
 

 

 
 



WHERE THE SUN ALWAYS SHINES 
ON LOVE AND FAMILY

Palladium Hotels & Resorts has scoured the 
most idyllic beaches in Mexico, the Dominican 
Republic and Jamaica, and carved out a little 
piece of paradise, its all-inclusive resorts blending 
seamlessly into their tropical settings. From kid-
friendly adventures to weddings and honeymoons, 
Palladium will indulge both families and romantics. 

Palladium Hotels & Resorts summons all sorts 
of playful activities with clubs for babies, kids 
and teens. The young guests can take a swing at 
minigolf. Ride a banana boat. Fall off a banana 
boat. Play video games. Make a splash at water 
parks. Or play with Raggs, the fun-loving canine 
TV characters that sing around the pool, host 
breakfasts and throw surf-themed parties crashed 
by pesky pirates. At the pool, parents can order 
a tropical cocktail from the waiter, while kids can 
raid the trolling food carts to satisfy their cravings 
for hot dogs, ice cream, candy and popcorn. 

By staying at one Palladium resort, families 
can play at all! And with no reservations 
required for à la carte restaurants, an 
excellent food allergy program and Las 
Vegas-style buffets, Palladium is sure to 
satiate all appetites! 

From “toes in the sand” nuptials to classic 
ceremonies with a twist, Palladium Hotels 
& Resorts and famed wedding planner 
Karen Bussen have designed packages 
that even fairy tales would be jealous of, 
with ethereal-sounding names like Pure 
Paradise, Waves of Love and Tropical 
Promise. Palladium even offers to walk 
brides down the white-sand aisle for free*, 
with a package that includes exquisite 
venue, sparkling toast, bridal bouquet and 
matching groom’s boutonniere — and even 
a honeymoon, complete with a Simple 
Stunning Sexy Kit. Not a bad way to start life 
as Mr. and Mrs.

*Conditions apply.

Vacation is calling
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Job #:
ALLIN-01605

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

allinagents.com   888-680-7625

Get up to

20% SERVICE FEES APPLY

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

family getaway at the all-inclusive 

Hard Rock Hotels. That means endless 

room service, live entertainment, 

and beautiful beaches without ever 

having to break the bank. It’s all the 

makings of an epic summer story in 

one beautiful location.
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At the office, we call him ‘El Mago.’ 

That’s the Spanish for ‘magician.’

There’s no doubt: Carlos, our head web 

developer, is definitely one of those.

But there’s no trick to Carlos’ magic. 

Not that I want to take away from his 

superpowers, but let’s admit, it’s easier 

when you have ten magic wands…

These wands are the fingers that 

fly over his keyboard, solving every 

technological problem they face with 

lightning speed!

Carlos is a shining example of the 

determination that personifies the 

team at Logimonde Media.

Born in Cali, Colombia, Carlos arrived 

in Canada with his wife and children 

as recently as 2010. He enrolled in 

French classes (he is now completely 

fluent in French!) and an 11-month 

programming course to brush up on 

the requirements for our country. 

This led him to an internship at 

Logimonde Media.

We have always had talented web 

developers, but Carlos’ experience in 

Colombia has proven an invaluable 

asset. His journey in the computer 

industry has spanned 30 years, including 

a ten-year stint at Servientrega – the 

Purolator of his native country. 

The rebranding process from 

E x p r e s s Vo y a g e . c a  t o 

PAXnouvelles.com simply 

wouldn’t  have been 

possible without him. 

Carlos brings to his job 

a constant thirst to 

keep up-to-speed with 

the latest trends in the 

ever-evolving world of 

computer programming. 

This is part of what makes 

him a real asset: he accepts 

our every challenge without 

ever complaining.

As Carlos himself often says, “At 

Logimonde Media, we do nothing 

like anywhere else. I rarely work 

on two projects that use the same 

technology. From adaptive-design 

websites, to video integration, to the 

QuickPresse.com service, and even 

QuickRSVP.ca… each problem is 

different, and that’s very motivating 

for me.”

I can tell you – without giving away 

too much – that Carlos is currently 

working on new interfaces that will 

make your working day even easier.

But what rabbit will El Mago pull out 

of his hat next?

Stay tuned!

Marie-Klaude Gagnon
Publisher
marie@logimonde.com

Years of service: 4 ½ 

Role: Web Developer 

Location: Montreal

Contact information: 

450 689-5060, ext. 224 

juancarlos@logimonde.com 
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What is your
      tipping point?
When travel advisors switch to Vision 
Travel they are usually looking for 
something more...

And they always find more than they 
were looking for!

Whether you’re looking for higher 
commissions, stronger supplier relations, 
marketing, technology, accounting support 
and ticketing or the freedom to do it your way, 
Vision has it all – with lots of encouragement 
as well!

Call me at 1-866-308-0183 and let’s start 
the conversation.

Lynda Sinclair, Vice-President, Leisure Travel

visiontravel.ca/discover

Vancouver  ・  Calgary  ・  Toronto  ・  Ottawa  ・  Montreal
Victoria  ・  Edmonton  ・  St. Catharines  ・  Ancaster  ・  Georgetown

When I mention that I 
now work with Vision 

to a supplier, the 
conversation goes to 

a di�erent level.

Why in the world did 
I wait this long?

“

          ”- Maureen Johnson
      St. Albert, Alberta

Seeing Travel Your Way
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Prepare yourself for a memorable journey full of amazing
experiences with our newest Thailand destination, Krabi.
Whether it’s a flavorful Thai dish, a lively street market, or a
relaxing retreat on a tropical beach, Thailand will unquestionably
enchant you with its exotic offerings.
 
We offer three flights per week from Montreal, via Doha,
to Bangkok, Phuket and Krabi.
 
We look forward to welcoming you on-board.

qatarairways.com

Discover Thailand
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Air Canada, used under license by Touram Limited Partnership, 1440 St. Catherine W., Suite 600, Montreal, QC. 
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CONNECTING 
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setting the stakes
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hile corporate trips may first come to mind 

when hearing the name Vision Travel, the 

company’s roots lie in the world of leisure, and 

over the last decade it’s that part of the business which 

has grown most steadily.

According to Lynda Sinclair, Vision’s vice-president 

of leisure travel, this growth goes “hand in hand” 

with an increased focus on the role of independent 

travel advisors (ITAs) at Vision, which Sinclair says 

began in 2008. Of Vision’s current annual sales  

of $650 million, approximately $200 million is leisure 

travel, she adds.

“We had a conversation about the changing industry, 

(about how) it’s about being out there and not just sitting 

behind a desk and having people walk into an agency,” 

Sinclair recalls. “What we saw was if you were out with  

the curling club or at your son’s school play, you could tell 

people what you did and conversation would spark up. 

We noticed there were a lot of great advisors out there 

bringing in business that way.”

As more leisure travel was being sold through independent 

advisors, Vision’s leisure offices across Canada have also 

grown – from five in 2004 to 12 currently – with regional 

managers offering direct support to the frontline staff. 

In addition, support from Vision’s Toronto headquarters 

comes in the form of technology and marketing.

“Our best attribute is the support we offer and the 

experience the managers and owners have. It’s our job 

to support them — we’ve all been frontline agents,” 

Sinclair says.

Leisure advisors can also take advantage of Vision’s 

strengths in corporate travel management, Sinclair 

explains, by leveraging partnerships with hotels and  

airlines.

“Sometimes we’re perceived as a very corporate agency 

but that’s where the excitement is for some of our advisors. 

Frontline leisure advisors can tap into our corporate 

contracts or the volume we do with various airlines  

or hotels; for example, someone in Calgary can benefit 

from booking the Fairmont because collectively, through 

our various streams, we have a lot of clout. This actually 

happened – the Fairmont had a computer glitch and  

the room category the traveller had booked was gone. 

Our advisor phoned the GM of the hotel and he pulled 

up the file, upgraded them to suites and gave them meal 

vouchers. The client was overwhelmed.”

In particular, Sinclair says with Vision’s leisure division, 

sales of ‘active travel’ have increased in recent years, 
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now accounting for 25 per cent 

of leisure bookings. While the term 

may conjure images of jungle 

trekking or Arctic expeditions to 

some, to Sinclair the definition 

includes “anyone who’s doing 

something while on vacation, 

whether it’s a photography course 

or hiking Kilimanjaro. It doesn’t 

have to be camping in Nepal.”

In addition to the embracing of 

different travel styles, Sinclair also 

noted that consumers’ travel 

purchases are taking on more 

and more similarities to a shopping 

trip, making several stops and 

purchasing a wide range of goods 

at various prices.

“You might save three months’ 

pay to buy an expensive pair of 

shoes, and then stop to buy that 

shampoo on sale and then pick 

up some paper towel – people travel that way too,”  

she says. “They might stay for three nights at the best 

suite with an incredible view, but then they might stay 

at a three-star airport hotel. They might fly economy  

or business. It’s all about the experience, and the 

experience changes throughout the vacation. The cruise 

may be $10,000 but the flights are $700 and the hotels 

$1,500. We compile all that and it takes experience and 

confidence (for advisors) to make recommendations.”

On that last point, Sinclair emphasizes Vision’s focus 

on relationship-building with consumers across all of 

its divisions.

“Everything Vision does – corporate, leisure and meetings 

and events – is one-on-one. It’s about being flexible and 

nimble and taking an itinerary that you see in a brochure 

and rewriting it. We can take an itinerary and customize 

it because we get to know our clients.”

In addition to acquisitions of agencies, most recently 

including New Wave Travel and Airstream, Vision is looking 

to expand its roster of agents, particularly in Western 

Canada, Sinclair says. Currently, Vision has 48 advisors  

in Alberta and 45 in British Columbia, with plans to increase 

those numbers.

“The agents Vision is looking for are people who know 

how to sell travel,” she explains. “Over the years,  

we took on people who were doing this as a second 

career, but we’re a high-producing, high-energy agency. 

What we do well is taking established agents and moving 

them up.”

“I think we’re perceived by our clients as a well-rounded 

agency, with lots of experience and able to give direction 

and real advice that a traveller needs. We’re a confident 

group and we have the ability to draw on those 

experiences we have and to make people feel 

comfortable that we’ll take care of them.”



1.800.265.8174
jerryvandyke.com

journeys@jerryvandyke.com 285 Fountain Street South 
Cambridge, Ontario, Canada

TICO #2069734

Cruising the waterways since 1988

Canada’s leader in European River Cruising since 1988

Experience the difference
We charter our own river boat and travel with you to make sure your journey  

is everything our family has promised.

Families working with Families for a unique experience • Proudly flying the Canadian Flag 
Fewer guests, more personal space • 100% non-smoking, including the Sun Deck and entry 

 Small groups with the finest local guides • All-inclusive, priced in Canadian funds for our Canadian guests 
All English language • Cruise during the day, not at night • Well planned shore excursions 
Two deck vessel with a shallow draft so changing water levels have less impact on the cruise

Contact our office for details, including our new Travel Agent Program
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Frédéric Gonzalo

technology

Conference speaker & consultant 
specializing in e-tourism

n 2017, having a simple Facebook page is no longer enough. As a business, 

you need to develop a strategic approach in order to consistently update 

your Facebook page and keep followers interested. Overall, what results 

are you seeking to achieve? A click to your website? A telephone call? A 

community that engages with your page and each other — and who will 

eventually buy your travel packages?

It’s also important to remember that regular posts, commonly called natural 

or organic posts, reach less and less page followers. The reason? Facebook’s 

algorithm relentlessly filters posts, which means you may not be getting the 

visibility you want. Make sure you take into account these five tips on how 

to optimize your Facebook presence. 

Posting status updates on Facebook is a good way to start. But adding 

images is always better. There are several types of images you can upload 

to a Facebook post:

• Full-screen images

• Images for carousels (two to 10 images)

• Slideshows (three to 10 images, with movements and sound)

• Regular videos

• Immersive videos (360 degrees)

For best results, you should post different types of content. According to 

a recent 2016 study conducted by BuzzSumo, the quantity and type of 

interactions greatly vary based on what content you publish. 

TIP: Build an editorial calendar and be sure to schedule different types of 

posts: links to an article, thought of the day, well-known quotes, “Did you 

know?” facts, pictures of the day, videos, etc.
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There are many theories as to the best times to post during the day and how many 

posts you should publish (Once a day? More than once a day? Several times per 

week?). These theories can come in handy to uncover overall trends; however, they 

may not be applicable to your market sector or target followers. 

Your best bet? Look at your Page Insights! Facebook provides a wealth of information 

on what days of the week and what hours each day you reach the maximum number 

of followers. You can also quickly see which of your posts are performing well (and 

those that are not!) and adjust your approach accordingly.

TIP: Try to post content when people are not at work, such as evenings and 

weekends. You can program Facebook posts in advance; this means you 

don’t have to be in front of your screen at the precise moment you need to 

post. However, make sure you’re available should your followers react to or 

ask questions about your post.

Contests are double-edged swords. On the one hand, they attract people 

who simply chase contests; they are not necessarily your ideal target clientele  

as they’ll show little interest in your products, services and posts. On the other 

hand, occasional and relevant contests can be effective means to drum up 

awareness.  

Contests enable you to bypass Facebook’s algorithm because they incite 

engagement and have the potential of going viral, which will increase your 

brand’s awareness with both existing and potential followers. Moreover, 

contests can help you “reactivate” your community and increase the reach 

of subsequent posts. 

TIP: Avoid contests whereby people can “Win an iPad!” These types of contests 

draw people that are more interested in the iPad than your business. Above all, 

make sure you set up a way to capture email addresses to feed your database 

for future marketing initiatives. 

Facebook Live is available for both personal and company pages since  

April 2016. Although this feature was originally only accessible on mobile devices, 

you can now broadcast live on your computer or even program a live video in 

upcoming hours or days. 

One question I am often asked is: what’s the difference between publishing a 

video as a regular post and a live broadcast? Posting a video can generate 

good results—at the same level as posting a text, link or image. However, 

it will be subject to Facebook’s algorithm, thus having less people seeing  
This Facebook Live garnered 4400 views 

for Club Med Turkoise, Turks & Caicos



For the best travel industry news : PAXnews.com

it than often expected. Facebook will really push hard for your live videos 

to be viewed by a maximum number of people, whether they are followers  

or not. Facebook Live is therefore a very powerful marketing tool with a lot 

of reach!

TIP: Determine the type of event you think would be optimal for your agency 

or brand to broadcast live: a product launch, fundraising cocktail party, 

employee spotlight, Q&A with a director or owner, capturing a captivating 

moment, etc. Make sure that you program these live videos so that they 

don’t steal the thunder away from your other Facebook posts (and other 

online marketing initiatives). In other words, plan for a holistic social media 

and online marketing campaign in which all of your actions are well thought 

out and aligned with one another. 

Last, but not least: leverage the reach and potential of Facebook Ads. Similar to 

your Google AdWords strategy to attract people who perform online searches, 

Facebook offers a wide array of ad options that cater to different marketing 

objectives, such as:

• Increase awareness of your Facebook  

page

• Incite people to take advantage of 

a promotion

• Increase the number of Facebook Likes

• Promote specific posts

• Increase the number of app installs

• Boost website traffic and conversions 

You can target people who love island vacations, cruises, fishing trips or 

adventure tourism. The possibilities are nearly endless! 

The killer question: Do these ads work? When you set the right goal and 

target audiences, the answer is yes. Nevertheless, you should have realistic 

expectations and be prepared to adjust your ad campaign if the results are 

not up to par.

TIP: Set aside a budget in 2017 for your Facebook ads and carry out some tests. 

A/B testing is an effective strategy to find out what ads work best for your 

business. You can even invest only as little as $5 per day on ads to gain better 

insight into what engages your target audience the most.

Example of a Facebook ad that promotes subscribing 
to a magazine 



Vacation is calling

A RELAXED AND ROMANTIC LUXURY EXPERIENCE
Couples will be delighted to escape to this unique oceanfront resort designed as an elegant colonial Mexican 
hacienda. Set amid a tropical and natural environment, the all-inclusive, adults-only Valentin Imperial offers 
an exceptional experience creating unforgettable memories.

COOP-16-512 PaxMagazine_ValentinImperialMaya_EN_FR.indd   1 2017-02-08   3:57 PM
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experience

apan is in many ways an ultramodern 

country, with its bullet trains connecting 

bustling cities. But in the Ise-Shima 

region of Japan’s south coast, some 

things are still done the old way. Far from  

the tourist crowds of Tokyo and Osaka, the 

ocean’s bounty is harvested by hand and 

cooked or preserved with fire and smoke. 

It’s not just the methods here that are ancient 

– the seafood culture, too, is an old and 

storied one. Local fishermen have offered 

their catch to the Imperial Court since at 

least the eighth century. And Ise-Shima’s 

fish, seaweed and preserved bonito are key 

elements of the meals priests offer twice daily 

to the Sun Goddess, Amaterasu-Omikami,  

at nearby Ise-Jingu, the most important 

Shinto shrine in all of Japan. 

If Japanese cuisine has a foundational 

ingredient, it is katsuobushi: bonito fish that 

has been dried, smoked and fermented. 

Fishermen harvest bonito in early summer 

from the Ise-Shima Sea, producing more  

in this prefecture than anywhere else in 

Japan. But the fish itself is just the beginning. 

It’s the preservation process that makes  

it into the flavourful staple that gives 

Japanese food its distinctive umami flavour. 

The Tenpaku family has been using traditional 

methods to preserve bonito at their
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seafront shop in Daio Town since 1946. But 

proprietor Yukiaki Tenpaku, the fourth 

generation to run the operation here, says 

his family’s work in the trade far pre-dates 

the shop. They’ve been preserving bonito 

for so long that there is 

no official record of when 

they began, though he 

can say that their labour-

intensive techniques 

date back at least 350 

years. At the helm of one 

of the few shops left in 

the country to maintain the old ways, he’s 

a proud ambassador for the art – and 

science – of creating the perfect katsuobushi. 

When I visit Tenpaku Bonito Hut, the guide 

tells my group that we should leave our 

jackets in the bus. We’re told to leave as 

much as we can behind, in fact, because 

everything we take into the hut will come out 

permeated with smoke. Even still, walking  

in is a shock. The low, oak wood fires leave 

the air thick and blue. 

Tenpaku-san is there to welcome us, nodding 

patiently as he explains his process through 

an interpreter. We see the bonito stacked  

in trays over the fires, learn that each fish will 

eventually become hard as wood. For effect, 

Tenpaku-san picks up a dried fish and knocks  

it with his fist. Once smoked, the fish go into the 

fermentation room to grow a layer of special 

mould, like an aged cheese. When Tenpaku-

san opens up the door to show us this part 

of his process, he asks us to put our cameras 

away. There are some trade secrets, after all. 

Once we’ve seen how it’s done, Tenpaku-

san offers us a taste, first of a rich broth, 

then of long, thin slices of katsuobushi 

mixed with rice. The broth is dashi, made 

from katsuobushi and kelp, and it’s used 

in miso soup and many Japanese sauces. 

He explains that the unique flavour 

components of the preserved fish have 

been a boon to chefs from around the 

world as they try to reduce the fat and 

calories in their dishes. Want to use less 

butter? Try katsuobushi, Tenpaku-san says. 

When we all pile back 

into the bus, with 

shopping bags full of 

bonito flakes and strips 

to take home, it smells 

like a campfire. It’s  

not the fish, which is 

sealed airtight. It’s us. 

My camera strap will smell like smoke 

for days. 

A little further up the Ise-Shima coast, the 

village of Osatsu has its own ancient link  

to the sea. 

Here, the women known as Ama (literally 

“sea ladies”) practice a tradition that, 

based on the archaeological evidence, 

dates back nearly 3,000 years. Without 

the aid of oxygen tanks, or even snorkels, 

they dive into the sea, collecting shellfish 

and edible seaweed from the sea floor. 

Their only nod to modern technology  

is that they wear wetsuits, though those 

who work within view of tourists may still 

wear traditional white cotton suits overtop. 

The wetsuits, introduced to their diving 

practice about 50 years ago, allowed  

the Ama to extend each diving session  

to an hour and half. Before that, they had 

to get out of the water after 30 minutes 

because of the cold. 
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To keep warm after their dives, the women 

work from collective huts along the coastline, 

each heated with an open fire. They dive 

alone or in small groups from shore, harvesting 

their catch in a floating bucket. They can stay 

underwater for up to 50 seconds at a time, 

using a specialized breathing technique 

called isobue, or “sea whistle,” because  

of the sound it makes when the women 

surface. A typical Ama shift is 20 to 30 dives 

a day, and the most capable divers can 

harvest up to 50 kilograms of seafood. 

This has always been women’s work, though 

the reasons vary depending on whom you 

ask. Some say women can dive for longer  

in cold water because they have more body 

fat. Others say women can simply hold their 

breath for longer than men. But there’s also 

the nagging fact that while diving is very 

hard work, it is usually not enough to support 

a family. Many Ama also work alongside their 

husbands tending crops on family farms.  

It’s not surprising, then, that Ama diving is 

not attracting a new generation of young 

Japanese women. Most of those who still 

dive are over 50, and there are only about 

2,000 Ama left in all of Japan. About half 

of them live in Ise-Shima, and more than 

a hundred right here in tiny Osatsu Village. 

Their traditional dive-fishing methods and 

culture are officially listed as an intangible 

folk cultural property of this prefecture. 

The six active divers at the Osatsu Kamado 

Ama Hut, where we stop for lunch, are all at 

least 60, and have been diving for at least  

45 years. A charcoal fire dominates the 

centre of the bamboo-walled room, and 

long tables and benches line the walls.  

But, as at the bonito hut, the most notable 

feature is the smoke. Not at my best after 

travelling the long, winding road to get here, 

I have to dart back out of the hut to gulp 

in some fresh sea air before taking my seat 

along the wall. 

Once we catch our 

breath, the feast 

begins. The women 

bring in baskets of 

freshly caught shellfish. 

Some of it is familiar: 

clams, oysters, scallops, even abalone and 

sea urchin. Then there’s the intensely ugly 

Turban Shell (a large sea snail) and the small, 

spiny lobster known as Ise-ebi or Ise lobster, 

a local specialty.

Watching your food go straight from sea  

to fire to plate is not for the faint of heart.  

It’s a life and death operation here, and it’s 

hard to watch as the lobsters go onto the fire 

alive. But the Ama, kneeling on the ground 

in front of the coals, are efficient in their 

work, and proud of the bounty they have  

caught and prepared with their own hands. 

When Kokichi Mikimoto, dubbed the “pearl 

king,” brought the art of cultured pearl 

creation to Ise-Shima back in 1893, the local 

Ama divers were the natural choice to dive 

deep into the waters surrounding Ojima Island 

to harvest and manage the pearl oysters. 

Today, Mikimoto pearls are cultivated using 

floating rafts that eliminate the need for 

diving, but visitors can still watch modern 

Ama demonstrate the traditional techniques 

at what is now known as Mikimoto Pearl Island. 

Even watching from the comfort of a seat 

in the indoor viewing area, I can feel  

the chill as the Ama divers disappear into 

the water. Through the open window,  

I hear the sound of their 

sea whistle breathing 

as they r i se f rom  

the sea floor, oysters in 

hand. It’s an ancient 

sound in this modern 

place. Welcome to  

Japan.
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Example of comparative price for two adults (seven nights)

Destination:  Club Med  
Chamonix Alpes Francaise  

"Do it yourself"  
– Whistler, B.C.

Seven nights in a 
four-star hotel   INCLUDED $2,380

Dinner and supper    INCLUDED $394

Drinks (alcoholic/ 
non-alcoholic)  INCLUDED $156

Ski lift fee (six days)  INCLUDED $1,268

Ski or snowboard 
lessons (six days)  INCLUDED $1,598

Tips (15 per cent)  INCLUDED $82.50

Price for two adults $3,148 $4,610.50

Price per adult $1,574 $2,305.25
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your cruise coach

he travel trade and media were invited onboard Regent's Seven 

Seas Explorer in Los Angeles in January. When the cruise line 

touted that it has launched the most luxurious ship ever built, 

high expectations came with all who attended.

From the moment we embarked and came face to face with the 

magnificent crystal chandelier adorning the atrium, we were in for 

a treat. Strolling down the public halls, it feels like we are walking 

through a grand hotel, instead of a cruise ship. Sparkling chandeliers 

drip luxury overhead, plush carpeting cushions softly underfoot. Rich 

upholstery in monochromatic and jewel tones soothe the eye and beg 

to be touched. No expense was spared in interior design, with miles of 

marble, crystal, and museum quality artwork. 

Suites are opulent and grand, with custom built-ins and crown mouldings 

throughout. Every convenience has been thought of, from bedside 

mobile device charging outlets, a large screen TV that swivels to face 

the bed, to chrome reading lights that blend seamlessly into the décor.

Dining onboard Regent is a culinary extravaganza. The Compass Rose 

dining room offers a completely customizable main course option. Select 

your meat or seafood, decide how you like it prepared, accompanied 

with your choice of sauces and sides. This is flexible dining at its best.

Ming Tappin is the owner of Your Cruise Coach 
Consulting and has been cruising since 1991. 
Based in Vancouver, Ming works with travel 
agencies to grow their cruise business, and 
preaches the merits of cruise travel to the world. 
Ming can be reached at ming@paxnews.com.

Text & photography: Ming Tappin
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Four other specialty restaurants complete the gastronomic 

experience — Pan-Asian Pacific Rim, French bistro Chartreuse, 

Prime 7 steakhouse and Italian Sette Mari. 

I had the pleasure of dining in Chartreuse. I perused the 

menu while sipping my welcome drink — champagne 

infused with a fresh strawberry slice. Attended by gracious 

Sarah direct from Paris, I feasted on Balik smoked salmon, 

tri-colour beet salad with goat cheese cream, and 72-hour 

sous vide short rib with truffle royale, topped with a morsel 

of perfectly seared foie gras. My sommelier suggested a 

delicious Burgundy to pair with my entrée, with choices 

of fine whites to complement the other courses. With no 

room for dessert, I opted instead for a specialty coffee. 

Intuitively, Sarah brought me a quartet of truffles, just 

enough to hit the spot. Upon leaving the restaurant, 

a dainty ribboned box is presented as a parting gift, 

revealing a duo of pistachio macarons to extend my 

Chartreuse experience a little longer.

The decision is unanimous amongst all onboard — Regent 

has hit it out of the park with the Explorer. The task now is for 

the travel consultant to introduce clients to the experience; 

and it takes some skill to do so.

The hallmarks of luxury cruising are the smaller ships, the 

enhanced service levels, and the all-inclusiveness. Selling 

these features is easy – we can all rattle off a long list of what's 

included, crew-to-guest ratio, and space-to-guest ratio.   

But what does this mean to the client, and why should they pay 

for this experience versus a mass market cruise for half the price? 

Indeed, price is the is the number one hurdle to overcome 

in selling luxury. The travel consultant must master the skill of 

conveying how a luxury cruise makes a client "feel" while they 

are onboard, translating the features into priceless experiences. 

Imagine…

Having your butler deliver breakfast on your balcony, set with 

fine linens and crystal. Seeing the sommelier at lunch who 

remembers your name and asks if you would like another glass 

of the Pinot Gris that you enjoyed so much last night. The ability 

to sink into a soft terry-lined sunbed at any time of day, getting 

a great seat for the show, or indulging in the succulent lunch 

buffet without having to arrive early or stand in a line. These 

are all examples of benefits that aren't quantifiable, and sound 

much more convincing than “1.36 crew to guest ratio” and 

“56,000 GRT for 750 guests." Learn to weave these techniques 

into your conversations and focus on the emotions. If this is done 

successfully, price will no longer be an objection.

Above all, luxury cruising is about uncommon experiences, 

pampering indulgences, effortless days and carefree nights 

— moments that make you say "I can't believe I am living this." 

If you have clients ready for luxury cruising, Regent will help 

bring these moments alive for them onboard the Seven 

Seas Explorer.
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t’s a brisk January morning at Toronto’s Pearson 

International Airport.

Beyond the parking lot at WestJet’s Toronto office, aircraft 

sporting the company’s blue and teal logo can be seen 

ascending above the blizzard, while inside the hangar, work 

crews are busy tuning up three planes which will return to  

the runway later that week. It’s a similar scene just on the 

other side of the wall in the company’s sales office, where 

Lyell Farquharson, vice-president sales, is busy leading his team.

It’s an apt metaphor for an increasingly competitive industry, 

in which individual airlines are continuously working harder 

to soar above the clouds.

With a background in public accounting, Farquharson 

made his first foray into the travel world with Rider Travel 

(where he would become CFO and then president), followed  

by executive roles at Navigant Travel and American Express 

Business Travel. From there, the jump to WestJet was a simple 

one, Farquharson tells PAX.

“One of my key roles was in industry relations which is where 

you negotiate with airlines,” he recalls. “On the client side,  

I spent a lot of time helping clients design their travel programs 

whether it be their policy or preferred airline strategies.  

I got a lot of analytics from their preferred airline strategies,  

which then led me to understanding the airline side of  

the business. It’s a great brand and great culture so it was an 

easy fit for me.”

Like any large corporation, an airline is not so much a single entity 

as it is a combination of several smaller teams working in unison. 

Leading a team of more than 150 WestJetters in the airline’s 

sales division, Farquharson credits his previous experiences with 

team leadership, particularly within the travel industry, with his 

success. Perhaps not surprisingly, he says it’s all about good 

communication.

“For anyone leading a group or department, it’s all about 

understanding what you need to do to lead the team and 

achieve the objectives the organization has set,” he says. 

“It’s well-written that you’re as good as your team; what 

you need to do is show them the road and what needs  

to be achieved. A good team will then just go ahead 

and do that.”

“With any team, it’s about alignment. We’re part of a 

big organization, there are stakeholders and it’s about 

making sure we’re aligned with the company objectives 

and communicating that effectively through action to the 

organization. As a company grows, the key to all that is 

communication and communicating effectively. It can be a 

challenge given the fast-dynamic environment that we’re in.”

And that communication continues beyond the immediate 

team, Farquharson explains, citing a number of recent 

initiatives with the travel trade.

“We’ve done a lot in the marketplace recently to change and 

grow WestJet Vacations, so working with the team we revamped 

our marketing strategy and worked more closely with our trade 

partners on co-op advertising,” he says. “We communicated 

that change to the partners, working with marketing and the 

sales team, and that required working with everyone in the 

organization. That took a lot of communication working with 

not just the partners but sales and marketing.”



Most of these achievements have been accomplished via 

WestJet’s travel advisory board, Farquharson says, which was 

created in 2015 to garner feedback from industry members on 

WestJet and the industry at large. Feedback from the board 

has led to some direct changes by WestJet, Farquharson 

says, such as the return of the full WestJet Vacations brochure.

“There’s been a lot of wins,” he says. “We brought back 

the full brochure; previously we had gone fully electronic 

but the trade said that it’s still not that easy to work with, 

so we brought back the print version. There’s also been 

some changes to how we process our tickets which they’ve 

helped us with.”

Outside, the snow is falling heavier and talk turns to the 

challenges faced by the airline industry in Canada. For 

Farquharson, the high taxes and fees levied against airlines 

in the country are chief among those challenges, obstacles 

which if surmounted, would result in an overnight jump in 

travel, he contends.
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“The base fares are competitive and the industry isn’t 

given the credit it deserves in keeping fares low,” he 

explains. “Obviously, everyone sees when fees and 

taxes are added on; on top of that, landing fees, 

which are included in the base fare, are very high 

in Canada due to the nature of how our industry is 

structured. There are extra fuel taxes, high landing 

fees and surtaxes all over the place. That obviously 

mutes demand at some level.”

Once again, it comes back to communication; in 

this case, industry communicating that case to the 

public to effect change.

“That’s something the industry can do a better job 

on, in getting public support to get the government 

to change that,” Farquharson says. “I think there’s 

some understanding in the public but not to the 

extent that we have a groundswell, where people 

say ‘we’re being taxed just to travel.’”

Challenge also comes in the form of an increasingly-

crowded field of competition, from foreign airlines 

expanding their international reach to new 

homegrown players looking to corner the ultra-low 

cost market.

“We’ll stay competitive and it makes it difficult 

for anyone in this business because of the 

taxes and fees, so to be measured as a low-

cost carrier it’s not easy since the ticket cost 

looks high,” Farquharson explains, adding that 

changes in advertising rules which require all-in 

pricing also contribute to the challenge. “We 

also have a lot of foreign airlines so from an 

international perspective, there’s already a 

lot of competition, especially a lot of Asian 

carriers coming to Canada. There are 34 million 

Canadians who love to travel so there’s always 

opportunities for niche carriers but I would think 

it would be difficult to have a third national 

carrier due to the scope of the country.”

Regardless of external forces, Farquharson is 

focused on the future of WestJet’s growth. While 

there’s still room to expand within North America, 

that focus is shifting toward greater expansion into 

international markets.

“Our future growth is definitely going to be 

international,” Farquharson says. “There are still 

opportunities within North America and so we 

will continue to grow our network to serve the 

business traveller. As we grow internationally, we’ll 

start to leverage some of that growth. We’re still 

deploying our Q400 fleet across Canada as well, 

so we’ll start to service those smaller communities. 

We like to say we’re liberating travel; when we go 

in, the airfare may have been $1,000 and now its 

$400 after we arrive.”

“One of the interesting things about the airlines 

industry is that in other industries, capacity to grow 

is often limited by human capital. With airlines, 

one of the constraints is having the aircraft and 

the cycle times are not short; it takes several years 

to get new planes. You kind of know your growth 

plans a couple years out. It’s really that three to 

five years beyond the horizon where you need to 

start working that strategy. Within 24 months 

though, it’s public knowledge how many aircraft 

you’re going to have.”
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39% travel by car

5% by boat

2% by train
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esorts like to throw out a lot of hype 

about their special offerings — 

that includes touting the culinary 

delights that await their guests. Too often, 

the gustatory reality falls short of the promise. 

But during a FAM with a group of Canadian 

travel agents, PAX got to experience 

Benazuza, one of the best restaurants that 

Cancun has to offer, located on the Oasis 

Sens resort. Benazuza featured a multi-

course meal of Mexican-inspired cuisine. On 

TripAdvisor, it ranked #3 out of 793 Cancun 

restaurants, garnering an almost perfect 

five-star rating — and not just because of 

the quality and uniqueness of the food. 

While the atmosphere is romantic, the 

experience itself is playful, and not entirely 

in the guests’ hands.

“You are Benazuza’s property,” our hosts 

told us. They weren’t kidding. Washroom 

and smoke breaks happened at specific 

intervals, to avoid throwing off the flow of the 

experience. At first this was off-putting — we 

exchanged glances and there was some 

eye-rolling. We’d had a long day and, going 

into dinner, were already leery of a 20-plus 

course meal, each one accompanied by 

an explanation. It seemed like a foregone 

conclusion that this was going to drag on 

too long. 

I can happily report that we were very much 

mistaken. In fact, it only took two courses for 

Benazuza to turn our quiet complaints into 

surprised exclamations of “this is fun” and 

“I’m into this.” And, spoiler alert, what we 

saw was not necessarily what we got.

“We are going to play with your feelings and 

your palate,” they promised — and they did 

— beginning with a beautiful red rose, 

delivered to each of us. We were instructed 

to use a pair of pincers to pull a rolled-up 

“something” out of the middle of the flower, 

and pop it into our mouths. There was great 

concentration as we challenged our taste 

buds to sort through the flavours and textures 

our tongues were experiencing, attempting 

to figure out what we were eating, which 

turned out to be a marinated roll of thinly 

sliced apple.
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“You have to keep an open mind,” they 

reminded us, as they presented us with a 

liquor-infused jelly and fruit — a cocktail 

made from a cactus flower. “Put the whole 

thing in your mouth,” we were instructed, 

“then bite and blow.” 

We all smiled like kids as we blew out what 

looked like smoke. My favourite of the cocktails 

was the “hot and cold” 

margarita. The combination 

of citrus and tequila was 

perfectly tangy and chilled, 

while the “hot” portion was 

a warm foam on top.

The non-drinkers went for the alcohol-free 

version of these beverages, and for the food 

courses, I opted for gluten-free. There was 

also a pair of vegetarians.

“As long as we have advance notice, we 

can make changes for the most common 

dietary restrictions and keep the sense of the 

evening going for the night.”

Gustatory highlights included avocado in 

tempura (gluten free for me), baby corn, 

and a “kastakan” gordita. My favourite 

main was the tender and perfectly pink 

Beef Wellington. The dish that most caught 

me by surprise was the guanabana mollusk 

pre-dessert, which was not a mollusk at all 

(though it looked like it was, shell and all), 

but was in fact a tart jelly palate cleanser 

that prepared the tongue for the dessert 

to come. The latter included “morphings 

cherry.” To avoid ruining the surprise, all I 

will say is it looked like a cherry, and we 

ate it whole, including the “stem.” 

It was so much fun, and delicious, that despite 

our earlier misgivings, we were sad when the 

dinner came to an end. I think we would’ve 

happily stayed for another 20 courses.

The Benazuza experience is included with 

the Oasis Sens Sian, Kan, and Grand Plus 

packages, but others can take part. Sens 

guests on other packages would pay 675 

Mexican Pesos (about $44), guests at other 
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Oasis resorts would pay 807 Mexican Pesos (about $53), and 

the general public can pay 950 Mexican Pesos (about $62).

The staff recommend making a reservation at least one 

week before coming to the hotel, because they book up 

that far in advance. There’s only room for 24 people, and 

each table only does a single seating per night.

www.oasishoteles.com
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future proof

Nolan Burris

Nolan Burriss is a top-selling author, former travel agent, 

failed musician and self-professed techno-geek.  

He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder 

and chief Visioneer of Future Proof Travel Solutions  

in Vancouver, British Columbia: 

www.futureprooftravel.com

t least once a year I like to look back, and look forward. Looking 

back helps me gain perspective and reminds me of lessons learned.  

It’s the road ahead that can be more challenging to contemplate.  

Even the best plans can be derailed by the unexpected. On the other hand, 

they can also be propelled to success by the same circumstances. 

Some say that success is not an accident, it is a choice. I would say it is a collection 

of choices, each taking you closer to or further away from where you hope  

to go. Maybe then, the most important choice to make is the destination. How 

else could you pick the right path? 

When I entered the industry nearly 40 years ago, our choices were limited.  

Sure, we could choose to specialize in cruises, land tours, niche markets or various 

mixes of corporate versus leisure. All those things mattered, but we had no choice 

whatsoever in the one thing that most fueled our futures. 

The way that we earned our money (commission) was almost entirely determined 

by the companies whose products we sold. Franchises and large collectives 

negotiated for a couple of extra points here and there, but the fundamental 

decisions about our income remained mostly out of our control. For many,  

that continues to be true, but not for all.

Today, travel consultants routinely mark-up net-priced components, combine 

them with commissionable products, and add their own professional fees  

on top of it all. While we still have very little influence on commission rates or 

even what is considered commissionable, we now have new sources of revenue.  

More importantly, they are sources that (for the most part) YOU control. 

Fees and markups are certainly not new. The big change is that many agencies 

now consider them to be PRIMARY revenue sources, as opposed to the income-

enhancers they used to be. While still in the minority, there are already those  

for whom commission no longer holds the top spot on the P&L. 
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Agencies in that enviable position 

are clearly more in control of their 

financial health than those that rely 

on the shareholder votes and third-

party policies that dictate commission.  

These agencies have made not one, 

but a series of choices to guide them 

closer and closer to a financially 

independent destination. 

As the agencies who have undergone 

such a transformation would attest,  

it’s not just a matter of adding fees 

where none, or very little, existed 

before.  Instead, it means choosing a 

very different path with very different 

client and supplier relationships along 

the way. 

For example, the commission-dominant 

path is entirely reliant upon the 

production of bookings (reservations).  

Although vital to success, bookings 

are the most vulnerable element of 

this strategy. From the consumer 

perspective, a booking is the easiest 

part of the travel process. After all, even 

a smartwatch can make a booking 

with a finger tap or just by asking for it!  

Of course, any savvy travel pro would 

argue that such transactions are risky, 

but that hasn’t stopped them from 

happening. It’s a serious threat that 

continues to grow. The opportunity 

is to capitalize on the part of travel 

planning where watches and phones 

cannot compete. It’s a very different 

path where no gadget or software 

can prevail. 

It’s a path not dominated by 

reservation-dependent transactions, 

but by fee-based service. It’s a path 

where bookings still matters, but they  

no longer dictate the other choices  

to be made. Advice, support, 

advocacy, relationships and more 

are the primary factors. They exist  

on the other path as well, but as 

direct sources of revenue, rather than 

hopeful enablers of it. 

Both of the paths in question can 

produce income. Both are viable, 

proven ways to achieve success. Both 

will require decisions about where 

and how to invest. One will demand 

more investment in transactional 

processing and technology. The other 

will mean a higher spend on human 

resources and training. 

Neither path is perfect and neither 

offers a significantly higher return 

in the short term. In looking at  

the road ahead, things couldn’t be 

more different. 

One path decreases your own control 

of your financial future, the other 

increases it. One path is littered 

with an endless series of obstacles 

created by an immensely popular 

and increasingly powerful opponent. 

The other is filled with opportunities 

for the very same reason. 

Today, it’s still fairly easy to step from 

one path to the other, using much 

of what you already know. Looking 

down the road ahead however, 

making that leap will become 

steadily more difficult since each 

depends on such different choices 

and investments. Every future choice 

you make on either path will separate 

them even more.

Perhaps it’s time to have a look at your 

own road ahead while you can still  

see the other possibilities.
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vogue

Courtesy of Destination Canada

Topping several lists for 2017’s hottest destinations, Canada will be celebrating its 

150th birthday in a big way this year, with Parks Canada providing free admission 

to any National Park – from Aulavik to Yoho – as well as Historic Sites and Marine 

Conservation Sites. Numerous Canada Day events to mark the milestone will take 

place across the country on July 1, while Montreal – celebrating its 375th anniversary 

this year – will host a year-long celebration with numerous events throughout the city.

Text: Blake Wolfe
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Courtesy of India Tourism

Growing in popularity as a travel destination in recent years, India’s wide range of 

landscapes, climates and culture have something to offer every traveller. While 

regions such as Agra (home to the Taj Mahal) remain popular with tourists, India 

is also seeing a growing demand for active and adventure tourism, particularly 

in the country’s northern reaches along the Himalayas mountains; in addition to 

the climbing and trekking experiences offered there, rafting, mountain-biking and 

sportfishing are among the emerging travel draws of the region.

Marking 100 years of independence in 2017, Finland will mark its centennial 

with a year of celebrations and events under the theme ‘Together.’ The 

country’s natural offerings (Finland’s air has been ranked as the third-cleanest 

globally by the World Health Organization) are also in the spotlight this year, 

and while winter vistas and the Northern Lights may be the scenes most 

often associated with Finland, the country’s landscapes are just as enticing 

in any season.

Photo by Mikko Nikkinen
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Long synonymous with its unique wildlife, Madagascar is looking to draw visitors 

back following political unrest in recent years. Travellers have been returning 

since tensions settled in the wake of a 2013 election and the island is looking 

to once again capitalize on the tourism draws which put it on the map, from 

the lemurs and whale-watching opportunities to the resort destination of Nosy 

Be, located off the country's northwest coast.

tourismcambodia.com

While nearby Thailand may be top-of-mind for many travellers planning a 

Southeast Asia escape, Cambodia is coming into its own as an alternative 

to its busier neighbour, offering similar experiences including beaches and 

islands. Anticipating this growth in tourism, a number of luxury properties 

are opening in the country, including a new Rosewood hotel opening in 

Phnom Penh this year.
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As experienced travellers seek out new passport stamps to add to their 

collections, Colombia is more than ready to welcome visitors seeking something 

a little different than the typical beach vacation. Located at a unique crossroads 

in South America, Colombia boasts offerings on both the Pacific and Caribbean 

coasts, as well as the Andes and Amazon, offering a wide range of travel styles 

and experiences. With Colombia’s rising reputation as a sun escape, a number 

of tour operators, including Air Transat and Sunwing, have added routes to the 

country in recent years.
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Enjoy being a star

Follow in:

IBEROSTAR is proud to present its spectacular new 5 star hotel, which opened 
in April 2017. Situated in a tropical setting overlooking the famous Varadero 
Beach, the IBEROSTAR Bella Vista Varadero Hotel, is an elegant resort with 
facilities for families and independent adults. Standing among lush tropical 
vegetation this resort offers an authentic oasis of relaxation where you can 
enjoy the holiday of a lifetime.  

LA HABANA  •  VARADERO  •  CAYO SANTA MARÍA  •  CAYO GUILLERMO  •  CAYO COCO
CAYO LARGO DEL SUR   •  TRINIDAD

IBEROSTAR Bella Vista Varadero
Varadero, Matanzas

At IBEROSTAR
you take away feeling like a star
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he Canadian Bankers Association estimates that  

$537 million worth of fraud was committed in the country  

in 2015 with the help of ‘cards not present’; i.e., transactions 

that have been committed with the assistance of a card that 

isn’t physically present, but whose numbers and security details 

are communicated by telephone or – even more often – 

over the Internet. It’s the most widespread type of credit card 

fraud, and 90 per cent of complaints about these invisible 

card transactions reported to the Canadian Anti-Fraud Centre  

in 2015 came from travel agencies. However, only five per cent 

of travel agencies report incidents of fraudulent activity.

Why are travel agents so reluctant to make a complaint, or report 

cases of fraud? Are they ashamed at having been fooled?  

Are they afraid that news of their losses will spook suppliers?

“There’s no reason to be ashamed – fraud is a scourge that 

affects travel agents all the more, because it constitutes 

the weak link targeted as a priority by fraudsters,”  

says Eric Johnston, general manager of the Association 

of Tour Operators of Quebec (ATOQ). “The threat is all 

the more serious because, more often than not, these  

acts of fraud are not committed by isolated individuals, 

but by groups associated with organized crime, and 

those people know very well how to spot the weak link.”

The total costs associated with these embezzlements are 

always higher than those of the fraudulent transaction 

itself. When a business is swindled for $1,000, for example, 

only this amount is written in the ‘losses’ column, without 

acknowledging the time spent attempting to recover the stolen 

special feature
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sum – more often than not in vain – and the time spent by the 

agency manager and employees in discussing the case. In the 

U.S., the company LexisNexis published a study that reported 

a multiplier of 2.4, says Johnston: fraud that recorded a loss on 

paper of $1,000 actually amounts for a loss of $2,400, when 

taking into account the time spent trying to resolve the case, 

instead of selling and carrying out productive work. 

ACTA and ATOQ announced a joint anti-fraud 

committee in 2014, sounding the alarm and 

preparing a series of tools aimed at helping 

travel agents counter fraud. 

“One of the best ways of countering fraud is to 

report it. The message that we therefore give 

travel agents is: ‘Identify fraud and report it to help 

everybody reduce it!’” says Christine Chilton, director 

of education for ACTA Canada. “All efforts, private 

or collective, taken to counter fraud are good!”

Chilton, who sits alongside Eric Johnston on ACTA 

and ATOQ’s joint antifraud committee, also 

participates in several other anti-fraud roundtables, 

such as Canada Travel Fraud Prevention, which 

also includes representatives of IATA, TICO (Travel 

Industry Council of Ontario), and CATO (Canadian 

Association of Tour Operators).

She explains that travel agents are essentially 

victims of three types of fraud: 

1. Internal fraud committed by an 

untrustworthy employee.

2. Fraud perpetrated by a transaction of a card 

that is not physically present – i.e. when the 

transaction is carried out online or the necessary 

details are relayed over the telephone

3. So-called ‘friendly fraud.’

Micheline Sinnett, Skylink; Christine Bouchard, Alio; Eric Johnston ATOQ; 
Monique Venne, Air Canada Vacations and Thierry Pejot-Charrost, Transat

 

In 2016, airline ticket sales made by airlines who were 

members of IATA amounted to $701 billion U.S. for all 

the countries in the world. The percentage of this figure 

attributable to fraudulent transactions was 0.3 per cent, 

but in the case of online sales, the percentage of fraud 

was listed at 1.7 per cent. In Canada, sales through the 

BSP (Billing and Settlement Plan) amounted to $8.4 billion 

(and $5.1 billion in Ontario).
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Acts of fraud committed by unscrupulous employees are 

those most commonly reported by the industry media.  

You might remember, for instance, the case of Shirley 

Perez, the so-called ‘Mamy délinquante’ (she was 

78 years of age) who Montreal police say defrauded 

around thirty customers for more than $80,000. She 

received clients at her house, in rue St-Dominique, 

Montreal, sold them plane tickets at reduced prices 

(without providing a receipt) and provided them with an 

itinerary presented as a valid e-ticket. When her clients 

presented them at the airport, they were not allowed 

to board their flights, since there was no trace of their  

reservations.

Perez worked for around 10 years at Voyages en Vogue, a 

Montreal agency which closed its doors in 2010. After this, 

she acted as an external advisor for Montreal’s Voyages 

Afrolympic, for a year, during which police say the acts 

of fraud were committed.  

In 2012, two of her victims, Maximo Cordoya and 

Miguel Perez (no relation) each took Voyages 

Afrolympic to the small claims division of the 

court of Quebec, after being denied boarding 

in November 2011. Judge Martine L. Tremblay 

found Voyages Afrolympic guilty, and ordered 

them to reimburse the two customers. 

The case of Perez took place in the wake of a 

fraud epidemic that affected the industry in 2012. 

The most publicized of these was Manon Hubert, 

who cost FICAV nearly $1.8 million. At the same 

time, travel agent Sylvie Choquette committed 

credit card fraud for a figure estimated in the 

tens of thousands of dollars at the expense of 

Voyages Vasco Bois-des-Filion and Voyages 

Fontainebleau in Terrebonne. She kept the cash 

payments that were given to her, and used  

the credit card details of other customers to pay 

suppliers. She was stopped by the Terrebonne 

police in October, 2012.

In 2015, a previously-convicted Toronto travel 

agent, Maria Rowena Santiago Belen, was 

sentenced to an additional 12 months in prison 

and was required to repay more than $81,000 to 

24 former clients.

“Currently, there does not exist any list of 

employees who committed acts of fraud at 

the expense of companies they represented as 

agents or outside agents,” laments Johnston.  

“In the United Kingdom, the industry has created 

a data bank listing fraudulent employees 

or owners. ATOQ is collaborating with ABTA 

(Association of British Travel Agents) and several 

 

Since 2008 – i.e., since they were outfitted with electronic chips 

– electronic cards are much more difficult to counterfeit. There  

has therefore been an increase in the use of other fraud techniques. 

In 2008, the amount of fraud perpetrated in Canada with counterfeit 

cards was $162.2 million, but in 2015 it had fallen to just $37.7 

million. In contrast, cases of credit card fraud committed online or  

by telephone (which do not allow the merchant to verify the cards 

by ‘filtering’ them with the help of a machine that reads the chips) 

multiplied. While the total amount lost to fraud of this type was 

recorded at $128.3 million in 2008, it had risen to $537.2 million in 

2015, a dramatic increase of 318.5 per cent. This was despite the 

fact that all cases of credit card fraud only increased by 78.1 per 

cent, from $407.7 million to $716.4 million. 

A rapid increase of ‘invisible’ card fraud is anticipated, as 

transactions increasingly take place online and the number of 

credit card transactions in Canada will increase from $3.9 billion 

in 2015 to $8.2 billion in 2025. 

The introduction of the electronic chip has not, therefore, 

succeeded in curbing credit card fraud; it has simply pushed 

fraudsters to adopt other techniques. On the other hand, it has 

successfully driven down – by 90 per cent – acts of card fraud that 

require a chip to be read by a machine. 

Thus, in 2008, the Association of Canadian Bankers counted a total 

figure of $104.5 million diverted by Interac debit cards. By 2015,  

this amount had dropped to $11.8 million, a decrease of  

88.7 per cent.
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other groups to create a database that will be accessible 

on our website.”

The practice of so-called ‘friendly’ fraud involves buying a 

plane ticket or package online with your own credit card 

for a friend who will actually travel, then refusing to pay 

the money by claiming that the ticket was never ordered, 

and the service had therefore never been received. Since 

the policy of card issuers (VISA, MasterCard, American 

Express) is to reimburse services that haven’t been 

received, the holder will actually receive a credit for  

the amount claimed. A fraudster who wants to travel with 

his girlfriend can reserve and pay for a trip for her, and 

she can do the same for him. The two will therefore travel 

and be able to get reimbursed, or back-invoiced, for  

the costs, by claiming that they never reserved the 

trip in question, and that they are 

not going to use the ticket or the 

package requested. This type of 

embezzlement is becoming more and 

more common. 

The most common type of fraud is 

carried out through transactions 

made with the help of a credit card 

that doesn’t have to be physically 

present (that’s to say, whose 

numbers and security information 

are communicated by telephone 

or internet).

As mentioned before, the Canadian 

Bankers Association estimates that 

$537 million in fraudulent transactions 

took place across the country in 2015 

through the use of invisible credit 

cards. That’s an increase of 40 per cent from 2014, and 

an equivalent rise is expected for 2016. This means that  

credit card fraudsters should have claimed $750 million 

from Canadians last year. In 2015, 87 per cent of all fraud 

committed by credit card was committed by either 

online or telephone transactions. Since 2008, the year in  

which plastic cards were first equipped with electronic 

chips, it’s become very difficult to counterfeit these cards, 

and criminals retreated to online transactions requiring  

only four pieces of information: the card number,  

the expiry date, the security code (CVC2) on the reverse 

side and the name of the cardholder. 

Airlines, large tour operators and large online agencies such 

as Expedia, Priceline and others have firewall tools that allow 

them to guard against this type of fraud. However, small and 

medium-sized travel agencies do not have   

Eric Johnston, general manager of the Association of Tour Operators of Quebec (ATOQ)
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the means to afford such 

expensive software – and 

they rarely even try to 

protect themselves, since 

they are rarely aware of 

the danger.

The travel agent is 

all the more vulnerable due to the fact that for the 

most part, the agent does not act as a merchant and 

merely communicates the information on the card to 

his supplier. Nonetheless, agents are held accountable 

in cases of fraud. Therefore, IATA Resolution 890 

stipulates that in the event of a refusal of transaction, 

‘a compensatory debit will be made by the airline.’  

This is for IATA-accredited agencies who make payments 

through BSP (at the end of 2016, they numbered 648  

in Ontario and 1459 in Canada). 

Other retailers are subject to the same provisions by their 

wholesale suppliers or their consolidators. For example, 

at Alio, the wholesaler owned by Eric Johnston until 2015, 

a clause in the terms and conditions stipulates that ‘…

in the event of a refusal by the card issuer to honour a 

payment and, for whatever reason, the travel agency 

will be held responsible for the costs and will have to 

pay Alio any amount owed on its invoice.’ Other tour 

operators take care to include similar provisions in their 

‘general conditions.’

“As you know, we are extremely lucky in Canada that 

most people are honest,” said Louise Gardiner, Senior 

Director, Associate Program Canada for Carlson Wagonlit 

Travel. “However, everyone needs to realize that when 

there are cases of travel fraud, even where the airline 

or the tour operator is the merchant, that it is the travel 

agencies who must cover the fraud cost.  This is a burden 

to the retail travel community and as the airlines and 

tour operators implement strong anti-fraud tools in their 

own websites, where do you think the fraudsters will go?  

Direct to the travel agent who is unfortunately the 

weakest link in the chain!  It is imperative that agency  

owners begin implementing stringent practices to 

prevent fraud.”

Airlines, large tour operators and large online agencies 

now use new tools to contain attempted fraud. One  

of the major firewalls is 3D Secure, a software integrated 

into their transactional sides that implements cross-

checking of the information associated with the email 

address, the IP identifier of the computer from which the 

request came, and other data provided by the actual 

or fictitious owner of the card against others collected 

on social media. Cross-checking allows the software 

to assess the level of risk incurred, and possibly block 

the transaction.

However, the cost of 3D Secure places it out of reach for 

small and medium-sized agencies.

“Currently, the majority of travel agents only have one 

means of protection: their expertise,” says Johnston.  

“At Visa, a fraud specialist told me that the merchant 

who knows their client runs virtually no risk. However, as 

travel agents cannot be asked to refuse new customers, 

they have to resolve to carry out more security checks 

and verifications when they’re dealing with a foreign  

credit card, because many countries are recognized 

as ‘high risk’ as many cases of fraud emanate from 

these territories.”

According to Jeff Thomson, operational support unit 

supervisor for the Canadian Anti-Fraud Centre, the CAFC 

Louise Gardiner, Senior Director, Associate 
Program Canada for Carlson Wagonlit Travel
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ACTA Canada has published this advice on its site to help 

its members to detect and prevent fraud by scammers 

who present themselves as corporate clients:

Conduct your due diligences for any new corporation 

soliciting your services in booking airline tickets. 

For any corporate sale, remember to verify that you are 

contacted by your usual contact person at this corporation. 

Answer only to the email address you have stored in the 

customers’ profile, and not to the address the email was 

sent from. 

If you are told not to use the logged corporate card you 

have on file, but to use a personal card instead, be more 

diligent in applying the security measures you deploy for 

any sale made to unknown parties. 

Remember that Resolution 890 recommends that the 

travel agent demands the card security code (CVC2) 

and verifies that the authorization approval indicates it is 

a CVC2 match. 

In the case of a “mismatch” notice, the travel agent must 

consider the transaction as “rejected” and request another 

form of payment. 

Remember also that even a CVC2 match confirmation is 

never a guarantee that the transaction is genuine. 

Ticket sales in a non-face-to-face transaction shall be 

undertaken under the sole responsibility and liability of 

the agent; in the event of a disputed transaction and 

its subsequent rejection by the credit card company, 

the relevant member/airline will send a debit note to 

the agency.

 

launched a new online fraud reporting system in August 2015. 

Since the roll-out of the system, the CAFC has received a lot 

of positive feedback and suggestion for improvement, he 

says, adding that users are encouraged to provide feedback 

to the CAFC at comments@antifraudcentre.ca.

“The CAFC continues to work on improving fraud reporting 

for both consumers and business,” Thomson says, 

“including a number of previous and ongoing updates 

to the system.” 

When dealing with a new account, the members of 

the committee formed by ATOQ and ACTA make 

several recommendations:

• Verify the client’s address on Google Maps (if located 

in a vacant lot in an industrial zone of Scarborough, for 

example, questions should be raised.)

• Require the customer to supply a fixed telephone 

number, not just a cellphone.

• Verify the customer’s profile or identity on Facebook, 

LinkedIn and other social media sites.

• Identify the customer’s country of origin by verifying 

their email address on IP-Lookup (http://ip-lookup.net) 

or the bank issuing the card at www.binlist.net.

• Verify the client’s identity with the help of their name, their 

email address or their telephone number on People Search 

Engine (https://pipl.com) which collects information on 

more than three billion people in the world.

• On their website, www.actafr.ca, ACTA publishes a list 

of recommendations in a section dedicated to 

fraud prevention.
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business sense

hile ‘giving back’ is hardly a new 

concept in business, it’s perhaps 

never been as important as it is in the 

digital age, where brand visibility is at an all-time 

high and corporate social responsibility (CSR)  

is standard practice.

The Harvard Business Review describes the 

cultivation of both loyal employees and returning 

customers as one and the same, in an age where 

companies and brands have moved beyond 

simple purveyors of products and services  

and have taken on human-like qualities in  

the eyes of many consumers, an increasing 

number of which factor a company’s beliefs and 

practices into their purchasing decisions. 

The expression ‘sharing is caring’ takes on a new 

meaning in the age of social media. A well-

planned initiative coupled with a little social 

media savvy has seen more than a few charitable 

campaigns go viral and take on a life of their own. 

With a rapt social media audience functioning 

as a built-in and unpaid promotional team,  

it’s a piece of the marketing puzzle that’s 

becoming increasingly important as platforms 

such as Facebook and Twitter have become 

integral parts of daily life.

Text: Blake Wolfe
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Undoubtedly, the main positive effect of a great 

corporate reputation is increased profit from a 

client base whose values align with those of your 

company. In addition, the same effect can be 

felt in drawing new staff; indeed, would you be 

more likely to give money to (or work with) a close 

friend you know well or a stranger whose values 

are unclear?

The positive effects of a business giving back can 

also be seen within an organization, as employees 

incorporate the experience of doing good 

into their daily routine. For starters, a successful 

charitable campaign, particularly at a small- 

to medium-sized company, will usually require 

the participation of all staff in both planning 

and implementation, fostering teamwork and 

employee engagement, as well as a sense of 

increased employee pride leading to increased 

staff retention. 

On a day-to-day level, benefits among staff 

stemming from an increased sense of morale can 

include a drop in the use of sick days, decreased 

stress (and, in turn, decreased use of health plan 

dollars) and an overall boost in productivity 

leading to increased profits.

Here are a few pointers to keep in mind:

 When planning a charitable initiative, one thing to 

consider is aligning your business with a relevant 

cause; think an airline providing travel for families 

in need. While any form of corporate goodwill 

can generate positive views, the proper alignment 

of brand and benefactor can have a stronger 

effect by directing that message to the right 

audience. In turn, having the right audience can 

also provide enhanced networking opportunities 

by connecting your brand with personalities and 

stakeholders relevant to your industry, driving future 

growth opportunities.

 When making a corporate donation, be aware 

that when claiming a tax credit, the rate can vary 

depending on whether the donation was made 

via the corporation itself or as a contribution by 

an individual, such as the company owner. Only 

donations to qualified charities and organizations 

are eligible, which are listed on the Canada 

Revenue Agency’s website.

 If your campaign requires direct employee 

involvement – for example, spending time at a 

community event or initiative as opposed to a 

financial donation – ensure that this component 

is communicated as voluntary. Consider treating 

volunteers with lunch, rewarding them with prizes 

or time off for their civic involvement.

 While many companies at the national or 

multinational level may focus their CSR initiatives 

on larger causes or charities, a larger business with 

multiple offices may also consider ‘keeping it local’ 

by selecting regional benefactors, in effect 

spreading the wealth.
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his was my fifth visit to the Cidade Maravilhosa,  

or Marvelous City, as Rio de Janeiro is so aptly-called, 

and my second time being here during the city’s famed 

Carnival celebrations, a spectacle of music, dance, sky-high 

heels, barely-there outfits and feathers and sequins galore.

With more than six million people who call this city home, 

Rio offers everything you’d expect from a large metropolis: 

shopping, dining, bars, nightclubs, museums and galleries, 

insane traffic, and yes, its fair share of crime and poverty. 

However, what makes Rio so unique, and the reason it is 

easily one of my favourite places on earth, is because it 

combines all the perks of life in a big city coupled with this 

wonderfully laid-back, beach town vibe, especially when 

you visit during Carnival, when it seems most everyone is on 

holiday and on the beach. 

At this time of year – Carnival takes place in the five days 

leading up to Lent, so usually in February or March, depending 

on when Easter falls – pretty much everyone spends most of 

their time in flip-flops and bathing suits… be it on lying on the 

beach, hanging out with friends on the beach, working out by 

the beach, or simply going on a stroll along the beach. Sensing 

a theme here? In short, the beach plays a central role in the 

life of most every Carioca (a Rio local), especially at this time 

of year… not surprising given Carnival occurs at the height of 

Rio’s summer when daytime highs will easily hover in the high 

30s and the nighttime lows don’t offer much in the way of relief.

When you visit during Carnival, be prepared to be swept up in all 

the fun and frivolity that overtakes Rio. The beaches and streets 

are packed (and generally closed to pedestrian traffic only) and 

music literally fills the air as celebratory blocos – neighbourhood 

parades featuring singing, dancing and drinking that usually 

end up as large beach parties that keep on going into the 

night – wind their way through the city’s streets.

Should you need a break from the masses though, Rio offers 

much to keep you entertained day and night… whether you 

visit during Carnival or any other time of year.

Like most big cities, Rio is a collection of unique 

neighbourhoods, each of which offer ample opportunity to 

explore and discover.
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Copacabana is one of the best-known of these 

neighbourhoods. Located alongside the ocean, it is home 

to the historic and still opulent Copacabana Palace 

hotel, and that famed modernist beach promenade 

along Avenida Atlântica that features a black and white 

mosaic swirl pattern designed by Brazil’s famed landscape 

architect, Roberto Burle Marx. There are lots of restaurants 

here, particularly along the waterfront, but it does get a 

little seedy at night, especially as you start working your 

way inland. 

Further along the coast you’ll find another famed 

neighbourhood: Ipanema. Forever immortalized in the 

bossa nova classic ‘Girl from Ipanema’ by Antônio Carlos 

Jobim and Vinícius de Moraes, this tiny neighbourhood is 

home to posh hotels and even posher Cariocas. Given 

the wealth found here, it is well-policed and therefore 

generally considered a safe area to explore day and 

night. 

When it comes to shopping and dining though, this is 

where Ipanema really shines. Be sure to check out Zazá 

Bistrô, Gero, Satyricon and the Garota de Ipanema (literal 

translation: Girl from Ipanema, as this is apparently where 

the lyrics to the song were written), which offers up large 

glasses of locally-brewed beer and big servings of fresh-

off-the-grill meat.

Once you’ve eaten your fill, you can either head to one 

of the many bars in the area or, if you’ve got your dancing 

shoes on, make tracks to the neighbourhood of Lapa, 

known as the cradle of bohemian life in Rio.

If you take a cab (recommended), you’ll likely be dropped 

off next to the Carioca Aqueduct, or Arcos da Lapa as 

it is frequently called, which will be filled with people just 

hanging out on the street, drinking beer or sipping on 

caipirinhas, Brazil’s national cocktail and the country’s 

answer to Cuba’s mojito. 

Located at the historic centre of Rio’s downtown, this 

party district is home to many of the city’s best bars and 

nightclubs, and if it’s a night of samba music you’re after, 

Carioca da Gema is a particular favourite. Housed in a tall 

colonial building, the band will have you shimmying and 

shaking in no time. While over at Rio Scenarium, this vast 

and lavishly decorated venue is generally considered to 

be the first port-of-call for anyone looking to hear the real 

thing played live. 

Adjacent to Lapa – and connected by a historic yellow 

trolley – is Santa Teresa, a neighbourhood that is known as 

the city’s artistic heart. With its leafy ambiance and cobbled 

streets, Santa Teresa was once home to the wealthy elite but 

today its rambling mansions – some of the finest examples of 

colonial architecture to be found anywhere in Rio – function 

as artists’ studios, restaurants and guest houses.

A top destination for foodies, this neighbourhood offers 

some of the best restaurants in the city to sample traditional 

dishes from across Brazil. A couple of standouts for me 

are the Amazonian offerings at Espirito Santa and the 

outstanding French-Brazilian fusion fare at Aprazival (if you 

visit during the warmer months, ask for a table out on the 

balcony, the views and ambience are amazing).

 
 

Guanabara Bay at dusk

The Museu de Arte Contemporânea de Niterói
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You are in Rio de Janeiro and really, no visit here is complete 

without the requisite stop at the massive art deco statue of Cristo 

Redentor, or Christ the Redeemer, which sits 700 metres above 

the city on Corcovado Mountain. Yes, it’s a tourist hotspot, but 

it really is worth the visit (and even the inevitable line-ups)… the 

views are outstanding. You need to time it well though – I’ve 

been up there when it has been hot out with clear blue skies and 

other times when a cloud moves in just as I arrive and stays puts, 

enveloping me in a cool, grey mist the entire time (which, to be 

sure, is something of an experience unto 

itself but not quite the one you’re looking 

for). There is also the option of taking a helicopter 

tour of the area (there are a few places you can arrange this), 

offering you even better views of the statue and no crowds!

Another tourist haunt but nonetheless an attraction that is worth 

the visit is a trip up Sugarloaf Mountain or Pão de Açúcar, which 

sits at the mouth of Guanabara Bay on a peninsula that juts out 

into the Atlantic Ocean. Known for its cable cars (which were 

featured in the James Bond movie Moonraker) and panoramic 

views of the city, this is a particularly nice place to be at sunset.

If the day calls for a little indoor activity – it’s raining or it’s 

unbearably hot – Rio is also home to a number of great museums 

and galleries, among them the Museu de Arte Moderna and 

the Museu de Arte Contemporânea de Niterói (MAC for short), 

which is located on the far side of Guanabara Bay in the 

neighbouring city of Niterói. Designed by world-renowned 

Brazilian architect, Oscar Neimeyer, the building – notable for its 

UFO-style cupola perched on a cliff over the water – is as much 

the attraction as the collection of contemporary art (one of the 

largest private collections in the world, on renewable loan to 

the museum) housed within. 

If a little retail therapy is in order, Rio offers everything from 

high-end boutiques (Brazilian brands Ellus and Osklen are a 

couple of my favourites) to arts and crafts markets full of 

fabulous keepsakes. Among them is the weekly Hippie Fair.  

 
Like all big cities, crime is a part of daily life in Rio. 

We’ve all heard the media reports, and there’s 

no disputing it happens, however in all the time 

I’ve spent here, I’ve had very little exposure to it 

and have only witnessed two incidences of petty 

theft – a woman who had her necklace snatched 

off and another whose purse was stolen. However 

while I’ve never had first-hand experience with any 

crime,  I treat visits to Rio as I would any other big city 

– Toronto, New York and Paris included – be aware 

of your surroundings and leave valuables at home.

When it comes to buying drinks at nightclubs, Brazil has a process that 

seems more labour-intensive than a good use of anyone’s time. However, 

here’s how it works: when you enter a club, you’ll pay the cover charge 

and be handed a sheet of paper with various drinks listed on it – don’t 

lose this! With each trip to the bar, you’ll be asked to present this sheet with 

your order, upon which the bartender will check off the items you request. 

When you want to leave, you’ll have to visit the cashier to settle your bill. 

If you wait until the end of the night when the bar is closing, be prepared 

to wait in line. The cashier will mark off that the tab has been paid and 

then you take that sheet of paper back to the door and present it to the 

bouncer as your ticket out. 
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A Sunday market that was, indeed, started by a group of 

hippies in 1968, the Hippie Fair now features more than 700 

stalls full of authentic Brazilian folk and contemporary art, 

jewelry, clothing and lots of food. Rain or shine, the fair is 

held every Sunday from 9 a.m. to 5 p.m. at Praça General 

Osório, a square that takes up an entire city block in Ipanema. 

For a day away from the city, a nice option – and one that is 

very easy to get to – is a boat tour. These can be half-, full- or 

even multi-day sailings, sailings, depending on what you’re in the 

mood for, and make for a very pleasant and relaxing escape. 

My group did a half-day (approximately four-hour) tour with 

Sail in Rio (www.sailinrio.com), a local outfit that departs out 

of the Yacht Club of Rio de Janeiro in Guanabara Bay and is 

captained by Captain Cassio Gurjão on his 39.5-foot sailboat 

Kamehameha. As a note, Captain Gurjão cooks up an amazing 

BBQ lunch on board – not to be missed!

Another option is to head out to Barra da Tijuca (or simply 

‘Barra’, pronounced bah-ha) for a day on the beach or 

a day of shopping (or a little bit of both). The youngest 

neighbourhood in Rio de Janeiro, it is famous for its Barra 

Shopping Mall, which houses more than 700 stores and 

restaurants, and for its pristine, 17-kilometre stretch of 

beach, which doesn’t get nearly as busy (at least not in my 

experience) as the beaches of Ipanema or Copacabana.

A little further afield but even more rewarding, take a day 

to visit the modernist gardens of Sítio Burle Marx. Further 

west in Barra, this 35-hectare estate was once the home of 

Roberto Burle Marx, the aforementioned famed landscape 

architect of Copacabana ocean promenade fame. The 

estate’s lush vegetation includes thousands of plant species, 

a 17th-century Benedictine chapel and Burle Marx’s original 

farmhouse and studio. Tours are by advance appointment 

only and you’re not allowed to wander on your own – we 

were accompanied by a guide, who was helpful in pointing 

out the various species of plants etc. and really gave us a 

fair amount of freedom, along with an armed guard, for 

reasons that still remain unknown to me (he didn’t say much, 

just hung back and, I guess, made sure we didn’t run amok). 

I could go on and on about this city – it really offers 

so much! Shopping, dining, culture, attractions, 

activities, beach and ocean, nightlife and more… 

Rio has it all. If you can go for Carnival, definitely 

do it – and definitely head to the Sambadrome 

for one night to see the incredible routines and 

lavish costumes of the various schools as they 

compete for Carnival glory – but as you can see, 

Rio de Janeiro offers much more beyond feathers 

and sequins… however those things do make up 

a big part of its charm!

If you happen to visit outside of Carnival, you can still go watch the 

samba schools practice their routines. How it works is mere days after 

one school is named the winner of that year’s Carnival, preparations for 

the next year’s festivities are already underway, and samba nights and 

rehearsals at these schools are not to be missed. Beija-Flor, Mocidade, 

Salgueiro and Mangueira are just a few of the schools in and around 

Rio (the city is home to over 100), with the last two being among the 

larger schools that welcome visitors to their practice halls all year round 

(and are located just outside the centre of the city, making them easy 

to get to, although you’ll want to take a taxi there and back).

Wandering through Burle Marx's gardens.

Spend a day on the ocean...
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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.

NEW LOOK FOR AC

Air Canada unveiled a new look for both its aircraft and employees on Feb. 9, during three 
simultaneous events held in Toronto, Montreal and Vancouver. The new livery, in black and 
white and featuring the return of Air Canada’s signature Maple Leaf Rondelle, marks the 
first livery update in more than 12 years. 

TRANSAT TO ISRAEL

Transat has unveiled its guided tours and 
packages in Tel Aviv, Jerusalem and other 
attractions around Israel, to be launched 
in June. The news comes shortly after Air 
Transat’s announcement that it will be 
offering direct flights from Montreal to Tel 
Aviv, becoming the only airline to fly directly 
to Israel from Montreal.

MEET THE XPERTZ

Trip Xpertz, a new OTA, was launched 
in Toronto in January by travel industry 
veteran Brad Miron. The new platform 
went live Jan. 31 with the launch of Mexico 
Xpertz, the first in a long line of destination-
specific OTAs which Trip Xpertz will roll out 
over the next three years. 

CATHAY BOOSTS YYZ 
FLIGHTS

Cathay Pacific has announced that it will 
increase the frequency of its summer service 
to Toronto by adding four weekly flights 
commencing June 24. Cathay Pacific, which 
began flights to Toronto in June 1994, will now 
operate a twice-daily non-stop service from 
Hong Kong to Toronto. Its additional flights will 
be operated by Boeing 777-300ER aircraft.

SUNWING ENTERS  
TSA PRECHECK

Sunwing Airlines have announced that they 
have become the first Canadian leisure carrier 
to be awarded entry into TSA PreCheck, the 
U.S. Transportation Security Administration’s 
expedited screening program.

NCL CUBA-BOUND

Norwegian Cruise Line has opened its 2017 
cruises to Cuba aboard Norwegian Sky. 
Sailing a series of five, four-day cruises from 
Miami to Cuba in May, the ship's itinerary 
includes an overnight stop in the capital 
of Havana.

TRANSAT CHANGES

Transat has announced the appointment of 
Susan Kooiman to the role of senior business 
development representative. In her new role, 
Kooiman will focus on developing business 
opportunities and providing support to select 
retail partners, including large call centres, 
home-based travel networks and specialty 
agencies.

HARD ROCK & SUNWING

Hard Rock, in collaboration with Sunwing 
Travel Group, is set to open Costa Rica's 
first Hard Rock Hotel by early 2018. The 
294-room all-inclusive Hard Rock Hotel 
Papagayo, Costa Rica will be managed 
by Blue Diamond Resorts.

MARRIOTT, SANDALS 
TEAM UP

Marriott International and Sandals Resorts 
International have paired up to announce 
a new AC Hotels by Marriott property in 
Kingston, Jamaica. The property, which has 
an estimated cost of $50 million, is scheduled 
to open in winter 2019, with construction 
currently underway.

news
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Saint Martin Tourism hosted 35 travel agents at 
the Fairmont Royal York in downtown Toronto in 
December. According to Emile Louisy, of Saint 
Martin Tourism, about 45,000 Canadians travelled 
to the island in 2015, making Canada their fourth 
largest market, at eight per cent. Pictured are Kate 
Richardson, Saint Martin Tourism, Mélanie Paul-Hus, 
Destination France, Emile Louisy, Saint Martin Tourism.

Travel Nation Canada wrapped up 2016 with 
its annual holiday party in downtown Toronto.  
For 2016, TNC helped raise funds for Penelope Rai, a 
three-year-old cancer patient at Toronto’s Hospital 
for Sick Children. Pictured is Travel Nation Canada 
president & CEO Jonathan Caroll.

Jamaica’s Melia Braco Village brought some 
holiday cheer and good news for Toronto-
area travel agents in December, fresh from a 
prestigious travel industry win and launching 
a new booking incentive for agents. Pictured 
are Angella Bennett, sales & marketing director;  
Dimitris Kosovogiannis, general manager, Melia 
Braco Village; Philip Rose, regional director – 
Canada, Jamaica Tourist Board.

It may have been cold outside, but it was sunny 
and warm inside Halifax’s World Trade and 
Convention Centre in January for Maritime Travel’s 
Annual Vacation Superstore. More than 100 
travel representatives from places such as Cuba,  
the Dominican Republic, Mexico, and Asia flew 
into snowy Halifax to promote their destinations 
and resorts.

TravelOnly awarded its top producers and industry high achievers at the 
company’s Annual Distinction Awards held at the Hilton Garden Inn in 
Mississauga. The event, which featured a keynote speech from the Ensemble 
Group co-president Lindsay Pearlman, was attended by over 150 TravelOnly 
associates and preferred suppliers.

Air Canada welcomed industry partners for a 
little holiday cheer in December. Virgilio Russi, 
senior director of sales, Canada, for Air Canada, 
highlighted the 23 new routes the airline launched 
in 2016 – with more to come this year – and its 18 
per cent increase in capacity, which was “on top 
of 15 per cent last year and another 15 per cent 
next year.”

Experience Scottsdale arrived in downtown 
Toronto to showcase the best of what their city 
has to offer, highlighting its ample and diverse 
range of attractions both including, and beyond, 
the famous Sonoran Desert that surrounds it. Of 
ConnectWorldWide: Javier Fernandez, account 
manager; of Grand Canyon Squire Inn - Freda 
Rahnenhuehrer, director of sales & marketing; of 
Experience Scottsdale - Sarah Kearney, director 
of tourism; Nicole Krekeler, tourism sales manager.

Travelsavers welcomed over 50 suppliers to its Partner Appreciation Event in 
Toronto, where the theme was ‘Grow With Us.’ The event was held to celebrate 
a year of record growth for Travelsavers in Canada, fuelled by strong progress 
in Quebec, with the company adding over 20 agencies in the country since 
June 2016. 
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Goway, along with members of the Vancouver-based Philippines consular staff, welcomed 
a select group of travel agents to dinner at Steamworks in Gastown last week to learn 
about the country and its most popular destinations. Pictured is Soran Prassad, business 
development manager, Goway.

The international terminal of Vancouver International Airport (YVR) has launched a new 
full-service West Coast dining experience in the form of Lift Bar & Grill, a sister location to 
the iconic Lift Bar & Grill in Vancouver’s Coal Harbour. Pictured are Bob Lindsay, owner, 
Lift Bar & Grill; executive chef Soojin Park; Damon Wong, general manager, SSP Canada.

At a breakfast at the Westin Wall Centre, Vancouver Airport, representatives from Acapulco, 
AeroMexico and the Crowne Plaza Hotel, offered an update on new developments and 
investment in the city. New flights and new airport infrastructure topped the list, with 
Aeromexico’s announcement of a second daily flight from Vancouver to Mexico City 
that started on Dec. 1. Pictured is Piquis Rochin, international promotion director for the 
Acapulco Destination Marketing Office.

YVR PLANS AHEAD

Vancouver International Airport has unveiled Flight 
Plan 2037, which proposes expanded terminals,  
new taxiways, and upgraded roads and bridges, 
with the intention of helping the airport support  
the estimated 35 million passengers expected  
to travel through YVR each year by 2037. Its cost is 
estimated at $5.6 billion.

IBEROSTAR CHANGES

Iberostar Hotels & Resorts has appointed Tayler Moore 
as its new business development manager in Western 
Canada. Moore has worked for Liz Moore Destination 
Weddings in British Columbia and is joining Iberostar’s 
Nathalie Bonin and Mariela Zaldivar.

CAPITAL LANDS IN CANADA

Beijing Capital Airlines has announced a new, thrice-
weekly service between Vancouver and Hangzhou, via 
Qingdao. Capital Airlines is the sixth mainland Chinese 
carrier to service YVR – two more than any other airport  
in North America or Europe.

NEW TRANSAT BDM

Transat has appointed Tricia Kentel as business 
development manager, British Columbia, the company 
announced. Kentel, who brings more than 20 years 
of travel industry sales experience to Transat, will work 
alongside Fiona Schonewille to provide sales and service 
to the company’s agency partners.

WESTJET EXPANSION

WestJet announced that its 1,380 pilots have voted  
in favour of the company's plans to expand its 
successful wide-body operations. Such approval 
is required under the airline's agreement with the 
WestJet Pilots Association.
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Konnichiwa 
Nagoya.
Say hello to Nagoya with new flights starting June 2017.
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