends experience and knowledge 

with innovation and enthusiasm. 

“They do things differently,” Blowes comments of his younger 

staff, “to the same end, but they might take a different route 

to get there. They learn differently, they interact with people 

differently, they’re far more comfortable with technology. 

There’s no hesitation – they just know what they’re doing.”

Of course, the company’s more experienced staff members 

have played a crucial role in developing and guiding these 

younger minds during their early steps in the travel industry. 

“It’s a testament to the folks that have been here for a long 

time that are helping to train them,” he agrees.

The Blowes family is one with a rich and storied 
history in the travel industry. Stan Blowes, who 
had been in the industry for twenty years prior, 
started the family agency in 1949, with son Barry 
purchasing the business upon his retirement 
twenty years later. Barry currently serves as 
president, with the future of the company in 
safe hands under son Rob – a former president 
of the Association of Canadian Travel Agents, 
in addition to a founding board member of the 
Travel Industry Council of Ontario (TICO). 

The team at Blowes Travel’s 
Stratford, Ontario head office.



INSIGHT VACATIONSVACATIONS REIMAGINED
AUTHENTIC DISCOVERIES  .  SIGNATURE HOTELS  .  REGIONAL FLAVOURS

GRAZIE
from Insight Vacations

THAT’S AM RE!
TO CELEBRATE TRAVEL AGENT DAY, WE’RE SHOWING OUR LOVE 
FOR OUR AGENT PARTNERS THROUGHOUT THE MONTH OF MAY!

During our month-long celebration, book any Insight Vacations Journey 
that travels through Italy and receive a $50 Gift Card!

TERMS: Any Agent that books an Insight Vacations Journey between May 1 – 31, 2017, that travels through Italy will receive a $50 Visa or MasterCard gift card. $50 gift card to be awarded per applicable booking, not per passenger. A $200 per person deposit is required within 3 days of booking 
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support@insightvacations.com.
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Frédéric Gonzalo

technology

Conference speaker & consultant 
specializing in e-tourism

AX magazine is celebrating its third anniversary this month. Congratulations 

LogiMonde! This is my 35th contribution (including articles for PAX’s French 

version) and I truly want to highlight the magazine’s bold endeavour to bank 

on a print version in 2017. Wasn't print media supposed to have gone the way of 

the dinosaurs? 

I recall a debate that started over 20 years ago on how the web was going to 

eliminate travel agencies. Indeed, online travel agencies, such as Expedia and 

Booking.com, made a negative impact on the industry—as did metasearch 

engines, like TripAdvisor, Kayak and Trivago, and collaborative websites, including 

Airbnb. And let’s not forget Google, which oscillates between an industry partner 

and direct competitor, depending on the industry stakeholders. 

Yet today, travel agencies continue to buck premonitions of their demise by 

adapting to new market trends. Many agencies have transformed their brick-and-

mortar locations into meeting places that foster relaxation and inspiration. They 

hold engaging conferences and market their services in new and innovative ways. 

And while some consumers buy travel packages directly with SellOffVacations.com 

and similar websites, many still rely on the expertise of travel agencies.   

But that means consumers need to find you…

  
Several studies show that the buying process for a trip starts with an online search. 

According to Google, 87 per cent of trips start off this way. The specialized firm 

PhoCusWright, on the other hand, indicates that 70 per cent of trips start with 

browsing online. It’s important to note that this consumer behaviour 

is not just relegated to the tourism industry. After all, most consumers 

nowadays research the web before they make a purchase (car, 

electronics, books, appliances, etc.).

While the buying process starts online, it may—or may not—continue online 

until the purchase is made. In other words, even if you have a brick-and-

mortar travel agency, consumers need to know that you exist. That’s why 

it’s so important to focus on your presence online and on social media. 

Here’s the Holy Trinity of digital marketing:



At the heart of any digital marketing strategy is your website. 

It must be optimized for search engines based on specific 

keywords that are aligned with your services and brand image. 

For example, if your travel agency specializes in European river 

cruises, this information must be front and centre on your home 

page as well as available in a dedicated section on your website. 

Furthermore, you need to apply SEO best practices:

• Complete page title, up to 70 characters, including 

selected keywords

• A meta description, which describes each page, in 

order to rank in search engine results

• Relevant images, with compelling descriptions using 

keywords (for example: “cruises on the Danube River by 

XYZ agency,” rather than a picture named 1298_23.png)

Another important aspect to consider in 2017: over 50 per 

cent of Internet traffic in the travel industry comes from 

mobile devices. I’ve observed that some clients get 60-65 

per cent of their website traffic from smartphones or tablets. 

This means that a website must be responsive—or adapted 

to mobile devices. Some travel agencies even opt for a 

“mobile-first” strategy.

A blog, news or promotion section, or any other section where 

you can post relevant content that promotes your travel 

packages, tours and destinations and makes your website 

more visible to search engines, such as Google, Bing and 

Yahoo, is key to marketing your business in 2017.

Another competitive advantage that travel agencies have 

versus online transaction sites is the human touch, which allows 

for eye contact and personalized service. Unfortunately, 

many providers underestimate the importance of in-person 

contact in the digital era.

I am still stunned to notice that some people are still hesitant 

to email customers or send newsletters to their customer 

database. The Canadian anti-spam law, C-28, does not 

prevent you from communicating with your customers; 

rather, it provides a suitable framework to send out emails 

to your customers. You can contact any customer with 

whom you have had a business relationship over the past 

two years (implied consent). 

Sending relevant content, promotions or information is 

an effective marketing tactic despite the abundance of 

other sources of information. PAX News is a great example!

The third aspect to digital marketing is social media. You must 

focus a lot of your efforts on social media due to its ever-

increasing popularity. Just take a look at Facebook and how 

long people use it on a daily basis. 

It’s also important to understand the role in your digital 

marketing ecosystem. Building your entire digital marketing 

on Facebook is like building your home on a piece of land that 

you don’t own. I recommend posting on your blog or website, 

and sending out newsletters first. Then, share this content on 

your social media networks. By adopting this strategy, you’ll 

generate traffic to your website so that potential customers 

can discover all of your travel packages and quickly find 

ways to contact you. 

Of course, social media’s role is not just to drive traffic directly 

to your website. It's also an amazing means to tell your story, 

inspire customers to book a trip and give people a reason to 

dream about a destination, hotel or cruise. More and more 

travel agencies are leveraging the amazing potential of 

storytelling—whether through images or videos — on Instagram, 

YouTube, Snapchat and other social media platforms.

In a nutshell, selling travel in the digital era is not as different 

from bygone eras when you relied on brochures, traditional 

advertising and word of mouth. Marketing tools have simply 

multiplied: brochures have now been broken down to 

Instagram, reviews on TripAdvisor and word-of-mouth on 

online forums and social media. For today’s savvy travel 

agent, it can be quite a puzzle—and a world of opportunity. 

It’s up to you to take advantage of it!
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ARE YOU LEAVING 
MONEY ON THE TABLE?

MOST AGENCIES DO. 

Find out if you qualify to join our by-invitation-only company
to grow your business and start taking money off the table
and back in your pocket.

> And did we mention higher commissions?

DO YOU QUALIFY? 

Find out and
call us: 1-800 366-9895 or

visit: www.sales.travelsavers.com
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CONNECTING WITH YOUR WORLD

  F LY TO 
A L G E R I A 
FROM PARIS-ORLY

7 DESTINATIONS

OVER 65 FLIGHTS PER WEEK

* From 16/06/17 to 08/09/17 - ** From 23/06/17

Aigle Azur, France’s second largest full service airline, offers over 
120 flights a week to 7 destinations in Algeria, travelling from France. 

NEW  f l y  to  A l g i e r s  f ro m  B o rd e a u x * a n d  to  B e i r u t * * f ro m  Pa r i s - O r l y
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experience

obert Townshend is a self-professed daredevil, 

risk-taker, and thrill-seeker. He’s not the kind 

of person who’ll settle for a tame experience 

when there’s more seat-of-the-pants fare on offer. 

So, when his tour stopped off at San Pedro Sula, 

Honduras for a day, and the opportunity to visit 

its nearby lush, expansive jungle was presented, 

snapping photos on its safe outskirts simply wasn’t 

an option. 

“I knew that we were going to go to Honduras,” 

recalls Robert, “and I knew that we were not going 

to go to a port that had lots of interesting things to 

do. I had to find something, and I wanted it to be a 

local experience.” The Honduran jungle had already 

captured his imagination, but the most popular 

sightseeing experiences seemed overly placid. “I 

looked at the tours that are offered by the cruise 

ship,” he says, “and they seemed so sedate. A motor 

coach will take you to the outskirts of the national 

park. You’ll see nothing; you’ll get out for ten minutes 

to take pictures. I don’t want to do that.”

Instead, Robert’s taste for more hair-raising 

experiences led him to seek something 

a little more intense; he found it through 

a local tour guide. “I told him that I had 

heard the jungles in Honduras were 

beautiful,” he says, “and he brought me 

to somebody who took me on a forty-five-

minute drive through one-way roads in the 

jungle, before we came upon a camp. At 

the camp were some ATVs. 

“I told my group, ‘we’re going ATVing.’ My friend 

Joe, one of the two friends that was with me, said, 

‘What’s an ATV?’ I said, ‘Don’t worry about it.’”

There were four of us; he [the tour guide] gave me 

a helmet, and we headed off.”

The tough, speedy vehicles offered a novel way to 

explore Honduras’ beautiful, mysterious jungle, but 

the terrain offered some unavoidable challenges. 

“We had to cross three rivers with the ATVs,”  

By Fergal McAlinden

Robert Townshend of Total Advantage 
Travel & Tours plunged headfirst into the 
heart of the Honduran jungle, teeming 
with an abundance of wildlife, rugged 
terrain, and dense foliage; the result was 
the experience of a lifetime.
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explains Robert, “and to cross a river 

in an ATV, you have to take it really 

fast. If you go slowly, you’ll get stuck 

in the middle. And then you have to 

deal with the mudslide in the middle 

of the river.”

That’s not to mention the muggy, stifling climes 

that pummeled the group as they ventured into 

the unknown. “In 

the jungle, it’s 

probably ten 

degrees warmer 

than the actual 

air temperature. 

It’s hot. The jungle 

itself acts as a 

heating blanket,” Robert says. “When it’s 30, it’s 

more like 40 inside the jungle. You are sweating – 

when it was over, I wasn’t just wet from the rivers."

As far as immersive experiences go, they don’t 

come much more intimate than the journey 

through the Honduran desert, with the ATV’s open 

top meaning full exposure to the punishing jungle 

atmosphere. “You’re filled with mosquito bites, and 

covered in mud, and you have dead butterflies on 

your glasses,” Robert remembers, “but it was great. 

I can’t begin to tell you what a great experience 

that was.”

The ATV tour also offered the opportunity to get 

up close and personal with the jungle’s thriving 

populace of weird and wonderful creatures. 

“Part of the jungle is a butterfly sanctuary, a 

butterfly nesting place,” says Robert, “and I 

felt like it was raining butterflies. They were all 

over the place. Then I saw iguanas that looked 

like horses – huge! And, of course, monkeys, 

monkeys, and more monkeys.”

However, there’s no room to rest on your laurels 

in the depths of the jungle. “The wildlife comes 

within metres,” adds Robert. “You’re always 

cognizant of the fact that at any point, some 

kind of creature could jump at you, and they 

 

 
 

 

Robert Townshend and colleagues 
venture deep into the jungle
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will warn you – be very careful.” Luckily, the tour 

guides know what they’re doing. “They’re always 

looking out for you. That’s why they have the 

tour guide at the front – making sure the coast 

is clear. If he saw anything that was going to 

attack us or bite us, he would take us off in the 

other direction.”

Still, one moment ensued that was particularly 

heart-stopping, even for this intrepid 

adventurer. “I got stuck in the middle of the 

river, and the machine turned off,” he recounts.  

“The guy came over, stopped on the other 

side of the river, and came over and pulled it  

out. In my mind, I’m thinking alligators 

and crocodiles.”

All this might seem a lot of effort and risk  

just to get a different experience. But the rigours 

of the tour, Robert insists, were part of what made 

the adventure so rewarding. “The foliage  

and the beauty of the whole jungle is amazing,” 

he says. “Something you really need to do 
This scenic, hidden beach provided 
ample reward for the punishing trek

The tough, speedy ATVs offered 
an ideal way to explore the jungle

The jungle’s weird and wonderful wildlife helped 
contribute to an unforgettable experience
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once in your life is to go through 

the jungle, but not on a cruise 

ship or something.

“It was the best day of my life. I got so many great 

pictures, they let us stop wherever we wanted 

to, and if they thought it was a dangerous area, 

we went through really fast.”

One of the tour’s highlights arrived at the 

halfway point. “He [the tour guide] brought 

us out to a completely abandoned, barren 

beach,” Robert says. “Not even on the map 

anywhere – you can’t get to it, unless you take an  

ATV through the jungle for an hour and a 

half. It was amazing. We got to put our feet 

in the water and collect a few shells and 

things, take pictures. It was beautiful – it was a  

paradise. And then we’re back through the 

jungle again.”

It had been a grueling day in the harsh environs 

of the Honduran jungle, and Robert could have 

been forgiven for looking eagerly ahead to 

getting back on the cruise ship and putting his 

feet up as it made its departure that evening. 

Not so, however. “I wanted to do it again, if it 

wasn’t for the fact that the ship was leaving!” 

he exclaims. “I was going to offer to do it all 

over again – right then and there. I felt like  

I didn’t get enough pictures, didn’t get 

enough stops…”

The rest of his group might not necessarily have 

agreed. “The other people that were with me… 

one was completely spooked. When he finished, 

he was physically sick, and his face was covered 

in mud, and his body was covered  

in mosquito bites. He just looked at me and said 

to me, ‘I’m never doing this again. I don’t know 

how you talk me into these things.’”

The ATVs’ open tops meant full 
exposure to the punishing climate
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This year, we’ve  
travelled over  
93 million km  
together. 

For 80 years, Air Canada has been committed to  
providing our passengers exceptional service, and we’re  
proud to work with the over 20,000 travel agents that  
help us do it. Without you, we wouldn’t be us.   

Thank you.

Ask us questions, share your thoughts, and visit  
aircanada.com/agents/wethankyou to find out how you  
can win 1 of 20 tickets to one of our new destinations 
throughout the month of May. 

PREPRESS
OUTPUT

advertorial



Photographers name: None

Usage info: None 
FILE: AC-17-46_Thank_You_P2 copy.indd
Sauce Designer: Patrick
Mech Size: 8.25” x 10.75”

Studio #: 1156285
JWT #: 1154959
Client: Air Canada
Job Name: Thank You page 2
Version/Item: English
Campaign: Thank You Campaign
Rev: 0  No of Pages: 1

PP: Susan Goodfellow
SD: Patrick
AD: Meagan Nishio
CW: None
AE: Pallavi Kainth 
AS: None 
ACD: David Federico
CLIENT: Air Canada

Created: 4-12-2017 11:40 AM
Saved: 4-13-2017 4:53 PM
Printed: 4-13-2017 4:53 PM
Print Scale: None
Printer: TOR0-160-JWT-Xerox 
EX700 Digital Color Press
Media: Print
Type: Magazine
Vendor: None

COLOURS:
 Cyan
 Magenta
 Yellow
 Black

Gutter: None
Pub Date: April 17
Publication: PAX
Ad#: AC-17-46

Safety: None
Trim: 8.25” x 10.75”
Bleed: 9.25” x 11.75”

DOC PATH: Studio:CLIENT:AC:1156285_Thank_You_Campaign:Release Materials:AC-17-46_Thank_You_P2 copy.indd 
FONTS: Bliss 2 (ExtraBold, Bold, Light; OpenType) 
IMAGES: Don__Renshaw_Headshot_mag.tif  CMYK  381 ppi  78.73%  Studio-1:CLIENT:AC:1156285_Thank_You_Campaign:Supplied:Images:Don__Renshaw_Headshot_mag.tif 
Michael_Merrithew_Headshot_mag02.tif  CMYK  488 ppi  61.43%  Studio-1:CLIENT:AC:1156285_Thank_You_Campaign:Supplied:Images:Michael_Merrithew_Headshot_mag02.tif 
AC_Horizontal_onWhite_CMYK.ai  13.9%  Studio-1:LOGOS:Air_Canada:Air_Canada_2017:AC_Horizontal_onWhite_CMYK.ai 
Prepress_Output_Icon.ai  45%  Users:asmits:Desktop:Prepress_Output_Icon.ai

IMAGE USED IN PREVIOUS JWT DOCKET #’S:
None

S:8.25»
S:10.75»

T:8.25»
T:10.75»

B:9.25»
B:11.75»

Michael F. Merrithew
President & CEO
H.I.S. – Merit Travel Inc.

Given Canada’s newfound 
prominence, what trends 
have emerged?

Canada has become even  
more attractive as a destination  
that promotes tolerance and 
multi-culturalism in addition  
to our great beauty, regional 
diversity and, of course, the 
welcoming and friendly nature  
of the Canadian people.

Don Renshaw
Owner/CEO
Renshaw Travel Ltd. 

How has the role of  
travel agents evolved  
over the years, and what 
are Canadian travellers 
looking for? 

Travel agents have gone from 
order-taking agents to trusted 
advisors. Travel advisors suggest 
and get things for people they 
didn’t know were possible. We 
suggest destinations and guides 
and experiences that really make 
a trip magical for our clients.

A sit-down with  
a few key partners.

With Canada’s 150th anniversary in mind, we reached out to some of our key partners 
to get their perspective on emerging trends, Canadian travellers, and our partnership. 
Here’s what they had to say. 
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For so many travellers abroad,  
there’s a sense of comfort and security 
that comes from the recognition of  
a Canadian brand.

Joel Ostrov
President
Vision Voyages | Travel Solutions

What does it mean  
to you to help Canadians 
see more of their country 
during the 150th?

As a proud Canadian, I am thrilled 
to assist in any way possible in 
having more Canadians take their 
holidays in Canada, especially  
this year to celebrate the 150th 
anniversary of Confederation.  
I sincerely hope all Canadians 
think of staying in our country 
this year, and join the many 
celebrations taking place across 
the country.

Peter Vanderheyden
President 
Goligers Travel Plus

Looking forward, what  
do you hope to see  
from your partnership  
with Air Canada?

Air Canada is an important, key 
supplier to Goliger’s Travel Plus 
and we hope to see them 
continue to build a global brand. 
For so many travellers abroad, 
there’s a sense of comfort and 
security that comes from the 
recognition of a Canadian brand.

While you read what some 
of your peers have to say, 
we encourage you to share 
your thoughts with us, as 
well. Your expertise and 
insider knowledge can 
help make our passengers’ 
experience the very best it 
can be. 

Visit aircanada.com/
agents/wethankyou and 
ask us your questions. 

“ „
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Crystal Chapotelle
Corporate Consultant
Paull Travel

Would you recommend Global Sales 
University to future agents aiming to 
pursue a career in travel?

Totally! Agents who are starting off in the business 
and even seasoned agents can benefit  
from this program.

Travel and travel products are always changing  
(that is what drew me into the business!!!) so it’s 
great to keep up on things!

Inna Tansky 
Corporate Consultant 
YYZ Travel Group

Did you find the courses prepared  
you with the proper knowledge to sell  
Air Canada to your clients?

Yes, I was able to use the information right away 
when booking clients on Air Canada as it provided 
me with new things that are happening with  
Air Canada.

Robert Durant 
President of Operations
WD World Travel Ltd.

How have you leveraged the knowledge 
from the courses in your current role?

We are selling more groups; more flight passes and 
corporate rewards. Upselling to Premium on both 
AC and Rouge.

Setting you up  
for success. 

We want to make sure we’re providing 
the best possible tools to help our 
agents succeed. Here’s what a few 
of your peers have to say about our 
Global Sales University. 

Visit aircanada.com/agents/
wethankyou to ask us your questions 
and for a chance to win 1 of 20  
tickets to our new destinations. 
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We’re proud to  
fly the flag with you.

Every day we fly the flag on behalf of the country we all call home and  
for all that it stands for in the world. Because our nation gets stronger  
when people make their mark not just at home, but beyond our borders. 
So thank you for trusting us with your customers. Together, we’re bringing 
the best of Canada to the world.
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How/why did you get into 
marketing?

I began as a journalist many 

years ago. Marketing is all about 

communication, so it was a great start. 

After many years working in Canada, 

I moved to Mexico, taking a job as 

a section head at the Mexico City 

News.  Contacts there resulted in a 

position at a large advertising agency/

publishing company based in Cancun, 

creating English-language advertising 

campaigns and publications for 

Mexico and other Latin American 

destinations, hotels & attractions.  

I stayed three years.

Were you involved in marketing prior 
to joining wthe travel industry? 

Yes. Returning to Canada, I continued 

that work, running a marketing/

publishing company – Holiday Media, 

Halifax – whose clients were all travel 

industry.  We created everything from 

local destination and golf guides to 

international tour operator brochures 

and ad campaigns. 

What are the biggest similarities and 
differences between marketing in 
travel and your former industry? 

Moving from being a supplier to the 

travel industry to being “in” the travel 

industry, the biggest difference is that 

measurement is more precise “in” the 

industry, where our agencies’ sales tell 

the story of our efforts. Plus, our agents 

are pretty quick to tell us if they don’t 

feel we’re getting it right. 

Describe a typical day in the office (if 
such a thing exists):  

We have a great marketing team at 

Maritime Travel, and we all juggle many 

balls. When it comes to my role, a typical 

day is sure to involve communicating with 

our main suppliers, fielding calls and emails 

from branches, providing answers and 

advice to others on the marketing team, 

and creating some sort of campaign 

collateral.  Oh, and you can always count 

on at least one meeting (!).

What’s the best part of the role?

It is often said that “marketing makes 

promises the rest of the organization 

keeps.” Our success is owed to our 

frontline agents across the country. They 

are among the most knowledgeable 

and experienced in the business. Our 

brand promise is “We Know Travel Best.” 

It’s pretty easy to make great promises, 

when you know they’re going to be kept. 

Beyond supplier relations, promotions, 

branch merchandising, etc., I enjoy 

working closely with our agents, giving 

them advice and encouragement on 

their own local marketing efforts.

In your opinion, what would you 
say is the least understood aspect of 
agency marketing?

Agency marketing isn’t just about the 

lowest price point.  Success comes 

from presenting a dream escape as 

something irresistible, and backing it up 

with the agent expertise to make it a 

worry-free reality – all at the best price.

Describe your most successful 
campaign; what made it successful? 

There have been so many.  Off the 

top, our January Vacation Superstore 

booking events. They’re unique in the 

industry and always successful. What 

makes them successful is the absolute 

team effort involved – every head 

office department (Marketing, IT, HR, 

Finance, etc.) combined with the 

tremendous efforts of our great agents 

and suppliers on the floor.  Another is 

our Recommended Resorts program.  

It’s successful because it draws on 

the experience and feedback of our 

agents.  Customers love it, and it’s a 

great resource for the agents.

Describe your creative process;  
how do you get into ‘the zone’?  

I’m inspired by the great creative 

work of others, including that of our 

competitors and suppliers.  That gets 

me in “the zone.”  Once there, I try 

and improve on the best parts of a 

campaign I like, adding unique twists 

and what appeals personally to me as 

a traveller.  From there, it’s a matter 

of “Maritime Travel-ing” it – ensuring 

that it enforces the message that We 

Know Travel Best.
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How/why did you get into marketing?

My original career goal was to 

become a medical doctor and I 

eagerly signed up for a full schedule 

of science classes. I also played on 

the women’s basketball team and it 

turned out the science labs conflicted 

with my basketball practices every 

afternoon. I chose to major in 

psychology instead for my undergrad 

and later enrolled in the MBA program 

fully expecting to focus on HR. Instead,  

I loved the intro Marketing course. I 

love making programs that resonate 

with the chosen audience. I see it as a 

challenge to come up with ideas that 

really work and it is probably related 

to the competitive side of myself.

Were you involved in marketing prior 
to joining the travel industry? If so, 
what are the biggest similarities and 
differences between marketing  
in travel and your former industry?

Yes I was responsible for marketing 

in my previous roles in the 

telecommunications industry and in 

the hospitality industry. The biggest 

similarities I am finding is the focus 

on the customer through relationship 

building. The biggest difference I have 

found is the proliferation of supplier 

partners in the travel industry is much 

greater.  In the telecommunications 

industry, there were two or three big 

suppliers that represented the vast 

majority of wireless product sales. So 

in the travel industry, relationships 

with more partners is key to ensuring 

our advisors have a wide selection of 

options for their clients. 

Describe a typical day in the office (if 
such a thing exists):

I am in involved in a daily check-in 

with the TPI executive team to ensure 

we share “need-to-knows” and keep 

projects moving ahead. I then do a 

similar check with my marketing team 

to get an update for the day. I also 

host a daily technology call. I also 

spend time connecting with advisors 

directly to see how they are doing in 

the day-to-day businesses.

What’s the best part of the role?

Working with a great team at head 

office and our advisors in the field. 

Everyone is very positive and wanting 

to provide the best experience for their 

clients. It is really energizing to be around 

like-minded people who are willing to 

support each other to achieve our goals.

In your opinion, what would you 
say is the least understood aspect of 
agency marketing?

Branding for a host agency is important 

but not nearly as important as the 

marketing relationship between the 

advisor and their client. Word of mouth 

continues to be the key sales tool for 

advisors, and many of our advisors are 

having great success growing their 

client business through social media, 

email marketing and their websites. The 

other component in agency marketing 

that is not readily apparent is the 

enormous amount of communication 

required to make a program successful. 

There really isn’t a thing as “too much 

communication” in marketing.

Describe your most successful 
campaign; what made it successful?

I am still relatively new in my role here 

at TPI so I am sure my most successful 

campaign is still in my future. So far, I 

am thrilled with our transition from our 

existing brand to a new refreshed look 

for TPI. We had to transition to our new 

logo in so many mediums but at this 

point, our advisors are looking sharp with 

new email signatures, business cards 

and other marketing and sales tools. We 

made the process as easy as possible 

for our advisors as they have clients to 

look after during this very busy time in 

the year. Overall, the new branding 

program has been a big success based 

on the unanimous support received for 

our new logo. 

Describe your creative process;  
how do you get into ‘the zone’?

I find my best work is done late at night 

when I have had a chance to relax after 

working all day. My brain is able to focus 

on the task at hand without any 

distractions and I can accomplish quite 

a lot on a project. I also find that my best 

ideas come to me when I am on the 

treadmill. During that 45-50 minutes 

block of time, my mind can solve 

problems or give me a new perspective 

on challenges that have been weighing 

on me during the day.
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How/why did you get into marketing?

I got into marketing fresh out of school 

by going to Queensland University of 

Technology in Brisbane, Australia, to study 

a Bachelor of Business with a double major 

in marketing. The reason I was so interested 

in pursuing a career in marketing was the 

blend of creativity and strategy that exists 

within the world of marketing, which is 

something that continues to keeps me 

motivated today.

Describe a typical day in the office (if 
such a thing exists):

It goes something like this – quick catch 

up with the team then talking through 

what’s on for the day, scan of the emails 

to get across and/or address anything 

that came up overnight, plan for the 

meetings that are scheduled for the day 

& anticipate/schedule any impromptu 

meetings based on what’s happening at 

that time, spend a lot of time in meetings 

with internal stakeholders & external 

partners, and chip away at any work in 

between. The content of these meetings 

and/or the work in between can range 

from cross-country team leadership and 

all that goes along with that, brand 

activity planning, creative approval, 

partner relations, reporting/data review 

& action, media scheduling, budget 

management, contract negotiation/

implementation, product analysis… the 

list goes on. 

What’s the best part of the role?

Celebrating the success of a particularly 

successful campaign/piece of activity, 

or learning from one that didn’t go so 

well, and being able to apply these 

insights as a team where relevant 

moving forward. It’s an ongoing process 

of intentionally trying new or different 

things, without straying too far from 

what we know works, and constantly 

improving on what we are doing as well 

as getting a better understanding of our 

customer and what they want. 

Describe your most successful 
campaign; what made it successful?

We’ve hosted events & promotions 

at some of our Hyper Stores with key 

partners such as Air Canada & Air 

New Zealand that have resulted in 

people camping out for days to be the 

first there, and filled these locations 

with hundreds of people. We’ve also 

organized a London Ticket Race that 

resulted in hundreds of people chasing 

us around Toronto to landmarks that 

had a relevance to London based 

on our social media clues with the 

hope of scoring one of 20 free flights to 

London – this saw us as one of the top 

trending brands on Twitter that day, 

plenty of social coverage and a great 

opportunity for hundreds of Ontarians 

to interact with our people and our 

brand in a fun setting. We’ve run 

campaigns that have increased our 

flight sales to key destinations by triple 

digit percentage growth, run major 

campaigns in line with significant retail 

events that have driven retail sales 

into significant year over year growth, 

and run partnership campaigns that 

have grown partner sales in double 

and triple digit percentage growth. 

Describe your creative process;  
how do you get into ‘the zone’?

Coffee, a meeting room with a 

whiteboard, a team that’s going to best 

support what we’re trying to achieve, 

data/insights to give the process 

structure, and then letting the ideas flow! 
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How/why did you get into marketing?

As a creative person, the opportunity to 

use my creativity on a daily basis was a 

huge win. I’d been in retail for a long 

amount of time and made the switch 

to travel about 15 years ago. Through a 

fortuitous series of events, I was able to 

fuse my sales and marketing skills with 

travel to be where I am today.

Were you involved in marketing prior 
to joining the travel industry? If so, 
what are the biggest similarities and 
differences between marketing in 
travel and your former industry?

My position previous to this one was 

director of marketing and online sales 

and social media with a company 

called Fortessa Canada. Both are really 

about positioning the brand. Although 

I work with our preferred suppliers to 

get their message to our agents based 

on the nature of our business, my role 

also encompasses extending the brand 

of The Travel Agent Next Door through 

the trade and social media presence 

in order to help people understand 

what it is we do, how we’re unique in 

the marketplace and how we support 

our agents.

Describe a typical day in the office (if 
such a thing exists):

(laughs) When that happens, I’ll let you 

know! It’s actually one of the things I love 

about travel – no two days are the same. 

There are consistencies throughout my 

week, such as creating a newsletter to 

spotlighting preferred and approved 

suppliers to sharing information about 

specials to agents or travel stories and 

inspirational ideas to the public, but 

there isn’t a typical day here. Travel 

can be reactionary quite often; you 

can come in with a plan on a Monday 

but if there’s an event that’s happened, 

then suddenly that becomes a priority.

What’s the best part of the role?

I enjoy helping bring aspiring 

entrepreneurs to the next level with 

their own marketing initiatives. We 

get all kinds of people joining TTAND, 

from experienced agents to people 

who are brand new to the industry, 

so being able to use my creativity 

in a vast number of ways to help 

people build their own business is a 

reward unto itself. You can’t go to 

school to study how to support other 

people’s dreams.

In your opinion, what would you 
say is the least understood aspect of 
agency marketing?

The challenge in marketing an agency 

is understanding consistency and how 

a lack of consistency can undermine 

your rel iabil ity and credibil ity 

in the eyes of the public. As for 

misunderstandings, people think you 

just press a button and things happen; 

marketing and brand positioning is 

the culmination of a lot of different 

types of jobs and education and it’s 

something you grow in every single 

day. You can’t just position yourself 

and say ‘this is our brand and it’s all 

we’ll ever be,’ it’s about being open 

and fluid and organic.

Describe your most successful 
campaign; what made it successful?

We tried something new this year when 

Flemming (Friisdahl, TTAND founder) and 

his wife Rhonda went off to India and I 

came up with the idea of doing a 10-day 

‘India Odyssey’ on our Facebook page. 

We were getting 6,500-7,000 views on a 

daily basis from the videos and photos 

we shared, so there was really great 

engagement not only from the agents 

who loved following along but also the 

public who got to glimpse parts of India 

that they likely wouldn’t have without 

going through the eyes of someone in the 

industry. That proved to be very good and 

it’s something we’ll look at implementing 

going forward. 

Describe your creative process;  
how do you get into ‘the zone’?

I think as social media has grown and 

more and more artistic people have 

taken to using these different platforms 

in fun and unique ways, I tend to 

borrow bits and pieces from people 

as inspiration and then turn them 

through my own creative mind to 

make something with my own flair to 

it. I look for inspiration from everything 

in modern life to my colleagues to 

what’s happening with other marketers 

online, which includes subscribing to 

a lot of different platforms so you know 

what’s going on in the industry,  

and just trying to be not necessarily 

ahead of the curve, but on top of  

the wave.
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his month, we celebrate the 25th anniversary of 

LogiMonde media. Throughout these years, LogiMonde 

has accompanied and assisted you in your work with its 

different products. With this edition of PAX, we look back 

on a quarter-century of working alongside travel industry 

professionals in Canada.

  

Founded in 1992, the image of the company is indistinguishable 

from that of its founder, Uguette Chiasson – a real go-getter. 

“I took a course in journalism from the University of Montreal, 

and I worked for my local newspaper as a freelancer,” she 

recalls. “From the age of 18, I told the news and activities that 

formed the life of my village.”

After taking a year’s sabbatical following a seven-year stint 

working as a public relations officer for the government, she 

decided – at 31 and with $2,000 in her pocket – to launch 

her first monthly print magazine, covering the field of office 

administration. Thirty-five thousand copies were distributed 

each month, sold by subscription and on newsstands. 

“I didn’t know what it was like to make a magazine, but it 

was a dream I wanted to realize,” she recalls. “So, I went to 

a kiosk and bought $200 worth of magazines to inspire me. 

After that, I contacted a graphic designer, a lawyer in labour 

law, and consultants to make me a bank of freelancers to 

write in the magazine each month.”

In September 1986, the first issue was launched. It was 

a good thing that Chiasson had ignored her lack of 

experience and went ahead with her vision, because the 

accolades started coming in: she was recognized as one of 

the industry’s rising stars in Info-Presse magazine, and even 

as ‘Personality of the Week’ by le Journal de Montréal. It 

was Chiasson’s debut in the world of publishing in Quebec 

– a sector that she would never leave. 

  

After five years, the businesswoman decided to sell her 

administration magazine. Seeking another challenge, she 

bought the franchise of a travel agency (signing the contract 

on a paper napkin in a restaurant) that was located in a Jean 

Coutu pharmacy in Laval: Les Vacanciers.

Beginning her career as an agency owner in 1992, she kept 

this franchise for two years, before starting her own banner 

under the name of Club Top Vacances. 

“I have great memories of that time,” she says. “I can 

still see my daughter, Marie-Klaude, so young – around 

seven at the time – stamping and placing brochures in 

the agency displays. During her holidays, she used to love 

coming to work with me. And she’s still there! Together, we 

have experienced many things in this shared journey over 

the past 25 years. She has learned everything about the 

travel and media industries.Today, she is the president, 

CEO, and editor of all our magazines.”

During that time, while working with her agents, Chiasson 

would often ask them what resources they used to perform 

their daily tasks. “They told me that they would rely exclusively 

on their own notes. Straight away, I realized that there was 

no tool which gave good recommendations for booking 

a package or a car, to buy insurance… all this information 

had to be memorized,” 

she remembers.

It was this realization that 

led her to launch the book, 

The ABC of Travel, giving 

technical support such as tips 

to sell air tickets or insurance, 

followed by the Directory of 

Sun destinations and the Allo 

Voyage planner.

“To sell these products, I went 

through a fax advertising  

 
 



company that charged me $85 per page. So, I decided to 

develop my own means of distribution because I did not 

make enough money to pay as much per page at that time,” 

explains the founder.

Instead, she set up shop in the basement 

of her home, where she installed two 

telephone lines for sending faxes. With 

the help of specialized software, she then 

began faxing helpful travel content to 

agents, page-by-page. 

The potential to incorporate paid 

advertising was mounting, and the industry 

was beginning to take notice. 

One day, the phone rang. It was a tour 

operator, Néo-Tours, calling to inquire about 

how they could go about promoting their 

business through her fax service. 

“I send them myself,” she replied. “I have put 

my own system in place.” The tour operator 

came on board, wishing to use the service 

to send its travel promotions.”

An advertising deal was made and just 

like that, the tour operator became the 

first company to utilize the newly-formed 

information service.

“I had to purchase more 

computers because I had 

seven pages to distribute 

per day and, on an average 

day, it would take one night 

to send two pages,” Uguette 

reflects. Soon enough, more 

advertisers in the Quebec 

market began contacting 

the company to advertise. 

At the top, she always placed 

a news bulletin of the day 

that she wrote herself: Allo 

Voyage! – a first in Canada. At that time, it was formatted 

with the appearance of a newspaper front page.  

One year after the launch, the bulletin required 24 

telephone lines and 12 computers on a custom-built 

table in the basement. But there was even more room to 

grow – Chiasson eventually decided it was time to sell her 

travel agency and open a permanent commercial space 

for LogiMonde media, strictly devoted 

to distributing her daily newsletter and 

advertisements through fax. 

"When I went to a Quebec travel agency 

and I saw about 15 to 20 pages of 

advertising in their showcase featuring 

the majority of wholesalers who supported 

my company, I was very proud. At that 

time, if an agency did not receive a lot 

of advertisements in the morning when 

the bulletin arrived, they were angry. 

Packages, FAM trips, and other promotions 

were all found in each edition. It was a 

real gold mine for agents!” Chiasson says. 

  

As the 2000s rolled in, LogiMonde quickly 

set itself apart as a leader in industry news 

with the advent of the internet and email. 

The new technology would change the 

way the company shared information 

with agents. "I credit Martin, my son who was 17 at the 

time, studying networking in school,” says Chiasson. “He 

said to me: ‘Mama, your faxes aren’t ‘in’ anymore. Now, 

e-mail is fashionable.’”

"I didn’t know what he was talking about,” she continues. 

“I was close to the travel agents, but I had never heard 

of such a thing.” Soon after, LogiMonde media began 

distributing its information and advertisements by e-mail, 

pioneering a new means of communication for Canada’s 

travel trade. 

The transition from fax to email took a good two years. 

At that time, agencies only had one email address, so 

many continued to receive Allo Voyage! and the suppliers' 

promotions by fax. By 2002, the daily news magazine 

switched completely to digital, and to mark the occasion, 

the name was changed to ExpressVoyage.ca.

First edition of Allô Voyage! 26 April, 1999

  
 

  

Uguette Chiasson, founder
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By summer 2004, it was time for English 

Canada to discover LogiMonde media. 

As a result, TRAVELHotNews.com 

(now PAXnews.com) was conceived, 

followed by HelloWestTravel.com (now 

PAXnewsWest.com) in Western Canada 

in 2007. 

“At first, I was told that I was absolutely 

crazy to try to make inroads in the English 

market,” she recalls. “People said, ‘It 

works so well with ExpressVoyage and 

QuickPresse in Quebec – why do you 

want to go to the English market?’”

The move was viewed as a certain 

failure. Chiasson didn’t speak English 

at the time and to some, it may have 

seemed like utter madness to start 

a daily news magazine in English 

Canada when she didn’t speak the 

main language used there.

“It was not easy,” she says. “I realized 

that managing a news magazine in 

English Canada from Quebec made 

no sense; I was a long distance from 

the news of that market. So I sold 50 per 

cent of my business to a Vancouver-

based company to develop the 

English market; the company helped 

me understand and learn this market, 

but they did not bring me much more 

in terms of turnover. For me, there was 

no question that LogiMonde should 

make a move; I always dreamed big. 

So, five years later, I bought back the 

company shares that I had sold.”

She opened an office in Toronto in 2010 

to be close to the major Canadian 

players, followed by Vancouver. She 

personally relocated to Toronto for six 

years to better understand the subtleties 

of this new market for the company, 

and to oversee its expansion into 

English Canada.

A flurry of new products followed, 

keeping with the company’s ethos 

of helping travel agents in their daily 

work: DoingAnEvent.com in 2011 

(now QuickRSVP.ca) to assist in the 

management of event registration; 

and QuickQuestions.ca in 2014, a tool 

for making online surveys.

   
  

2014 was an historic year for LogiMonde 

media for many different reasons.

With media trends following the 

opposite route – increasingly cutting 

back on print publications – many 

viewed the launch of a new print 

magazine in the 21st Century as a 

risky venture. 

We called it audacity. And it is this 

audacity, a taste for measured risk, 

which has enabled LogiMonde media 

to become the most recognized travel 

media company in Canada. 

In May 2014, led by Marie-Klaude 

Gagnon – president and chief 

executive officer of LogiMonde media 

– the first paper issue of PAX magazine 

was published, with a version in French 

and another in English. Each edition 

is filled with content relevant to their 

respective markets, marking the 

triumphant return of LogiMonde media 

to print media.

Marie-Klaude and Uguette, as well as 

their team, wanted a magazine like 

no other: a business magazine for the 

travel industry, featuring labour 

relations, technology and destinations, 

for all travel professionals. A magazine 

with profiles of personalities in the  
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industry, their success stories and, above all, a glamorous 

and high-quality product, both visually and in terms 

of content. 

Three years later, the magazine has become a reference 

for the travel industry with its modern appearance, its 

interviews with industry personalities and its useful insights. 

Never shying away from a challenge, in the same 

year, the company redesigned and repositioned the 

brand image of its three e-magazines and websites by 

introducing PAXnews.com (formerly TRAVELHotNews.com),  

PAXnouvelles.com (formerly ExpressVoyage.ca) and 

PAXnewsWest.com (formerly HelloWestTravel.com). These 

modernized websites featured improved functionality, 

including on all mobile devices.

Rounding off the changes was the transformation of 

DoingAnEvent.com into QuickRSVP.ca, bringing new design 

and improved functionality. 

2015 saw the arrival of another ‘first’ in Canada introduced 

by LogiMonde media: the PAX Virtual Travel Show. 

This cutting-edge tool was conceived to bring travel 

professionals into contact with their suppliers without having 

to leave their offices, serving as a virtual meeting point for 

travel industry professionals across Canada. 

In 2016, the company launched new, enhanced versions of 

its three digital information platforms, while also launching 

a video service offered to all companies in the industry to 

promote their products. 

This year, PAXWebinar.com also joined the range of services 

offered by LogiMonde to travel professionals, giving them 

a useful tool to organize online training.

2 print magazines:
PAX magazine in English 

and French

QuickPresse.com: 
e-mail promotion 

distribution service 
in Canada

QuickRSVP.ca: 
online event 

registration service

3 daily e-magazines:
PAXnews.com  

PAXNewsWest.com 
& PAXnouvelles.com
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PAXWebinar.com : 
an online training service 

allowing users to easily 
create webinars

PAX Virtual Travel Show:
a web platform designed 
to remotely connect travel 

professionals with suppliers

Videos: 
video production service 

featuring one-on-one 
interviews, destination 
showcases and more

QuickQuestions.ca:
an interactive website allowing 
users to publish online 

surveys instantly

  

Categories include:

• Jobs: post an open position or find the 

next step of your travel industry career;

• Brochures: see what travel packages 

suppliers have in store for the coming year 

with links to the latest brochures;

• Suppliers: quickly locate contact 

information for a wide range of travel 

suppliers, including tour operators, airlines, 

tourism boards and much more;  

• FAM trips: detailed descriptions of 

the latest FAM trips available to travel 

professionals;  

• Calendar: keep up with all the latest 

industry events taking place each month.

In addition, the hard work of Canada’s travel 

professionals is highlighted in our annual Awards 

of Excellence, which celebrate achievements 

across the industry.

The initiatives taken by LogiMonde media have 

enabled the company to position itself as the 

largest media company in the travel industry in 

Canada – in the space of its first 25 years. 

It’s for these reasons that we are celebrating. 

And, on Jan. 1, 2018, we will begin another  

25 years of success. The story continues! And rest 

assured – as we proudly celebrate our quarter-

century, there is no shortage of new ideas  

in the minds of the entire team at 

LogiMonde media.
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 fell into travel writing,” 

recalls Jill Wykes during a 

recent interview with PAX.

Getting her start in the trade media 

world by reporting on a range of topics – 

from all things equestrian to construction 

projects in the Middle East – travel writing 

may have seemed a comparatively 

broad niche for Wykes, albeit one with 

perks such as visiting the Galapagos 

on a first-ever press trip and flying on 

British Airways’ Concorde in the Toronto 

Air Show.

Wykes got her start in travel reporting in 

the early 1980s, when the internet was 

still a relatively unknown quantity and 

print was king, a world where travel news 

websites and electronic newsletters had 

yet to be dreamed up and press releases 

were delivered to a mailroom instead of 

an email inbox. 

“You would get piles of mail every 

day containing everyone’s press 

releases which were typed up on a  

typewriter and sent in by mail,” 

Wykes recalls. “You’d sort it all 

and decide what went into the 

garbage and what went into the  

magazine.”

An experienced traveller prior to joining 

the trade media, Wykes quickly found 

herself “the envy of many of my friends” 

after starting her travel career. In 

addition to the travelperks however, she 

says that the experience provided much 

of the groundwork for the next step in 

her career.

 
 
  
 

 
personality
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“My belief is that with trade publications, 

you really get a deep dive into that 

industry,” Wykes explains. “To do the 

job well, you really need to understand 

everything about the industry and how it 

works, the different sectors and companies 

and what their issues are. I felt that my 

years in travel media gave me a crash 

course in the industry, so that when I 

actually got hired into it, it was just a 

natural progression.”

In 1991, Wykes joined Sunquest to head 

up the company’s communications and 

public relations department, a role which 

she maintained through the company’s 

numerous evolutions over the last 25 

years while simultaneously taking on other 

responsibilities within the organization.

“Even though I took on a lot of senior 

management roles in the business,” 

Wykes explains, “I always wore the 

communications hat, so I was always the 

go-to for corporate communications, 

which by then was a big deal as we had 

become part of a global company. I 

maintained that portfolio even though I 

often had another job as well, managing 

various areas of the business.”

It was also around this time that she was 

invited to join the Canadian Association 

of Tour Operators (CATO), becoming 

its first executive director shortly after 

the organization established itself as a 

separate entity from the Association 

of Canadian Travel Agencies 

(ACTA). Wykes says she attributes her 

involvement with the regulatory side of 

travel due to the knowledge she gained 

on the subject during her reporting 

years; in addition to CATO, Wykes was 

also on the committee which lead to 

the foundation of the Travel Industry 

Council of Ontario (TICO) and served in 

several roles on the TICO board over a 

span of 12 years, which included three 

terms serving as TICO’s Chair.

“I got very involved in the regulatory 

aspect of the industry, which I enjoyed,” 

Wykes says. “When Sunquest hired me, 

one of the things they quickly added to 

my portfolio was the whole regulatory side 

of things. I would represent Sunquest at 

different associations. Although I’m not 

really involved in it anymore, it remains an 

interest of mine.”

It was during her years with Sunquest that 

Wykes was faced with one of the biggest 

challenges of her career: when Hurricane 

Wilma lashed Mexico in 2005, she worked 

non-stop for 10 long days as the tour 

operator moved to evacuate thousands 

of Sunquest clients from Cancun and 

the Mayan Riviera, where the storm sat 

churning for nearly three days, making 

rescue efforts next to impossible. 

“It was a terrible disaster,” Wykes recalls, 

describing her role as simultaneously 

managing the company’s emergency 

response while fielding inquiries from 

the press. “People were evacuated 

into shelters in Cancun thinking they’d 

only be there a few hours or maybe 

overnight. It was a logistical challenge 

and nightmare; we had calls every 

six hours with the U.K. trying to figure 

out how to deal with these customers 

and our staff who were down there, 

how to get planes and people in and 

out. It was a 10-day emergency. It was 

about having endurance – no one slept, 

you just had to try and rescue these 

passengers and figure out how to get 

everyone out.”

In 2011, Wykes decided to establish her 

own business, providing communications 

services and/or written content to a 

handful of companies, almost all travel-

related; among them are The Travel 

Agent Next Door, TripXpertz, TravelSavers 

and Snowbird Advisor, along with 

previous work for Air Canada Rouge and 

CanJet Vacations.

“It’s just me with a couple freelance 

people I work with on certain projects, but 

I really just do my own thing,” Wykes says.

Having worked as both a reporter and 

communications manager in the travel 

industry during the evolution from print to 

digital, Wykes has seen and experienced 

much growth and change in these two 

related fields.

“Digital transformed how the industry 

got its news and it took quite a while for 

that to catch on,” Wykes says. “Print still 

holds on today and there’s some who still 

prefer print but I think the trend toward 

digital media and video and getting 

your daily news delivered to your inbox 

certainly changed a lot of things. It was 

similar for communications, as it’s much 

easier to send out a press release digitally. 

There’s also the role of social media, 

and how it can assist companies and 



communications people like myself in 

publicizing issues and news; understanding 

and knowing how to use social media is 

an important part of the communications 

scene today.”

“Many companies have also added 

communications people and have 

learned the value of good internal 

and external communications, whereas 

originally having a communications 

person was considered an extravagance 

for a business.”

There’s been other changes, however, 

beyond the obvious evolution from print 

newsletters to those distributed via email.

“We used to publish up to three times a 

week and that took a lot of writing to fill,” 

Wykes explains. “We did a pretty good job 

calling up the different industry leaders and 

finding out what was going on in different 

provinces. I think today the majority of 

news comes from communications 

people with some exceptions.”

Wykes also says that the rise of travel 

agency chains, consortia and host 

agencies may have had an impact on 

both the interest in and the framing of 

any “hot” industry topics; as such bodies 

have taken on most matters of supplier 

negotiation and agent support for their 

respective members, Wykes says that 

she has noticed some apathy among 

travel professionals toward industry issues, 

particularly toward matters pertaining 

to regulation.

Looking back, Wykes says her proudest 

accomplishment has been her 

involvement in the development and 

mentoring of many up-and-coming 

members of the travel industry and while 

she declined to single anyone out, many 

are well-known across the country.

And while her career has allowed her to 

see much of the globe, Wykes says there’s 

one recent travel trend which has caught 

her attention.

“I got introduced to river cruising a 

couple years ago and would like to go 

on more,” she explains, adding that river 

cruises in Portugal and Russia are next 

on her list.
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Whether you’re travelling to Newfoundland and Labrador by yourself or with a group, the whales will be here to welcome you. Where the 
Vikings first landed over 1000 years ago - the site at L’Anse aux Meadows, a UNESCO World Heritage Site  or Canada’s first English colony 
– Cupids or an aboriginal site older than the pyramids,  Newfoundland and Labrador is an explorer’s heaven and a naturalist’s dream. Boast-
ing  magnificent coastlines, this destination showcases 10,000 year old icebergs, humpback whales, puffins and colourful architecture in 
every village and port.  As we celebrate Canada’s 150th Birthday this year, there is no better way to join the celebration than to experience 
our beautiful country on a tour with Anderson Vacations

Newfoundland & Labrador

Call Norah, one of our Newfoundland & Labrador specialists today to book your next vacation. 
Prefer to email? Send an email to bookings@andersonvacations.ca. 

1.866.814.7378

immerse  yourself  in  the  beauty

11 Day Charms & Treasures

Immerse yourself in the oldest & most eastern city in North 
America, go back in time to where the Vikings once stood at 
L’Anse axu Meadows National Historic Site, explore the UNES-
CO World Heritage Site Gros Morne National Park and stay in 
a unique lighthouse inn on this unique and diverse self-drive 
through Newfoundland.

Pricing from $2,665 per person 
This is an independent package and can be customized. 

20 Day Maritime Mosaic and Newfoundland

One of the most comprehensive tours of Atlantic Canada, this 
tour doesn’t miss a thing. Nova Scotia’s South Shore, Cape 
Breton and the Cabot Trail, New Brunswick and the Acadian 
Coast, PEI and the Red Beaches, plus and most notably  7 
days in Newfoundland highlights Gros Morne, the Viking Trail, 
Twillingate and St. John’s.

Pricing from $5,618 per person
Guaranteed departure date: September 6 - 25, 2017.



Valid on new individual bookings made by June 30, 2017, for travel between November 1, 2017, and April 30, 2018. Offer not applicable to groups, flights, or à la carte accommodations. 1Clients can change their original travel dates only 
once, and travel must be completed by October 31, 2018. 2With the purchase of a package, a non-transferable future travel credit of $50 per adult and $25 per child will be issued and must be redeemed by October 31, 2019. 3Option Plus 
and its advantages are only offered to clients who book a Luxury or Distinction Collection package for a minimum 7-night stay by June 30, 2017. Subject to availability. †If a Transat package becomes available at a lower price than the 
one paid, the difference will be refunded in CASH (up to $400 per adult and $200 per child). This promotion may change without notice and is subject to availability at the time of booking. Certain exceptions and conditions apply; see 
Get Connected or transat.com for details.

Book your client a Sun vacation by June 30 
and you’ll receive:

$60
That’s 12X Bonbon
on Bahia Principe, 
AMResorts and 
Meliá Cuba hotels

$50
That’s 10X Bonbon
on Transat Sun, Florida, 
Duo or cruise packages, 
as well as on guided tours

$10
That’s 10X Bonbon
on Sun and Florida  
à la carte flights

And your clients will get these advantages:
✓ Our PRICE DROP Guarantee† 

✓ A reduced deposit of only $100 

✓ The option to modify their travel 
dates up to 3 hours before departure1

✓ A $50 future travel credit2 

✓ An upgrade to Option Plus, 
valued at $109 (for Luxury or 
Distinction Collection packages)3

SUPER 
EARLY BOOKING 

PROMOTION
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hotel

“ I
t’s so peaceful and quiet that the most 

annoying thing is the birds at 4 a.m.,” recalls 

Deborah Peniuk, a Toronto-based health and 

wellness travel consultant, of her recent visit to 

Colombia’s Entremonte Wellness Hotel & Spa.

Nestled in the mountains of Apulo, Colombia, 

Entremonte seems to fit perfectly in, to paraphrase 

the country’s tourism slogan, the land of ‘Magical 

Realism’: a small wellness-focused hotel surrounded 

by lush mountainside, which can be enjoyed in 

equal parts as the setting for a health and spa 

getaway or simply as a unique property in this 

emerging tourist destination.

Family-owned and operated since its 2014 opening, 

Entremonte was originally conceived by Gabriel 

and Maria Enriqueta as a long-stay mountain 

escape; while work on Entremonte slowed when 

Maria was diagnosed with cancer, the focus on 

health and wellness at the property intensified. 

Indeed, cancer survivors are in good company 

here: Gabriel & Maria’s daughter and Entremonte 

GM Maria Claudia Ronderos Gomez, along with 

three of the property’s staff, have also 

battled breast cancer in their lives, as 

has Peniuk, who describes herself as 

a “cancer thriver” and is currently 

planning a group retreat for other 

“thrivers” to Entremonte.

Just two hours from Bogota, Entremonte can be 

easily accessed by visitors soon after landing at 

BOG, where the resort’s shuttle service – operated 

with Entremonte’s own fleet of SUVs – transports 

guests to Apulo, traversing the winding mountain 

roads through the north end of Colombia’s coffee 

country. While plans to expand Colombia’s 

network of smaller airports may create a shorter 

and smoother transfer in the future, the journey by 

land can make for a magical experience as guests 

travel through a variety of mountain climates en 

route to Entremonte.

Twenty-nine spacious suites in four different 

categories are spread out across three levels, with 

a small fenced-in yard awaiting each guest at their 

room. Construction on new luxury villas is also  

By Blake Wolfe
Photos courtesy of Deborah Peniuk – AYALife

Deborah Peniuk is the owner of AYALife, 
focusing on specialized travel including health 
and wellness, yoga and culinary. Peniuk is 
also a Certified Elite Wellness Travel Specialist 
with TLNetwork Canada. Visit her online 
at www.aya-life.com.
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underway further down the hill from the main property, Peniuk says, a 

perfect option for large groups in the future.

In keeping with that spirit of relaxation, there’s no TV or WiFi in the rooms 

at Entremonte (although guests can go online in the main lobby building) 

and while staff are present, Peniuk says on most mornings, she often found 

herself running into only one or two people on the property, with only 

the sounds of the hundreds of local bird species breaking the silence.

“You can’t remember the last time it was that quiet,” she recalls. “When you 

got up in the morning, there was just a casual vibe. You don’t feel pressured 

and while staff are there, it’s not like there’s tons of people running around.”

The simple décor of the open-air rooms – white walls trimmed with local 

bamboo and stone accents – evokes a calm and relaxed atmosphere 

(Peniuk recalls using the word “tranquil” on more than one occasion during 

her stay last February), with a handful of in-room amenities contributing to 

that vibe, including a hammock and a curious pair of bamboo poles placed 

on each guest’s bed (more on those later). However, it’s the plunge pool 

(complete with a thatched roof to ensure privacy) that Peniuk says guests 

will likely find themselves spending the most time in, as did she. 

“You can start and end your day in water and relax in a way you just can’t 

on land,” she says.

The property offers a diverse range of health and wellness treatments (many 

of which are included in Entremonte’s all-inclusive packages), from a water 

therapy circuit and yoga to crystal healing and reiki work to massage – and 

this is where those aforementioned bamboo poles come into play. 

“One day they told us to bring the poles on our beds down to the yoga 

studio,” Peniuk recalls. “They taught us how to do our own massage; I think I 

may have been the only one who got to bring mine home through Customs!”

Of particular note is the property’s hamam, based on the design of a similar 

facility in Turkey which Gabriel visited prior to Entremonte’s construction.

Guests can also speak with a doctor regarding their health concerns and 

questions; Peniuk advises travellers to make a list before they arrive so they 

can maximize their Entremonte experience.

While health and wellness are clearly the focus of Entremonte, relaxation 

is paramount as guests are not required to adhere to a strict treatment 

regimen for the duration of their stay, Peniuk explains.

“You have a very interesting opportunity when you can both de-stress but 

also go for a purpose like detoxing, and you can do both but it doesn’t feel 



like a contrived schedule,” she says. “It’s not overly-complicated 

and I think that’s what makes it so enticing. The property allows 

guests to either just stay and enjoy it as a hotel, or to have the 

option of a proper wellness experience.”

Food is also part of the wellness equation at Entremonte, where 

Colombian cuisine along with fresh fruit and smoothies are the 

order of the day. With health in mind, dietary requirements 

are easily accommodated; whether guests are gluten-free, 

vegetarian or have specific food allergies, everyone will eat well.

“They accommodated the menu for me and once I got there, 

they told me that my dietary restrictions actually were in line with 

the menu they had crafted for all of us,” Peniuk says, adding that 

Maria Claudia made special gluten-free snacks and green tea 

for her during day tours as well as for the ride to and from Bogota. 

“In other hotels it could be a problem, but they’ve taken into 

consideration all types of food issues guests may have. I have a 

lot of things I need to avoid right now and they came through 

on every meal.”

While the property, with its bright yellow train bridges linking 

different parts of Entremonte for guests on foot, could be 

considered a destination in itself, a number of local tours add 

to the authenticity, whether it’s a trip to a hidden waterfall or 

coffee plantation or meeting with the locals for a beer and a 

friendly game of tejo, a mix of horseshoes and bocce with a little 

gunpowder thrown in for added excitement.

And as Colombia continues to grow and evolve as a 

travel destination, so does Entremonte; to that end, Peniuk 

says that the property is continually evolving to meet the 

needs and desires of guests, open to taking suggestions 

from travellers as to what they wish to see at the property.

“There’s a lot of things that they’re currently developing 

and it’s all in trying to understand what the North American 

market wants,” she says. “But while there’s always something 

they could add, I don’t think they want to take away too 

much from it; it’s getting bigger but I don’t see it becoming 

a 150-room hotel.

“It’s a nice hidden gem; if you drove through Apulo, you’d 

never know it was there.”
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your cruise coach

appy Travel Agent Month! You should all be very proud to be in this 

exciting industry of making people's dreams happen. I know for 

certain that the cruise industry in particular continues to improve, 

innovate, and inspire, and there is no place I would rather be.

Travel agents have always played, and will continue to hold, an important 

role in working with the cruise lines to bring guests onboard. For those 

who think otherwise, we can look back to a woeful example.

Back in 1989, Renaissance Cruises took the audacious route of 

bypassing the travel agent and selling direct to the consumers. You 

can save money by booking with us directly because we don't have 

to pay travel agents commission, they said. Did they ever start off 

on the wrong foot! In 2000, Renaissance had a change of heart, and 

launched a massive trade campaign to win back travel agents. But 

it was too late. After 9/11, the cruise line declared bankruptcy. Would 

they have survived if they had the support of travel agents right from 

the start?

Ming Tappin is the owner of Your Cruise Coach 
Consulting and has been cruising since 1991. 
Based in Vancouver, Ming works with travel 
agencies to grow their cruise business, and 
preaches the merits of cruise travel to the world. 
Ming can be reached at ming@paxnews.com.
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Flash forward to today, you won't find another cruise line 

making that mistake again. In fact, the message from every 

cruise line these days is "We love travel agents!"

Every brand has comprehensive training programs, promotional 

materials, support teams, and marketing dollars to help travel 

agents secure bookings. Collectively, cruise lines spend billions 

on advertising campaigns through all media channels to drive 

consumer interest, with a "Call Your Travel Agent To Book" tagline.

Travel agents are indeed indispensable when it comes to selling 

cruises. Consumers can do endless research on the Internet 

these days, but a cruise is an intricate vacation to plan, and 

requires the expertise of a consultant. Unlike an all-inclusive 

resort where a bed, beach and buffet will suffice, a cruise has 

many different aspects to consider, and cruise lines and cruise 

ships all differ in their "personality" and onboard ambience.

A great travel agent will engage the clients to determine 

their needs and wants, and place them on the right ship 

according to their budget, lifestyle and interests. When done 

right, the client has the best vacation of their lives, the cruise 

line gains another fan, and the travel agent earns repeat 

business and referrals.

Here are some of the ways travel agents can excel in 

their business and work with cruise line partners towards a 

profitable relationship.

Determine the demographics of your neighbourhood and 

your target market. What types of businesses and industries 

are in your area? Are residents working professionals, families 

or retired? Are there prominent groups or associations, ethnic 

or special interests opportunities? Knowing this information will 

help you choose the successful marketing strategies.

All agencies need to sell the "bread and butter" cruises, but 

those who excel develop a specialty. Whether it is weddings, 

meetings & incentives, food and wine or hobbies - specializing 

allows you to focus your energy on that market. Your specialty 

will be determined by the prevalent demographics in your 

marketplace. Differentiate yourself as the expert in that field 

and you can package customized cruises that no one else 

can touch. 

Work with the cruise lines that align with your principles, 

are supportive of your business, and have the right fit  

for your marketplace. Don't try to be everything to 

everyone. Working closely with just three or four brands 

will help you establish solid relationships with them, and 

your accumulated sales will lead to increased marketing 

support, and higher commission levels. 

Once you have chosen your cruise line partners, immerse 

yourself in learning all about them. Get to know your local 

business development managers, attend live or online training, 

take the online "Agent Academy" courses, participate  

in seminars at sea, and cruise as often as you can to keep 

your firsthand experience fresh. Your goal is for your clients 

to see you as a trusted, knowledgeable consultant, and  

to think of you first when they are ready to book.

Considering cruising has a 98 per cent rate of satisfaction, 

but yet less than four per cent of Canadians have taken a 

cruise, there is plenty of room for potential growth. Travel 

agents will always have the support of the cruise lines, and 

together we will successfully introduce more travellers to this 

wonderful way to vacation, and continue to make our clients' 

dreams come true.
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sailings in 2017 and 2018!
between 10%–25% on all 
sailings in 2017 and 2018!{ {

� e breathtaking islands of Tahiti, French Polynesia, Fiji and the South Pacifi c are beckoning. 

� e award-winning luxury small ship, the m/s Paul Gauguin, was designed to reveal not 

just the beauty of this region,  but also its very soul.

•  Airfare from Los Angeles

• All oceanview staterooms

•  Onboard beer, select wines 

and spirits 

• Prepaid gratuities

ALL-INCLUSIVE FEATURES
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DISCOVER MELIÁ CUBA
DOWNLOAD OUR NEW APP

TIME FOR

#timeforcuba

MELIÁ CUBATIME FOR
FUN

VARADERO Paradisus Varadero I Meliá Marina Varadero I Meliá Península Varadero I Sol Palmeras I Sol Sirenas Coral KEYS Meliá Cayo Santa María I Meliá Las Dunas I Meliá Jardines del Rey I 
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Children are always welcome!
Extensive stretches of white sandy beaches with 
turquoise blue water, ideal for playing all day long! 
Areas designed for children to enjoy their favorite 
activities under the care of a highly qualified team. 
Well-appointed accommodations, beautiful swimming 
pools and fun activities for children of all ages.
Free stays or special rates for children.
For a world of imagination and magic allowing 
families to experience a fun-filled vacation together!



Complimentary Gratuities offered on select South East Asia, Repositioning, Dubai, and South America(excluding Antarctica) sailings 
that depart Sep. 2017 to Apr. 2018. Gratuities will be added to the bookings once it is named and deposited during the offer period. 
Free gratuities are applicable to the 1st and 2nd passengers in the cabin only. If the sailing has Go Big Better Best, choose any other 

perk besides gratuities, as gratuities will automatically be added for named group space. Offer applies to non-contracted group bookings, which must be named and deposited during the Offer Period, Apr. 10, through May 31, 2017. Offer 
is capacity controlled, availability varies by sailing, and eligible staterooms may sell out. All offers are non-transferable. Offer is not combinable with Book & Go Packages, Exciting Deals, Interline, travel agent, and employee rates. Single 
occupancy bookings are eligible for the Offer. Changes to booking may result in removal of Offer. Trade: Group bookings that are named prior to the start date of the Offer cannot be cancelled 
and rebooked under this Offer. Other restrictions may apply. All references to Celebrity Cruises are: ©2017 Celebrity Cruises. All rights reserved. Ships’ Registry: Malta and Ecuador. For full terms 
and conditions, see www.travelbrandsagent.com  or contact us. © 2017 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 | A7471

Bookings : April 10 – May 31, 2017

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

Loyalty Rewards
Book. Collect Points  
Reward Yourself Today!

TravelBrandsAgent.com
Developed exclusively for our travel professionals, 
Access is a one stop shop that gives you all the 
flexibility you need to search and sell travel 
products to anywhere worldwide.

Book Today!

SIMPLY NAME AND DEPOSIT YOUR SELECT GROUP BOOKING AND   
CELEBRITY CRUISES WILL PAY THE GRATUITIES

COMPLIMENTARY  TIPS ON US!

SAILINgS BETwEEN SEPTEMBER 8, 2017  
ThROugh APRIL 26, 2018

South East Asia,
Repositioning and Dubai

SAILINgS BETwEEN DECEMBER 8, 2017  
ThROugh FEBRuARY 4, 2018

South America
(excluding Antartica)

Combinable with Go Big, Better, Best!

GROUP 
OFFER

1-844-5-TBRAND
8 2 7 2 6 3

TravelBrandsAgent.com

#TravelBrandsLovesAgents
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“One of my most unique experiences was 

walking with lion cubs in Zimbabwe. The 

occasion was my daughter’s 25th birthday. 

It’s a small group experience: you go out 

into the savannah, where you may interact 

and walk side by side with lion cubs that 

are between six and 18 months old. It’s an 

incredible feeling to be with these kings of 

the jungle, and once you get past your first 

feelings of trepidation, you can relax and 

touch the beasts as you walk and pose for 

photos. At the end of the encounter, you think 

to yourself, ‘I can’t believe I just did that!’”

By Fergal McAlinden
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“I was fortunate enough to visit San Luis Potosi, a 

beautiful colonial city in Mexico with a rich and 

vibrant history. We were offered a FAM trip to 

some of the areas within the state – I chose Real 

de Catorce.  To get there, you drive through 

a two-and-a-half-kilometre tunnel through a 

mountain – it’s like a time-travel tunnel. You 

emerge on the other end, having gone back 

a couple of centuries in time. Real de Catorce 

is an old Spanish silver-mining town. As part 

of our tour we rode Willy Jeeps on old, very 

narrow mountain roads, descending down 

to the desert to see cacti, and to enjoy a 

fabulous lunch prepared from local ingredients 

in traditional ways.”

 
Photos: Sylvia Isaac

“This is a tough one as I’ve had a lot of 

great unique experiences. But one that 

really stands out in my mind is when I was 

on an Inside Passage Alaska cruise, while 

in the port of Juneau. I took a sea plane 

tour over five glaciers in Alaska. I was in 

awe and felt mesmerized by the natural 

beauty of these very large glaciers. It’s 

something I will never forget. We also 

landed on water at the Taku Lodge for a 

salmon bake, and that was also a 

fantastic experience.”
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“Only in the Bible they walk on water, you 

say! Canadians are inveterate canoeists 

– so our guides arranged for us to paddle 

the Zambezi. Of all creatures in this Eden 

they cautioned us of crocodiles and 

hippopotamuses. Ornery, lightning fast, 

they could snap you in half. Pathetic 

canoeists were we! Rearranging ourselves, 

I fell into the brown Zambezi. Blinded,  

I touched something round and smooth.  

A hippopotamus? A rock? Kicking like a 

mule, I shot out of the water like a missile 

aiming for a canoe. ‘Norm,’ they marveled, 

‘we didn’t know you could walk 

on water!’”

Photos: Milka Cook

“In September 2016, en route to Preak 

Kdam in Cambodia, we stopped at a very 

unusual market along the beautiful, lush 

rice fields in the countryside: it was a market 

selling insects and other critters. Happy kids 

ran around in the middle of piled bags of 

‘luscious’ dried insects. The vendors there 

claim that eating tarantula provides the 

best possible source of protein. They even 

provide you with a taste – I wasn’t prepared 

to do it, but many people did! In these 

markets, they also ferment snake, which 

has a distinctive, brandy-esque taste. It’s 

apparently a very expensive drink.”
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Soon after Thomas Cook launched his business, many others 

began packing and selling their own tours. This not only brought 

about competition but also created an opportunity for a whole 

new kind of professional: the Travel Advisor.

Travel Advisors didn’t package or sell their own tours, but instead 

consulted on destination ideas, how to get there (usually by rail 

or steamship), how to find local accommodations, and of course, 

what to see and do.  

Curiously, making reservations was generally NOT one of the services 

offered. Their service focused almost exclusively on information, advice 

and influence with hoteliers, tour guides and transportation providers.

The access to information we take for granted today did not exist. Few 

people had telephones, and even fewer could make long distance calls. 

Most international communication was handled by telegram. Anyone 

with relatively current information about another city or country was 

revered as a valuable expert.

TIME TRAVEL TRIVIA: Travel Advisors did NOT earn commission! One 

hundred per cent of their revenue came from charging professional 

consulting fees for their advice and connections. 

  
A man named Thomas Cook started a business offering one-day rail 

excursions in the UK from Leicester to Loughborough. The price was 

one shilling per person (converts to approximately $5 in today’s dollars).

This bit of our history is probably familiar. It is often cited as the first 

business on record devoted entirely to travel. The title Travel Agent 

didn’t exist yet.  In modern terms, we would probably call Mr. Cook 

a Tour Operator. 

Thomas Cook popularized the idea of travelling in groups not just 

for transportation, but for enjoyment. The company’s offerings 

later expanded to include excursions to “exotic” destinations like 

the United States and Canada. 

As you probably know, selling tours was just the beginning for 

Thomas Cook, which is now a globally-known and highly-diversified 

travel company.  

TIME TRAVEL TRIVIA: a significant source of revenue for Thomas Cook 

was the SALE of brochures! Resembling a combination destination 

guide and brochure, the price was 50 cents each (approximately 

$13 in today’s dollars).



For the best travel industry news : PAXnews.com PAX   71

 
With air travel becoming more affordable and commercial transatlantic 

flights on the horizon, steamship companies were getting nervous. Still 

seen primarily as a mode of transportation rather than a vacation itself, 

creating a more inviting and relaxing onboard experience required 

heavy investment. 

At the same time, a small group of tourist agents had banded 

together to pressure the steamship companies into paying them for 

recommending their ships to clients. As a result, the idea of commission 

in exchange for reservations was born. When it was announced to 

the industry however, it was not well-received.

Most tourist agents objected to commission. They argued: “We are 

now paid by our clients to provide honest, unbiased advice. Getting 

paid from a supplier would cast doubt on that advice!” They also said: 

“Part of our job is to find the best price, but commission is a reward 

for doing the opposite – it’s a conflict of interest and we’ll lose their 

trust.” Some even claimed: “this will be the death of the industry!”

Perhaps the most interesting objection was this: “Accepting commission 

from suppliers will transform us from consultants representing clients, 

into sales agents representing travel suppliers.”

Regardless of the objections, getting paid for making reservations was 

too appealing to resist. In 1931, commission for steamship bookings 

became the norm. In no time at all, the model spread to almost 

every sector of the industry. 

Fee-based Tourists Agents still existed, but the newer commission-based 

Travel Agents slowly became the majority.

TIME TRAVEL TRIVIA: The group of tourist agents that first negotiated with 

the steamship companies eventually formalized their organization. 

Today, we call them ASTA! Their original name however was NOT the 
American Society of Travel Agents. Appropriate to the times, they were 

first called the American Steamship and Tourist Agents Association. 

Canadian travel agents formed their own association (ACTA) in 1977.

 
While the tragic sinking of the Titanic in 1912 caused an understandable 

slump in the industry, it also generated interest in transatlantic travel. 

By 1924, steamships were thriving again and travel to other states, 

provinces and other countries was becoming increasingly common. 

The demand for air travel was starting to grow as major cities across 

North America opened or announced plans for airports. While still more 

expensive than rail (and with far fewer routes), air was becoming an 

important segment of the industry. 

Coordinating train schedules with infrequent, unreliable flights, and 

arranging for a hotel before arrival could be frustrating. This frustration 

inspired a new type of travel professional: the Tourist Agent. They 

answered questions about transportation and accommodation, and 

even made reservations in some cases.

Taking advantage of the development, in 1924, Ward Grenelle Foster 

expanded on a concept he originally started in 1888. Innkeepers in his 

home city of St. Augustine, Florida, would send guests to him with their 

travel-related questions. “Go ask Mr. Foster,” they’d say.  

In a few short years, Ask Mr. Foster Travel opened more than 70 locations. 

His was the first large chain of tourist agents in the United States. He only 

employed single women as agents. He was once quoted as saying: 

“women are more interested in the problems that come to them and 

have more graciousness in their attitude toward people.” Some say it 

was this policy that fueled the domination of the industry by women – 

something we still see today.

TIME TRAVEL TRIVIA: Ask Mr. Foster became part of Carlson Travel 

(as it was then known) in 1979. The last of the original “Foster Girls,” 

Genevieve Kenna, died at the age of 94 in 1995, having been 

hired by Mr. Foster himself.
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An executive from a typewriter and office machine company 

called IBM had a conversation with another executive from 

American Airlines. IBM had been working on ways to commercialize 

their new computer system yet no one knew how it could be used. 

It was a solution looking for a problem. 

Airline reservations were an expensive, paper-based, error-prone 

mess. The airline executive saw the potential in IBM’s creation and 

in 1963 Sabre was launched. In the years that followed, it moved 

beyond the confines of reservation departments, and into travel 

agencies around the world. 

Computers were a new and mysterious device to the average 

consumer. To capitalize on the progressive image they offered, 

it became fashionable for travel agents to take on the title of 

Reservationist, or even Computer Reservationist. With airline tickets 

representing the largest source of revenue for most agencies at 

the time, the title made perfect sense. 

TIME TRAVEL TRIVIA: Sabre was not just the first reservation system, 

it was one of the first large-scale commercial computer networks.  

 
At this time in our history, it was easy to make a profit just by booking 

reservations. Airline tickets were expensive with fares controlled by 

the government in both the USA and Canada. Commission for air 

was between seven and 10 per cent. A higher rate applied for tickets 

connected to a “Foreign Independent Tour” (aka FIT). 

Commission from hotels, rail, cruises and tours were stable, and 

provided ample revenue. Basically, prices were high and the cost 

of operating an agency was relatively low. Almost anyone could 

make money in the business. That was good news and bad news.

Hobbyists flocked to the industry.  Many of the regulations and controls 

which we have today, had not yet been established. Travel agencies 

were opening everywhere, in big cities and small towns across North 

America. Combo-businesses appeared including Travel Agency/Hair 

Salons and Travel Agency/Luggage and Handbag Shops.

TIME TRAVEL TRIVIA: Some travel historians believe this influx of 

hobbyists contributed to the perception of Travel Agents as clerical 

workers rather than professionals. Some employment agencies still 

classify agents as clerical.
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Following years of declining airfares, 

increased costs, and multiple bankruptcies, 

most airlines started on the slow path of 

commission reductions. By 2002, almost all 

eliminated commission payments entirely. 

On September 11, 2001, the horrific attacks on 

the World Trade Center in New York grounded 

all flights in the United States. Beyond the 

obvious tragedy, there was a near instant 

collapse of the corporate travel market.

There was also a massive shift back to leisure 

with the title Leisure Travel Agent becoming 

the most common title in use. Also, most 

agencies began charging fees (initially just 

for air) for the first time since the 1930s. 

TIME TRAVEL TRIVIA: On January 9, 

2007, the first iPhone was revealed, 

ushering in the new era of mobile 

computing. Travel apps continue to be 

one of the most commonly used and 

downloaded categories.

 
These days, most travel pros use the term 

travel agent in a generic sense, with most 

preferring Travel Consultant, Travel Advisor 
or something similar. You might say we have 

returned to our roots. 

Most travel agencies today charge at least 

some type of fee. More than half now charge 

a fee for everything they do. There’s more to 

the story, however, than fees alone.

With the Internet and mobile travel apps, 

getting a reservation is simple for even the 

most tech-challenged traveller. Bookings are 

the easy part. Getting the right booking in 

the right resort, in the right destination for a 

client’s individual desires, is something only 

a human consultant can provide.  

Perhaps this is one reason so many have 

adopted a title that more accurately 

reflects the real value they offer. Much like 

our travel ancestors from the 1920s, they  

have discovered that advice, guidance, 

service, support and peace of mind are 

things that almost everyone wants. Where 

there is a need or desire, there is a market 

to be fulfilled.  

Have we truly come full circle? In looking at 

our industry’s history, I see a very clear 

pattern. When we adapt, yet stay focused 

on our customers, we not only survive, we 

thrive. I believe it is that focus that will carry 

us into the next 175 years and well beyond.

 
Although signed in 1978 by US President 

Jimmy Carter, the Airline Deregulation Act 

took a few years to fully develop. Canadian 

airlines were deregulated in 1987. Both 

promised increased competition, more 

choices, better service, and lower fares. 

Ticket prices indeed fell making it feasible 

for more business people to travel than in 

the past. Corporate travel exploded and 

captured the attention of agencies hoping 

to ride the wave of success. Becoming a 

Corporate Travel Agent was the hot trend 

among travel pros of this decade.

During the same decade, in 1985 America 
Online became the world’s largest provider 

of a new (to most people) service called 

the Internet! Its impact on travel would not 

be fully appreciated for several more years.

TIME TRAVEL TRIVIA: Texas International 

Airlines was the first to offer deep-

discounted fares. Their so-called “Peanuts 

Fares” required sitting in the rear of the 

economy cabin where peanuts were 

served instead of the usual complimentary  

full meals.
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he benefits of recruiting members of the millennial 

generation to the travel industry are obvious. It’s a group 

that’s completely fluent in social media, sharply attuned 

to new and developing trends, and one whose passion for 

travel is readily apparent. What’s more, with recent research 

indicating that millennials are turning, in increasing numbers, 

to travel agents to book their holidays, it’s clear that having 

members of that generation amongst its workforce can 

only help a company remain ahead of the game in the 

travel industry. 

Why, then, does there appear to be 

such a scarcity of young travel agents 

in the profession? Recent feedback from 

up-and-coming prospects in the travel 

industry revealed that not only were 

very few young professionals working 

as travel agents today, but that there 

was generally a pessimistic outlook on 

the industry’s chances of recruiting fresh 

young talent in the future. Millennial agents were largely of 

the view that the travel industry was not working hard enough 

to appeal to younger prospects, with the result that these 

travel-hungry youths were being driven into other professions. 

Christine Chilton, director of education for the Association 

of Canadian Travel Agencies (ACTA), believes that the 

travel industry must lay the groundwork early if it’s to stand a 

chance of attracting young recruits. This means offering co-op 

opportunities to high school pupils – a measure that will not 

only introduce students to the travel industry at a young age, 

but also provide invaluable experience to ease passage into 

the industry – and promoting travel companies at high-school 

career fairs. ACTA, she says, could even speak to classes 

about the benefits and perks of working in the travel industry, 

a move that would build early enthusiasm and encourage a 

career in travel as a viable option. 

One of the best ways a company can seek to attract young 

blood is by tapping into a widespread passion for travel 

amongst the younger generation. By showing young people 

that a career in the travel industry will allow them to indulge 

their thirst to experience new cultures and destinations, a travel 

company can bolster its image as an 

appealing, attractive place to work. 

Why not do it through social media?

The World Travel & Tourism Council’s 

2014 Instagram campaign is a 

textbook example of how to build 

positive publicity and enthusiasm 

around the travel industry through 

the medium of the Internet. The campaign urged professionals 

to explain, by way of a 15-second Instagram video, why they 

love working in the industry, how their career has changed 

their life, and why they would recommend beginning a 

career in travel – with cash prizes for the winning entries. It 

was a cool, relevant ploy that spoke directly to the younger 

generation about why a career in the travel industry could 

be a great choice. 

It’s also important to combat misperceptions that may have 

developed about a career in travel. Chief among these is the 

manner in which the industry has evolved since the advent  

business sense
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of the Internet; while it’s true that technology now offers clients 

the option to book directly and research destinations themselves 

without needing an advisor, that’s not to say that the role of the 

travel agent has become obsolete. Far from it, in fact: the market 

for personalized, custom-built tours remains strong, and a client’s 

best bet for that is through the expertise of an agent. 

Of course, this doesn’t mean that we needn’t be frank with 

prospective young agents about the start of their career in the 

travel industry. While Chilton is adamant that a higher base salary 

for agents would make a career in travel more appealing, it’s 

important to make it clear that, in the beginning, they might 

not be making much money; it takes a lot of perseverance 

and dedication to start enjoying the type of income they might 

expect. Making sure prospective recruits’ expectations are in 

check will avoid disappointment and disillusionment a short time 

into their career in the industry, but it’s also worth pointing out 

that hard work will offer ample opportunities to move upwards. 

Darcie Guarderas spent 25 years working as a travel agent 

before moving to the other side of the desk to become director 

of business development and operations at Anderson Vacations. 

“No two days are ever the same in the life of a travel consultant, 

and that’s exactly what I loved most,” she remarks. “After 25 

years working for the same wonderful agency, I now have 

a new opportunity on the other side of the desk. There are 

opportunities to grow and move upward – it just takes hard work 

and perseverance.”

Compensating for the lack of an immediate comfortable 

income by offering incentives and team travel, Chilton argues, 

could also be a good way of attracting young blood to your 

team. Why not introduce company excursions that boost team 

morale, allow your staff to travel, and broaden their expertise of 

a certain destination? 

The difficulty faced by the travel industry in attracting young 

blood hardly places it in existential crisis, but it does deprive it of 

an untapped resource – millennial talent – that could be used 

to its significant advantage. By making a concerted effort to 

appeal to this generation, the travel industry stands to reap the 

substantial rewards. 

Guarderas remains optimistic about the prospects. “The travel 

industry is going strong, and more young blood is needed,” 

she says, “so it’s the perfect time to consider it as a career.”
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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.

CELEBRITY CRUISES GAINS AN EDGE

ELECTRONICS BAN  
FOR CANADA? 

Celebrity Cruises unveiled its spectacular new ship, Celebrity Edge, at a lavish event in 
Toronto. The ship, designed completely in 3-D by renowned global architects and designers, 
will house 2,918 guests, with two new Iconic Suites located above the ship’s bridge. The 
Magic Carpet, meanwhile, scales the ship throughout the day and evening, offering a new 
experience at four of the ship’s decks. Pictured, of Celebrity Cruises: Maxine Gundermann, 
market sales manager, Eastern Ontario; Kenneth Brooks, director of market sales, Canada; 
Jennifer Barker, regional marketing manager, Canada; Sandra Pennington, market sales 
manager, Western Ontario. 

Canada has evaluated intelligence received 
from the United States to decide whether it 
should adopt new rules regarding electronic 
devices carried by passengers of foreign 
airlines arriving from 10 airports in majority-
Muslim countries. 

U.S. HELPS SNOWBIRDS

A bipartisan bill introduced in the United 
States’ House of Representatives sought 
to increase the amount of time each year 
Canadian ‘snowbirds’ are allowed to stay in 
the United States. The Promoting Tourism to 
Enhance our Economy Act aimed to increase 
by two months the length of time Canadians 
aged 55 and up who own or rent property in 
the U.S. can stay there per year. 

TOURISM SPENDING GROWS

According to a recent report by Statistics 
Canada, tourism spending in Canada grew 
4.2 per cent in 2016 following a 2.5 per cent 
gain in 2015, with expenditures by both 
Canadians at home and international visitors 
contributing to the gain. 

IATA RELEASES GLOBAL 
RESULTS

IATA revealed that global passenger 
traffic results for January 2017 rose 9.6 
per cent compared with January 2016 – 
the strongest increase in more than five 
years. Results were positively affected  
by travel associated with the Lunar New 
Year celebrations, which occurred in 
January. 

AMRESORTS TARGETS  
MEXICO

AMResorts is aiming to open 10 new properties 
in Mexico over the next three years, part of 
an aggressive growth strategy to reach 100 
luxury, all-inclusive properties signed by 2020. 
The announcement, made by the company’s 
executives during a press conference at 
Tianguis Turistico Mexico 2017, represents a 
record number of consecutive openings in 
a single country. 

WESTJET, ACTA PARTNER

BRADLEY TO TRANSAT

The Association of Canadian Travel 
Agencies (ACTA) has entered into a 
corporate partnership with WestJet Airlines, 
giving WestJet the opportunity to connect 
with ACTA’s 1,800-plus travel agency 
members that employ more than 12,000 
travel agents. 

Transat announced the appointment of 
Tabatha Bradley as business development 
manager, Downtown Toronto and Northern 
Ontario, with responsibility for representing the 
company’s Sun, Europe and Cruise package 
products. 

AC ROUGE LAUNCHES  
YLW-YYZ

Air Canada Rouge announced that it 
would offer spring service from Kelowna 
International Airport to Toronto Pearson 
International Airport, flying between April 
22 and May 28. The launch of the twice-
weekly service, to be offered on Saturdays 
and Sundays on board A319 aircraft, would 
allow YLW to see year-round connectivity 
to YYZ. 

news
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Celestyal Cruises invited guests to ‘Sea the Unseen’ 
at an event promoting its itineraries in Cuba and 
the Greek islands. Pictured: Haley Chiappino, sales 
manager – Eastern Ontario, MCC, Inc., Celestyal 
Cruises marketing representative in North America; 
Pythagoras Nagos, vice president, sales, Celestyal 
Cruises; Christine Chiang, vice president, sales and 
marketing – Canada, MCC, Inc.; Nicolaos Filippidis, 
president, MCC, Inc. 

Almost 30 agents were present in downtown Toronto 
to get a closer look at the new UNICO 20˚87˚Hotel 
Riviera at an event co-hosted by Air Canada. 
Pictured: Sarah Smith, business development 
manager – Toronto area, AIC Hotel Group & Krista 
Cardona, area sales manager – Greater Toronto 
Area – Air Canada Vacations. 

The Hawaii Tourism Authority welcomed members 
of the travel industry in Toronto to discuss their plans 
for the market in the coming year. Pictured, of the 
Hawaii Tourism Authority: George Szigeti, president 
& CEO; Leslie Dance, vice president, marketing and 
product development; Kalani Ka’ana’ana, director 
of Hawaiian cultural affairs. 

The 23rd edition of the Travel and Vacation Show 
of Ottawa took place at the Shaw Centre. More 
than 200 exhibitors were in attendance, including 
the Cuba Tourist Board, pictured here. 

Air Canada and the JNTO welcomed the travel 
trade to learn more about health and wellness, 
in addition to a few safety tips for travellers, to 
celebrate the launch of its upcoming Vancouver-
Nagoya route. Pictured: Rocky Lo, revenue 
management & business development – Asia, Air 
Canada & Athena Ho, director, Japan National 
Tourism Organization. 

Bahia Principe presented its new Rewards program for travel agents, providing 
resources and incentives for selling the resort chain’s properties. Pictured: Sal 
Buccellato, national accounts director, Bahia Principe; Paula De Campos, product 
director, Transat Tours; Michael Price, partner, Quadra Innovations Group; Denise 
Heffron, VP – national sales & commercial, Transat; Nicole Bursey, commercial 
director, Transat; Gavin Jimenez, national accounts manager, Bahia Principe. 

The Jordan Tourism Board, North America, welcomed guests to toast 
representatives Frank and Marie LaFleche, who announced their retirement 
after a long association with the JTBNA. Pictured: Deirdre Campbell, president, 
Tartan Group; Omar Banihani, marketing manager, Jordan Tourism Board, North 
America; Frank and Marie LaFleche; Ilia Asfour, director, Jordan Tourism Board, 
North America; Bill Coleman. 

After launching its Toronto service last spring, Brussels 
Airlines and India Tourism Toronto welcomed the 
travel industry to celebrate flights to Mumbai, 
the carrier’s latest destination and first in Asia. 
Pictured: Anil Oraw, director, India Tourism Toronto 
& Christophe Allard, director – North America, 
Brussels Airlines. 
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Azamara Quest

Norwegian Escape

Prinsendam

Seven Seas Explorer

Crystal Symphony
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Azamara Journey

Pacifi c Princess

Viking Sea

Viking Star
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Value

Silver Spirit

Silver Spirit

Azamara Quest

Crystal Symphony

Prinsendam

Seven Seas Explorer

Azamara Journey

Viking Star

Pacific Princess

Viking Sea

#1 
Public
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Azamara Journey

Pacifi c Princess

Silver Spirit

Fathom Adonia

Azamara Quest

Nautica

Regatta

Viking Sea

Seven Seas Explorer

Viking Star

#1 
Dining

Seven Seas Explorer

Sirena

Insignia

Nautica

Crystal Symphony

Azamara Quest

Regatta

Viking Star

Pacifi c Princess

Viking Sea

#1 
Fitness &

Recreation

Silver Spirit

Nautica

Crystal Serenity

Azamara Quest

Regatta

Sirena

Azamara Journey

Viking Sea

Seven Seas Explorer

Viking Star

THE #1 CHOICE OF CRUISERS

Ship size: 400-1,199 passengers

Rated best in 10 Cruise Critic categories by reviewers

CST # 2052644-40 



For the best travel industry news : PAXnews.com82   PAX

Anderson Vacations welcomed agents to the Hilton Metrotown in Vancouver, with a mini trade show 
followed by presentations. Pictured are Monica Karlsson, Landsea Tours & Adventures; Stephen Reynolds, 
Yukon Tourism & Culture; Tricia Schers, Frontiers North Adventures; Steve Bickerdike, Anderson Vacations; 
Kevin Pearce, Landsea Tours & Adventures; Julie Ratcliffe, South Thompson Inn & Conference Centre; 
Darcie Guarderas, Anderson Vacations. 

Tourism Yukon met with travel media in Vancouver to showcase the Land of the Midnight Sun – from 
bison and bannock to award-winning single-malt whiskey and Dawson City’s infamous sourtoe cocktail. 

Visit Dallas met with Vancouver travel media 
to highlight new developments in the city and 
celebrate the launch of the new Air Canada direct 
flight to Dallas/Fort Worth Airport from YVR. Pictured: 
Mark Thompson, vice president tourism, Visit Dallas; 
Sana Keller, Visit Dallas representative in Canada; 
Bonnie Walker, director sales – Western Canada, 
Air Canada; Edna Ray, regional sales manager, 
B.C., Air Canada. 

Hong Kong Airlines hosted 145 members of the 
Vancouver travel industry, travel agents and media 
at a gala celebration of the launch of non-stop 
service between Hong Kong and Vancouver at 
Sun Sui Wah restaurant. Pictured are Michael Lim, 
director – Canada, Central & South America, Hong 
Kong Tourism Board; George Liu, chief marketing 
officer, Hong Kong Airlines. 

A350-900 ARRIVES  
IN CANADA

Vancouver International Airport celebrated 
the launch of Cathay Pacific’s increased 
service between Vancouver and Hong Kong 
with the first scheduled Canadian arrival and 
departure of an Airbus A350-900 aircraft. The 
plane will service the YVR-HKG route, offering 
17 flights a week and an additional 87,360 
seats annually from YVR. 

TOURISM FEATURES  
IN BUDGET

The 2017 federal budget included a pledge 
to maintain $37.5 million in annual tourism 
marketing funding to Destination Canada, 
beginning in 2018, with an additional $8.6 
million over four years to go toward supporting 
Canada’s Indigenous tourism sector. 

AIR CANADA YVR-BOS

Air Canada announced the introduction 
of daily summer seasonal service between 
Vancouver and Boston starting June 23, 2017 
until Sept. 4, 2017.

CHAMY & ROCKY  
MOUNTAINEER

Rocky Mountaineer announced the 
appointment of Anthony Chamy as national 
sales manager, Canada. Based in Montreal, 
he will lead the company’s Canadian sales 
team in their business development and growth 
initiatives across all trade channels. 

TRUMP BAN BLOCKED

Federal judges in Hawaii and Maryland 
blocked President Trump’s revised travel ban 
aimed at six mainly Muslim countries. Judge 
Theodore Chuang granted a preliminary 
injunction nationwide, pending further orders 
from the court. Government lawyers had 
attempted to argue that the purpose of the 
ban was to ensure national security and to 
safeguard the U.S. against ‘radical Islamic 
terrorism’ but one of the attorneys in the 
lawsuit said that the revised order remained 
a ‘Muslim ban.’ 
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Come out  
to play in Vegas.
We invite your clients to fly with us to Las Vegas where lady luck, magic  
and excitement awaits. Air Canada Rouge flies daily from 4 gateways  
across Canada to Las Vegas this summer. Let your clients experience  
all the fun of the city that never sleeps.

For more information, visit flyrouge.com
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