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After our special edition dedicated to the 25th anniversary of LogiMonde Media, 

I’m returning this month to continue presenting the members of my team. This 

month, it’s Alexandre, our graphic designer, who’s in the spotlight.

Launching PAX magazine three years ago wouldn’t have been possible 

without having discovered this hidden gem of a graphic designer.  

It required teaming up with someone at ease with the world of 

publishing and printing, who is at the same time able to understand 

the needs of a printed publication. 

Today, I think I can say again – the decision to hire Alexandre was 

an excellent one!

Arriving with us three years ago to accompany us in the launch of our 

monthly print magazines, he has been one of the pillars of the company 

ever since. Sixty-four issues later (32 in French and the same number  

in English), Alexandre has been a constant presence in the graphic design  

of PAX magazine.

Between us, we exchange a lot of thoughts to monitor and analyze  

trends in terms of design to see what we can do on our side to improve 

our product. 

Take the first issue of PAX magazine and compare it to this one. You’ll see clearly 

how Alexandre has been able to constantly evolve his expertise to include  

the latest developments.

Passionate about new technologies, Alex easily wins the title as the biggest 

geek among us. Occasionally, he’ll proudly wear his crazy sweaters to the 

office, each one wackier than the last. Sometimes, they’ll pay tribute to Captain 

America. Other times, it’ll be the Mario Bros. 

He began his career at Hart Stores, working on the the design of price tags  

and photography for flyers and web. A native of Montreal, he attended the 

Cégep Marie-Victorin before relocating to the North Shore. 

It was clearly the right move to make! 

Marie-Klaude Gagnon
Publisher
marie@logimonde.com

Years of service: 3 

Role: Graphic Designer 

Location: Montreal

Contact information: 

450 689-5060, ext. 225 

alexandre@logimonde.com 
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our miss ion, i f  you choose to accept it :  

selling G Adventures’ products with complete  

confidence.

For the travel agent unfamiliar with G, and the world  

of adventure travel in general, it may seem daunting; scenes 

of bungee jumping, mountain-climbing or swimming with 

sharks may be among the images that come to mind when 

the uninitiated hear the term.

However, the reality is much different, and it’s for this reason 

that Special Agent G was launched.

Held last October to assist the travel agents of Transat 

Distribution Canada in selling G Adventures to their clients, 

the program welcomed a select group of 30 TDC agents from 

across the country to the tour operator’s Toronto Base Camp 

for a weekend training session to learn about G directly from 

the source.

By Blake Wolfe | Photography by Michelle Yee

setting the stakes
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According to Aizaz Sheikh, G Adventures’ marketing manager 

for Canada, Special Agent G was “the coming-together  

of multiple minds at G to try and bring a new twist to training 

for our company and product,” following feedback from 

agents relayed from G’s Global Product Specialist team. What 

the team found, Sheikh says, was that many agents didn’t 

feel confident enough to recommend G’s programs to their 

clients, stemming from unfamiliarity with the company and  

its products. Heading into the Special Agent G weekend, 

Sheikh says TDC agents’ questions ranged from the basic 

(‘who is G Adventures and what is adventure travel?’)  

to the more advanced (‘can I book my own groups?’).

“What we were hearing was there was almost a resistance 

from people, who didn’t know who G is or what adventure 

travel is, to selling the product,” Sheikh says. “So many  

of those agents were just used to selling other products and 

moving into the unknown was something that we had to try  

and address. Special Agent G was more the solution of trying 

to bring agents into our world, so they could get a feel for  

the company, its culture and products and how that all relates 

to growing their business.”

A key sales component relayed to agents through Special 

Agent G was the concept of storytelling, Sheikh says,  

an aspect that was also front and centre during the weekend 

session last fall. Before arrival, agents received a special video 

greeting from G Adventures founder Bruce Poon Tip doing 

his very best James Bond impression, introducing attendees 

to their upcoming mission. Upon arrival at Base Camp – 

for those flying in, following a chauffeured limo ride from 

Toronto Pearson International Airport, in true secret agent 

fashion – agents then received codenames and envelopes 

for their weekend ‘missions,’ starting with an introduction to G  

and Planeterra (the tour operator’s charitable arm) and  

the world of adventure travel, followed by sessions detailing 

selling techniques for the product. It wasn’t all business though, 

Sheikh explains; agents had plenty of time to mix and mingle 

during cocktails and dinners, as well as enjoy a keynote address  

and Q&A session with Poon Tip on the final day.

In addition to learning more about G and the adventure 

travel segment in general, another key to selling the product 

is identifying what the term ‘adventure’ means to each 

client, says Susan Bowman, TDC’s vice-president of marketing  

and industry relations; while the word may conjure images 

of safaris and expeditions to one client, another may see 

adventure in the process of simply attending the airport  

and boarding a flight.

“For us, the important thing was for our travel professionals  

to understand what adventure means to the client and find 

them the right product,” Bowman explains. “What we loved 

about the program was that while it focuses on G Adventures’ 

product, they are adept trainers; they have a huge range of 

product and programs, but they were able to distill it down   

From the left to right: Susan Bowman, vice-president of marketing 
and industry relations, TDC; Aizaz Sheikh, G Adventures’ marketing 

manager for Canada; Kimberlee Sturgeon, Goliger’s Travel Plus
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so that our travel professionals can identify common traits 

that people have and match them to the right product.

“More importantly, they bring the passion for what people 

can do for adventure travel and it opens the imagination 

for our travel consultants, in terms of what they can  

offer people.”

In selecting candidates for Special Agent G, Bowman says 

that the participating agents were chosen based on their 

skill sets and desire to sell G Adventures. Prior to Special 

Agent G, Bowman says that half of the participants had sold 

“little to no” G Adventures product, while the other half had  

sold a “modest” amount. 

“We don’t believe that you train your way into building that 

need; you need to show an attitude and aptitude to sell  

this product,” she says. “We have 3,600 travel professionals 

across our group and we believe that we picked a perfect 

group of 30 to attend this session.”

Bowman adds that while TDC’s training for its agents takes 

on many forms, the best results are achieved when agents 

are put into the same room as the product suppliers, as was 

the case with Special Agent G. Location also played a role, 

Bowman says, with Base Camp offering a unique setting  

for the program; indeed, not many product training sessions 

take place in an office where a ball pit and themed rooms 

(from Steve Jobs to Star Wars, where a life-size Chewbacca 

stands guard) are the norm.

“It’s not a surprise that when you can immerse someone 

in the education and allow them time to absorb and think 

about it,” Bowman explains, “they become confident 

about it by the time they leave and have the product  

and selling skills that they need. One of the things is that this 

building (G Adventures’ Base Camp) is so representative 

of the imagination and scope of G Adventures that I think 

it really works best here.”

It’s a sentiment echoed by Kimberlee Sturgeon, a  

TDC travel consultant with Goliger’s Travel Plus based in 

Paris, Ontario, and one of the Special Agent G participants. 

While she had previously sold G Adventures to clients 

(“mostly Peru and Asia,” she says), Sturgeon was able  

to expand her knowledge of the company’s product 

lines through the immersive program, which she says 

wouldn’t have been the same if it was done through a  

conventional seminar, in this case, opting for a ball pit 

over a ballroom.

“G was a company that I knew about but being here 

and in their environment, you really get a feel for who  

G is and what the company is all about,” Sturgeon says.  

“If you stuck me in a ballroom, I’m not going to absorb 

nearly as much; it’s not the same experience as being 

able to come here and see first-hand what they do day-

to-day. What I loved most was that all the information  

sessions were taught by that specific expert, which makes 

it that much more relatable.”

 
 

 
 

Susan Bowman, vice-president of 
marketing and industry relations, TDC
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Following Special Agent G, Sturgeon says that the impact 

of the training was immediate.

“Two days after coming home from the program, I sold  

a 29-day journey to Indochina for 2018,” she recalls. “I also 

had a client interested in Antarctica and I was able to tell 

him the day-by-day operations and the advantages of a 

small ship; that wouldn’t have happened if I wasn’t here.”

And while the immediate jump in sales was expected, Sheikh 

says that momentum has been sustained months after  

the sessions took place. 

“The agents that participated were actually up 72 per cent 

in revenue, plus 53 per cent in passengers,” he explains, 

“There was a big spike right away and we expected that 

one month later, but now that it’s months after we ran  

the Special Agent G program, to see that kind of longevity  

and results are very exciting.”

And it’s not just the individual agents who have benefited. 

At Sturgeon’s office, she says that after seeing her success, 

her colleagues are offering G to more clients (with Sturgeon 

ready to jump in and answer any questions they may have), 

part of a larger “halo effect” which Sheikh says has seen 

year-over-year growth in G Adventures sales – 60 per 

cent increase in revenue and 52 per cent passengers – at  

the respective agencies of Special Agent G participants. 

In turn, the success of participating agents only fuels more 

interest in potential future training sessions.

“It goes on in all of our offices – someone comes back and 

we see that effect,” Bowman says. “We’ll also get demand 

then from their colleagues to attend if there’s another session. 

They’re hearing it, they’re enthusiastic. People want  

to go because that halo effect takes place.”

 
 
 
 

Kimberlee Sturgeon, Goliger’s Travel Plus

Aizaz Sheikh, G Adventures’ 
marketing manager for Canada
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technology

t started off as a tool used exclusively by Facebook employees 

to communicate, collaborate and interact with each other 

at work. The increasing prevalence of collaboration tools  

in day-to-day office life convinced the company to make 

the service accessible to a wider audience. 

Now, its prominent status as a headliner at the recent F8 

global developer conference in San José suggests that  

the company is positioning Workplace by Facebook as 

a direct challenger to popular collaboration software for 

businesses such as Slack. 

On the surface, it seemingly bears little difference to Facebook’s 

classic layout, other than abandoning the company’s ubiquitous 

blue for a more austere grey background. Users are still required 

to create a profile, and the news feed generates relevant 

content based on the company’s own formula – just like  

its spiritual predecessor. 

Workplace, however, is Facebook with a difference. Despite 

its intentional similarities to the service that’s used by over  

a billion people worldwide, the software represents Facebook’s 

efforts to branch into a business environment as a fee-based 

communications tool. 

Like other collaboration software, its appeal lies partly in its 

ability to immediately connect co-workers of all sorts – from 

colleagues based in separate parts of the country, to travelling 

professionals, to workers who don’t have the luxury of an office 

desk or fixed phone. 

Its edge, though, is its familiar interface that’s already 

hardwired into the majority of new users through  

the universality of Facebook. Classic tools have been 

tweaked for corporate functionality: Work Chat, for 

instance, offers a new take on Messenger, allowing 

colleagues to communicate by video, voice call or text, 

while features such as Live, Search and Trending posts 

remain integral to the platform. Pages, Docs and Notes 

are Facebook’s reply to Google Docs.

By Fergal McAlinden

Groups: Workplace by Facebook offers a layout and 
interface that’ll already be familiar to most users.



Groups, meanwhile, are one of Workplace’s most important 

selling points, giving users the ability to start discussions with 

co-workers, share documents and images, and request input 

and advice from team members. New updates include bots 

that will allow groups to do things like order food for meetings 

or even organize a Lyft to attend an event or conference. 

Essentially, Workplace offers companies the chance to replace 

their bland corporate intranet with a portal whose layout 

is instantly recognizable to employees, requiring no period 

of adjustment.

Businesses certainly seem enthusiastic about the product. 

Facebook proudly announced at F8 that the software is now 

used by over 14,000 organizations in 77 different languages, 

with more than 400,000 groups having already been created 

on the platform; prominent clients to adopt the software 

include Starbucks, Campbell’s, Save the Children, Air Asia and 

the Government of Singapore. And it may only be a matter  

of time before it begins to take the travel industry by storm, too. 

The program found a willing participant in Canadian travel 

agency TravelOnly, whose president and CEO Gregory Luciani 

had been battling for some time with the problem of how 

to connect the company’s team of travel agents, which  

is spread over a vast geographical area. 

“We really needed something, because our sales force  

is decentralized and working in various cities and provinces,” 

Luciani comments. “It makes it very difficult to communicate,  

and for organizations to succeed and be able to get the message  

to their people, they need one place to communicate.” 

While Workplace by Facebook only officially launched  

in October 2016, TravelOnly has used the platform for just over 

a year, having volunteered to help test the beta – then called 

Facebook at Work –  last April. Its benefits, Luciani affirms,  

are already widely apparent.

“The Holy Grail is to be able to get everyone in your 

environment under one umbrella or one app for everyone 

in the company to connect,” he explains. “If you need  

to talk to accounting, they’re there; training and marketing, 

or if you want to speak to a fellow associate… we needed 

an environment that could bring everyone together and 

connect everyone where we can upload files, and put our 

promotions up for people to take from one central repository.”

Messaging: Work Chat allows colleagues to communicate by video, 
voice call or text – a form of Messenger for the workplace.

Events: Like Facebook, Workplace allows users 
to add Events to attend to their calendar.

Video Chat: Colleagues can conduct 
meetings by video call through Work Chat.

Profile: Users create a profile that closely 
mirrors the classic Facebook version.

Profile: Users can select relevant co-
workers to follow and collaborate with.
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One question inevitably arises: will agents who have never 

used Facebook struggle to familiarize themselves with 

the program? Luciani notes that while adoption rates  

are extremely high, a small percentage of agents have 

opted not to use Workplace. Still, he adds, anyone who 

persists with the technology will eventually become 

comfortable using it. 

“Ninety per cent of our associates have Facebook 

accounts,” he says, “so their knowledge and basic skill 

set to use this environment was already programmed into 

them, just by using Facebook. I can’t say it’s 100 per cent 

adoption, but we’re very close to that.

“It took some massaging for sure, and some workshops and 

training in terms of trying to roll it out. We do have agents 

who are so busy that they may not participate as much  

as others, and we understand that, but there’s going  

to come a point in time in their business cycles where 

they’re going to need information, and they’re going  

to want access to other staff or someone else, and 

Workplace is a private area for them to do so.” 

The software will be free until September, after which a 

pricing structure will come into effect that sees companies 

charged a monthly rate of $3 per person for the first 1,000 

people using Workplace, $2 per person for the next 9,000,  

and $1 per person after that. 

A free, stripped-back version of the product will continue  

to be available after September, though it’ll only offer limited 

features and functionality. 

Although still in its infancy, and evidently still a developing 

product, the benefits that Workplace by Facebook can bring 

to the travel industry as a means of simplifying communication 

between staff and agents seem clear; Luciani says he would 

be "shocked" if more travel agencies did not follow suit  

in implementing the software. 

Is using Facebook at work suddenly about to become 

acceptable?
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experience

here was something almost akin  

to royalty about Pandaw’s wooden 

vessel, with undeniably strong 

Titanic vibes — minus the catastrophic 

finale, of course — and an air of old-

world class and finesse. I would soon 

find myself completely immersed in the 

rich ambiance and understated luxury 

of the specially-designed Tonle ship,  

my not-so-humble abode for seven 

nights as I discovered the sights along 

the Mekong River.

Although their ships are firmly anchored 

in Asian waters, Pandaw’s roots are 

undeniably Scottish. Indeed, Scot 

merchants established the Irrawaddy 

Flotilla Company in 1865 in the then-British 

colony of Burma (now Myanmar), which 

would go on to become the world’s 

largest privately-owned fleet. Regrettably,  

the Imperial Japanese Army annihilated 

the entire company during their invasion 

of Burma in 1945 and it wasn’t until 1998 

that Paul and Roser Strachan — again, 

proud Scots — revived the flotilla after 

discovering an original Clyde-built 

steamer called… Pandaw.

The rest, as they say, is history; Pandaw  

is now the largest river cruising company 

in Asia with 16 ships covering six 

countries, with an unshakable reputation 

for their ground-breaking expeditions on 

some of Asia’s most inaccessible waters.  

They were, for instance, the first to navigate 

both the Mekong and the Chindwin 

Rivers and now offer the widest range of 

itineraries off Myanmar.

Paul and Roser Strachan also founded 

the Pandaw Charity, and a significant 

portion of the company's profits goes 

into maintaining educational and 

medical projects in poverty-stricken 

Myanmar and Cambodia.

Visually striking with its elegant wooden 

decks and vintage charm, the Tonle ship 

has been in continuous service on  

the Mekong since 2003. She was entirely 

refurbished in 2013 to create space

 
 

By Marie-Eve Vallieres
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for a library/movie theatre, as well as  

a spa on the lower deck. The main level 

is where the formal dining room, used 

for all three meals and the occasional 

cooking class, is located. It should  

be said that every single on-board meal 

was a delight, from the Vietnamese 

noodle bar to the hearty Cambodian 

curries and the unmistakably European 

cheese spread at lunchtime. 

The pièce de résistance, however, 

indisputably is the massive teak and brass 

sundeck. Stretching from one end of the 

ship to the other — with its 1920s flair, 

elegant furniture, and most importantly 

for some, a WiFi connection — this 

360-degree promenade is where most 

guests spent their free time. One can 

hardly blame them, though, for the idea 

of sipping a fruity cocktail while relaxing 

on a luxurious lounge chair, basking in 

the sun, and enjoying the unobstructed 

views of the Cambodian countryside  

is an opportunity one can hardly decline.

In terms of accommodation, the Tonle 

ship has just 28 staterooms (18 on the 

upper deck, 10 on the main deck), each 

measuring 170 square feet; despite 

its relative compact size compared to 

ocean liners, Pandaw offers the highest 

passenger-to-deck-space ratio of any 

cruise ships afloat. Each stateroom features 

panoramic French windows, ample 

storage, a stone shower and an AC unit 

— not an extravagance in these tropical 

parts, where nighttime temperatures skirt 

around the mid-20s even in February. 

From the mystique of Angkor temples  

to the mayhem that is Ho Chi Minh City — 

where a mundane thing like crossing the 

street is a matter of life and death — the 

range and variety of excursions aboard this 

Pandaw cruise was simply mindboggling.

Pandaw’s guides took guests to lively 

floating markets (which I left empty-

handed as I didn’t think my stomach 

or immune system would have been 

keen to forgive an affront of that sort), 

to the Cu Chi tunnels and the tragically, 

aptly-named Killing Fields, as well as 

to hectic Phnom Penh and just about 

everywhere worthwhile in between. Over 

the course of eight days, I rode a tuk-tuk, 

a wooden barge and even a rickshaw  

in landscapes that left me speechless and 

met kind-hearted people whose smiles  

I will remember forever.

The contrast upon crossing into Vietnam 

from Cambodia was quite striking. After 

a seamless maritime border passage — 

there are very few things dollars can’t 

fix in these parts — the bucolic scenes 

of the Cambodian countryside were far 

behind us, both figuratively and literally, 

as we entered the chaotic Mekong Delta 

in Vietnam. Cable ferries, fishing barges, 

dredging boats and private vessels 

crisscrossed dangerously just a few feet 

below, unfazed by the Tonle’s ear-splitting 

horns — it seemed as though everyone 

was too busy disputing its portion of 

Mekong to care.

With the help of knowledgeable guides 

and comprehensively prepared tours, 

myself and other guests were able 

to further acquaint ourselves with the 

multitude of layers of both Cambodia’s 

and Vietnam’s history and culture. 

While cruises are generally notorious for 

their almost overwhelmingly extravagant 

programme, this simply isn’t Pandaw’s 

style. Smaller ships call for more intimate 

activities — absolutely no casino or 

overstated productions here — and a 

slower pace where guests are free to 

interact as little or as much as they please.



For the best travel industry news : PAXnews.com PAX   19

And, again, unlike most cruises, mornings didn’t start with  

an invasive speaker announcement and throngs of famished 

cruisers, but rather with the chirping of birds and the laughs 

of children playing in the river; just one of the many benefits 

of being on a ship small enough to access remote areas of  

the Mekong River.

A typical day on board the Pandaw Tonle commenced with 

either a leisurely breakfast or a coffee on the sundeck and was 

followed by a shore expedition, for which a bottle of water  

and a wireless headset were kindly provided. Guests were 

welcomed back on board with a freshly-pressed juice and cold 

towels, just in time for lunch, during which the captain raised anchor 

to cruise towards the next destination. Afternoons were a mixed 

bag of hardships, really, between spa treatments, sunbathing 

sessions, lectures on local culture by the knowledgeable guide 

and perhaps even another shore expedition. At half past six, 

guests were kindly requested to head to the sundeck for sunset 

— not without the promise of a happy hour cocktail — and  

for a succinct briefing about the following day’s itinerary, where 

the cruise director was available to answer questions as well  

as to arrange special requests. Dinner came next. The remainder 

of the evening could either be spent watching a movie in  

the theatre downstairs or indulging in a digestif on the sundeck.

Luxury dwells in the smallest, most devilish of details and while  

the ship was quite memorable in its own right, it was the proactive 

crew that made an instrumental difference. Stewards were 

constantly eager to help and hurriedly fulfilled each and every 

guest’s needs without having to be asked twice. 

Not many ships can boast having amenities and ambiance  

so enticing that guests would actually question whether they 

wanted to leave the boat at all, even for a brief shore expedition. 

It’s no wonder repeat customers made up 45 per cent of 

occupants on this cruise.  

• Pandaw offers à la carte services and handcrafted 

luxury on some of Asia’s most legendary waters;  

as such, these are not party or entertainment cruises 

but intimate experiences centered around conviviality 

and cultural richness.

• Cruises include accommodation, excursions, 

occasional activities and three meals per day. 

Imported soft drinks and alcohol packages can be 

purchased on board.

• GLP Worldwide is Pandaw’s wholesaler in Canada. 

Their package also included a multi-day layover  

in Hong Kong.

• Rates start at $2,400 per person for a seven-night cruise 

on the Mekong from Siem Reap to Ho Chi Minh City.

• Of note: The heat and humidity of Southeast Asia 

can be a struggle for some and should not be 

underestimated. Additionally, the terrain around 

temples and docks is not always level and can cause 

problems for visitors with limited mobility.
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DID YOU KNOW...

TESTIMONIAL - We would like to take this opportunity to 
thank you for the wonderful experience aboard the inaugural 
of the Holland America – Koninsgdam in November 2016.

The ship was stunning with a mix of classic and 
contemporary throughout. The service exceeded our 
expectations and the staff was always pleasant and consistent 
with a friendly smile and addressed us by our first names  
on a daily basis. 

Our room was very spacious and the balcony view was 
spectacular as we watched the sun rise and set daily.
We experienced one of the best culinary meals at the 
Tamarind and Pinnacle Grill restaurants which were delicious 
and one of the best pizzas at the Explorations Café, just 
amazing!

I attended a cooking class and learned how to cook fish in 
the oven from one of the best Top Chefs in the world!

The night life was invigorating as we enjoyed the live band…
they were great! 

Our evenings always ended with a night cap 
at the “Scotch Bar” - one of a kind experience 
aboard a ship…FIRST CLASS! Whoever thought 
of this idea deserves a medal!

Once again, thank you for having us…we 
really enjoyed our trip aboard the Holland 
America Koningsdam! 

Frank DeMarinis 
CEO / President - TravelBrands

DID YOU 
KNOW...

You will earn 500 Loyalty Points per stateroom on any 7-night  
+ sailing when booking Holland America Line online.

Holland America Line is introducing a Music Walk which 
includes a variety of entertainment options including Lincoln 
Center Stage, Billboard Onboard, and BB Kings All Star Band.

Holland America Line has Destination Guides on their website 
in partnership with AFAR Magazine on over 400 ports of call 
that can help you be the destination expert in your  
customer’s eyes

Holland America Line is building two more Pinnacle Class 
ships that will be sister ships to the Koningsdam. The Nieuw 
Statendam will be launched in late 2018 and open for sail soon, 
and the Pinnacle III will be launched in 2021.

Holland America Line’s private island in the Bahamas, Half 
Moon Cay, is celebrating its 20th anniversary this year.

Holland America Line highest rated port of call is Quebec City, 
available on the Canada & New England cruises

Holland America Line’s Collector Voyages combine 2 or more 
cruises to form one amazing voyage, without repeating a port 
of call.

Music  
Walk  

All references to Holland America Line are: ©2017 Holland America Line. All rights reserved. Ships’ Registry: The Netherlands. 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 | F7517
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your cruise coach

valon Waterways is one of the 

leaders in river cruising, and  

I recently had the opportunity to 

sail on the Blue Danube Discovery. On this 

12-night itinerary, guests enjoy two nights  

in Budapest followed by a seven-night cruise 

to cosmopolitan Vienna, charming Durnstein 

and Melk in the Wachau wine valley, 

stopping in Passau before disembarking  

in Nuremberg to continue onward for three 

nights in Prague.

Guests coming from large ocean ships 

will immediately be impressed by Avalon's 

food and service. Meals are made to 

order, featuring regional specialties made 

with local ingredients. Because maximum 

guest capacity is only 166, service is prompt  

and personalized, and staff members quickly 

learn your preferences.

Breakfast and lunch are buffet-style in the 

dining room, with lighter fare available in  

the Panorama Lounge. A nice touch at dinner 

is olive oil and balsamic bottles tableside, 

in addition to butter for the freshly-baked 

bread. Reflective of the itinerary, Hungarian 

and Austrian wines and Bavarian beers 

are complimentary with lunch and dinner,  

and there is a daily happy hour with half-

priced drinks. Not to be missed is the Bavarian 

lunch, with grilled sausages, currywursts, 

suckling roast pork, oversized pretzels and 

sacher torte to tempt your tummy.

A hidden gem is the Club Lounge on Deck 

3 aft, with a specialty coffee machine and 

a large selection of teas and juices. Choose 

from espresso, latte, cappuccino, latte 

macchiato, or hot chocolate at a press of 

a button. The most difficult part is to resist 

the tasty cookies and pastries while your 

beverage is brewing.

The hallmark of the Avalon ships is the 200 

square foot Panorama Suite with an entire 

wall of windows, and a plush bed that faces 

the glorious views. You have the option 

of lazing in bed as you sail, or sitting next 

to the sliding door that opens 11 feet to 

create an open-air balcony. This is what sets 

Avalon apart, and you should always offer 

this category to ensure clients get the best 

onboard experience.

Onboard entertainment is low-key but regional. 

Our sailing featured Hungarian musicians,  

a Viennese Waltz lesson, enrichment lectures, 

and complimentary Wachau wine and Bavarian 

beer tastings.

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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The included excursions at every 

port are basic orientation walks. 

Specialty events such as concerts, 

palace visits and extended day trips 

are at additional charge, priced in Euros. 

Well worth the €74 is the excursion to 

Cesky Krumlov in the Czech Republic.  

This beautifully preserved Medieval town 

serves up a castle, cobblestoned streets, 

winding alleys, and countless outdoor 

restaurants along the bend of the Vltana 

River. Try a trdelnik, a hollow pastry grilled 

over fire and rolled in cinnamon sugar or 

ground nuts; and enjoy a Czech Budvar — 

the original Budweiser — a dark ale that  

is both rich and flavourful.

The Danube is a fast-moving river, dotted 

with farmland, vineyards, and rolling hills. 

Sit back as your ship passes quaint villages 

with orange roofs, half-timbered homes, 

and medieval church spires. A train whizzes 

by along the river bank, and an occasional 

castle keeps sentry on the hillside. There is 

plenty of action on the water too. Tankers 

and freighters transport industrial goods, 

and river ships cross paths in both directions. 

Who knew traffic watching could be 

this interesting?

Transiting the many locks of the Main-

Danube Canal is another highlight. With just 

six inches to spare on either side of the ship, 

watching the operations and experiencing 

the rise or fall of the water, you marvel at 

this great feat of engineering that dates 

back to 793 AD.

The Blue Danube Discovery itinerary operates 

April to mid-December. Rates are lowest  

and crowds are fewer at the beginning 

and end of the season, but the weather will 

be cooler and wetter, and snow is possible 

in late Fall. The cruise fare includes all 

onboard meals, soft drinks, specialty coffees 

and bottled water. WiFi is free although 

connection can be spotty. Gratuities to 

the Cruise Director and housekeeping are 

additional and can be prepaid in Canadian 

dollars at time of booking.

Avalon currently has early booking discounts 

for 2018 departures, waived single 

supplements on select sailings, and an agent 

gift card incentive. For full details, visit Avalon's 

travel agent portal www.AgentLingo.ca.

 
 
 

 
 
 

 



At Windstar Cruises, we understand the pride of our northern neighbours, and want to  
  celebrate Canada’s 150th Anniversary with a $150 shipboard credit on select voyages. With 
just 300 likeminded travellers, Windstar Cruises o� ers your clients a cruising experience so 
intimate and casually elegant it feels like their own private yacht. They can bask in the glory 
of palm-lined shorelines, cultural edifi ces, and little-known harbours that only a small ship 
can explore. For a limited time, we are also o� ering additional savings on select voyages.

All fares mentioned are per person, in US dollars; cover the cruise only, are based on double occupancy in the lowest category, and include non-discountable 
amounts. Mandatory onboard gratuities are extra. Taxes, Fees & Port Expenses are additional and range from $36-$953 per person. Windstar is o� ering 
Canadian Residents a shipboard credit (SBC) in the amount of $150 per person, subject to a maximum of $300 per stateroom or suite on select cruises, 
SBC is in USD. Single fares will earn a $150 SBC. In the alternative, a discount ranging from $150-$300 per person will be given on select cruises. Both 
shipboard credit and discount may not be on the same sailing. Destination Discovery Event is applicable to select cruises and will be added at time of 
booking. Please double check your invoice for its presence. O� er is valid on new bookings only for select departures and subject to availability. Consult 
your Windstar representative for promotional o� er or discount combinability. Bookings are non-transferable; no name changes can be made nor can this 
o� er be applied retroactively. Cancellation penalties may apply, please see website for details. Certain restrictions apply. Fuel surcharges may be imposed 
or increased over time. O� er is capacity controlled and may be withdrawn or modifi ed at Windstar’s discretion at any time. Information contained herein is 
accurate at the time of publication and subject to change without notice. All terms and conditions stated on the Windstar website apply. Cruise is provided 
subject to the terms and conditions of the Passage Contract. O� er expires on July 31, 2017. Ships’ registry: Bahamas. 

$150 Shipboard Credit to Canadian Residents 
Book by July 31, 2017.

ALASKA • ARABIA • ASIA • CANADA & NEW ENGLAND • CARIBBEAN • COSTA RICA • EUROPE • PANAMA

Sailings from/to Hong Kong, Vancouver, Manhattan and more

To learn more go to WindstarCruises.com/canada150

150th Anniversary Sale



 The Evolution of  All-Inclusive ®

Savings up to 55% off of the published rate. Rates may vary by date. For travel based on a minimum 3 night stay, 1 free child per 1 adult paid, limited up to 2 children per room. 
Children aged 12 and under. Offer valid for new bookings made by June 30, 2017 for travel through December 24, 2017. Blackout dates May 20 through 25, July 1 through August 
16, and November 22 through 25, 2017. Other blackout dates may apply. Kids Stay Free is not combinable with any other promotions. Offer may be changed or withdrawn at any 
time. Not responsible for errors or omissions. Other restrictions may apply. Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks are trademarks of Hyatt Corporation or 
its affiliates. ©2017 Hyatt Corporation. Playa Hotels & Resorts, an authorized operator and owner of Hyatt Zilara™ and Hyatt Ziva™ resorts in Jamaica and Mexico. All rights 
reserved. PLA03670517

Call Your Preferred Tour Operator
800.720.0051  |  H YAT T.C O M

SAVE UP TO 55% 
+KIDS STAY FREE 
BOOK BY JUNE 30, 2017

FIVE WATER SLIDES LUXURIOUS OCEAN VIEW SUITES

INNOVATIVE DINING OPTIONS

A L L- I N C L U S I V E  R E S O R T S

All -Inclusive Luxury in the Baja
THE WOW FACTOR AT HYATT ZIVA™ LOS CABOS
■■ Sparkling swimming pools including an ocean-view infinity pool and adults-only pool 
■■ All-suite accommodations including family suites
■■ 16 restaurants and bars such as Zaffiro, our beachfront pizzeria
■■ Professionally staffed KidZ Club and water park with splash zones

C A N C U N  •  L O S  C A B O S  •  M O N T E G O  B A Y  •  P U E R T O  V A L L A R T A

PLA03670517 PAX-June-FP-ZVLC_v3.indd   1 5/10/17   10:35 AM
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I can’t believe I’m saying this, but 18 years. 

Time flies! I was a bank supervisor in Trinidad 

& Tobago, and it was my desire to see my 

beautiful oil-rich country, which placed 

tourism secondary to the lucrative oil 

and gas industry, become more focused  

on promoting its unique culture and 

natural beauty. That bothered me, and  

definitely sparked my interest in travel 

and tourism.

 
  

I was a successful travel agent/manager 

and promoting specific destinations and 

resorts, especially in sun destinations, to 

encourage sales intrigued me. Working for  

a tour operator was exactly what I was 

looking for at that time.

  
 

My territory is Ontario. Face-to-face 

time is always a challenge with such a 

large territory, but at the same time, as 

an AMResorts business development 

manager (BDM), I am able to partner with 

tour operators, host and attend events 

and FAMS, and work hard to visit as 

many agencies and agents as possible. 

As an alternative, social media, phone 

meetings and webinars can effectively 

fill in the gaps. How many kilometres do  

I travel? That is a tricky question as every year  

is different, but let me just say…A LOT!

  

I love meeting new people and I love the 

friends and associates I have made in the 

travel industry. I think we are some of the nicest, 

most fun, most passionate people around.  

I especially love to see increases in sales, which 

makes my time and effort worthwhile.

  

Sometimes things happen totally out of our 

control. Everything affects travel – politics, 

weather, health concerns, crime, exchange 

rates – you name it. We always rise above 

though! Challenges make us stronger,  

and we are a robust industry. Canadians love 

to travel and will always travel.

 
 

That’s a huge question. It definitely merges 

sometimes, but I think you have to have a 

separation there. It’s important, even if it 

means you have to actually schedule private 

time for yourself, family and loved ones.

 

Technology and changing interests. Clients 

are more savvy, they have access to limitless 

information, they are no longer content with  

a basic vacation package. They expect 

more for themselves and their family, 

and for most it’s no longer just about the 

cheapest option.

My career is directly linked to the travel 

agent. Travel agents are very important, 

and their knowledge and expertise remains 

vitally important for the consumer. People’s 

interests will continue to evolve, so as the 

travel agent adjusts to fill those needs,  

I will also adjust to provide them with the 

tools and information needed to serve  

our mutual clients

  
 

I’m happy where I am now. If I had to make 

that decision, I would decide then!

  

I love Mexico! It truly has it all: culture, beaches, 

history, gastronomy, great excursions, shopping, 

nightlife, good weather, short flight, superior 

service, multiple destination options and 

of course, great resorts at great prices. We 

should consider ourselves lucky to have Mexico  

and so many other great countries to 

choose from.
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My entry to travel was simply an accident. I was 

attending university back home in Colombia, 

and I needed to get a part-time job. An 

opportunity came up with Eastern Airlines 

looking for bilingual in-flight employees, based 

in Colombia. After a brief period in in-flight,  

I moved to airport ground services, so I could 

manage both the job and my full-time studies 

in Business Administration. During those years 

living a very hectic work and studies life,  

I developed a strong interest in moving up the 

ladder to different departments within Eastern 

Airlines (which was purchased by American 

Airlines in 1990). I spent 12 great years at AA, 

in different departments from passenger and 

cargo sales to airport operations, training and 

also International Corporate Security. I worked 

in more than five countries in the Mexico-

Caribbean-Latin Region and did temporary 

instructing work at AA Training Center in Dallas.

 
  

After I left AA in 2002, I decided to move  

to Canada, and told myself I had to try other 

industries, which I did. After one year in car 

sales and the insurance business in Ontario, 

it was clear to me that aviation was my 

passion and my life. At that time, WestJet 

was very small; so was Jetsgo. I applied  

to jobs with both and both gave me an offer, 

but I made the right choice. My educational 

background in business administration and 

marketing supported my decision to become 

WestJet's first Sales Representative for Eastern 

Canada in 2004.

  
 

I work as senior manager — business 

development, with overall commercial & 

business development responsibilities for 

travel agencies sales for all of Canada,  

for WestJet, Encore and WestJet Vacations. 

I also cover sales for the Eastern United 

States and Europe, as it relates to groups/

conventions and incentive travel.

  

The people I have met throughout my 26 

years in aviation. I have developed great 

friends and have amazing memories,  

in beautiful places around the world. We sell 

dreams, we help people get to destinations 

to run their business, or we help families and 

friends go and experience what the world 

has to offer.

  

I can’t think of anything I truly dislike, however, 

one of the frustrations is the fact that so many 

variables affect travel, and we need to 

understand that as industry professionals, we 

can’t control them, everything from political 

unrest, natural disasters, the economy, money 

exchanges and fluctuations, consumer 

confidence, and so many others.

 
 

I personally have the “Mike Miguel Rules,” 

which I developed after years of being out 

of balance and mixing work with my life. 

They are clear in my mind and I enforce 

them the same way I enforce policy or  

a guideline in the business I manage.  

You need to learn to stop, to respect your 

days off and your vacation time, and you 

need to respect yourself and those who 

care about you.

 

I would say the internet and everything 

associated with technology and also the 

way we market to consumers via social 

media. The amount of information available 

to the consumer can be overwhelming.  

On that note, travel agencies who 

understand the advantage and benefit 

of these changes have adapted and 

increased their income as a result. They 

have learned to target different consumers 

and even consumers in areas far away from 

their bricks-and-mortar store. They have 

also moved into a consulting and advisory 

role: one who offers value, knowledge and 

true first-hand expertise in a destination.

I can tell you there is difference between a 

salesperson working in the airline industry versus 

an airline person who works in sales. The airline 

individual is passionate about aviation, aircraft 

types, configurations, distribution and airport 

operations. I’ve done so much work in different 

areas and business units for three major airlines 

that something inside of me is saying that  

‘it’s time to share that knowledge with those 

getting into the industry.’

 
 

Hotels. No doubt about it. Sales in a remote 

place of the world and in a beautiful resort. 

Let’s say Tahiti for example!

  

Sun and beach in the summer time.  

My Europe summer trip is simply non-

negotiable, mainly to the Mediterranean. 

In the winter, I hide in my Miami winter 

home, with weekend trips to Barranquilla, 

Colombia to see my parents.
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I’ve been in the industry for almost 20 years. 

I was always fascinated by planes and the 

need to travel to experience. I could tell what 

airline was in the sky and would name them 

off, always surprising my friends and family. 

Even though my path in university was for  

a different career, one of my family members, 

after naming off that aircraft in the sky again, 

simply said to me “you need to be in travel”  

and here I am! I have never regretted that 

choice and glad I changed my path.

  
  

 
I started with the bones of the company, 

which was reservations, and always had  

my eye on a sales role. I had built the 

relationships with these agents over the phone 

and now wanted to take the leap and go 

face-to-face. I wanted to drive what was 

known back then as the ‘Sunquestmobile’: 

a big caravan but nonetheless wanted that 

opportunity. I took a leap of faith and even 

though I was so shy back then, the need to get 

out, build relationships with clients and have  

a non-repetitive job was what I found exciting 

about this role. Clearly it was the right choice 

as I would never change out of sales.

  
 

 
I am director of sales for Ontario and work 

with some amazing BDMs to help grow sales 

and provide the best service in the industry. 

Our challenges are simple – there’s so many 

travel agents to service and so few of us, but 

we manage quite successfully, There is always 

so much opportunity within Ontario to grow 

business and we take each opportunity and 

each relationship one at a time and truly enjoy 

every minute of it. Travelling can sometimes be 

extensive during the year. Since TravelBrands 

offers so much product, we can see quite a 

few opportunities of travel; from places such 

as New Zealand to cruises and conferences 

it can get quite extensive, but we have an 

amazing sales team across Canada that makes  

the travel part easy to manage between home 

and work-life balance.

  
 

The industry and my role is all based on 

relationships, pure and simple. I have over the 

years developed relationships with people 

I once considered clients who have since 

become amazing friends and almost family. 

  
 

Time is never on our side. In sales, there are 

always things you could be doing to help 

clients, gain sales and think of new ways  

to really stand out. If someone can get me  

a few clones, I would be the first in line to order!

 
 

If anyone says that their personal and 

professional life are separated in this industry, 

I won’t believe it. If you have a passion for 

anything that you do within your career, you 

merge the two together and in my mind and 

experience, that is where you see the results 

and the success! It’s quite rewarding and  

at times overwhelming mixing the two together, 

but life is all about balance and I’ve been lucky 

enough to understand that and have some 

amazing supportive friends and family that keep 

that manageable.

 
 

I truly believe that for true sales people, 

nothing in my profession has really changed.

You either have that mentality or not, and 

the tasks are always the same, help your 

clients and the business will come. There is a 

great quote by Rand Fishkin out there, stating 

that “The best way to sell something is don't 

sell anything. Earn the awareness, respect  

and trust of those who might buy.” That is 

exactly how I have learned to sell and I can say 

our entire sales team feels the same. The only 

thing that has changed is that it’s become more 

competitive and more aggressive and you 

really need, as an individual, to create fantastic 

relationships and uphold a great reputation to 

build the trust factor to make you successful. 

Trust me, we all have reputations in this business!

 
Hopefully grow a bigger sales team; the more 

the merrier, but not just anyone can fill that 

role to juggle and manage what we do at 

TravelBrands. I really hope to continue to 

manage and motivate a team of BDMs and 

provide them with all the tools to help them 

succeed in making quick decisions on the road. 

 
 

There is something really unique about 

TravelBrands. We sell all aspects of travel 

and pretty much the entire world. I couldn’t 

see isolating myself to just one thing.  

I am constantly flipping hats and juggling 

many things during the day and not many 

companies provide this type of environment, 

so it’s a good place to be.

  
 

I try to visit a destination once and move on. 

There is so much to see in this industry that 

you cannot isolate yourself to going back 

to the same place over and over. Luckily  

in sales, you get to visit many different places 

for work; for personal family life, with younger 

kids we are currently sticking to cruising  

and Caribbean vacations (where WiFi is a 

must!). We’ve got to see this world and it 

starts with one place at a time!

 



For the best travel industry news : PAXnews.com PAX   29

 
  

I have been in the industry for almost 40 

years. I was a month old when I took my first 

flight – I think that is when it all started. Big 

thank you to my mom for getting me started  

on my journey in the travel industry. She was 

travelling alone with me and my two sisters 

on a flight from Calgary to Toronto to be 

with my grandparents. My father was based  

in Egypt at the time.

 
  

In my opinion, sales is an exciting area  

to work in because it connects you with 

all departments of a company. Working 

in sales and business development opens 

up doors and gives me insights into many 

business models. At my company, Allianz 

Global Assistance, we really put a strong 

focus on our partners to help them do 

their best through support, marketing and 

training. This is great because it provides 

me with the opportunity to learn something 

new every day.

  
 

I am based in Toronto and work from my 

home office. I have partners that are 

national as well as local. I communicate 

with my partners via phone, text, email, 

webex, virtual national calls and social 

media. Sometimes it’s a challenge 

because you don’t have the same level 

of engagement as you do when you are 

face to face. The truth is we are open to 

reaching out to our partners in any way 

we can, if it means we are connecting 

and making a difference in helping them 

to understand the importance of selling 

travel insurance to their clients. I enjoy 

the opportunity to participate in partner 

regional meetings and conferences to 

spend face time with people I have known 

for many years in the industry, as well as 

new people I am meeting for the first time. 

  

I appreciate the opportunity to see the world 

and meet some amazing people along the 

way. I am grateful that my career presents me 

with opportunities to learn and grow personally 

and professionally.  

  

I think it is unfortunate that my partners – the 

travel advisors – are not more respected  

by consumers for the important role they play 

in selling travel.  

 
 

One of the ways I try to stay balanced  

is by blocking time on my calendar for both 

my private and professional life. I also set 

personal and professional goals for myself 

to stay energized and motivated to live  

a balanced life. 

 

I would say the biggest change in my 

profession is adjusting to the automation 

and technology and how it has redefined 

the expectations of the sales role. 

The years of experiences that my career 

has provided has helped me develop a 

holistic approach to working with people. 

I focus on how to grow their business and 

increase their bottom line, through training, 

sharing marketing ideas, leveraging the 

brand, developing ideas, and really trying 

to find a connection and making selling 

easier. I like using SMART goals as a proven 

method in development. I feel supporting 

my partners is the focus of what I do... I 

am grateful for the opportunity to learn  

and grow from one another and always 

incorporate some fun along the way.

In my current role I see that there is so 

much opportunity to assist my partners in 

developing their travel insurance business. 

Travel insurance belongs to the travel 

professionals that sell travel and it is my 

role to help them build the confidence 

and knowledge to earn it back. 

 
 

I have always been interested in working on 

the retail side of the business managing supplier 

relations. It would give me the opportunity to 

be involved with many different aspects of 

the industry. 

  

In September I took my first AmaWaterways 

cruise to Cambodia and Vietnam. It was 

a life-changing experience: the journey 

included a trip to ODA Free Village English 

School in Cambodia's Siem Reap province, 

where we were able to meet with local 

children. They were so sweet and they sang 

us a few beautiful songs. This is why I love 

travel. I would like to do another river cruise 

– anywhere. The time to travel is now.
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I started on Valentine's Day 21 years ago. 

I can't lie – it all started because I met a cute 

Aussie girl on Venice Beach who worked for 

Australia Pacific Touring (APT) back in Australia. 

She put me in touch with the right people and 

the rest as they say, is history.

 
  

 
Timing is everything! When I met the girl 

mentioned above, she mentioned that the 

BDM for APT in Canada had just resigned.  

I jumped on the next available flight home 

from L.A. and landed the job two weeks later. 

God was looking after me, it was meant to be!

 
 

 
My territory is essentially Canada. As Goway's 

South Pacific/Downunder specialist, I go 

coast to coast. In fact, a few weeks ago  

I drove from Regina to Moose Jaw to Swift 

Current to Medicine Hat to Lethbridge (for 

a Downunder consumer night) then up to 

Calgary in the same day. Having said all that, 

I live in Ontario so the bulk of my time is spent 

in my home province covering all of Goway's 

destinations. As far as challenges go, getting 

out to see everybody as often as I would 

like. It's a big province and an even bigger 

country — too many kilometres to count!

  
 

I'm very blessed to have seen many amazing 

places around the world. Of course, the long list 

of amazing people that I have worked with and 

met over the years ranks right up there as well!

  
 

I may have to use my filter here which doesn't 

always work that great. How about those Blue 

Jays? (that's me changing the topic).

 
 

What's a private life? Ha!

 
 

Our increased dependency on computers.

 
I wish I had a crystal ball to be able to 

best answer this one. I can definitely say 

what will remain the same: that being 

the importance of BDMs pounding the 

pavement! Agents want to see us, agents 

want us to go to bat for them when 

needed, agents want us to be their voice 

when suppliers don't appear to be listening 

and agents want us to train them on  

our products. Those things are not going 

to change — we are the face of the 

companies we represent!

 
 

 
I think I would choose to be a tour guide in 

destination. It comes back to my love for travel!

  

No way I'm telling you! You'll show up with your 

camera! No chance! Ha! Seriously, Ontario 

cottage country is a great getaway!  I know 

an awesome one for rent if anyone is 

interested. 

  Visit 150 
destinations in

Canada!
Commissionable

flights and packages
to Canada

from USA, Latin
America and Europe

sunspotsholidays.com

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

TICO Wholesale 
reg. 50013229
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“We were in New York and we saw this hotel 

which we fell in love with,” recalls Group 

Germain Hotels co-president Christiane Germain.  

“We decided that we wanted to do the same 

thing in Quebec.”

It was in 1988 that Germain and her brother Jean-

Yves, then a pair of restauranteurs continuing 

on the family business, made that trip to The 

City That Never Sleeps and booked a stay at  

the Morgans New York on Madison Avenue. With 

its ultra-modern yet timeless architecture and 

décor, the Morgans made such an impression 

on the Germains that it would serve as the 

inspiration for a new chain of boutique properties 

north of the 49th Parallel. That impression remains 

to this day: not long before speaking to PAX this 

spring, Germain had returned to the property 

which inspired it all, reaffirming that initial 

experience with the boutique hotel concept.

“Going back after nearly 30 years, it made me 

understand better why we were so impressed with 

the Morgans,” explains Germain. “I remember 

walking into the hotel the first time we were 

there and thought ‘this is so now.’ I got the same 

impression when I was there again.”

Nearly 30 years since its founding, Quebec City-

based Group Germain has expanded its presence 

across Canada with a Le Germain or Alt Hotels 

property in nearly every province. Beginning  

in Quebec City with the establishment of Hotel  

Le Germain-des-Pres (Canada’s first boutique 

property and now Alt Hotel Quebec), the business 

currently counts 14 properties: six under the main 

Le Germain brand, with Le Germain Hotel Ottawa 

opening next year; and eight Alt Hotels, including  

the recently-opened Alt Hotel St. John’s, and 

properties in Saskatoon and Calgary coming in 2018.

After almost eight years of working alongside 

parents Victor and Huguette Germain in the 

family business of restaurant management (which 

started in 1957 with the purchase of a convenience 

store featuring a lunch counter, later blossoming 

with original restaurant concepts by the younger 

Germains such as Cousin Germain and the Café 

Saint-Honoré), Christiane and Jean-Yves decided it 

was time to branch off on their own. History appears 

to be repeating itself: the company recently 

welcomed the latest generation of Germains, with 

Hugo, Clarah and Marie Pier Germain serving as 

director of development, national social media 

manager and general director of Alt Hotel 

Montreal respectively.

“The company we founded was a spinoff of 

the family enterprise and to be honest, I never 

thought that I would be running a hotel chain!” 

Germain recalls. “After seven or eight years  

of restaurants, I wanted to do something else;  

the restaurant business is great but after a few years 

it was very demanding.”

While the original inspiration for Group Germain 

may have come from New York, an emphasis  

on all things Canadian has been present across

 
 

 
 

 

  

 





For the best travel industry news : PAXnews.com36   PAX

the company long before this year’s 

sesquicentennial celebrations made Canada a 

‘hot’ destination for international travellers. From 

an emphasis on hiring Canadian talent – assisted 

by the presence of hospitality internship programs 

at every Le Germain and Alt property – to  

the incorporation of local artwork into the décor  

of each hotel, Germain says that the company 

prefers to make use of the resources at hand before 

sourcing further afield.

“We’ve always been proud of who we are and 

our origins, and we’ve always taken great pride in 

Canada,” she explains. “We understand the global 

economy – I have nothing against international 

talent, which we try and attract – but we do our 

best in making sure that we work with Canadian 

talent. There are so many great things that are being 

made here that I see no reason to go anywhere 

else. Sometimes it’s a little more expensive but  

at the end of the day, I think it’s worth it.”

That ‘Canadianness’ can also be seen in Germain’s 

core values, both personally and company-

wide. With a Statistics Canada report finding 

that Canadians made more than $10.6 billion in 

charitable donations in 2010 alone, Germain is  

in good company, giving back by way of supporting 

a number of Canadian charities each year.

“This is something I’ve done all my life; this is how 

we were raised,” she explains. “My family was very 

involved in the community and now we do it more 

and more; as you grow your business and your 

presence, it’s important to be involved in every 

market that your business is in.”

Another key value for Group Germain is a focus 

on sustainability, from the implementation of 

environmentally-conscious practices (including 

the use of geothermal technology for heating and 

cooling as well as energy-efficient lighting systems) to 

guest amenities, such as charging stations for electric 

vehicles and the use of Bella Pella bath products  

in refillable containers at Alt Hotels. Montreal-based 

LEMAYMICHAUD Architecture Design was responsible 

for the drafting of the company’s newest properties, 

in which the incorporation of such environmental 

initiatives were paramount.

“In our world, sustainability speaks for itself and is 

very important,” Germain explains. “We try and do 

our share to make sure we’re in line with regulations. 

It’s interesting because so many people talk about 

being environmentally-minded, but they’re not 

willing to pay the extra money in order to follow 

those guidelines. To be sustainable it can cost more 

and not everyone is willing to do it.”

While an eye for good design has always been 

a hallmark of the company, Germain says that 

this particular aspect of the hotel business – from  

the lobby to guest rooms and all points in between 

– has become more important as the presence 

and awareness of design in everyday life has 



For the best travel industry news : PAXnews.com PAX   37

increased, particularly in recent years with the 

advent of sleekly-crafted smartphones making their 

way into nearly every purse and pocket.

“Design has evolved in a way that’s become 

accessible,” Germain says. “If you go back many 

years, good design was only for people who could 

afford to pay a lot for it. Now it takes different 

forms – you buy a computer or a phone and you 

appreciate how it looks. Good design is much 

more present in our lives and it certainly does apply  

to hotels; it’s much more important to guests than 

it used to be. Smart design is also very important; 

people are much more knowledgeable and 

it’s not just about looking good but also being 

well thought-out.”

In addition to the upcoming openings in Ottawa, 

Saskatoon and Calgary in 2018, Group Germain 

remains on the lookout for new markets across 

Canada. Of particular note is Vancouver which, 

despite proving a challenging market to enter due 

to the high cost of real estate and development, 

remains a top priority for the company.

“It’s a market we’ve worked hard at over the last 

decade,” Germain says. “In an ideal situation 

we’d have both an Alt and a Germain there. Real 

estate is very expensive to have a great location. 

We’re very disciplined; at the end of the day, it’s  

a business and we’re looking for the best 

opportunity. The plan has to make sense.”

While expansion outside of Canada could one day 

become a possibility, Germain says that it’s not  

an active pursuit for the company.

“Canada is a country that we actually work at 

developing ourselves, finding the opportunities  

on our own,” she explains. “If we were to go outside 

of Canada, it would be the result of someone 

presenting an opportunity, which we would then 

look at and decide if it made sense.”

And like all aspects of the travel and hospitality 

industries today, traditional suppliers and booking 

channels find themselves challenged by innovative 

competitors arising in part from advances in 

technology; hoteliers, of course, are now up against 

the sharing economy and booking formats such as 

Airbnb. Germain, however, takes the long view in 

regards to such competition as an inevitable reality 

of doing business, drawing on a lesson learned 

from her previous career in the restaurant world.

“When my family was in the restaurant business, 

I remember when McDonalds started up, and 

everyone got worried for the real restaurants,” 

Germain recalls. “As you can see now, people 

go to McDonalds but they also go to the real 

restaurants. There’s more people travelling because 

of Airbnb, just like more people were going  

to restaurants because of McDonalds. If you keep 

doing what you do well and always bring some 

improvements and understand your customer, 

you’ll stay in business.

“If you can’t stand the heat, get out,” Germain 

says, “but I’m still willing to stand it.”
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future proof

s a speaker, my job is to motivate and inspire with 

fresh ideas and provide practical ways to make 

them happen. Even the most eager listeners with 

the best of intentions tell me that they sometimes 

struggle with incorporating new strategies into their routine. 

“I just don’t have enough time,” they’ll say.

Having been a travel consultant myself, I understand. 

It is a situation that we all face in our jobs and in our 

everyday lives. 

The reality is that we will never have more time. Never. We can only choose to use the 

time we have in different ways. Even “free time” is a result of choosing not to do some 

things (or do them faster) to allow us to do other things, even if only to relax. 

Not one second of additional time will ever materialize. It is a futile pursuit. Accepting 

this reality is necessary to uncover and correct the real problem of how we spend  

the time we have. In a study of interactions between travel consultants and prospects  

or clients, we uncovered some interesting choices in time allotment.

We found that most first-time leisure travel inquiries lasted about 15 minutes. Of that time, 

most consultants spent around 13 minutes on prices, finding deals and talking about 

suppliers. The remaining two minutes or so was usually spent on advice and suggestions 

but something important was missing.

In most of the consultations, zero time was spent articulating any reason whatsoever  

to purchase the products discussed from the agency. For the few who did promote their 

own value, the maximum time spent on this vital topic was about 30 seconds. This is  

a big problem that perpetuates the challenge of not having enough time.

When no clear, compelling reasons are given for using a travel consultant, a consumer 

can only assume that what was offered is the extent of the value. With prices  

and information available everywhere, a conversation consisting mostly of those same 

things puts you in risky territory. 

In short, once your primary service is believed to be finding deals and quoting prices, 

even more of that sort of inquiry will result, with fewer and fewer turning into sales. Around 

and around it goes with ever-increasing time spent on unproductive efforts.

FUTURE-PROOF

 

 

 

 

 

  

 

 

 

 



Solving this dilemma is easier than you might think. Instead 

of doing more than you already do, rearrange and 

reallocate within the time you have. 

In our study, even those consultants who did a good 

job of promoting their value, did so at the very end of 

the consultation. This can make your value seem like 

an afterthought more than a primary consideration. So,  

talk about it first!

I don’t mean saying “before we discuss Jamaica, let me tell 

you how great I am!” Rather, practice positioning yourself as 

an integral and essential part of the process before you put 

the spotlight on suppliers and prices. Here’s an example:

“…I’d be happy to help you with Jamaica! If I’m handling 

the reservations, you’ll have access to all sorts of things you 

wouldn’t get on your own. The same price somewhere else 

doesn’t mean you’ll get the same experience or support. 

Anyway, let’s get started!”

That example would take no more than 20 seconds to say. It sets  

the tone and delivers a powerful message that this is NOT 

just another price-quote. As your consultation progresses, 

incorporate your value throughout the conversation  

and please, take credit for what you find.

“…this resort is highly rated and I have found a really good 

price for you. Also, we have a very close relationship with 

that supplier. If anything should go sideways, as long as  

I’m handling everything for you, I’m here to help.”

Lastly, reinforce your value again at the end. The objective 

is to take the focus off price and remind them that YOU  

are the primary product to be considered. An effective way 

of doing this is what I call practicing preventative medicine.

“…I understand you need to discuss this with your spouse. 

I encourage you to look online to help clarify your desires. 

Just please be careful. You will certainly see something 

that looks the same and might appear to be less. There  

is always a reason for a lower price but it’s not always a 

good reason.  If it is there is a legitimate deal, I can usually 

get it. It if is a rip-off, I’m here to protect you from it.”

This simple technique can free-up time otherwise wasted 

on non-booking inquiries. It won’t always work, but it will 

influence how you are seen. It is this shift in perception that 

can change how you spend the time you have, by inspiring 

a very different kind of inquiry in the first place.

As we approach our 150th birthday, it’s a great 
time to stop, look around and remind your clients 
that Canada is AMAZING. Travel is a part of who 
we are and right here at home you will find 
endless possibilities. 

cheers to
canada

* Save $150 per person applicable for bookings made 
02/01/17 - 07/31/17 on Canadian tours, specific 
dates departing 02/01/17 - 04/30/18. Offers are 
not valid on group or existing bookings, and not 
combinable with any other offer. Other restrictions 
may apply. Offer may be withdrawn at any time. Call 
for details. Travel Industry Council of Ontario Reg. 
#3206405; B.C. Reg. #23337

Join the celebration 
and save!
For more information or to book 
contact your local Business 
Development Manager or call 
800.468.5955

$150Save per 
person*
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New this summer, June to October 2017 –
Weekly flights from Toronto on Wednesdays via Montreal,
non-stop flights from Montreal on Sundays and Wednesdays
More reasons to experience Air Transat to Tel Aviv:
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›  Enhanced  inflight experience with our exclusive Club Class services or Option Plus in Economy Class

Also available for summer 2018, book now!
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ll it takes is three secluded beaches to feel 

like you’re on a private island. 

Such was PAX’s first impression of Blue Waters Resort 

and Spa, found on the northeast corner of Antigua, 

wrapped around the Windex-blue Caribbean 

waters of Soldier Bay. 

Originally known as the Blue Waters Beach Hotel, 

the resort first opened in 1960 under the ownership  

of Osmond Kelsick – notably, the only Antiguan 

squadron leader in the Royal Air 

Force during World War II.

In 1984, and with 45 rooms to its 

name, the hotel was sold to UK 

businessman Ronald Randall, 

who had fallen in love with 

the paradise property while 

vacationing there with his family. 

The Randall family still owns Blue 

Waters today, having expanded 

the place significantly into 116 

spacious rooms and suites, not to 

mention a few wow-worthy villas. 

Mr. Randall and his family still play an active role  

in working with management to maintain the 

hotel’s charm and surroundings. 

“His joy is landscaping,” said Alistair Forrest, general 

manager at Blue Waters, said of Mr. Randall’s 

ongoing influence on the property, in an interview 

with PAX at Blue Waters last November. 

“We’re waiting on 40-foot containers to come  

in from Miami, full of tropical plants that will only 

work here in the eastern Caribbean. We do that 

every year before the winter season to give the 

gardens an extra boost,” Forrest said. 

The sweet-smelling flowers, palm trees and greenery 

that dominates Blue Waters are indeed gripping, with 

or without the said 40-foot containers. There’s a sense 

of pride and responsibility Forrest holds in keeping 

the resort’s 17 acres of gardens ripe with upgrades, 

such as the hotel’s recent commitment to spending 

$100,000 USD on a new irrigation system. 

“It’s the spirit and the soul of the property that 

matters,” Forrest told PAX, commenting on  
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the resort’s mission to make people “feel good” 

from the get go. 

The staff at Blue Waters play a key role in this 

goal. Upon our arrival, we were greeted by a 

jovial bellman named Akeem, who tempered our 

exhaustion from travelling with an entertaining 

welcome rap. 

“There’s no worries, no fears, only beers, alright…,” 

Akeem rhymed, as he gently took our luggage  

and led the way to our rooms down a winding 

outdoor path of manicured shrubs and tropical 

flowers. “Remember, it’s Akeem, the dream, of the 

Blue Waters Team.” 

Mic drop. 

My guest room sat nestled in a hillside living quarters 

surrounded by tropical foliage. The unit was spacious 

and clean, boasting a balcony that overlooked  

the property’s gardens below and an outward, 

Instagram-worthy view of the Caribbean Sea. 

Blue Waters offers superior rooms here on  

the hill, or guests can upgrade to a deluxe room 

closer to the beach. For extra elegance (and 

space), there’s the option of booking either  

a hillside, beachfront or luxury suite. The suites, 

some with whirlpool tubs, have larger 

living rooms that can accommodate 

rollaway beds, which is convenient 

for families. 

There’s more. Further down the 

property, past a family-friendly pool 

by the beach and an adults-only pool, 

sit the Cove Suites. Measuring more 

than 730 sq. ft., and perched atop  

a cliff, these units are airy, intimate, 

and set apart from the main resort. 

Guests that stay here gain access  

to perks such as an exclusive infinity 

pool and concierge service. 

The Cove is upgradable, too, with 2,690 

sq. ft. penthouses that boast 220 degree 

views of the turquoise Caribbean Sea from private 

balconies that span more than 500 sq. ft. 

All rooms at The Cove are a short walk away from 

Cove Restaurant, one of Blue Waters’ six dining/

bar venues, Cove being the higher-end of the 

bunch. Here, flaming torches greet guests as 

they’re escorted to a cliff-side table overlooking the 

sea. If you’re planning on proposing to someone,  

this is the place to do it. 

The Caribbean and French fare at Cove Restaurant 

is included in Blue Waters’ all-inclusive plan, but for 

something extra succulent, there’s the Connoisseurs 

Choice menu, a selection of mouthwatering fine 

cut meats, available for $10 USD more. Take our 

word for it – it’s worth it. 

To cap a truly luxurious experience in the 

Caribbean, Blue Waters could have stopped here, 

but the resort goes even further with its prized 

collection of villas that 

are tucked away on a 

secluded peninsula: the 

three-bedroom Pelican 

House, the four-bedroom 

Turtle Cottage and the 

massive five-bedroom 

Rock Cottage.
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The latter towers over Soldier 

Bay and can only be booked 

if Mr. Randall, the owner, 

allows it as he occasionally 

still lives there.

Sounds like a great spot to have a wedding, you 

say? Yes, indeed. Weddings and honeymoons 

are big business at Blue Waters. The resort offers 

wedding packages that cover everything from 

registration and legal fees to the bride’s manicure 

to even releasing doves on the big day.  

Wedding ceremonies at Blue Waters unfold in  

a cliff-top gazebo decorated with flowers and 

white drapery, overlooking the Caribbean Sea. 

“As you walk down the aisle, you get transported 

into the open air. There’s pedals everywhere,  

the breeze is blowing,” Mandie Joseph-Braithwaite, 

a wedding and special events manager at Blue 

Waters, told PAX, painting a picture of how a Blue 

Waters wedding looks and feels. 

“As soon as [the bride and groom] get to the gazebo, 

the tears are flowing. And that’s the groom.” 

One reason why travel agents send wedding parties 

to Blue Waters is because “you’re guaranteed 

we’ll look after them,” Joseph-Braithwaite said.  

It doesn’t have to be a wedding with traditional 

music either. “We’ve played Canon in D, we’ve 

played Highway To Hell,” Joseph-Braithwaite said. 

“Once couples are in Antigua, we encourage them 

to make [weddings] their own.” 

Blue Waters hosts just three weddings per week  

to avoid long line-ups of brides and grooms. Value 

packages that include upgrades, free nights and 

all-inclusive wedding fees are available, too, 

depending on the time of year, one’s length  

of stay and size of group, Forrest said.

Wedding or no wedding, there are ample things 

to do at Blue Waters and in Antigua itself, from the 

resort’s kids club to tennis courts to cool excursions 

(such as Antigua’s Stingray City) to golfing at the 

nearby Cedar Valley Golf Club to its new Living 

Retreats wellness program, which runs May 1-Oct. 

31, 2017, and then again at the same time in 2018. 

Getting to Blue Waters is easy too – it’s just eight 

kilometres from V.C. Bird International Airport. 

Just don’t expect many late-night parties on the 

resort grounds – while the live evening entertainment 

at Pelican Bar was bopping, the action winded 

down shortly before midnight. Not a deal breaker, 

necessarily, as nightlife-rich St. John’s, Antigua’s 

capital, is a quick 15-minute taxi ride away.





vogue
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Photos courtesy of Destination BC

Home to some of Canada’s most varied and spectacular scenery, British 

Columbia offers plenty of travel draws for nature lovers, road-trippers  

and everyone in between. Just in time for July 1 celebrations, this year will 

see the completion of the Kettle Valley Rail Trail (above), a 218.3-kilometre 

section of the Trans Canada Trail spanning the Thompson Okanagan 

region from Christina Lake to Princeton. Later, head to Northern BC where  

the Tumbler Ridge Global Geopark (bottom left) – the first UNESCO-

recognized geopark in the province – takes visitors back in time millions  

of years amid the foothills of the Rocky Mountains, where dinosaur fossils 

and footprints remain frozen in stone. For travellers looking to taste some  

of BC’s culinary and wine offerings, the Pacific Marine Circle Route (top left) 

takes foodies on a 255-kilometre drive from Victoria to Port Renfrew along 

the beaches and old-growth forest of Vancouver Island, through Cowichan 

Valley (BC's second-largest wine country) with plenty of opportunities  

to sample some of Canada's best restaurants.
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Photos courtesy of Government of Yukon

While often associated with colder temperatures, Yukon is not only 

one of Canada’s current hottest tourism destinations but offers plenty 

of year-round travel ideas with plenty of summer attractions. 

Tombstone Territorial Park (above) – dubbed “definitely not a 

graveyard” by Tourism Yukon – features 2,200 square kilometres of 

sub-Arctic terrain to explore just north of Dawson City. From land  

to water, the Tatshenshini River (bottom left) offers world-class 

whitewater rafting with Class III and Class IV rapids, ranked number 

one by National Geographic on their Top 10 Whitewater Rafting trips 

and offering an exhilarating journey through Tatshenshini-Alsek Park. 

After you dry off, relax and unwind at the Dawson City Music Festival 

(top left), held over a weekend in late July each year and drawing 

dozens of musical acts covering a wide range of genres to perform 

under the Midnight Sun.
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Photos courtesy of Ontario Tourism Marketing Partnership Corporation and Ottawa 2017

If you can’t make it to Ottawa for the big celebration on July 1, not  

to worry: Canada’s most populated province has plenty to offer 

throughout the summer and beyond. In a North American first, France’s 

La Machine (bottom left) will bring its larger than life mechanical dragons 

and spiders to roam the nation’s capital July 27-30. Heading north, the 

Great Spirit Circle Trail (top left) on Manitoulin Island combines Aboriginal 

traditions with modern luxury; guests will have the opportunity to learn 

about traditional drum, take a medicine walk and learn how to blend 

herbal teas from the forest’s bounty, or take the Canoe Heritage Tour, 

while enjoying a modern conference centre and hotel as well as tepee 

glamping. If you feel the need to truly escape the everyday, northwest 

Ontario’s so-called Sunset Country offers more than 70,000 fishable lakes 

and rivers and backcountry paddling opportunities in remote parks such 

as Wabakimi (top right), Woodland Caribou, and Quetico Park.

Photos courtesy of Destination Quebec

Just across the Ottawa River from Parliament Hill, Jacques-Cartier Park  

in Gatineau will mark the country’s birthday with Mosaiculture (top left),  

the biggest horticultural event in Canada running from June 30 – Oct. 15, 

2017. In addition to this year’s nationwide celebration, la belle province is also 

marking the 375th anniversary of Montreal in 2017 with year-round events. 

Part of those official festivities include AURA at Notre-Dame Basilica (top right), 

featuring an immersive multimedia experience showcasing the basilica’s 

gorgeous interior, wealth of exquisite works and exceptional architecture, 

all set to a soaring musical soundtrack. While in Montreal, consider a stay at 

Le Mount Stephen Hotel (bottom left), the former George Stephen House 

first owned and built by Lord George Stephen and later turned into an 

exclusive Club exhibiting grandeur and opulence which remain to this day.
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Photos courtesy of Newfoundland and Labrador Tourism

From Earth’s early days to the entire human history of Canada, Newfoundland 

and Labrador’s Gros Morne National Park is the ideal spot to mark a milestone 

anniversary. Visitors to this UNESCO World Heritage Site can explore a wide 

range of landscapes, from the 500 million-year-old rock formations of the 

Tablelands (bottom left) to the waterfalls and wildlife of the Western Brook 

freshwater fjord (above). Guests can also hop on a Bonne Bay boat tour 

where they can photograph eagles, moose, whales and seabirds before 

becoming certified as an honourary Newfoundlander through a ‘screech-in’ 

ceremony, featuring live traditional music, a Cod fish, Sou’wester, and a little 

of the famous Newfoundland Screech. Better yet, Gros Morne is just one  

of the sites managed by Parks Canada which can be accessed this year 

with the free 2017 Parks Canada Discovery Pass.



escape

By Christina Newberry
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ot far from the sparkling lights of the Strip, there’s an 

ancient world of red rock canyons to explore.  

It’s hardly unusual to step into a limousine in Las Vegas.  

But when the long stretch limo is the your pickup for a 

helicopter trip to the Grand Canyon, you have to get a 

selfie. Or two. And then, just for good measure, you might 

as well ask the driver to take a shot. When he grins, grabs  

the phone, and starts shooting at multiple angles, it becomes 

clear he’s done this before. 

“We get more selfies in the limo than in the helicopter,” 

says Arlene Bordinhao of Sundance Helicopters, as I await  

my takeoff time at the company’s pre-flight lounge. Once 

I’m up in the air, I understand why. From the moment we lift 

above the Strip, I’m way too interested in what’s outside the 

windows to even think about pointing a camera at myself. 

We fly over the desert, and soon we’re soaring over the 

Hoover Dam, about 55 kilometres from the city. We follow  

the Colorado River to Lake Mead, where the rock formations 

look like something from another world. Forty-five minutes after 

takeoff, we descend into the Grand Canyon. The towering 

red walls are right at eye level, with the river that carved  

this mile-deep chasm still far below. 

We land on a bluff inside the canyon for a champagne 

picnic lunch. There’s plenty of time for photo-taking here,  

of course, and a few more selfies, too. When you make it to  

a bucket list destination, after all, it’s important to come back 

with photo evidence. 

On our return to Vegas, we fly into the sunset, the desert  

a stunning deep red. The giant hotels of the Strip appear in the 

distance, and the city lights blink on just as we fly overhead. 
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Morning brings a short drive into the desert for a more 

hands-on experience of the landscape with Above All Las 

Vegas ATV Tours. After suiting up in helmets and driving 

gloves, it’s time for a lesson on how to ride these beasts. 

The 250-cc Honda quad vehicles are beginner-friendly, 

with a semi-automatic transmission so there’s no need 

to worry about a clutch – though changing gears 

with my foot still takes some getting used to. They’re 

relatively small ATVs, but as I squeeze the gas on my 

right hand control, I lurch forward and suddenly feel like  

I’m riding a monster truck. My limited experience riding 

on the back of a motorcycle has me trying to lean into  

the turns, but that trick definitely does not work when you’re  

on four wheels. 

Our tour in Eldorado Canyon goes, shall we say, slower 

than most. At first I’m itching to get up to higher speeds, but 

after a bit of a wobble on one particularly bumpy corner,  

I’m pretty content to poke along. Soon, though, we come to  

a complete stop, our guide gesturing for us to look right. There’s 

a herd of big horn sheep passing by, seven of them, grazing 

as they go. We stop and watch until they wander out of view. 

After two hours riding my bright red ATV, I’m covered  

in dust but still in one piece. For a city dweller who rarely 

even drives a car, that feels like victory.   
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Less adventure-oriented travellers can get an up-close view 

of the desert using their own two feet. There’s stunning hiking 

just outside of Las Vegas, including at Red Rock Canyon just 

25 kilometres west of the Strip. But if you really want to feel like 

you’ve landed on another planet, it’s worth the 90-kilometre 

drive northwest to Valley of Fire State Park. 

We head out at 6 a.m. to get going while it’s still relatively 

cool. Rather than set out on one long hike, we’ve decided 

to drive through the park, stopping for a few shorter walks  

to maximize views while minimizing the time spent outside  

the comfort of an air-conditioned vehicle.  

Just past the west entrance of the park, we come to the 

beehives, bright red sandstone formations created through the 

power of erosion by wind and water. After a quick hop out of 

the car for a closer look, it’s on to Atlatl Rock, where 2,000-year-

old petroglyphs are perfectly preserved. As we drive out of 

the adjacent picnic area, we spot another bighorn sheep.

From there it’s off to our first short hike, Petroglyph Canyon 

Trail to Mouse’s Tank, a short circular trail that takes less than 

20 minutes to complete. The trail is accurately named, with 

petroglyphs everywhere, each seeming like a small treasure. 

But the ancient people who made these drawings were not 

the only ones to spend significant time here – Mouse’s Tank, 

a natural basin in the rock where rainwater collects, gets  

its name from an outlaw who hid out in this corner of  

the desert in the 1890s. 

After a welcome hit of air conditioning, we’re ready for a 

slightly longer walk, the 45-minute hike along the White Domes 

circular trail. Walking past the towering white and red sandstone 

formations and through the narrow slot canyon, it’s easy to 

see why the Valley of Fire has stood in for Mars (in Total Recall) 

and other alien worlds (in Star Trek). It’s not a hard hike, but it 

has become too hot to spend much time outside, and when 

we get back to the car, we’re pooped. We give up on any 

more hiking, but we do take one more short stroll, from the 

east entrance parking lot in to Elephant Rock, a sandstone 

formation that truly does look like an elephant, trunk and all. 

After an exciting but exhausting day, it’s time to head back 

into town for a more typical Las Vegas activity, sipping 

cocktails by the pool. After all, we’ve earned it.
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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.

COUNTDOWN TO PYEONGCHANG 2018 BEGINS

VISION, DIRECT TRAVEL 
MERGER

With the Winter Olympics in Pyeongchang less than a year away, Korea Tourism Organization 
hosted an event in Toronto to showcase the competition and promote the country as  
a tourist destination for Canadian travellers. Representatives from the Pyeongchang Organizing 
Committee for the Olympic Games and the Korean Consulate in Toronto were present,  
in addition to airline partners and other key figures associated with the Games. Pictured  
is the delegation representing Korea Tourism and the Pyeongchang Olympics.

Vision Travel announced plans to merge 
with U.S.-based Direct Travel Inc., a move 
which Vision described as a "first step toward 
a shared strategy to build a global company." 
The merger will see Vision continue to operate 
in Canada under its existing name and brand, 
with its executive team remaining in place. 

AIRPORTS WELCOME 
TRUDEAU COMMENTS

The Canadian Airports Partnership welcomed 
Prime Minister Justin Trudeau’s recently-
stated opposition to selling Canada’s major 
airports to fund the construction of new roads, 
hospitals and other projects. Trudeau made 
the comments during an interview in Toronto, 
appearing to dampen prospects of airport 
privatization.

CHANGES AT TTC, TDC

A series of changes at Transat saw Nathalie 
Boyer appointed general manager of 
Transat Distribution Canada (TDC), effective 
May 1, while TDC President and GM Joseph 
Adamo was to become vice-president  
and chief distribution officer of Transat Tours 
Canada (TTC), starting April 18. 

FARRILL TO PULSE

Cynthia Farrill joined the Pulse Travel Marketing 
Inc. team, helping manage the Brand USA travel 
trade account for Pulse from their Toronto office. 
Farrill, who recently retired from Air Canada 
after many years at the company, will work with 
support from Patrice Bell and the Pulse offices 
in Montreal and Vancouver and the Pulse PR 
and marketing teams. 

MERIT ACQUIRES  
CRUISEEXPERTS

Merit Travel announced the acquisition  
of Vancouver-based CruiseExperts Travel,  
a purchase intended to grow and strengthen 
its team while also broadening reach and 
market exposure. Both CruiseExperts Travel 
and Merit Travel belong to the same travel 
consortium, Signature Travel Network. 

WESTJET PLANNING TO 
LAUNCH ULCC

RAUZON JOINS CANANDES

WestJet announced plans to launch a new, 
ultra-low-cost carrier (ULCC) in Canada, 
subject to agreement with its pilots and 
any required regulatory approvals. Bob 
Cummings was announced as executive 
vice-president responsible for the carrier, 
which will launch late in 2017 or early 2018.

Michele Rauzon was named vice-president 
of national sales at Canandes, with her 
responsibilities including the development of 
new strategies to strengthen the commercial 
development of the tour operator in Quebec 
and increasing its brand awareness in English 
Canada. 

AIR CANADA LAUNCHES 
NEW ROUTES

Air Canada’s vice-president of global sales, 
Duncan Bureau, said that the launch of 
six new routes from Pearson International 
Airport – Savannah, Berlin, Reykjavik, Mumbai, 
San Antonio, and Memphis – reflected the 
company’s ambition to turn Toronto into  
a hub for global travel. Toronto to San 
Antonio, Memphis and Savannah service 
began on May 1, with the Toronto-Reykjavik 
route scheduled for June 21, Toronto-Mumbai 
for July 1, and Toronto-Berlin for June 1. 

news
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Toronto’s first luxury hotel, the Omni King Edward 
Hotel, reopened its elegant Crystal Ballroom event 
space, unveiling a new, luxurious look nearly  
100 years after its debut in 1922. From left: Terry 
Mundell, president & CEO, Greater Toronto Hotel 
Association; Beth Hanna, CEO, Ontario Heritage 
Trust; Christophe Le Chatton, GM, The Omni King 
Edward Hotel, Toronto; Winnie Schroder, area 
director of sales & marketing, The Omni King Edward 
Hotel, Toronto; Stephen Rosenstock, executive VP 
of operations, Omni Hotels & Resorts.

The Travel Agent Next Door kicked off its third annual 
conference at PortMiami in Florida, welcoming 
more than 100 travel agents and two dozen supplier 
partners on board the Norwegian Escape for a week 
of networking and learning at sea. Of TTAND (from 
left): Catherine Sternberg, travel agent services; 
Marisa Booth, training and development coordinator; 
Shean Carmichael, marketing and communications 
manager; Alma J. Ortiz, supplier & new agent relations 
manager; Flemming Friisdahl, founder; Rhonda Stanley, 
vice-president, talent development; Penny Martin, 
vice-president, travel agent experience.

TravelBrands showed agents a little love in Toronto 
during the company’s latest Travel Agent Appreciation 
events. Of TravelBrands: John Puntillo, vice-president 
and chief information officer, information technology; 
Sam Youssef, director, integrated marketing; Nathalie 
Tanious, vice-president; Joe DeMarinis, co-owner; Frank 
DeMarinis, co-owner & CEO; Diane Lattavo, vice-
president, air consolidation, call centre & operations; 
Enzo DeMarinis, co-owner; Tony Saunders, senior 
vice-president, finance & CFO; David Boigne, vice-
president, specialty divisions; Elvi Cal, vice-president, 
product development.

Members of the travel trade gathered in Toronto 
to bid a safe journey to India Tourism Director Anil 
Oraw, pictured second from right, who returned  
to India following the completion of his three-year 
term in Canada. 

Europe was in the spotlight as Air Canada Vacations welcomed travel agents 
to its ‘Europe Your Way’ trade show in Toronto, featuring the tour operator’s 
new Europe and Go Canada brochures for 2017. Of ACV: Guy Marchand, 
general manager of sales, Quebec & Atlantic Canada; Tyler Mattioli, area sales 
manager; Dianne Pedroso, area sales manager; Luigi Iannelli, senior director, 
strategy and business development; Heidi Schnitker, area sales manager – 
Toronto East; George Platanitis, vice-president, sales & partnerships.

Sunwing and Signature Vacations welcomed travel 
agents to its 2017 Spring Presentation, providing 
attendees with a glimpse of what’s available from 
the tour operator for this year’s coming sun season. 
Pictured: Dave Wright, director of sales, Ontario and 
Atlantic Canada & Rod Hanna, BDM, Southwestern 
& Northern Ontario.

Tourism Uganda held a media breakfast at Colette 
Grand Café in Toronto to highlight the many 
adventures that can be pursued when visiting the East 
African country. From left: Doreen Katusiime, ministry 
of tourism, wildlife and antiquities with the Republic  
of Uganda; Margaret Kyogire, deputy head of mission, 
the Republic of Uganda; of Uganda Tourism Board: 
Stephen Asiimwe, chief executive officer; James 
Ssbaggala, quality assurance coordinator.

WestJet kicked off its Travel Trade Expo series in Toronto, with agents and suppliers 
in attendance to see what the carrier has in store for 2017 and beyond. Of WestJet 
(from left): Candice Thomas, manager – agency sales; Jane Clementino, director – 
agency sales; Denise Saunders, business development manager – Atlantic Canada 
& Greater Toronto Area; Jill Cutting, agency sales manager; Joshua Knox, business 
development manager; Emily Spadafora, business development manager – BC 
& Yukon; Melissa Wallace, sales representative.
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The Utah Office of Tourism and five regional partners treated 50 agents and media members to  
a dinner and presentation in Vancouver’s Café Medina. Pictured at the event: Dallas Holmes, Cache 
County Visitors Bureau; Danelle Ramsay, Kane County Office of Tourism; Becki Lewis, Cedar City/
Brian Head Tourism Bureau; Rachel Mremner, State of Utah; Elaine Gizler, Moab Area Travel Council; 
Patton Murray, Visit Salt Lake. 

Some 170 industry partners gathered in Vancouver to mingle over BC craft beer and wine to celebrate 
new Air Canada routes from YVR to Denver, Frankfurt, Nagoya, Taipei, Gatwick, Boston and Dallas. 
Pictured are the Air Canada team at the event. 

Transat Tours hosted members of top producing agencies for a lunch in Vancouver to celebrate the 
success of the partnership between Transat and its valued agency partners from Western Canada, 
provide a short product update, and introduce one of the company’s new European supplier 
partners, Jumbo Tours Group. Pictured, L-R: Dean Neville, Transat Tours; Concetta Di Pisa, Jumbo 
Tours Group; Nicole Bursey, Transat Tours; Cole Keitamo, Transat Tours.

SkyLink hosted close to 180 travel agents at Vancouver’s Hilton Metrotown in an agent appreciation 
and supplier networking event. The eighth annual roadshow was also scheduled to see the company 
and its airline and destination partners travel to Calgary, Edmonton, Toronto and London. Pictured 
– Sandeep Mamgain, general manager, SkyLink.

UNITED AIRLINES INCIDENT

The Canadian government has considered 
introducing new legislation addressing the 
bumping of passengers from oversold flights in 
the wake of the violent removal of a passenger 
on an overbooked United Airlines flight. 

WESTJET TO EXPAND FLEET

WestJet is growing its fleet and looking toward 
expansion into Asia, South America and Europe 
with a definitive purchase agreement for up 
to 20 Boeing 787-9 Dreamliner aircraft, the 
airline announced. The agreement includes 
commitments for 10 Boeing 787-9 aircraft 
between the first quarter of 2019 and December 
2021, with options for an additional 10 aircraft to 
be delivered between 2020 and 2024. 

CHINA SOUTHERN IN YVR

Vancouver International Airport welcomed 
China Southern Airlines’ new three-times 
weekly Guangzhou-Vancouver-Mexico 
City service. It uses a Boeing 787 Dreamliner 
aircraft, marking the first route between China 
and Mexico via YVR. 

MALAYSIA AIRLINES  
COMMISSION

Malaysia Airlines announced that it would only 
pay commission on MH through published 
fares originating from Canada which include 
two routes – YVR-KUL and beyond on MH JL 
codeshare, and YYZ-KUL and beyond on MH 
EK codeshare. The routes would continue  
to pay five per cent commission. 

JAKOVAC, ZHANG  
TO CELESTYAL

Celestyal Cruises announced the 
appointment of Sandra Jakovac to the 
position of inside sales & administration and 
Tina Zhang to the position of sales manager, 
Western Canada and the Pacific Northwest 
USA. They will support and promote the cruise 
operator’s recent expansion of year-round 
sailings to Cuba along with its portfolio of 
Greek Island itineraries. 



We’ve always sought out that which is beyond the horizon. It’s in our very nature. To 
seek out new experiences, landscapes and cultures to expand our consciousness. 
Venturing across the mighty oceans of the world is one of the great thrills of being 
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Introducing Scenic Eclipse, the World’s First Discovery Yacht, a 6-star boutique 
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remember for a lifetime, such as a private classical concert at Opera de Monte Carlo.
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STARTING JUNE 8TH.
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premium wines, spirits and cuisine, and enjoy the comfort of our Maple Leaf Lounge while they wait.
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