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Nathalie is our very own tightrope walker. You just have to watch her juggle 

the two screens that sit on her desk to fully understand the complexity 

of her role here.

Though tiny in appearance – the top of her head doesn’t pass 

the window of her cubicle! – as the person who coordinates the 

distribution for Logimonde these past two and a half years, every 

day she does the work of giants. 

Nathalie is the one who sends out all of the daily promotions to 

all of our subscribers across Canada through our QuickPresse 

service, she’s the one who posts all the banners on our websites, 

manages the billing and sends out our magazines.

Her job requires flawless organization to meet the schedules and 

deadlines requested by our advertisers – maybe it’s the fact that she is 

already a grandmother twice despite her young age that she has acquired 

the precision of a Swiss clock – either way, I am lucky to have found this gem.

Driven by a strong sense of loyalty, Nathalie worked in customer service for 

26 years for GMAC, General Motors’ finance company, before joining us, 

and I often receive praise from customers who deal with her.

Deeply curious, she is always ready to go on the road to discover a new 

restaurant or a café that has just opened. Sometimes, she even sets out to 

explore on snowshoes, one of her great passions.  

The fact that she’s been able to become such a vital cornerstone of the 

company in such a short time, does that make her a flawless person? Well, 

she still has a spouse who supports the Boston Bruins… but that's another story!

Next month, I present Carlos, our web developer/human computer.

Marie-Klaude Gagnon
Publisher
marie@logimonde.com

Years of service: 2 ½ 

Role: Circulation Coordinator 

Location: Montreal

Contact information: 

450 689-5060, ext. 221 

nathalie@logimonde.com 



OFF THE BEATEN CAMINO
Visitors to Cartagena can hit the beach, explore up-and-coming neighbourhoods like Getsemani, with 
its impressive murals and trendy bars, or admire ruins and colonial architecture as they stroll the walled 
Old Town’s culture-fi lled streets. The beautiful beaches of Baru and Tierra Bomba Island also make for 
excellent daytrips!



For the best travel industry news : PAXnews.com PAX   5



For the best travel industry news : PAXnews.com6   PAX



WJ_11983_PAX_EN 2016-10-12T10:07:45-06:00



Benoît Schmautz

Uguette Chiasson
Marie-Klaude Gagnon

Founder
President & CEO

Travel industry news:

 PAXnews.com, PAXnewsWest.com, PAXnouvelles.com

416-581-1001 ext. 300

Corporate website: logimondemedia.com

All rights reserved: Logimonde Media

No part of this magazine may be printed or otherwise duplicated without
permission from the editor, Kerry Sharpe (kerry@paxnews.com).

The opinions, endorsements and all content in this magazine are not necessarily 
representative of those of the publishers, editor, journalists and other contributors, and

these parties shall not be responsible for any reliance theron.

Marie-Klaude GagnonPublisher

Karine LefebvreVice President - Media

Journalist

Kerry SharpeEditor-in-Chief

Blake WolfeAssociate Editor

Wazna AzemAccount Manager

Michelle Yee

André Désiront
Frédéric Gonzalo
Britney Hope
Michael Pihach

Contributors

Photographers

Nathalie ManouvrierCirculation Coordinator

Juan Carlos LoraWeb developer

Rates
Canada, 10 issues (one year): $49.50 (plus tax)
Canada, 20 issues (two years): $79.00 (plus tax)

U.S., 10 issues (one year): $110.00 (plus tax)
International, 10 issues (one year): $195.00 (plus tax)

CIRCULATION INQUIRIES
Nathalie Manouvrier
450-689-5060 ext. 221

paxmagazine@logimonde.com

Graphic design Alexandre Foisy

OFFICES
Toronto

2 Carlton Street, Suite 602
Toronto, ON, M5B 1J3

416 581-1001

Montréal
782 rue Principale
Laval, QC, H7X 1E6

450 689-5060

ADVERTISING INQUIRIES

Wazna Azem 
450 689-5060, ext. 220

sales@logimonde.com

Karine Lefebvre
450 689-5060, ext. 226

karine@logimonde.com

PAX magazine is published by

Get Repeat Business
RECYCLE
CLIENTS

Most of our coMpetitors say they 
specialize, but don’t ! they siMply 
recycle their reservations agents.

800-387-8850
www.goway.com

Your Globetrotting

With Real SpecialiStS

®

DOWNUNDER DOWNUNDER

AFRICA
E X P E R T SAFRICA

M I D D L E  E A S T A N D

Central &

& THE MEDITERRANEAN

Printer: Impart Litho imprimeur
Distribution: Canadian Publications Mail Product Sales Agreement No. 42658017
Legal deposit: Bibliothèque Nationale du Québec & National Library of Canada

Legal deposit number: ISSN 2367-9921



#HumanTouch @AirlinersCanada

www.airliners.ca
Airliners Cloud

Empowering Travel Professionals

Airliners CommunityAirliners CloudDessnasonsAirlines

airliners.canets@airliners.ca
877 727 6387416 485 6387



Welcoming the 
Best of the Best

barcelo.com



setting the stakes

 
 

Text: Blake Wolfe
Photos: Michelle Yee



For the best travel industry news : PAXnews.com12   PAX

hen Elie Abitbol arrived in Canada from 

Morocco in 1974, he resolved that if  

he was to continue his airline career in 

a new country, he would have to weave himself 

into the structure of not only the companies 

he would work for but their associated 

national characters.

“When you go into a business like that, you have 

to be one with the company,” Abitbol tells PAX, 

recalling a time when national carriers tended  

to hire staff from their corresponding states.  

“I said ‘if I’m going to get in there, I have to think 

like them, work like them,’ and so on. I became 

Italian and then I became Argentinian.”

The approach worked well: Abitbol first joined  

Air France in Canada as a ticket agent, followed by 

time with Alitalia and later receiving the nickname 

of ‘president’ of Aerolineas Argentinas. The tactic 

also set the stage for the next three decades, with 

Abitbol taking that knowledge and experience 

and applying it to the tour operator sphere 

with Gateways International, which marked its  

30th anniversary this year.

A move from the airline industry to the world 

of international tours in 1986 handed Abitbol 

his “gift from heaven:” a client base let down 

by a failing tour operator which he would turn 

around into the foundation of Gateways, using 

his connections to provide travel packages 

to Latin America. European itineraries began 

shortly after, starting with Spain and expanding 

eastward from there.

Much like his airline career, Abitbol and the 

Gateways staff have applied that approach of 

‘becoming one’ – in this case with product and 

service – to great effect, crafting and selling tours 

only after they have been explored thoroughly 

by a Gateways team member, while revisiting 

destinations and hotels intermittently to ensure 

standards are maintained.

Abitbol is also joined by daughters Talia May 

and Lisa Blitz, Gateways’ director of marketing 

& operations and marketing & promotions 

coordinator respectively, who are carrying on 

the family tradition. May is responsible for the 

company’s 2011 rebranding, including the new 

tagline of ‘Tailor-made Tours’ which exemplifies 

that in-depth, hands-on approach taken by 

Gateways in developing fully-customizable 

itineraries for agents on a per-client basis. 

According to Abitbol, the impetus behind the 

rebrand was an observation by a tour operator 

colleague, who thought there was too much 

Over the course of the interview, the topic of food 

was a recurring theme – both as metaphor for 

booking strategies and indicator of increased 

sophistication. Here are some of the choice cuts 

and takeaways:

On crafting itineraries which showcase the best of 

a destination:

“It’s like a tapas bar, a bit here and there,” says 

Abitbol. “When a travel agent calls us, by the time 

we finish, they (the itineraries) are tailored to the 

travellers. We say ‘don’t eat the whole plate of 

spaghetti, have a little bit.’ You’ll get indigestion 

and you might not be able to afford it!”

On food & drink as an indicator of increasingly 

sophisticated tastes, travel included:

“They want Michelin-starred restaurants and to eat 

where Anthony Bourdain told them to go,” May says.

Added Abitbol: “Instead of dreaming about 

that $10 million home, people are realizing they 

can travel and sample an incredible scotch 

in Scotland.”



identification with destination and not enough 

emphasis on service.

“We were trying to figure out not only who  

we wanted to be, but who we were and where 

we were going,” May recalls. “That was the birth 

of the logo and our new face to the public (and) 

that’s where the tagline ‘Tailor-made Tours’ came 

in, because Gateways International alone didn’t 

really explain what the brand conveys.”

As travellers’ tastes become increasingly 

sophisticated, while simultaneously, OTAs and 

mobile apps aim to simplify the booking process, 

it’s service – particularly when booking a complex 

itinerary in an exotic destination – which continues 

to set traditional operators apart from the pack, 

May says. She likens Gateways’ approach to 

a skilled trade or profession; for example, while 

travellers booking online might be swayed by a 

glowing five-star review and enticing photographs 

of a hotel in Rio de Janeiro, the same site likely 

won’t remind travellers they’ll need a Brazilian 

visa if they want to go there, she says. Similarly, 

while new itineraries are added each year, May 

explains that Gateways will only expand into a 

new destination once at least one team member 

has become an “expert” on that country.

“People think they can do it themselves, just take 

bits and pieces and make a vacation – and that’s 

fine if that’s what they want to do,” she says.  

“But what we offer is a service and I think that our 

specialization in the destinations which we sell  

is what people are buying, the same way you 

would go to a dentist for your teeth or a lawyer  
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for legal issues. You come to a specialist like us for 

the trip of a lifetime.”

And as a wholesaler, education of Gateways’ 

product and service begins with travel 

agents, who get a tutorial on the itinerary and 

destination from Gateways’ staff before sending 

clients on their travels.

“You could break down every component 

of the brochure and do it yourself but the 

most important part is who we are and the 

relationships we build with agents,” she says. 

“It’s the quality of the product and the level of 

service – we’re not order-takers.”

Ultimately, the hands-on approach is about 

ensuring clients have the best trip imaginable; 

in the event of a bad travel experience, while 

money can be refunded, the time spent 

researching, booking and travelling can’t be 

returned, Abitbol says.

“If you go and you’re disappointed, it spoils 

your vacation – and this is not refundable. You 

might be able to get some of your money back 

but I can’t give you time… We are selling an 

experience. And no one can take that away 

from you – it’s yours.”

Of Gateways International (from left): Lisa Blitz, marketing 
& promotions coordinator; Elie Abitbol, founder & business 
development; Talia May, director of marketing & operations.



Let us take you 
to Amsterdam
Just one of the many destinations KLM and its partners 
connect you to. We’ll take you there in comfort departing 
from our 5 Canadian gateways, year-round. Visit klm.ca 
for more information.
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Frédéric Gonzalo

technology

Speaker & consultant specializing 
in e-tourism

ver wondered what you really need to measure in order to gauge your 

success on social networks? The social conundrum is that we often find it 

hard to report on the success of given initiatives, while at moments we get 

overwhelmed with a stream of stats and indicators, struggling to make sense 

of it all. Too much data, or not enough? Here are key performance indicators 

(KPIs) I typically focus on with my clients, so I hope you find this useful!

NOTE: These are metrics that ought to be followed by social media managers, 

in order to report progress and performance of given accounts on these 

social networks. It’s assumed these metrics must be aligned with business 

metrics, i.e. sales growth, increase awareness, generating leads, etc., but 

it isn’t the focus of this article.

There are a variety of metrics that can be measured through Facebook’s 

native analytics module, so it is up to you to determine which ones help your 

case and align with your business objectives. While the data can be sliced 

and diced per day, per week or as per the past 28 days, I tend to prefer 

the more aggregated view (28 days) in order to compare on a month per 

month basis. Here are some key metrics to consider:

• Page Likes (new likes, unlikes, growth vs previous month and YoY)

• Total Reach (organic, paid)

• Total Impressions (organic, paid)

• Engaged Users (page level)

• Engaged Users (post level)

• PTAT – people talking about this (folks who engage with your content: 

like, comment, share or tag)
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Most of these metrics are provided when you extract a report, 

either at page level or post level, for a Facebook Page. 

One of my favorite metrics, not provided by Facebook 

reports per se, is the engagement rate of a page. You can 

find this number by dividing a page’s PTAT by its number of 

followers. For example, Tourism Australia had an engagement  

rate of three per cent when I checked it on June 6th, 2016. NOTE:  

This rate evolves daily, along with your PTAT and number 

of followers.

Looking away from Facebook analytics module, you will 

also want to monitor KPIs that address other key marketing 

goals and business objectives, such as:

• Customer service related issues (quantity, resolved)

• Traffic generated to your website

• Sales and/or offers redeemed

• Questions answered or comments passed on 

(product improvement)

• Human Resources (potential candidates, and 

other queries)

Twitter recently made its own analytics module available to 

all, but there have always been numerous ways to gather 

knowledge about an account and tweet performance, 

i.e. Hootsuite, TweetDeck, Buffer, etc. Brands should thus 

focus on understanding and monitoring at least the 

following indicators:

• Followers (growth)

• Follower segmentation: interests, location, gender, etc.

• Total impressions (organic, paid)

• Engagement rate

• Tweet activity: retweet, favourites

In a very similar fashion to Facebook, we ought to monitor 

KPIs that are perhaps not captured within the Twitter analytics 

module but that remain nevertheless very important. 

For example:

• Customer service related issues (quantity, resolved)

• Traffic generated to your website

• Competitive analysis (hashtags, lists)

• Questions answered or comments passed on 

(product improvement)

• Queries through direct messages

In my experience, these metrics are useful to monitor within a 

weekly or monthly dashboard, depending on your business. 

In the travel industry, we follow these indicators typically on 

a monthly basis.

When producing a video then sharing it over the web, 

we typically focus on one number: views! While views are 

important, it’s also easy to buy “views” from link farms and 

other scam sites. Thus, it’s important to have a few more 

indicators to monitor in order to see how successful we are 

on YouTube.

Example of audiences analysis, as reported by Twitter
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• Subscribers

• Views (organic, paid)

• Likes & dislikes

• Comments

• Sharing

• Source of playback (mobile, embedded, etc.)

• EMW: Estimated Minutes Watched

From a relationship marketing perspective, I tend to 

emphasize getting more subscribers, since this is the 

equivalent of gathering emails and building a database 

of people with whom we can communicate regularly, for 

example when a new video comes out. And while views give 

us an indication of success, I tend to take a closer look at 

the EMW stat: did people watch five per cent of our video? 

50 per cent? 95 per cent? It’s up to you to define what is 

considered “successful," depending on length of videos, 

when the call-to-action shows up, etc.

While referral traffic to your website is usually an important 

metric to consider, it may be less the case with videos, as 

calls-to-action may lead to different channels, i.e. subscribe 

to channel or newsletter, call for more details, download 

whitepaper, etc.

Instagram analytics are coming by the end of 2016 for business 

accounts. In the meantime, you can access interesting 

insights through different tools such as Iconosquare. KPIs to 

measure on Instagram:

• Followers (new, lost, growth)

• Total media (new media over the past month, photo 

vs. video)

• Likes (new, total)

• Total reach (organic, paid)

• Impressions (organic, paid)

• Engagement rate (love, talk, spread)

Because of its visual, mobile-native nature, Instagram won’t 

necessarily generate traffic to your website. It will however 

generate content that you can repost, feature on your 

website, newsletter, Facebook page and various other 

networks. Brands who build content and closely monitor a 

given hashtag, or numerous ones, can therefore track the 

reach and engagement levels created by these media, 

whether photo or video.

Last but not least, Pinterest has come up with its own modified 

and enhanced analytics module in recent weeks, beefing it 

up so that potential advertisers will be interested in spending 

dollars on the platform, among other things. NOTE: In order 

to access analytics on Pinterest, you must have a business 

account, a website linked to your account, and it must 

be verified.

Above and beyond traffic sent to your site from Pinterest, 

here are other important metrics to monitor:

• Pins

• Pinners

• Repins

• Impressions

• Clicks

• Engagement rate

If you can monitor the above indicators on each platform 

during a period of six to 12 months months, it will allow 

you to get a better view of how engagement is evolving, 

if it’s generating leads, sales or traffic to your site, it more 

tangible to report and to justify resources, financial or 

human, to maintain your efforts.

Of course, these are but a sample of the possibilities, and 

the above KPIs may or may not fit your reality. The most 

important thing is to align key indicators with business 

objectives, not just marketing goals, as social media plays 

a much broader role within organizations than simply 

driving sales!

Average view duration on YouTube – Source: YouTube Analytics
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nspired by a scarcity of airline seats during the peak winter period 

one year, Ken Brooks, Canadian sales manager for Celebrity Cruises, 

decided to charter flights departing from secondary airports to 

transport some of the cruise line’s Canadian guests to Florida. 

It was on such a flight that I left for a Caribbean cruise aboard  

the Celebrity Reflection, the youngest ship in the Celebrity fleet.

The departure was scheduled at 8 a.m. The plane left the gate at  

8:12 a.m. and arrived in Miami on time, that is to say 11:35 a.m. A happy 

surprise indeed!

The cabin crew gave us a warm welcome, along with a hot breakfast, 

in this case, an excellent omelette accompanied by fried potatoes 

and a small piece of filet mignon. For the duration of the flight to  

Fort Lauderdale, there was no shortage of service, as crew continually 

brought us water, soft drinks and coffee refills.

Upon arrival, we were assisted by Celebrity officers at the baggage 

carousel. The trip from Fort Lauderdale-Hollywood International Airport 

to the Miami cruise terminal takes about 40 minutes. Boarding is a swift 

process and by 1:30 p.m., we’re settled in our cabin.

Full of good intentions, I was determined to try several of the activities 

scheduled on Sunday, a day spent entirely at sea. But saying and 

doing are two entirely different things. I did not go to the briefing  

on tours nor the one where we were to receive advice on shopping in 

the cruise’s three ports of call. I also did not attend the reception given 

by the commander. Instead, I spent a good part of the day lying in the 

shade on the deck, reading and sipping cocktails.

But on Monday morning, I redeemed myself by joining a group for a 

tour of the kitchen, guided by pastry chef Bruno Berthelon.

Chef Berthelon, who hails from France’s Loire Valley, leads a team  

of 28 confectioners and bakers (out of a total of 169 kitchen staff).  

We met him at the Opus, the Reflection’s main restaurant.

Among other information gathered during the visit, we learned that the 

meat and fish (3,000 pounds of filet mignon, 4,500 pounds of chicken, 

2,740 racks of lamb, 1,900 pounds of salmon and 300 pounds of tuna, 

on average, for a 10-day cruise), are, of course, delivered frozen but 

thawed gradually, passing from one refrigerator to another; for some 

meat, the process can be spread over five or six days.

"This is the best way to preserve their quality and flavour,” the 

chef explains.

Food processing is the subject of a sophisticated process in logistics.

The kitchen is organized as an archipelago of islands: one station  

Text and photos: André Désiront

experience

The Reflection in the port of San Juan.
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for meat, another for fish, another for salads, and so forth. Orders from 

the servers are displayed on screens at the corresponding food stations. 

Everything is arranged so that the vegetables are cooked to perfection, 

along with meats and other accompaniments for the dish.

The visit ends just before we entered the port of San Juan, Puerto Rico, 

the first scheduled stop in the program.

The cruise terminal is located at the foot of the old town. Built on a hill 

and surrounded by ramparts, it houses one of the finest concentrations 

of houses and colonial buildings in the Caribbean. Just cross the avenue 

and go three blocks away to get into the Calle Fortaleza, the main 

commercial artery of Old San Juan. 

Travelling west, we found ourselves on the ramparts where a 10-minute 

walk brings us to the Castillo San Felipe del Morro, a 16th century fortress 

that controlled access to the Bay of San Juan (a $4 admission allows 

guests to visit the interior with its tunnels, kitchens, barracks, chapel, 

etc.). But to soak up the charm of the place, it is better to stroll in the 

nearby cemetery and the steep streets of the old town – lined with 

colonial houses and their flowered balconies – taking time to explore  

the many small squares decorated with sculptures. Among our stops is 

a bistro with décor that resembles the cafés of the old city of Havana.

Following the colonial splendour of San Juan, the main tourist draws on 

St. Thomas and St. Martin are the beaches and shopping. In Charlotte 

Amalie on St. Thomas and Philipsburg, the de facto ‘capital’ of the 

Dutch part of St. Martin, it seems that every house has either a jeweller 

or a watchmaker. One would think that anyone who doesn't drive 

taxi must be involved with diamonds or watches: Tag Heuer, Ulysse 

Nardin, Bulova, Hublot, Raymond Veil, Bulgari... they're all here. However, 

as my weekly budget does not allow me to buy a Patek Philippe,  

we headed to the beaches.

Our guide informs us that Magens Bay, on the northern part of St. Thomas, 

is considered to be one of the top beaches in the world. A taxi from 

the cruise terminal costs $8 per person. While Magens Bay is a beautiful 

two-kilometre arc of sand, I've seen better, especially in Cuba, Punta 

Cana and other parts of the world that are not on any list. A national 

park, the entry fee is $4 per person.

The next day, the ship calls in Philipsburg around 9 a.m.

The cruise terminal is located about four kilometres from the centre of 

the town. But here, it’s advised that we take a water taxi. The round 

trip costs $7 and allows several trips during the day (for example, in the 

case of cruise passengers who want to return for dinner on board their 

ship before returning to town). These buses leave every 10 minutes and 

provide a very rapid transfer.

The beach recommendation here is the Simpson Bay Lagoon, which 

also houses a marina where billionaires tend to dock their yachts. The 

beach – very long and wide – with its green waters, is so inviting, that 

we decide to stay a while.

By deviating slightly from the busy Captain Hodge Pier, where the 

water taxis are docked, we are left in peace. We rent two chairs under 

umbrellas. Cost: $10 for the day, including two beers. 

The outdoor pool at sunrise.

A pedestrian street in Old 
San Juan.

Opus, the ship's main 
restaurant.
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After leaving St. Martin, we still had two full days to spend at sea on 

board the ship. 

For myself, it was familiar ground as I had participated in the inaugural 

cruise of the Solstice, Reflection’s sister ship, during the fall of 2008. The 

decoration, combining simplicity and elegance – rare qualities for a 

ship of this size, where extravagance often trumps the sublime – has 

undergone some major changes, except for the spectacular installation 

by Cuban artist Bert Rodriguez suspended in the Grand Foyer. 

Created for the Biennial in New York in 2008, and very appropriately 

titled ‘Reflection,’ it depicts a tree reflecting itself. This is a montage 

that unfolds vertically, its sprawling branches on 10 of the 15 floors of 

the ship, consisting of a real tree (wood, bark and leaves), planted in 

a large pot of aluminum and extending downward by a skeletal shaft 

consisting of tubes of fibre optics and light bulbs. Celebrity has made a 

habit of hanging trees – real or stylized – in the atriums of its Solstice-class 

ships. But this one appealed to me more than the others. In addition,  

I enjoyed the grass surface of the Lawn Club (particularly its alcove 

enclosures that allowed me to retreat away from the crowd), the Cellar 

Masters wine bar and the ship's specialty restaurants, topped off by 

enjoying an aperitif while watching the colours of twilight shimmer on 

the surface of the sea from the Sunset Bar.

The menu offered by the Reflection compares with that served aboard 

luxury lines such as Ponant and Silversea. The choice offered by the 

Oceanview Café, the ship’s buffet restaurant, is worthy of the best all-

inclusive and the dishes served at Opus – the main restaurant – speak 

volumes of the Reflection’s gastronomic offerings. While there is room 

for improvement (particularly the bakery, or the processed cheese 

served during breakfast), the reasons for satisfaction far outweigh the 

disappointments. By the way, the meats are really cooked on demand: 

when one says "blue" or "rare" steak, it arrives blue or bleeding.

I  tried one specialty restaurant: Murano. There, half of the preparation 

is completed at the table in the great tradition of classical cuisine. The 

choice of cheese, wonderfully to the point, was a happy surprise. Well 

worth the $45 charge.

I also enjoyed the 'Diner Select' option, which allows guests to eat at 

a time that suits their schedule (without an assigned table), on the top 

floor of Opus.

While it would be hard to say which part of the journey – the flight, the 

shore excursions or the on-board amenities – are most memorable, I 

like to think of all these aspects combine to create that trademark 

'Celebrity Experience'. 

The entrance to the port of San Juan still 
features its historic defenses.

Evoking a tree reflecting itself, ‘Reflection’ is an 
art installation hanging in the ship’s Grand Foyer.

For the 2017 cruise season, Celebrity is partnering with Ottawa-
based First Air to offer Canadian cruisers a Caribbean Book 
& Go package, with flights from both London, Ontario and 
Hamilton, Ontario and a choice of either a Western or Eastern 
Caribbean seven-night cruise itinerary. The package includes 
air travel, transfers to the port in Miami or Fort Lauderdale, 
a veranda stateroom, a Classic Beverage Package, free 
internet and more. Flights are operated on Boeing 737-
400s with capacity for 146 passengers, featuring full service 
including hot meals and on the return flight, complimentary 
alcoholic beverages. Flights will depart Hamilton on Saturdays 
and London on Sundays between February and April 2017. 
Details can be found at  www.celebritycruises.com. 
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pax people

or Elaine Carnegie, it can all 

be traced back to one fateful 

week in Grade 12 when she 

was sent on a work placement at a 

travel agency in Markham, Ontario 

for business class. Little did she know 

then that week would change the 

direction of her life, setting her on a 

path she is still on today.

PAX had a chance to speak with 

Carnegie about her career in travel, 

her company and the people that 

keep her going every day. 

 

In high school on a work week!  I was in 

a business class and they placed you 

in a local business for a week.  I was all 

set to go to study business 

at Ryerson University, 

and possibly journalism 

(I think I wanted to be 

a television news reporter) but after 

spending the week at the travel 

agency, I fell in love with the industry 

and decided that this is what I wanted 

to do. I went directly to Westervelt 

College in London, ON, which offered 

a specialized travel program.

  
  

  
 

[It was] the people I worked with at the 

travel agency (Markham Travel at the 

time) who were fabulous, as well as the 

clients that we worked with.  I learned 

that the world is a very big place and I 

wanted to see as much as possible and 

also experience it through others while 

creating their dream trips!

 
 

 

Creating a very special experience 

was key to my success as a travel 

agent.  I think that is something that 

applies to this day for successful 

agents.  Honesty, reliability and 

dependability are also very important 

traits, not only with my clients but also 

with the staff that I worked when I 

took on a management role.   

Being a part of a team – whether 

that’s with your clients, suppliers or 

those in your own office or business 

– these traits need to be there.  

I found this created responsibility and 

respect between all.  This can take 

time, however it always works if you 

are working with the right people. If 

not, you will f igure that out  

as well!

 
 
 

 
Text: Kerry Sharpe
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I went directly from an agency (Marlin 

Travel) to representing the Radisson 

Cable Beach Resort, Nassau as their 

Canadian Sales Manager.  I was hired 

by George Myers, a well-respected 

hotelier and businessman in the 

Bahamas, and I learned a tremendous 

amount from him and his team over the 

10+ years I was there.  I remember when 

he hired me he absolutely understood 

that Canada was a different market 

from the USA and should be handled 

separately.  He also said he did not 

want someone who was afraid to tell 

it like it is, meaning he wanted to know 

exactly what was needed in the market 

and not someone who would just follow 

along... something I have no problem 

with!  In a direct and respectful way! 

This didn’t mean he would always 

agree but he always listened… there 

is something to be learned from this 

as well.

  
 

 
Through word of mouth I was 

approached by another hotel to see 

if I was interested in working with them 

and representing them as well as the 

Radisson Cable Beach Resort (RCBR).  

At first, I wondered if I could do this when 

I was already working full-time. Things 

were changing at RCBR also though, 

and after explaining the idea to them 

and my plan for the future, they agreed 

that it was a plan worth attempting.   

I appreciated the input and support 

and went ahead. [After starting 

CanLink,] we were approached by 

others over time and also looked into 

and approached various hotels that 

we felt were a good fit for our team.

 

We’ve grown significantly.  We now 

represent hotels and resorts throughout 

the Caribbean and work closely 

with the retail trade, the group and 

incentive market, and Canadian and 

US tour operators. We are a small and 

personal team with responsible and 

respected individuals in various roles. 

For example, Charlie Agostino, our 

sales manager, spends most of her time 

maximizing the relationships with our 

key agents.  We also have Linda Dinelle 

who dedicates her time specifically to 

our marketing efforts.

 

CanLink offers some of the Caribbean’s 

most exclusive and luxurious hotels and 

resorts, such as Hermitage Bay and 

Sugar Ridge in Antigua, The Crane 

and Mango Bay in Barbados, Spice 

Island Beach Resort in Grenada, Half 

Moon in Jamaica, Jade Mountain 

and Anse Chastanet in St. Lucia, as 

well as a wide variety of properties 

in Nassau/Paradise Island. On behalf 

of these hotels and resorts, CanLink 

produces monthly newsletters, 

attends trade and consumer shows, 

and participates in numerous other 

activities, all while staying in constant 

contact with decision-makers both on 

the retail and wholesale sides of the 

business. Our integrity, resourcefulness, 

professionalism and strong attention 

to detail are key components for 

each of our team members, and our 

focus is on providing a wide variety 

of individualized services. We pride 

ourselves in ensuring that our clients 

receive consistent, outstanding service 

resulting in an exceptional experience 

from beginning to end.

For Canadian retailers, we provide 

a direct, local link to the hotels and 

Half Moon Villa - Jamaica Hermitage Bay – Antigua – Hillside Pool Suite
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resorts we represent. By providing this 

“local” service, travel agents looking for 

specific information, rates, availability 

and other pertinent information can 

simply make a local call or send an 

email to CanLink right here in Canada. 

This significantly reduces the amount of 

time it takes to receive the information 

they need. The wide variety of luxury 

properties we offer means that agents 

looking to compare and get advice 

on various offerings for their clients 

need only make one call. We have 

most of the information available at 

our fingertips but are also in constant 

touch with our resort partners should 

something come up that needs the 

attention of resort personnel directly. 

We also work closely with travel agents 

on individual and group requests, 

whether the booking will be made 

directly with the resort or with their 

favourite tour operator. Through sales 

calls, webinars, face-to-face training 

and various other initiatives, we provide 

the retail community with all the tools 

they need to complete the sale, while 

bringing our partner properties great 

visibility and awareness throughout 

the marketplace. 

 
 
 

 
 

We all enjoy the very detailed and 

important facts and touches that make 

each of our accounts different from 

one another.  Although we are one 

company representing these luxury 

choices, we also treat each of them 

as separate and we are very aware 

of what they are and how they are all 

unique in their own way. Of course we 

love that every client that stays in our 

hotels are wowed by unique features 

and are always thanking their agent 

for making the suggestion!

 
 

 

We all enjoy the fact that each of our 

resorts are luxurious in their own way.  

Luxury can mean one thing to someone 

and something else to another.  All have 

fabulous rooms and service but each 

has a uniqueness about them that is 

their own special touch.  We are here 

to assist agents in helping to determine 

which resort, and version of luxury, is 

best for their clients.

 

In the luxury hotel market, one positive 

change is that many of the individual 

luxury hotels are independently-

owned and the owners are key in 

creating their own hotel experience 

and their own team on property. This 

means you will not have the same 

experience in any other hotel, which 

is definitely the case with many of 

our properties.

As far as the industry goes, of course 

the internet is the largest change… 

it certainly has changed from when  

I was handwriting airline tickets!  

 
 

I can honestly say I am still surprised that 

there is not a Canadian-owned tour 

operator specializing only in luxury, land 

only stays in the Caribbean. Hmmm, 

maybe this is something else 

to consider…
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ow does a man named the “King of All-

Inclusive Resorts" – who owns 24 properties 

in seven countries across the Caribbean 

and forged one of the most popular vacation 

styles in the history of travel – congratulate himself 

on more than three decades of success?

Well, he doesn’t, really. Surprisingly, Gordon 

“Butch” Stewart, chairman of Sandals Resorts 

International (SRI), isn’t one to boast.

“We’ve been a 35-year refinement process,” the 

hospitality magnate tells me plainly in his southern 

Miami home. Our interview is in light of Sandals 

Resorts’ 35th anniversary, a milestone of no mean 

significance, given it’s almost as old as the all-

inclusive sector itself. 

If you work in travel, you likely know the story of 

how a Jamaican-born entrepreneur bought a 

rundown hotel in 1981 and grew it into an award-

winning household name. It’s been told and retold 

throughout the consumer and trade spheres, 

because it represents the birth of a product type 

which delivered luxury to the mainstream – and 

redefined travel across the board.

Indeed, Stewart is a veritable legend in the world 

of tourism, known for mastering what has proven 

to be a golden goose formula: finding out what 

people want, giving it to them, and 

exceeding their expectations. 

But the “Master of Marketing” (another 

nickname) isn’t keen to expatiate on 

his pride in these accomplishments; 

he is also quick to credit a Club 

Med stay in the 1970s as the spark of 

inspiration which propelled him into 

the all-inclusive game. Besides, time 

spent on self-congratulation, it would 

seem, could be better spent praising 

the product. 

“Adaptability is basic,” he shrugs when 

asked about technology and being 

number one. “You [just] have to keep renewing 

your product in different ways.”

Still, staying ahead of the curve is a considerable 

challenge when you’re frequently the 

one setting that curve, and Stewart is well-

acquainted with the cutting-edge. In fact, 

many typical resort services now synonymous 

with a Caribbean stay were first conceived on 

Sandals properties. 

“We were probably ahead of just about 

everybody put together,” the former appliance 

salesman says of the company’s start, which 

became known for its in-room hair dryers (a 

formerly unheard-of amenity Stewart borrowed 

from Europe in the 1980s); swim-up pool bars 

and à la carte dining concepts, among many 

other everything-is-included firsts. 

“Nobody did butlers in the Caribbean,” Stewart 

says of a particularly notable byproduct of 

Sandals ingenuity, which used an exclusive 

training contract with the esteemed Guild of 

Professional English Butlers to ensure an 

unbeatable calibre of personalized service. 

Today, butler service is relatively common 

amidst many of Sandals’ competitors, but as of 

2004, it was hard to imagine such extravagance 

being part of a typical resort experience.  

The iconic “Sandals” brand almost never was. Prior 
to giving his creation a label, Stewart explored 
several branding options with his team, and didn’t 
like the name “Sandals” originally.

“There were five or six of us trying to name the 
brand,” he says. “We were name-drunk, with ‘club’ 
this and ‘club’ that. Someone made a presentation 
for ‘Sandals,’ and everyone loved it except me. 
But, after a few days I wised up and thought ‘OK, 
let’s work with this.’”
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“Some people have cloned our products, and they’ve done 

a pretty good job of it,” the Chairman continues, “[but] we 

have far more suite categories than other hotel chains in 

the Caribbean… the best beaches… and the best damn 

people [on staff] that exist. We’re hard to beat.”

In keeping with tradition, Sandals is now rolling out another 

historical Caribbean first: over-the-water villas at Sandals 

Royal Caribbean in Montego Bay, Jamaica. First announced 

in 2010, the project was originally intended for Sandals 

Grande St. Lucian, but was shelved until further notice 

(although an overwater wedding chapel was unveiled at 

the property in August).

Undeterred, Sandals turned to Jamaica as the location 

for its inimitable Tahiti-style suites, all of which offer 1,400 

square-feet of see-through glass flooring, private infinity pools, 

and personal butler service off the sands of the property’s 

private island.  

“Every square foot is quality,” Stewart says of the game-

changing product, which will welcome its first guests on the 

first of December. 

Quality remains an overarching catalyst as the unlimited 

luxury brand continues setting the bar of resort experience 

(a.k.a. the ‘Sandals Difference’), which manifests in everything 

from routine renovations (Sandals Halcyon Beach Resort & 

Spa received new suites this past September) and expansions 

(222 rooms are expected to be added to Sandals Barbados 

by November 2017) to technological innovations such as its 

new remote check-in option and interactive Virtual Wedding 

Planning Experience, launched last summer. 

Granted, Stewart agrees change is always an unavoidable 

element in the luxury vacation game. But he also believes 

there are certain things that will never go out of style.
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“I think, over the years, we’ve expanded at a pace 

that hasn’t been slow,” he reflects, “but it hasn’t 

been rapid either, because there’s a culture that 

goes with [growth], and you can squander culture 

by expanding too quickly.”

Sandals’ signature service can be credited to the 

efforts of its education program, Sandals Corporate 

University, which famously certifies prospective resort 

employees in high-end hospitality.

“We’ve had a lot of graduates, and our training has 

always been way ahead,” Stewart tells me, adding 

that when it comes to the hotel industry, training is 

not typically prioritized – although Sandals’ roster 

of hand-selected employees are often coveted 

by competitors. 

“Hotels don’t typically train, but they’ll poach Sandals 

staff,” he says with a smile, pausing to impart a 

story about an Alaskan cruise he once took, only 

to discover that of the 37 crew members from the 

Caribbean, 26 were former Sandals employees.

“Everyone wants good service.”

As such, Stewart insists that people are an aspect of 

travel which technology could never improve upon, 

and points out that 10 years ago, popular belief 

dictated that with the Internet and airline changes, 

agents didn’t have much of a future. 

“The good agents survived,” he recalls. “[And 

they’re] worth their weight in gold. They make 

sure their client goes to places where they’ll be 

happy. You can’t do that just by referencing 

a brochure.”

With that said, Stewart also states that the 

mutually beneficial relationship between 

Sandals and its Certified Sandals Specialists 

and WeddingMoons Specialists is made to last, 

thanks to the brand’s unrivalled reputation. 

“We’ve got a bulletproof product,” Stewart 

says, noting that thanks to the brand’s reach 

and recognition among agents and travellers 

alike, Sandals vacations virtually sell themselves.

And while the official Sandals stance is that 

agents’ futures are secure, the matter of 

tomorrow’s tourism within the Caribbean remains 

a topic of interest among travel professionals. 

Some say the Caribbean needs to offer more 

in the way of experiential travel options, and 

can no longer rely solely on beach-based 

attractions. Others – Stewart’s son, Sandals 

Deputy Chairman and CEO Adam Stewart 

included – feel there needs to be more 

collaboration and less bureaucracy between 

government and the private sector, to allow 

the region to remain competitive.

Sandals is known for its impressive talent retention; according to 

Stewart, many of the company's executives have been with the 

company for upwards of 20 years. One particular mover and shaker 

often seen in the Canadian travel industry is Gary Sadler, Sandals' 

senior vice-president of sales, who got his start in 1989 as a playmaker 

for Sandals Ochi.

“He said to me ‘Come Friday, will I get paid for this as well?’” Stewart 

shares of the now-executive’s first day. “It’s an enjoyable job, not 

like work at all.”
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Having been a leader of the all-inclusive sector of Caribbean 

tourism from the beginning, Stewart's outlook is more sanguine. 

“I think water finds its own level,” he shares, going on to say that 

tourism in the region has changed a lot in the past 35 years – 

and it will continue to do so – but it will always have its draws.

“We all like to travel, to see different places,” he says, “but there 

are also things we like to do more frequently, and I think Sandals 

falls into that category.”

“A lot of people don’t need the bright lights to be attracted 

to a place. If they know it’s good, they’ll keep coming back.”

Stewart also knows better than most that when it comes to the 

future, nothing can be ruled out, particularly when it comes to 

international expansion.

Its 35-year long exclusivity to the Caribbean is not to say Sandals 

hasn’t got its eye on Mexico, Cuba (“You must never say never,” 

Stewart smiles) and in time, who knows? And with his son Adam 

also leading the business, Stewart is confident his legacy will be 

in good hands regardless of what the future has in store. 

“Adam has a tremendous amount of strengths,” he tells me. 

“He’s got good sense, and it’s been very easy [sharing the 

business]. He’s a good partner.”

It’s important to note that press has been questioning the 

Chairman about retirement for nearly a third of his time in 

the business, but he has yet to make any plans on that score. 

After all, as the touristic trailblazer says, old habits die hard. 

“Time takes care of a lot of things,” he says sagely, “and 

with time, there’s a spanner to fit every nut. So when it’s time 

to go, it’s time to go, but for now, I need some entertainment.”  
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Sandals Montego Bay opens its doors (known then as Sandals 
Resort Beach Club).

In August, Beaches Resorts announces a partnership with 
Sesame Street creating 'Beaches Caribbean Adventure with 
Sesame Street.' Originally featuring four characters, it has grown 
over the years and currently there are 10.

Sandals Resorts enters into partnership with the London-based 
Guild of Professional English Butlers and introduces butler service 
for guests in their top-level suites, the first of its kind for an all-
inclusive resort company.

Gordon “Butch” Stewart announces the appointment of his 
son Adam as CEO, Sandals Resorts International.

Sandals Resorts introduces ‘The Luxury Included 
Vacation’ concept.

In April 2008, a 4th brand is introduced by SRI – Grand Pineapple 
Beach Resorts – a new, value-oriented brand. Currently there 
is one resort in Negril.

In March 2009, The Sandals Foundation, the company’s official 
philanthropic arm, is launched.

Sandals Emerald Bay, Great Exuma, Bahamas opens its doors 
in February 2010. It is the first Sandals resort to feature a Greg 
Norman-designed 18-hole golf course.

Sandals LaSource Grenada Resort & Spa opens and features 
the chain’s first steak restaurant, Butch’s Chophouse.

 
Sandals Grande Riviera Ocho Rios undergoes multi-million 
dollar renovation and reopens as Sandals Ochi Beach Resort, 
the largest property in the chain.

Sandals Royal Caribbean unveils its new Over-The-Water Suites, 
the first of its kind in the Caribbean.

In April 1986, Sandals opens its 2nd resort – Sandals 
Royal Caribbean.

Sandals Negril opens.

Sandals Dunn’s River opens in Ocho Rios and features the 
Caribbean’s largest pool at the time (this property is no longer 
a Sandals resort).

The company expands yet again, this time into St. Lucia, where 
it opens the Sandals Regency St. Lucia Golf Resort & Spa (now 
called the Sandals Regency La Toc Golf Resort & Spa).

Sandals Halcyon Beach Resort opens in May 1994, becoming 
the 2nd Sandals resort on the island.

In June 1996, Sandals Royal Bahamian opens in Nassau, marking 
yet another expansion into another Caribbean country.

A 2nd brand is born – Beaches Resorts – when Beaches Negril 
officially opens in February 1997.

Sandals Grande St. Lucian Spa & Beach Resort opens in 
September 2002 becoming the 3rd Sandals resort on the island.

Sandals expands outside of Jamaica for the first time with the 
opening of Sandals Antigua (now called Sandals Grande 
Antigua Resort & Spa).

Sandals Whitehouse European Villages & Spa opens on 
Jamaica’s South Coast in February 2005.

The much-anticipated Sandals Barbados opens its doors.

In the fall of 2009, Sandals Resorts partners with Martha Stewart 
to announce the creation of 'Sandals Weddngs by Martha 
Stewart,' a collection of six customizable wedding themes.
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ow. This is so Miami,” gushed a gaggle 

of impressed travel agents as we 

toured some of the clean and crisp 

white rooms of the Ocean Vista Azul hotel in 

Varadero, Cuba. 

The newly-constructed resort, part of the Ocean 

by H10 Hotels brand, is a 4.5 star property that 

opened its doors in November 2015 and is 

offered exclusively through Transat. 

PAX recently joined three dozen Canadian 

travel agents in Varadero for a week of site 

inspections, and of all the properties toured, 

none generated the same unanimous  

levels of excitement quite like the Ocean 

Vista Azul. 

Debbie Cabana, marketing director, 

social media and public relations 

at Transat calls the Ocean Vista 

Azul “a beautiful, new and 

contemporary resort.” 

The hotel’s front lobby 

is a testament to 

that, boasting 

a palette of 

white and wooden walls that feature small and 

large circular cut-outs. 

The lobby furniture resembles that of a chic and 

tidy South Beach penthouse with light sage-

coloured sectional sofas accented by turquoise 

blue and carmine-tinted pillows.  

The initial impact is modern and elegant, until you 

make your way past the front desk and gasp in 

awe over the hotel’s cliff-top infinity pool, which, 

by matter of illusion, appears to flow directly into 

the horizon of the Caribbean Sea ahead.  

It’s a magnificent sight, particularly at sunset, 

during which one agent colleague remarked that 

she had indeed found “the best place to watch 

a sunset in Cuba,” which speaks volumes. 

Located about 20 km (35 minutes) from Varadero 

international airport, and 165 km (two hours) from 

Havana's José Martí International Airport, the 

Ocean Vista Azul offers guests access to a white 

sandy beach with crystal blue waters all within a 

lush tropical setting. 

In addition to the infinity pool, there’s one main 

swimming pool, one Jacuzzi and on-site sports 

amenities, such as a tennis court, basketball 



court, ping-pong, gym, in addition to bicycle and 

moped rentals.  

Discerning connoisseurs have access to all-

inclusive and thematic restaurants on site: 

Chef’s International Cuisine Display, Blue Moon 

(international gourmet), Limoncello (Italian), 

Neptuno (seafood), Boca Marina (Caribbean) 

and La Concha (international). 

Additionally, there are ample snack outlets on site, 

including La Concha, Aqua Bar by the main pool, 

Theatre Bar, Risco in the lobby, and Mike’s Coffee.  

The guests, at the time of this particular site 

inspection, were particularly mature – couples 

aged 35 and up, chilling quietly in the hotel’s 

naturally-lit lobby bar, on trendy high chairs, 

sipping mojitos. 

The Ocean Vista Azul has a total of 470 rooms, 

broken down into 284 deluxe suites, 88 deluxe 

pool views, 32 privilege deluxe ocean views, 28 

privilege deluxe suites, 28 deluxe ocean fronts and 

10 royal master suites. 

What immediately stands out is how bright and 

spacious the suites are. Every room is painted a 

brilliant white, save for punchy accents of light 

teal, fuchsia and seafoam green found in a playful 

assortment of pillows, blankets and drapery.   

Ocean by H10 Hotel was a brand founded in 

2007 as a joint venture between Spain-based H10 

Hotels and Vacances Air Transat. “These hotels 

are well-managed, and they are at the forefront 

of sustainability, which is very important to 

Transat,” said Cabana in an email to PAX. 

Notably, by upgrading to Privilege-status 

rooms, guests at Ocean Vista Azul have 

access to a private lounge with outdoor 

terrace, premium bar service, one free 

hour of internet service (per stay, per 

room), late check-out, à la carte 

breakfast daily in the Privilege 

Lounge, a butler service and 

concierge, and, yes, robes and 

slippers in your room. 

The bottom line: you won’t 

want to leave.

oceanhotelvistaazul.com 
oceanhotels.net 
transat.com
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China departures. Offer is not combinable with any other offer or promotion. 2. Onboard credit is as follows: 5-night or less sailings - $25 for inside/oceanview, $50 for balcony/suite; 6-night or longer sailings - 
$50 for inside/oceanview, $100 for balcony/suite. Onboard credit is in USD, per stateroom, based on double occupancy. Onboard credit has no cash value, is not redeemable for cash, not transferable and will 
expire if not used by 10:00 pm on the last evening of the cruise. Offers are subject to availability and change without notice, capacity controlled, and may be withdrawn at any 
time. Other restrictions may apply. All references to Royal Caribbean International are: ©2016 Royal Caribbean International. All rights reserved. Ships’ Registry: The Bahamas. 
For full terms and conditions, see www.travelbrandsagent.com or contact us © 2016 Encore Cruises is a wholly-owned division of TravelBrands. B.C. Reg. # 3597. Ont. Reg.  
# 50012702. Quebec permit holder # 702734. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A7191

Bookings : November 3-30, 2016
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special feature: cruise

ustainable tourism is a pretty big deal 

these days and it is making a mark across 

the entire travel industry, including the 

cruise sector. 

Starting with green technology, cruise lines have 

made – and continue to make – important strides 

to improve their environmental policies. Where 

practices like recycling, incinerating and waste-

processing were cutting edge on cruise ships a 

decade ago, today they are pretty much the norm.

Taking it one step further is the whole ‘voluntourism’ 

movement, which is not only a large and growing 

sector within the tourism industry as a whole, but 

has taken a strong foothold in cruising as well.

Simply look to Carnival Corporation’s Fathom 

to get a glimpse into what the future of cruising 

might look like.

“Instead of casinos, comedians, and show tunes, 

Fathom offers guests opportunities to build water 

filtration systems, tutor children, and meet local 

artists,” said Fathom president Tara Russell in a 

recent interview.

When PAX magazine caught up with Russell, she 

explained further: “Our vision at Fathom is to 

further the human impact journey, and to connect 

people and worlds that may seem far apart, but 

share far more than they may expect or realize. 

We want travellers and all to live their best life 

Photos: Courtesy of Fathom
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lived, and we believe in 

catalytic and participatory 

experiences to remind 

people about what is good, 

right, true and possible in the 

world, together.”

Operating programs in the Dominican Republic 

and Cuba, Russell says the cruises have been very 

well received. “Since day one, we’ve intended 

to put authentic impact within reach of mindful 

consumers – and we’ve done that very well,” 

continued Russell. “We use travel to transform 

lives, and many of our Fathom travellers who join 

us return quickly – or want to! That’s an extremely 

positive indicator.”

At the time this issue went to print, Fathom is the 

only American cruise company making Cuba 

available to U.S. travellers, and because there 

is so much pent-up demand and interest in the 

destination, the company says the program has 

attracted a very sizeable market of U.S. travellers 

with sailings to Cuba almost sold out for the year 

and demand already 

very strong for 2017.

“For the Dominican 

Republic, bookings 

are growing at a 

pace we predicted 

and we see growing 

demand,” said Russell. 

“We believed – and 

are now seeing it 

happen – that once 

people travel with 

Fathom and share their experiences, public 

awareness and market demand grows. The 

afterglow of the Fathom experience continues to 

be one of the most powerful marketing “leave-

behinds” that our travellers take with them.”

Jordana Botting, director of cruise sales for Tully 

Luxury Travel, is one such traveller. She was on 

Fathom’s inaugural cruise to the Dominican 

Republic back in May 2016 and PAX magazine 

had a chance to speak with her about that 

experience and the increasingly popular 

‘cruising with a conscience’ trend within the 

industry overall.

 
 

Many of cruise lines have been very active 

in giving back in many of different ways for 

years.  From members of the crew helping 

out in ports of call with things like supplying 

school supplies for the students, cleaning up a 

local beach or through reforestation efforts, to 

onboard activities such as fundraising events 

and ‘giving back’ activities for charitable 

causes, these types of things regularly take 

place, and depending which cruise line you’re 

travelling with, they frequently provide a 

donation match to the funds raised.

  

Fathom Travel has quickly become the leader 

in what they refer to as ‘social impact travel.' 

 
 

 



Cruising Fathom offers experiences that are primarily 

focused on making a difference in local communities 

and cultural exchange. 

Other cruise lines offer voluntourism-oriented and 

humanitarian-focused shore excursions, such as Crystal 

Cruises’ ‘You Care. We Care’ program that features 

dozens of complimentary ‘Crystal Adventures’ ashore 

that allow travellers to volunteer and give back to the 

communities they’re visiting. 

Similarly, Holland America Line’s ‘Cruise with a Purpose’ 

is a collection of shore excursions centered on improving 

our planet.  These tours provide passengers with the 

opportunity to assist in scientific research, bring much-

needed supplies to an orphanage, participate in a fair 

trade program or cultural exchange, replant native forests 

or restore fragile habitats. 

  
  

The biggest highlight was when we went to RePapel, an 

association formed by a group of Dominican women to 

create and sell arts and crafts from locally recycled paper. 

During our day’s work, we increased their production by 

more than six times the regular amount they are able to 

do in a single day. 

Knowing and seeing how I was able to help and 

change the lives of these people lit a fire inside me to 

do more and incorporate more voluntourism-oriented  

and humanitarian-focused shore excursions in my 

future cruises.

 

The last statistic I received from Fathom was 60 per cent 

of their bookings were female travellers. Because they 

offer activities that everyone from every age group  

can participate in, the Fathom experience is great for 

multi-generational, mindful families, purpose-driven 

millennials or anyone who wants to make a difference in 

this world.

Although quickly cementing its place as a leader in 

this movement within the cruise industry, Fathom is far 

from the only cruise line making waves, so to speak.

The Travel Corporation recently announced a global 

partnership with ME to WE – a social enterprise that 

strives to create sustainable change, be it through 

travel that leaves a positive footprint on the planet 

to making purchases that give back – whereby in 

conjunction with seven of the company’s brands, 

including Uniworld River Cruises, customers can book 

ME to WE Immersive Volunteer Trip extensions in India, 

Ecuador and Kenya. 

In Uniworld’s case, guests sailing on the cruise line’s 

India’s Golden Triangle and the Sacred Ganges 

itinerary can extend their trip with an immersive ME 

to WE experience in rural Rajasthan. Guests will visit 

a local community and participate on a sustainable 

development project alongside local families.

Additionally, Hurtigruten has displayed a genuine 

passion for sustainability and limiting its impact on 

the water it sails. Acknowledging that it “operates 

in some of the world’s most pristine and vulnerable 

natural landscapes” and with that that comes a 

great responsibility that the company takes seriously, 

Hurtigruten features a number of excursions that focus 

on giving back to local communities and regularly 

offers volunteer beach-cleans, where guests join crew 

members in picking up litter from the beaches in the 

various ports of call. 

The cruise line also established the Hurtigruten 

Foundation “in order to ensure that our guests of 

tomorrow can enjoy the same meaningful travel 

experiences as our guests do today,” and have 

already supported several local initiatives such as 

‘Clean up Svalbard,’ the Association of Greenlandic 

Children, and research centres in Antarctica.

For the best travel industry news : PAXnews.com PAX   45



For the best travel industry news : PAXnews.com46   PAX

s more and more families are bringing 

extended relatives along on their travels, 

cruise lines are ensuring that vacations 

aboard their ships offer something for all ages 

and interests.

And as with any group booking, that means 

added opportunities for extra commissions  

for travel agents looking to bolster their 

bottom line.

Citing a report from The Family Travel 

Alliance, Cruise Lines International 

Association (CLIA) stated that “the 

demand for family-friendly travel is 

one of the fastest-growing segments 

in the tourism industry and is responsible 

for more than one-third of all leisure 

vacations. From providing unmatchable 

return on experience to unforgettable 

memories for the whole family, cruising 

is a perfect fit for grandparents planning 

a family vacation.”

Not surprisingly, it’s a growing trend which  

the world’s largest cruise lines are well-positioned 

to cater to, says Adolfo Perez, VP of trade sales 

& marketing for Carnival Cruise Line.

“Multi-generational travel is a growing trend, as 

extended families are looking for fun, affordable 

vacations that provide opportunities to create 

a lifetime of wonderful memories together,” 

he says.

For the kids, Carnival offers supervised  

programs for three age groups – Camp Ocean 

(ages to 11), Circle “C” (12-14) and Club 

O2. On the line’s new Carnival Vista, a massive 

455-foot-long inner tube slide called Kaleid-

o-slide provides fun for kids of all ages, along  

with 'Seuss at Sea,' an exclusive partnership 

between Carnival and Dr. Seuss Enterprises 

with character appearances, parades and  

activities including the Green Eggs and 

Ham Breakfast with The Cat in the Hat and  

Friends.
Adolfo Perez, VP of trade sales  
& marketing, Carnival
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There are also opportunities for shared experience 

aboard the Carnival fleet, Perez says with all-ages 

comedy shows at the Punchliner Comedy Club 

and Hasbro, the Game Show, an adaptation of 

the company’s iconic board games involving 

audience participation.

However, it’s not just the big players in the industry 

who are looking to draw multigenerational clients; 

small-ship and luxury lines are also appealing to 

extended families looking to travel together.

According to Vicki Lubyk, director of sales – Western 

Canada for Paul Gauguin Cruises, the line has 

incorporated a number of activities appealing to 

the entire family sailing aboard the 332-capacity m/s 

Paul Gauguin, from watersports including kayaking 

and paddleboarding to traditional Polynesian 

culture, arts and cuisine. 

Paul Gauguin also recently introduced a pair of 

family-oriented programs focused on the ecology 

of the South Pacific: for December holiday cruises 

in 2016, the Ambassadors of the Environment Family 

Program is featured. Created by Jean-Michel 

Cousteau and his Ocean Futures Society, the 

program introduces young travellers (ages nine to 17) 

to the natural wonders of French Polynesia, under the 

guidance of expert Ocean Future Society naturalists. 

Activities offered include lectures, day and night 

snorkeling, swimming with rays and sharks, onboard 

games and activities, cycling, rainforest hikes, and 

sustainable living lessons. Parents are encouraged to 

join their children on excursions and other 

activities aboard and ashore.

And in 2017, Paul Gauguin will embark 

on a new partnership with the Wildlife 

Conservation Society (WCS). During the 

summer months and holiday season, 

Stewards of Nature, a WCS experiential 

family program, is offered aboard The 

Gauguin and invites guests to discover 

and value nature through hands-on, 

interactive learning for children ages 7-17, 

as well as family members.
Vicki Lubyk, director of sales – Western 
Canada for Paul Gauguin Cruises

Photos: Courtesy of Carnival Cruise Line
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AMENITIES FOR ALL AGES: There is no shortage of 

amenities and activities onboard a cruise ship to suit every 

preference and age group. Grandparents who enjoy 

adventure can try a surf simulator or indoor sky diving 

with their families or, to keep things more relaxed, families 

can take scenic tours of historic landmarks. Cruises also 

offer children’s programs, teen clubs, and organized, 

supervised activities, including karaoke, cooking lessons, 

scavenger hunts or dance contests.

FLEXIBLE TRAVEL: A cruise vacation offers a low-stress 

and flexible vacation option for grandparents travelling 

with their families, especially with the help of a travel 

agent. Families can choose a ship best suited to their 

travellers companions and also choose to do as little or as 

many activities as they like. Grandchildren and younger 

travellers can even get involved in the planning process 

by helping select a destination or particular excursion 

for the whole family.

INDEPENDENT EXPLORATION: Cruises provide families a 

unique opportunity to stay together but also do things 

independently. For example, family members can explore 

on their own during the day and come together for a 

family meal in the evening.

BEST RETURN ON EXPERIENCE: Cruising allows travellers 

to combine transportation, lodging, dining and 

entertainment all into one package—perfect for a family 

travelling together and looking for a stress-free planning 

experience. A travel agent can also help cruisers find 

the best options and offerings for large travel groups.

SHARING THE WORLD: Cruising offers a chance for 

grandparents to bond with their families by sharing 

the joy of travelling and beauty of the world. A cruise 

vacation allows family members of all ages to explore 

new destinations, taste new cuisines and immerse 

themselves in new cultures while creating memories 

that will last a lifetime.
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For travellers visiting a new city, there’s often two priorities: what to see and how to get there. Why 
not plan for both ahead of time? A number of programs for accessing attractions, transit and 
more exist for many of the world’s top city destinations, offering a convenient way for travellers 
to maximize their time during a city stay, while giving travel agents yet another tool in their kit to 
sell packages and augment their commission. Here’s a selection of programs designed to help 
travellers get around and explore a number of city destinations around the world.

Text: Blake Wolfe

Offered in 12 destinations in the U.S. and Canada, the CityPASS 

program offers pre-paid tickets to many iconic destinations across 

North America, all at a discounted price. Museums, aquariums 

and more can be accessed through the program, which also 

allows CityPASS holders to skip the line at several of the 

participating attractions.

Photo courtesy of SFMTA Photo by Nic Czarnecki
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Available in several major European cities and a handful of others 

around the globe (including Singapore, New Orleans and Las 

Vegas), Leisure Pass opens the doors to several of the top tourist 

draws across Europe, from the Louvre to the Guinness Storehouse 

in Dublin, with a specific card for each city. The company’s London 

Pass was recently re-launched as a smartphone app, allowing for 

more ease of use with travellers.

One of Japan’s many transit smartcards, PASMO provides 

travellers to Tokyo with access to the city’s labyrinthine  

train and bus network with the swipe of a hand over any one 

of the hundreds of PASMO readers across the city. In addition, 

funds loaded onto the card can be used as electronic  

money to buy goods at transit stations as well as in participating 

stores and vending machines throughout Tokyo.



For the best travel industry news : PAXnews.com PAX   53

Offered in major international destinations across the globe, 

CityDiscovery features a wide range of experiences, from tours and 

cruises to attractions, counting the Eiffel Tower, Buckingham Palace 

and the Vatican as among its top sellers. The company also has a 

travel agent program, with more than 16,000 travel agent partners 

around the world selling the product to their clients and receiving 

commissions of between eight and 10 per cent, depending on 

the booking.

If London is calling, be sure to catch an Oyster card. This transit 

pass provides access to the city’s buses, underground and some 

national railways connecting to other parts of the U.K. And for 

travel even further afield, the Oyster card can be used to access 

flights on Emirates Airline.
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 tried to keep my eyes on the road 

but the idea was too juicy to ignore: 

we were driving under a bridge full of 

naked people. 

The said bridge belongs to Desert Shadows 

Resort & Villas, a nudist resort in Palm 

Springs, California that, in 2003, had to find 

a creative way to transport its guests from 

one end of its compound on North Indian 

Canyon Road, a major thoroughfare, to the 

other, where the resort had, at that time, 

built new condos. 

In the end, a shielded pedestrian bridge was 

built, allowing guests of the resort to cross 

the street, uninhibited and au natural, while 

at the same time ensuring drivers kept their 

eyes on the road. 

In Venice, Italy, they have the Bridge of 

Sighs. “Here, we have our own ‘Bridge of 

Thighs,’” chuckled my guide Kurt Cyr of 

the Palm Springs Mod Squad, a company 

that specializes in architecture and design 

tours, as we zipped underneath the 

infamous crossing. 

There was no time to try the nude bridge 

first-hand that morning for Cyr was on a roll, 

driving me through upscale neighbourhoods, 

pointing out Palm Springs estates once 

inhabited by iconic celebrities – Frank 

Sinatra, Elizabeth Taylor, and Elvis Presley 

(“The fat Elvis,” noted Cyr), to name a few 

– and explaining the architectural history 

behind them. 

It’s a good time to be alive in Palm Springs – a 

resort town known for 360 days of sunshine – as 

the region, just under two hours by car from 

Los Angeles, undergoes a redesign of its own. 

Once a playground for Hollywood stars in 

the 1930s, and later a stomping ground for 

the Rat Pack in the 1950s and '60s, Palm 

Springs had arguably lost its pizzazz by the 

’90s, transforming into a sleepy haven for 

golfers and retirees. 

These days, Palm Springs is turning heads for 

much different reasons, as PAX learned on 

a recent press trip organized by the Greater 

Palm Springs Convention and Visitors 

Bureau. Palm Trees, indian canyon

Giraffe at Living Desert Palm Springs Art Musuem, plates
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The city’s investment in revitalization, combined with the 

profitable impact of local music festivals, is changing the 

Coachella Valley town in new and exciting ways.

“The design world re-booted the renaissance of Palm 

Springs,” Cyr tells me as we drive past rows of mid-century 

modern homes with tilted, wafer-thin roofs and glass walls in 

the city’s Movie Colony East neighbourhood (more than 40 

communities in Palm Springs, including this one, are named 

by the residents who live there). 

Most homes in Palm Springs are no higher than one storey, 

so no one’s view of the sprawling San Jacinto Mountains, 

the backbone of Palm Springs, is compromised.  

It’s a fabulous sight, as are all homes throughout Palm Springs, 

which could easily provide a decade's worth of content for 

Architectural Digest. 

Cyr traces the re-boot of Palm Springs back to 1999 when 

homes cost $99,000 (USD), the economy was booming, 

and “gay couples from L.A. were looking for a weekend 

house,” he says. 

“They started buying up these houses and decorating them 

with consignment furniture they could get for two cents and 

a banana,” he tells me, a trend that upped property values. 

The city’s Uptown Design District on North Palm Canyon Drive, 

with its dozens of art galleries and interior design shops, is a 

testament to the community’s appreciation for good décor. 

But while the design community may have gotten the 

reimagination of Palm Springs started, it’s the big-ticket 

music festivals of today, such as the Coachella Valley Music 

and Arts Festival (called “Coachella” for short), Stagecoach, 

and this fall, the classic rock-focused Desert Trip, that are 

carrying the torch. 

All aforementioned festivals take place in the city of Indio, 

which is about 40 minutes away from Palm Springs. By 

attending, you may, at some point, be required to wear 

flowers in your hair. 

Coachella, which drew 99,000 people per day over six 

days, combined with Stagecoach, a country music festival, 

generated $704 million USD in economic activity this year, 

Palm Springs musum of artJagged rock formations
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according to research by Development 

Management Group. 

It’s those kind of numbers that get 

developers talking. The economic 

impact is huge, and has led to new 

hotels in Palm Springs appropriately 

targeted towards today’s millennials. 

At the V Palm Springs Hotel, or simply 

“The V,” (where PAX stayed for 

three days), poolside DJs host epic 

dance parties on the weekends for 

Snapchatting rat packs – “the 20 to 

45, affluent market from San Diego, 

Los Angeles and Orange County,” Rick 

Patten of Filament Hospitality, which 

manages the hotel, clarifies to PAX.  

The palm tree-peppered property – 

which prior to its $15 million reno  

was called The Curve, and before that, 

was a Travelodge – opened at   

The Palm Springs Aerial Tram. A 

12.5-minute ride over Long Valley and 

Mount San Jacinto State Park in the 

world’s largest rotating tram. When you 

reach the top, some 8,500 feet up, the air 

temperature can be as low as 22 degrees 

Celsius cooler than the desert below. 

“It’s like going from Mexico to Alaska,” 

Greg Purdy, the attraction’s public affairs 

manager, told PAX. The view, which can 

stretch up to 320 km on a clear day, is 

astounding. pstramway.com. 

   
Red Jeep Desert Adventures. Guided 

hiking tours (transported via a red-

coloured jeep) of the San Andreas 

Fault, Palm Springs City and Indian 

Canyons, the latter during which PAX 

spotted jagged rock formations, 15 

miles of monster-sized palm trees and, 

by luck, a pair of longhorn sheep 

trotting along a canyon peak. Led 

by the most knowledgeable guides 

one can ask for. red-jeep.com.

 
The Palm Springs Art Museum.  

An impressive display of modern and 

contemporary exhibits and where life-

like sculptures aren’t what they seem. 

Getting there is easier than ever thanks 

to The Buzz, a new (and free) trolley 

service that runs Thurdays through 

Sundays from 11 a.m. to 1 a.m. through 

downtown. psmuseum.org. 

 
The Living Desert. A desert botanical 

garden and zoo located in Palm 

Desert, about 20 minutes from Palm 

Springs. Discover an oasis of nature 

and four-legged furry friends over 

1,200 protected acres inhabited 

by 450 wild animals.  The giraffes 

are cool but feeding them is 

cooler. livingdesert.org.

Dog sculpture, Palm Springs Art Museum

V Palm Springs Hotel
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up to

the base of the San Jacinto Mountains in South 

Palm Springs last April, right in time for Coachella, 

and filled up quickly, Patten says. 

The V is just one of several hot spots to come 

down the pipeline.  

At Arrive, a mid-century modern hotel that was 

opened uptown last year by Ezra Callahan, one 

of Facebook’s founding members, traditional 

hotel services are snubbed in favour of modern 

technology – instead of calling the front desk using 

a phone, guests can text for help without even 

downloading an app.  

With only 32 rooms, Arrive was clearly built for 

the ultimate desert boondoggle, boasting an 

80-seat restaurant with indoor and al fresco dining 

(including artisanal ice cream), a 66-foot pool and 

20-foot Jacuzzi, all cradled by a design palate of 

rusted steel, wood, and concrete.Courtesy of ARRIVE.



Even when lunching at Reservoir, Arrive’s misty on-site 

eatery (the gooey queso turkey chorizo dip is a must), you 

immediately feel like you’re been invited to some secret 

VIP party.  

With so much focus on entertaining the party crowds, you’d 

think it’d be impossible to still find some peace and quiet in 

Palm Springs, right? 

Wrong. 

Drive down any major road and surrender to the soothing 

sight of endless mountain ridges rolling down the valley. 

The mountains in Palm Springs seemingly change colours, 

too, from red, to peach, to purple to brown, depending 

on the time of day.

By night, the sky becomes your own personal planetarium. 

“We don’t have a lot of street lights because we want 

to see the stars,” Genoa Aleman, communication 

coordinator at the Greater Palm Springs Convention 

and Visitors Bureau, tells me over a late night drive 

through town. 

Palm Springs may be resurrecting its reputation as the 

party capital of Coachella Valley, but it’s natural wonders 

will always win. 

Go for the desert, go for the golf. Take in a pool party 

or two. Lie in the sun. But whatever you do, dress for the 

weather because baby it’s hot, hot, hot (temperatures 

on this trip reached 115°F or 46°C!) The heavy clothes I 

packed were rendered useless. 

Next time I’ll leave the jeans at home. Shorts and tank 

tops only. No sweaters, just a swimsuit. Or maybe I’ll just 

run around naked. 

At least I’ll know which bridge to take.

visitgreaterpalmsprings.com

Situated on a beautiful secluded beach and bursting with exciting amenities, Hyatt Ziva™ Puerto Vallarta is the ultimate destination for families —  
and now kids stay free! See the sights on a kayak tour or soak up the sun by our five sparkling pools. When the sun sets, our nightly performances  
will leave you mesmerized. Here, there’s something for everyone. It’s all included and all bestowed with our genuine Service from the Heart®.

Savings up to 60% off the published rate. Offer valid for new bookings made through November 30, 2016 for travel through December 20, 2016. 
Savings may vary by date. Based on a minimum 3 night stay, 1 child per 1 adult paid, limited up to 2 children per room. Children aged 12 and under. 
Blackout dates November 22 through November 27, 2016. Other blackout dates may apply. Valid for new social group bookings only. Offer may 
be changed or withdrawn at any time. Not responsible for errors or omissions. The Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks 
are trademarks of Hyatt International Corporation. © 2016 Hyatt International Corporation. © 2016 Playa Resorts Management is the 
exclusive operator for Hyatt Zilara and Hyatt Ziva. All rights reserved. PLA10890916

■■ Luxurious accommodations featuring spectacular ocean views, with spacious family suites available
■■ Gourmet dining and kid-friendly options at an array of venues, like Blaze, our casual grill where you can watch  

for breaching whales right from your oceanside table
■■ Professionally staffed KidZ Club offering educational and entertaining activities as well as splash zones and water slides
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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.

PUTTING THE G IN GOODALL 

ROYALTON UPDATE

G Adventures held their annual  World Tourism Day celebrations in Toronto on Sept. 27, welcoming 
more than 900 trade and consumer guests for an evening of fun prizes and announcements, the 
biggest of which was the tour operator’s new partnership with the Jane Goodall Foundation to create 
The Jane Goodall Collection of Tours – 20 tours around the world that will give G travellers access 
to some of the areas where Goodall did her studies on primates while contributing proceeds to the 
Jane Goodall Institute in Canada.

Four Royalton Luxury Resorts properties currently 
under construction in Jamaica and Saint Lucia 
are progressing ahead of schedule with earlier 
openings anticipated, the hotel chain said. 
Under this new timeline, the Royalton Negril 
and Hideaway at Royalton Negril, along 
with Royalton Saint Lucia and Hideaway at 
Royalton Saint Lucia, will be completed by 
Jan. 15, 2017. Royalton Blue Waters in Montego 
Bay opened ahead of schedule on Oct. 15.

ETA CHANGES

Changes to Canada’s electronic travel 
authorization (eTA) program have been pushed 
back from Sept. 30 to Nov. 10, the government 
announced, allowing travellers and airlines 
more time to prepare for changes when flying 
to, or transiting through, Canada. Starting Nov. 
10, Canadian citizens, including dual citizens, 
will need a valid Canadian passport to board 
their flight to Canada; travellers without a valid 
Canadian passport may experience delays

SUNQUEST SURCHARGE

Sunquest will no longer include the non-
commissionable fees in the total taxes of its 
packages. Under the new pricing model, the 
fees will now be included in the base price of 
the package and will be fully commissionable. 
The only non-commissionable portion will be the 
taxes and fees charged by end-suppliers such as 
airlines, TravelBrands said.

NEW ALLIANZ CEO

Allianz Global Assistance Canada has appointed 
Phil Hibbert as CEO. In his new role Hibbert will 
focus on "driving growth with existing and new 
partners in the company’s strategic distribution 
channels of travel agencies, brokers and financial 
institutions," Allianz said.

AC ADDS 6

Air Canada will add six new destinations to 
its international network in 2017, including 
Toronto to Mumbai and Berlin; Montreal to 
Algiers and Marseille; and Vancouver to Taipei 
and Nagoya. The new services are scheduled 
to launch next summer, Air Canada said.

IT’S OFFICIAL

FAUCHER TO ACV

Marriott’s acquisition of Starwood Hotels is officially 
complete, creating the world’s largest chain in 
a deal valued at approximately $13 billion. The 
acquisition will expand Marriott’s portfolio to 30 
hotel brands worldwide, with 5,500 properties in 
more than 100 countries. 

Air Canada Vacations has appointed Jocelyne 
Faucher as general manager, sales – Ontario. 
Faucher has more than 20 years of experience in 
leisure travel with previous roles including regional 
director, Thomas Cook North America; director, 
national accounts, Transat; and most recently, 
director, associate program – Canada for Carlson 
Wagonlit Travel.

SUNWING RESCUE

Sunwing Airlines brought hundreds of Canadian 
travellers home from the Bahamas on Oct. 5, after 
two rescue flights were sent to the destination as 
Hurricane Matthew approached the islands. The 
organization of the two dedicated repatriation 
flight services, which returned travellers to Toronto 
and Montreal, was part of a larger evacuation 
plan coordinated by the tour operator.

news
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The many faces of Melia Hotels were given the showcase treatment in 
September, as the Spain-based hotel chain welcomed a group of top-selling 
Canadian agents to learn more about the brand and its new developments 
for 2017 and beyond. Of Melia: Rodolfo Cresta, director - leisure sales, North 
America; Pablo Cogolludo, Melia Nassau Beach; Claire Nugent, Melia Braco 
Village Jamaica; Lisette Rosario, Paradisus Palma Real, Paradisus Punta 
Cana and Melia Caribe Tropical; Brenda Rojas, ME Cancun; Jairo Torres, ME 
Cabo; Nathalie Carpentier, sales manager - Eastern Canada; Sandra Salazar, 
Paradisus Playa del Carmen; Nathalia Sosa, INNSIDE New York; Alejandra 
Rubio, Melia Puerto Vallarta; Julio Padillo, Melia Cozumel (in front).

More than 1,000 Transat Distribution Canada (TDC) delegates, in three regions 
across Canada, joined together as part of the company’s annual regional 
conferences this fall, with 250 of them gathering at the Sheraton Toronto Airport 
Hotel for the final stop on the tour.

Hola Sun Holidays marked 25 years of booking 
Cuba on Sept. 16, welcoming the travel industry 
and dignitaries to an evening of celebrations.

The Tourism Board of Spain shone the spotlight on the sunny climate of 
Andalucia in September, as agents learned about the region’s latest tourism 
and accommodation offerings. Pictured: Lumy de Maria, account sales manager, 
Paradores Hotels & Restaurants and Laura Pena Alberdi, consul in charge of 
tourism affairs, Embassy of Spain in Canada – Tourism Section.

New river cruises in Europe and Asia, an expanded 
ocean expedition program and an updated travel 
agent portal are among the new developments 
in store from GLP Worldwide, which were detailed 
during a recent travel agent ‘Insider Event’ in 
Toronto. Of GLP: Alan Law, director of sales and 
marketing; Andrea Chan, marketing & project 
management; Gordon Dreger, vice-president; 
Patrick Tsung, president.

Sunwing and MSC Cruises hosted agents at a special 
VIP lunch to discuss what’s new in cruise for the 
coming season and beyond. David Wright, director 
of sales for Ontario and Atlantic Canada for Sunwing, 
and Mary Anne Lachance, business development 
manager for Ontario for MSC Cruises.

Members of the travel industry were treated to an evening of music, dance and 
traditional treats as Ethiopian Airlines gathered to celebrate its 70th anniversary 
From left: Birhan Abate, Area Manager Canada, Ethiopian Airlines; Gordana 
Mosher, PR & Communications Manager, RadonicRodgers Strategy+; David 
Timmins, Senior Sales Representative Canada, Ethiopian Airlines; Ed Radonic, 
Partner & Managing Director, RadonicRodgers Strategy+.



 

Sail from Havana
MSC Opera
with Sunwing on

More comfortable cabins

More mouthwatering dining options

More leisure and entertainment attractions

More choices for kids and teenagers

More space for well-being and relaxation

Even before MSC Opera sets sail, stepping on board is like embarking on a voyage 
of discovery. With its impressive array of new features and facilities, the ship is now 
even better equipped to satisfy every need.

Spacious new cabins with balconies to delight our guests with superb panoramic 
views. Enlarged restaurant and buffet areas to serve up an even greater variety of 
culinary treats. A new 319 m2 area to fill with music and dancing. With the help of 
prestigious partners like Chicco, LEGO® and Namco®, MSC created fabulous new play 
areas for children of all ages, including an exciting spray park packed with fun water 
features. And to offer even more routes to relaxation, the lavish MSC Aurea Spa now 
has more space for massages.

All this is just a taste of what a cruise on MSC Opera can offer. There’s a world of new 
experiences to discover on board, day after day, moment after moment. Because 
MSC Opera is the ship that suits you.

Varadero package departures from Toronto and Montreal

All inclusive
Allegrissimo
beverage package included

on all Sunwing MSC Opera vacation packages including wine, beer, 
cocktails and soft drinks throughout the ship.

Cruise packages include 
roundtrip airfare 

with round-trip pier transfers, 
meals & beverage package

MSC Cruises ship’s registry: Panama. All flights are with Sunwing Airlines or Travel Service. *For full terms and conditions, please visit Sunwing.ca or refer to the Sunwing Caribbean Cruises Winter 16/17 brochure.  Itinerary is subject to change. 27 Fasken Dr. 
Toronto ON. Ont. Reg#2476582 |  O 2016

NEW

Cayman Is.
Georgetown

Jamaica

Mexico
Cozumel

Havana
Cuba

Get onboard with Canada's

#1to the Sun

For more details on our MSC cruise program,
visit www.sunwing.ca

Summer 2017 - Now available to book!

SW_MSCOperaPAXNews_OCT2016_EN.indd   1 2016-10-11   11:32 AM
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GLP Worldwide hosted a select group of travel agents at LUMAS Vancouver, kicking off a 
cross-country tour to launch its 2017 Rail, River, Ocean and Expedition programs aimed at 
well-travelled clients. From left: Alan Law, GLP Worldwide; Nicola Iannone, Croisi Europe; 
Gordon Dreger, GLP Worldwide.

Sixty-eight travel professionals from 14 Chinese provinces, autonomous regions and 
municipalities hosted more than 250 members of the Vancouver travel trade at a trade 
show/gala dinner at the Hilton Vancouver Airport Hotel.

More than 250 delegates gathered at the Sheraton Vancouver Airport Hotel in Vancouver, 
celebrating their success and awakening their sales potential at Transat Distribution 
Canada’s annual western regional conference. Of TDC: Joe Adamo, president and 
Kimberley Wood, director operations - member services.

Transat made the final stops in its Sun Training Academies in Winnipeg and Kelowna on 
the same evening in September, two weeks after the shows began in Toronto. Pictured 
is Dean Neville, Transat’s Western Canada sales manager.

NEW TRANSAT FLIGHTS

This winter, Transat is operating direct flights to 35 
destinations in the South, including new flights out 
of Western Canada - Vancouver to Los Cabos and 
Calgary to Puerto Vallarta and Cancun, three times a 
week during the peak winter season, and Edmonton 
to Cancun and Puerto Vallarta.

FLIGHT CENTRE CARES

Flight Centre Canada’s second annual charity trip 
raised $30,000 for Friends of the Asian Elephant, a 
program based in Chiang Mai, Thailand dedicated 
to improving the well-being and conservation of the 
Asian elephant. Thirteen Flight Centre employees from 
across Canada took part in the initiative.

WESTJET-HAINAN CODESHARE

WestJet has entered into a code-share agreement 
with China’s Hainan Airlines. In Western Canada, 
Hainan will be marketing HU code-shared flights 
to and from Victoria, Vancouver, Prince George, 
Calgary, Edmonton, Regina and Winnipeg.

HAL EXPANDS ALASKA

Holland America Line is redeploying ms Oosterdam 
from Europe to Alaska for the 2017 summer season, 
as the line celebrates 70 years of Alaska cruises. The 
addition brings the number of Holland America Line 
ships to seven in the region, for a total of 135 Alaska 
departures.

SUNWING ADDS YWG FLIGHTS

Sunwing Vacations has added two new weekly, direct 
flight services from Winnipeg to Puerto Plata and 
Mazatlán, Mexico.  The new Puerto Plata flights will 
depart every Thursday between Dec. 15, 2016 and 
Mar. 30, 2017, and the Mazatlán flights will depart on 
Fridays between Dec. 15, 2016 and Mar. 31, 2017.
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With Premium Rouge, your clients will travel in style and enjoy 
7 inches of extra legroom, as well as in-fl ight entertainment 
on a complimentary iPad. They’ll also receive priority check-in, 
boarding and baggage handling for their two free checked bags. 
Premium Rouge is offered on fl ights to the following regions:

Learn more at fl yrouge.com

We call it Premium 
Rouge because
you get more.

• Caribbean
• Central America
• Europe

• Mexico
• South America
• United States

• Africa
• Asia
• Canada
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