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Set on the stunning white sand beaches of Riviera Maya, UNICO 20° 87° is an escape into Modern Mexico
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President

This year saw LogiMonde media mark its 25th anniversary. 

To celebrate, we held the largest competition in the travel 

industry – giving away a prize worth $17,500! Our contest, 

which was won by Chantal Boisselle of Voyage Vasco 

Boucherville, was launched across our print and online 

platforms: three e-magazines and two print magazines. 

Big news! Before going to press this issue, we were 

informed by our printer that the special edition marking 

our quarter-century, PAX magazine’s May 2017 issue, was 

recognized for its visual and print quality in the prestigious 

Canadian Printing Awards. The magazine was awarded 

Silver in the ‘Web Offset’ category, beating competition 

from other publications across Canada. This honour 

makes all the additional effort that was put into the issue,  

which was affected by a fire and reprinted for a second 

time, extra worthwhile. 

2017 was a year that was full of emotions. So many things 

happened – by no means was it an uneventful year!

Welcome 2018, with all the dreams and success that  

it brings. The future of this company looks bright 

thanks to its employees, clients and collaborators.  

I take this opportunity to thank them all very sincerely  

for their commitment, their support, and their passion for 

LogiMonde media. 

We are preparing several new features for 2018 – starting 

with a new look for your magazine, with new sections. 

This change will begin in February 2018. At LogiMonde 

media, we never stop trying to improve our products  

so they continue to help you. 

LogiMonde media is going through a major expansion 

of many of these products. For instance, our e-mail 

distribution service, Quick Presse, is now available 

not only to suppliers, but also to all travel agencies 

who want to reach their customers from their own 

list. We have completely redesigned the service  

to adapt to this.  

Continue to read our e-magazines throughout the year – 

PAXnews.com, PAXnewsWest.com and PAXnouvelles.com 

 – where you will see many new features during 2018, as 

well as the announcement of several competitions. 

I leave you to read your December/January magazine, 

and hope you like it. Feel free to send us your comments; 

there is always room for improvement. 

I take this opportunity to wish you 

from the bottom of my heart a 

happy holiday season, and  

an excellent 2018 to all.  
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evin Froemming didn’t always 

know that he would end up  

in the travel industry.

It may be hard to believe, but an 

eventful career that’s seen distinguished 

tenures at Sandals, Wyndham Hotels, 

Renaissance Oceania Cruise Lines  

and Playa Resorts could have taken a 

very different path. 

“Interestingly, I was actually going  

to be an umpire,” he laughs. “My father 

was a Major League umpire, so when 

I went to college, part of my plan was 

to actually get my college degree and 

then go into umpiring with my father.”

An internship with the Mark Travel 

Corporation in his home city of 

Milwaukee during his time at Marquette 

University led Froemming to a change 

of direction – and since then, he’s never 

looked back. The affable Wisconsinite 

spent eight years as chief operating 

officer with Mark, before a 10-year stint 

as Unique Vacations president paved 

the way for his current role as executive 

vice-president and chief marketing 

officer at Playa Resorts. Does he ever 

look back and wonder what might 

have been? 

“As much as I enjoyed [umpiring],” 

he reflects, “I really made the right 

decision. To me, it’s been very 

exciting and challenging; I’ve had a 

lot of opportunities to work for some 

great companies… which all led to 

where I am now at Playa Resorts, as 

the chief marketing officer for the 

only publicly-traded company in the 

all-inclusive space.” 

A firm believer in the importance 

of forging connections in life and 

in business, it’s little surprise that 

Froemming got his start with Playa 

through a mutual acquaintance of 

the company’s chairman and CEO, 

Bruce Wardinski. “Like anything else, 

it’s about relationships,” he says.  

“Bill LaMacchia, who was my first boss 

at Mark Travel Corporation, actually 

introduced me to Bruce.

“About four years ago,  back in 2013, 

Bruce decided that he wanted to not 

only own, but [also] manage the resorts,  

so he had to decide to hire a management 

team, because now we were going  

to be marketing under our own brands 

and under the Hyatt brands.”

Froemming’s journey with Playa Resorts 

began as the company was embarking 

on a process of rapid growth, coinciding 

with its agreement to own and manage 

all-inclusive Hyatt brands Ziva and Zilara. 

Faced with the task of building something 

new from the ground up, his knack  

for creating and developing contacts 

in the industry once again revealed  

its value as he set about assembling 

his new team at Playa – drawing upon  

his sizable network to recruit a tried and 

tested team of industry pros. 

“It’s been interesting,” he says. “Most 

of the people I’ve gotten, I’ve either 

known, or known someone that’s very 

close to [them]… I think what we’ve 

been able to do over the past few years 

is really put together a very experienced, 

high-energy team. All of the people 

that I’ve been working with have a lot 

of great experience – they’re not only 

very professional in what they do, but 

they’ve got the right attitude, and things  

like that.” 

Fast-forward four years, and the 

company has witnessed whirlwind 

expansion of its portfolio in Mexico and 

the Caribbean, with an ever-attentive 

eye on future growth. Its business 

combination with Pace Holdings 

Corp. earlier in 2017 made it the first 

company in the all-inclusive sphere to 

become a publicly-traded organization,  

and significantly expanded its ability to 

acquire and develop further properties 

in the coming years. 

“We’re planning to add additional 

resorts and destinations,” Froemming 

says. “We want to add more properties 

in Jamaica – we’re looking at St. Lucia, 

and Cap Cana. We just broke ground 

on Cap Cana, so the Dominican 

Republic is a big priority for us.” Indeed, 

the company recently took charge  

of Sanctuary Cap Cana, with Hyatt 

Zilara and Hyatt Ziva Cap Cana slated 

to open in 2019. 

Not only that: the past year has also 

seen Playa expand its reach into the 

four-star plus category of the all-

inclusive segment by sealing a deal 

with well-known consumer brand 

Panama Jack. Two existing all-inclusive 

resorts in Mexico, Gran Porto Resort 

in Playa del Carmen and Cancun’s 

Gran Caribe Resort, were recently 

announced by Playa as Panama 

Jack-branded resorts. 
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“What we saw was an opportunity to 

find a lifestyle brand that fit what we 

were looking for, with the right people,” 

Froemming reflects. “We [Froemming 

and Panama Jack CEO Kim Manna] 

started talking, and inside of four hours I 

think we had an unofficial deal. It didn’t 

take long.”

In addition to allowing the company 

to make inroads in the four-star all-

inclusive sphere, Froemming notes that 

the partnership with Panama Jack offers 

potential for further significant growth 

and development in the Caribbean and 

beyond. “It gave us an entrée,” he says. 

“We’ve been working very hard on deals 

which would get us anywhere from four 

to 10 more resorts in the next one to two 

years. We see big opportunity there; 

we like to own and manage, but if  

we saw a partner or another hotelier 

that was looking to put their hotel under 

the Panama Jack brand, we would 

consider managing those types of 

properties as well.”

One of the most fundamental elements 

of the company’s continued success, 

Froemming has long argued, is the 

importance its staff places on a 

genuinely authentic experience – which 

permeates throughout every level of 

the organization. 

“It comes down to the people that run the 

hotels,” he affirms. “Our general managers 

and our executive team members, and 

all the people from housekeeping, to food 

and beverage – they, more than anything 

else, set us apart.

There’s never a dull moment for Kevin Froemming 

as a member of the executive team at Playa 

Resorts, but away from the intensity of work life, 

he’s able to find time to relax and pursue other 

interests – whether golfing, paintballing with his 

two kids, nurturing a wine collection, or enjoying 

time at home in the company of his wife. 

As for his future travel plans? “I’ve been to Ireland 

in the last few years – that was on my bucket list,” 

he remarks. “I’d like to go golfing in Scotland, and 

go see China, visit the Wall – that’s something  

I haven’t done.” 

Work may also afford an opportunity for 

Froemming to tick another entry off the list.  

“We actually think the all-inclusive brands work 

really well in places like Bora Bora, Bali, some 

of those destinations, so we’re kind of passively 

looking for opportunities out in that area as well. 

Maybe that’s my excuse to go visit there,” he jokes. 
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“What do people really want from a vacation?” 

he continues. “We start with what the customer’s 

looking for, and the number one thing – in a 

hundred surveys, a hundred will come back and 

the number one thing that a guest is looking for  

is relaxation. If you start from that, it starts with really 

good service.” 

This attention to detail is also achieved by ensuring 

that each member of the company’s staff has an 

innate understanding of each of its properties – a 

deal-breaker for Froemming. “One of our rules 

is that you’re not allowed to talk to me about 

marketing, sales or anything if you haven’t been 

down to our property,” he tells me. 

“One of the things that’s really important for 

marketing and sales people is to be really close 

with the product; you learn a lot when you’re down 

there. Our marketing message has to be consistent 

with what we’re saying, what we’re delivering  

to the customers.” 

Given his pride in the calibre of Playa’s staff – not 

to mention the stock he places on putting faith  

in others – it’s perhaps unsurprising that delegation 

and allocation of responsibility is a key component 

of Froemming’s approach to management. 

“I trust my people to make good decisions,”  

he explains. “I think you have to trust your people 

to do their job… I kind of look at my job as, ‘How 

do I help the people that are running these various 
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departments to do their job better?’  

I look at myself as a resource to help 

them go. When I’m needed, I’m there, 

and when I’m not, I stay out of the way.  

You don’t have to be everywhere 

as long as you’ve got good, 

strong management.” 

Froemming’s commitment to ensuring 

that the company’s properties are 

being sold and marketed with expertise 

is one of the reasons that the travel 

agent remains at the forefront of his, 

and Playa’s, attention. “I think that 

the strength of travel agents is their 

ability to understand, to actually see, a 

destination,” he says. “What can’t be 

duplicated is the travel agent’s ability 

to say that they’ve been down to see  

the resort, and that’s what closes 

the sale.” 

It’s that skill for intimately understanding 

and selling Playa’s properties from first-

hand experience that makes travel 

agents such an integral component 

of the company’s continued success. 

“When you’re trying to [book] a 

vacation that’s… $3,000 or $4,000 

a week, customers want to talk to 

somebody that’s actually been 

there, and that they trust. I think that’s 

where we invest in the travel agency 

community, in getting them down to 

see our resorts.”

Even as Playa Resorts continues to 

strengthen and expand its portfolio 

and reach, it’s clear that Froemming 

continues to place the importance 

of fomenting trustworthy connections 

front-and-centre as a key driver of the 

company’s progress. 

“My philosophy my entire life has been 

that it starts with relationships, and  

it ends with relationships,” he reflects. 

“To keep those relationships, you have 

to make good on your promises. I think 

that’s the thing I’m probably most 

proud of.” 

Those personal connections – with 

staff, partners and customers alike – 

remain a touchstone for the 

company’s future vision. “The single 

most important thing is the people,” 

says Froemming, “whether Canada or 

the United States. I think we have some 

of the best relationships, and we work 

with the best travel agencies,  

the best tour operators – and it 

starts there.”

Playa Resorts is led north of the border by Rose Cosentino, director for Canada. 

“I was looking for somebody to run the Canada marketplace, and I talked to a 

friend of mine from Air Canada Vacations. He recommended Rose,” Froemming 

says. “I picked up the phone, talked to Rose, and she sold me within about  

15 minutes. She had the right energies, the right relationships and background.” 

For Cosentino, much of Playa’s strength lies in its ability to imbue each of its 

resorts with the distinctive flavour of its surroundings. “We [discover] what the 

destination has to offer, and we fuse it into the property,” she says. “We do like 

to bring what’s local to the destination, bring it onto the property – whether 

it’s artwork, or food – so that each property has its own little characteristic.” 
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W hile visiting a friend to watch 

the spectacle together, we 

suddenly noticed a decorative 

crystal hanging in the window doing 

something amazing.  It caught the sun’s 

rays just right and projected dozens 

of images of the shrinking crescent 

all over the wall, and onto my face!  

It’s something I’ll never forget.

I was living in Tulsa, Oklahoma, where  

I was born. It was during that same year 

that I started my career in travel, giving 

the event some extra significance to me.

Seventeen years later, in 1996, two 

important things happened in my life. 

First, I emigrated to Canada, settling in 

Vancouver where I live as a Canadian 

citizen today. The second thing was  

a little less pleasant. The Wall Street 

Journal reported on an innovative 

company taking the (then new) Internet 

by storm. Expedia launched, and was 

predicted to completely eclipse travel 

agencies within a year.

In no time, Expedia was joined by many 

other online alternatives. Combined with 

the airlines capping, and eventually 

eliminating, most commission, the 

predictions of a total agency eclipse  

grew even louder. Then, along came the 

mobile tech revolution and the chorus 

of doom erupted yet again.  Regardless 

of the noise, we’re still here.

Many were, however, left partially 

eclipsed, but with a greater understanding 

of what it takes to succeed. In some 

ways, the rise of the machines has helped 

drive the resurgence of desire for human-

provided assistance and expertise. It also 

created opportunities.

We now have business models and 

partnerships we never imagined. Not only 

does the once-maligned Expedia now 

(partially) work with and through travel 

professionals; most consultants depend  

on the Internet as an essential element of 

their success. From research, to marketing, 

to service and communications, few could 

work without it today.

Celestial events like solar eclipses are 

predictable and occur with precise 

regularity. Industry changes are not so 

easy to anticipate. With a company 

name like Future Proof Travel Solutions, 

you might think we have some 

sophisticated method for looking ahead 

or analyzing trends to plot a course  

to some highly likely outcome.  

It’s actually quite the opposite. To make 

our recommendations, guide our course 

development and set the topics for 

my speaking engagements about the 

future, we look back. We rely on well-

established, fundamental truths that are 

minimally influenced by the latest fad  

or corporate buzzword. 

From the controversial introduction of 

commission in 1931 – a time when 

professional consulting fees dominated  

future proof
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Graduate to a better career with Vision Travel

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

Understand your specific needs

Work with you to grow your business

Provide you with tools to make selling easier

I feel as though I’ve been 
in travel Kindergarten 

and I’m now 
in travel 

University! 
– Aida Costa, 
 New Vision Advisor

the revenue roadmap – to airline 

deregulation, to smartwatch cruise 

booking apps, some things have 

remained solidly unchanged.  It is those 

things that provide the most reliable 

foundation for the future.

While some travel products were (and still 

are) available only through agencies, 

a reservation is the result of your value, 

not the purpose. Mobile technology 

has reduced getting a booking to 

a few clicks or taps. Your value is 

about getting the right booking, on 

the right supplier and in the right  

destination. 

What are you doing today to promote 

your real value? 

This does not mean commission is bad; 

it’s wonderful, but you don’t control it. 

You don’t determine the percentage, 

which products or options it applies to, 

or when and how it will be paid. Most 

importantly, history has proven that 

it can be snatched away without a 

moment’s notice. It’s happened before.  

We should know better than to think  

it couldn’t happen again.

What are you doing today to diversify your 

revenue? Are fees part of your future?

Everyone wants a deal, but there will 

always be something that appears to 

be cheaper, somewhere. Promoting 

bargains can boost inquiries, but 

can also solidify your image as a 

discounter to ignore when something 

nicer (and more profitable) is the  

choice.

You’ll never win the endless game 

of being the lowest price finder. You 

can, however, beat any website, 

app or deal-focused competitor with 

something they struggle to deliver,  

or completely avoid.  

Your advice, guidance, advocacy, 

looking out for your clients’ best 

interests, using your influence with 

suppliers for them, assistance when 

things go wrong, and genuine 

concern to do things right – it is all part 

of your human value. Your humanity 

is an unbeatable, competitive edge;  

if you use it.

What are you doing today to promote your 

humanity above products and prices?

Anyone who has seen an eclipse 

themselves probably heard all the 

warnings about guarding your eyes to 

avoid permanent damage. With proper 

preparation and simple, affordable 

tools, anyone can have a once-in-a-

lifetime experience to remember.

You may have a vision for your travel 

business or career. When you look into 

the future, do you see yourself being 

fully eclipsed by reservation-making 

machines and price-matching software? 

Some see exactly that. 

Others have a different vision – one 

that deals with the most fundamental 

aspect of the travel experience. 

Neither data nor demographics take 

trips, people do. People have feelings, 

fears, dreams, desires, hopes and 

concerns. From 

one human to 

another, I say: 

make this your 

focus and nothing 

can eclipse 

your success.

Nolan Burris
Nolan Burris is a top-selling 
author, former travel agent and 
self-professed techno-geek. 
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your cruise coach

  
 

  

C hristmas and New Year cruises 

are the biggest celebrations at 

sea and are available on every 

cruise line. Itineraries can be as short 

as three or four nights in the Mexican 

Riviera or the Bahamas, but most 

are seven-to-fourteen-night sailings 

to the Caribbean, where travellers 

can trade winter for sunshine and 

beaches. Cruises are also available 

to South America, the South Pacific 

and Southeast Asia, as these are the 

primary winter cruise destinations. 

A week-long getaway goes over 

Christmas or New Year’s, whereas 

10-night or longer cruises will go over 

both holidays.

Ships are fully decked out for the 

Christmas cruise, with Christmas trees, 

lights, carollers, gingerbread houses, 

and even visits from Santa. Traditional 

meals are served, including turkey with 

all the fixings, and the culinary team pulls  

out all the stops to showcase festive 

treats and desserts. For those missing 

winter at home, there are even artificial 

snow machines that can simulate 

snowfall in the ship's atrium.

New Year's cruises typically depart at the 

end of December. On New Year's Eve, 

a gala dinner is presented, followed by 

lavish entertainment and a big party for 

revellers to ring in the New Year with a 

rousing countdown; and, of course, there 

are copious amounts of champagne. 

Many ships also stay overnight at large 

ports such as Sydney, Hong Kong or Dubai, 

so that guests can have an unobstructed 

view of the city's firework displays from  

the deck of the ship.

Holiday sailings are not just limited to 

Christmas and New Year's, though. 

Cruises that go over Thanksgiving, 

Easter, Independence Day, spring break 

and Halloween will also have planned 

celebrations. Halloween is especially 

fun onboard, where there are costume 

parties, scary movies, and the children's 

program will incorporate additional 

activities such as costume contests 

and trick-or-treating. 

In short, holiday sailings are immensely 

popular since they allow everyone 

to fully enjoy the celebration without 

having to do any work, get caught  

in traffic, or fight the crowds 

at the malls as they normally 

would at home. Being on a 

cruise where everything will 

be looked after will allow 

excellent opportunity to 

reconnect with loved ones, and bond 

with friends and family. Everyone can 

still enjoy independent time onboard 

the ship or ashore, and reconvene each 

night at dinner.

For this reason, it is a must to advise 

clients to book early for holiday 

cruises, especially those with families. 

Unless clients are sailing on family-

focused cruise lines such as Carnival 

and Disney where most staterooms  

can occupy up to five, triple and quad 

staterooms are generally limited on 

ships. Cruise lines can also limit the 

number of children and infants during 

holiday sailings (the youth counsellors 

onboard can only look after so many 

children). Even if there is space on the 

sailing, there may be a cap on kids.  

Booking early will also ensure the 

best selection of stateroom location, 

connecting staterooms, and dining 

By Ming Tappin
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times. Suggest booking holiday cruises at least six 

to eight months in advance, if not twelve.

Holiday sailings are also an excellent source of 

group business. Sell the idea of a celebratory 

vacation where no-one has to host dinner, and 

everyone can relax and enjoy themselves. 

Friends and families who live in different parts 

of the country, or even around the world, can 

reunite on a cruise. If you hear clients constantly 

complaining about how difficult it is to prepare 

for the holidays for their family, suggest a holiday 

cruise to them.

Pricing on holiday cruises will be at a premium of 

course, just like it is for any other vacation package. 

But the specialized activities, entertainment and 

festive extras still represent great value, and 

the peace of mind and stress-free environment 

is priceless.

It may be strange to think 

of Christmas carols on a 

Caribbean island, or 

having a Thanksgiving 

turkey dinner outside at 

30°C, but it is a new 

experience that could turn 

into a yearly tradition for 

your clients!

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

   Best North American leisure airline airtransat.com

Direct flights to over 60 destinations

Extras like Club Class with its exclusive cabin, 
and Option Plus with its priority services 
in Economy Class

Personalized inflight entertainment

New this winter! Tampa, Florida 



hat a year it was for travel! There’s never a dull moment in this eventful 

industry, and 2017 was no different. From the hectic events seasons, to 

the unveiling of new products, to the ever-grinding wheels of transition 

and the challenges presented to the industry by the hurricanes that pounded  

the Caribbean, there’s plenty to take stock of while we recharge the batteries 

and prepare ourselves for the coming year. 

As we raise our champagne glasses to toast the end of one year and the beginning 

of another, PAX spoke exclusively with the leading companies in the tour operator 

and airline sectors in Canada for their reflections on the year that was, and their 

thoughts on what we can expect in 2018. If their answers are anything to go  

by, we’re in for another exciting year ahead… 
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How could 2017 be best described for your company?

Two words, really: hectic and exciting. 2017 

has been a very good year for Air Canada as 

our international expansion strategy has been a 

tremendous success. In the first three quarters of 

the year we reported record results – we were 

named Best Airline in North America by Skytrax, and  

we have carried record numbers of passengers, 

for which I would like to thank our partners in the 

travel agency community.

How do you expect the airline sector to evolve 
in 2018?

We have already announced roughly a dozen new 

routes for summer 2018, so we expect our success 

to continue. There is talk of new low-cost entrants  

in the market, and we are well-positioned to respond 

to this competition, which should nonetheless make 

for an interesting year.

What are you most looking forward to from your 
company in 2018?

Apart from new routes, we will also begin the 

renewal of our narrow-body fleet with the arrival 

of the Boeing 737 MAX. We know customers will love 

this aircraft, with new features and amenities, and 

it is also very fuel-efficient, meaning its economics 

will further the already successful financial 

transformation of Air Canada.

How could 2017 be best described for your company?

The market in Canada has been dynamic. Inbound 

and outbound, there was a better match between 

supply and demand. Everyone in the travel industry 

benefited from this balance, which helped stabilize 

unit revenue. If I may borrow from the wine world, 

2017 was a good year!  

How do you expect the airline sector to evolve 
in 2018?

Emerging low-cost offers in North America, 

combined with price-sensitive customers, will 

drive the airlines to further adapt their fares and 

services to address all consumer segments. For 

price-conscious travellers, we might see new pricing 

structures from legacy carriers for those who travel 

light without checked baggage.

More transparency on fares and services will allow 

customers to better analyze and compare different 

offers, as adding up all options on bargain deals 

often ends up at the mainstream airlines' fare levels.

What are you most looking forward to from your 
company in 2018?

In 2018, we will continue to accelerate the 

improvement of our in-flight products and services.  

All KLM business cabins will be equipped with full-

flat seats by year's end. Wi-Fi will be progressively 

deployed as well.   For Air France, we will ramp up 

the roll-out of our Best and Beyond products.

Huge investments in digital technology and big data 

will enable us to further personalize our customer 

relationships.  Our objective is to benchmark our 

product offering against the best in the industry, 

while remaining among the leading airlines in 

customer intimacy.  

The 3.0 version of our thoroughly revamped Flying 

Blue loyalty program will be launched in April  

and will offer our frequent flyers more simplicity 

and flexibility.  

We will also follow the evolution of Air France’s 

latest brand, Joon, a new airline that will serve as 

a platform for innovation and ideas.   Last but not 

least, we will broaden our cooperation with our 

longstanding North American partner, Delta Airlines, 

and we also plan to further grow our partnership 

with WestJet.
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How could 2017 be best described for your company?

It was highlighted by a rich, diversified slate of 

destinations. Our extensive transatlantic program, 

with 27 European destinations, delivered a 

successful summer season. 

Despite the higher number of flights, we continued 

our emissions-reduction efforts. We have consistently 

been ranked number one in North America  

for energy efficiency, and in the Top 20 worldwide, 

by the Atmosfair Airline Index.

We also announced exciting news concerning fleet 

renewal. We’ll have 10 A321neo LRs entering service 

in spring 2019, becoming the first North American 

carrier to fly this aircraft, which serves both of our 

markets. Medium-term, we’ll have an all-Airbus 

fleet, more homogenous, efficient and better suited 

to our needs and those of our customers.

How do you expect the airline sector to evolve 
in 2018?

The market will remain highly competitive and 

demanding. Despite growing demand for 

tourism, carriers are offering more seats, which 

will put pressure on prices. So it becomes vital to 

reach consumers wherever they are and offer  

the products they want at affordable prices. Digital 

tools will be an increasingly bigger part of the 

marketing equation. 

The emergence of low-cost carriers and the 

failures of some big players that had success on 

the European market, among others, means more 

room for a company like Air Transat, which has been 

the travel companion of vacationers in Canada 

and Europe for 30 years. 

What are you most looking forward to from your 
company in 2018?

We’re boosting our air capacity for summer 2018 

with the addition of a new Airbus A330, enabling 

more direct flights to nine of Canadians’ favourite 

destinations in France, Spain, Portugal, Ireland 

and Israel. 

We’re also targeting more efficiency gains and 

higher-quality, friendlier service, delivering a 

specially-designed vacation experience: attentive, 

enthusiastic staff, in-flight comfort, special attention 

for families, upgrade options, and more. 

That performance has earned us six consecutive 

Skytrax World Airline Awards as North America’s 

best leisure carrier. We’re ready for 2018!

How could 2017 be best described for your company?

If we think back to this time last year, there was 

some uncertainty about how travellers would react 

to the new U.S. political environment. We can now 

say that people are still travelling, including to and 

from the U.S., and Porter will finish the year with 

record passenger numbers. Demand is very good 

across corporate and leisure channels, so all sectors 

are performing well for us.

How do you expect the airline sector to evolve 
in 2018?

There’s a lot of activity for Canadian airlines at  

the moment, whether it's established players adding 

new aircraft and developing new business plans, 

or other carriers looking to enter the ultra-low-

cost space. It remains to be seen how everything 

plays out and what’s left standing at the end of  

the day. Porter is operating in a different space.  

Our passengers and the trade can expect 

consistent, reliable service from us that continues 

to stand out from the crowd. We’ll be here for them.

What are you most looking forward to from your 
company in 2018?

Something already in progress is the passenger 

terminal renovation at Billy Bishop Toronto City 

Airport. This is our main hub, so everything that 

happens here is important for Porter and our 

passengers. There will be a noticeable increase in 

passenger lounge space, new retail options, 

concessions, passenger amenities, and more room 

for planes at gates. It has the double bonus of giving 

passengers more when they’re on the ground and 

helping flights move more efficiently. This will be a 

nice refresh for the airport overall, building on  

its award-winning global reputation.
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How could 2017 be best described for your company?

As a year, 2017 has been full of opportunity, it’s been 

highly competitive and it’s been very rewarding. 

Through 49 consecutive profitable quarters, WestJet 

continues to strategically grow through new and 

increased service across our scheduled network 

with increased flight frequencies and enhanced 

connectivity through our hubs in Vancouver, 

Calgary and Toronto. We are proud to have been 

named ‘Canada’s Best Airline’ by TripAdvisor based 

on guest reviews, as well as ‘Canada’s most trusted 

airline’ by Gustavson School of Business at the 

University of Victoria.

How do you expect the airline sector to evolve 
in 2018?

The competition in Canada is clearly heating up. 

Our airline  started 21 years ago in exactly this 

type of environment which brings the best out 

of us all here at WestJet. New domestic entrants, 

new foreign tails, and our very new ULCC airline in 

Swoop all mean that there will be little time for rest 

in the year ahead. Bring it on! 

What are you most looking forward to from your 
company in 2018?

Winning. The service providers with the most 

authentic culture, the strongest guest orientation 

and the most compelling strategy will win. 

Between Swoop, our new MAX narrow-bodied jets, 

and the preparation for the stunning interiors and 

route network of our 787 Dreamliners, we couldn’t 

hope for a better lineup to lift more trophies at the 

end of next season.

How could 2017 be best described for your company?

For us, 2017 has been a year of positive change 

and expansion. For this coming winter, we will 

operate flight services from 35 airports coast to 

coast with the addition of Mont-Joli, Quebec and 

Abbotsford, B.C.

As we grow bigger and service more customers 

across the country, it’s important that we don’t lose 

sight of our core message – to be with our customers 

every step of the way. Should any issues arise during 

our customers’ vacations, our newly-established  

First Contact Resolution team is empowered  

to resolve them promptly at the time they occur.

How do you expect the airline sector to evolve 
in 2018?

We expect an increase of leisure travellers to be 

attracted to smaller gateways that can offer a 

more convenient and cost-effective alternative 

when compared to departing from a larger airport.  

One of our newest departure airports, Abbotsford, 

is often used as an alternative to Vancouver,  

for example. Another possible option is Hamilton, 

from where we have been offering a robust flying 

program for several years. Providing Canadians 

with direct access to the sunny south from their 

local airport has long been a key priority for us and 

along with Abbotsford in British Columbia, we are 

adding another new airport this season: Mont-Joli 

in Quebec. The introduction of this new gateway 

will provide residents of the Bas-Saint-Laurent region 

with more convenient options for reaching the 

Dominican Republic and Mexico, and increase  

the number of our departure points across the 

province of Quebec to six.

What are you most looking forward to from your 
company in 2018?

We’re very excited to be taking delivery of our 

first Boeing 737 MAX 8 this coming April. This new 

aircraft is designed to burn 14 per cent less fuel 

and operate more miles than the current B737-800,  

so it’s a very important addition to the fleet.  

We’re sure that passengers will also appreciate a 

number of enhancements in the cabin that include 

new sculpted sidewalls, pivoting overhead storage 

bins, speakers built into each row’s passenger 

service unit, and much more.



The Gold Coast has come into its own. It’s starting to look, feel and behave like a capital city, yet has kept 
hold of the beachy aura that’s attracted people here for decades. Whether adventure calls your name, 
or you’re long overdue for a restorative getaway, this metropolitan coastal city with the best beaches in 

Queensland awaits you. Take advantage of exclusive value adds through Travel2’s Gold Coast partnerships.
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How could 2017 be best described for your company?

A good year for Air Canada Vacations, with 

respectable growth in many markets. The year saw the 

launch of our Go Canada program, including urban 

getaways, ski and golf holidays. Like everyone in the 

industry, we had important challenges to face such 

as terrorist attacks, major hurricanes, and the negative 

fluctuation of the Canadian dollar. But we had great 

growth for our cruise program, and on the group side. 

We had the creation of a Travel Advisory Board, and 

an enhanced Europe brochure with products catering 

to a wider net of travellers and market segments. 

How do you expect the tour operator sector to 
evolve in 2018?

It’s not so much a matter of evolving, as adapting. 

We always have to adapt to reflect consumers' 

and travel agents’ realities. With more and more 

home-based agents, it is up to us to learn how 

to better serve those industry partners and how  

to keep them informed about our offers and 

products, and how to best work together. 

What are you most looking forward to from your 
company in 2018?

We will segment our market in order to offer consumers 

their perfect holidays. Our new luxury brochure, 

Ultimate Escapes, will be distributed to a very limited 

number of agents, and will include high-end holiday 

packages. We have an enhanced ski program  

in Canada with incredibly competitive pricing, 

including flights, hotel and ski-lift passes, a guided ski 

safari, and winter adventures.

Our Europe brochure will include Contiki-guided 

vacations and Trafalgar tours with the ability  

to create groups, and exclusive guided tours.  

A special Gay Pride Week tour will take place in 

Tel Aviv in June 2018, including entertainment, mini 

tours, hotel and more – there’s one departure only.  

We’ll also see expansion of our Sun lineup, with new 

destinations such as Cartagena.

How could 2017 be best described for your company?

For Anderson Vacations, 2017 was the year of 

substantially enhancing our product range both in 

content and in numbers, as well as expanding our 

distribution channels within Canada, the U.S., U.K., 

Australia and Mexico. The company completed a 

major overhaul of its range of escorted tours, a process 

started the previous year, by expanding its portfolio of 

unique, escorted small group tours to destinations both 

on and off the beaten path. Simultaneously, Anderson 

Vacations refocused on providing extensive ‘insider’ 

knowledge by destination experts to the travel agent 

fraternity to help them plan better independent tour 

itineraries for their clients. 

How do you expect the tour operator sector to 
evolve in 2018?

We see a gradual shift away from the mass market, 

cookie cutter travel style geared more towards 

moving large numbers rather than in providing 

those unique experiences in a small group or 

individual setting. Anderson Vacations has firmly 

chosen to place its bets towards meeting the needs 

of discerning travellers who are looking for a holiday 

experience that is rich in local content, providing 

close interaction with the local community and 

one that allows the visitor to come away satisfied 

in having learnt something new about a part of 

their own country or a part of the world that they 

knew less about previously. We feel that this shift 

will accelerate as technology continues to reshape 

the entire decision-making and buying process.

What are you most looking forward to from your 
company in 2018?

We are entering the new year more excited in our new 

programs than ever before. Anderson Vacations, in 

partnership with the Northwest Territories and Yukon 

provincial governments, as well as local Inuit businesses, 

are operating new tours travelling along the soon-to-

be-completed Mackenzie Valley road to the Arctic 

Sea. These tours have been specifically created to 

allow travellers to experience both the landscape 

and the culture of the region in very different seasons 

while showcasing Canada’s northernmost provinces, 

the Yukon and the Northwest Territories. 
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How could 2017 be best described for your company?

We’ve experienced strong traction throughout 

2017, with many guests exploring the world 

despite specific acts and weather changes that 

have led to itinerary alterations. One thing is for 

sure: Canadians are resilient about travel and 

are currently flocking to leading destinations 

such as Morocco, Ireland, Australia & New 

Zealand, as well as Portugal and Iceland.  

In fact, Europe is leading the path in growth for 

2017 and we’re excited to see this trend continue 

in the coming year.

How do you expect the tour operator sector to 
evolve in 2018?

We’re very aware that guests and travel agents 

have a great deal of choice when it comes 

to the tour operator they prefer to travel with.  

As a result, we’re hard at work expanding our 

Explorations line (which includes smaller groups, 

as well as a great deal of choice on tours). 

We’re doing our best to alter the myths of guided 

travel, by providing experiences that combine 

the guided component with leisure stays for 

guests to choose from. 

What are you most looking forward to from your 
company in 2018?

In 2018, Collette will celebrate 100 years of travel. 

It’s a chance to celebrate the industry as a whole 

through contests, special offers, and upcoming 

incentives. Stay tuned in the coming year as  

we begin rolling these out!

How could 2017 be best described for 
your company?

Year of resistance. American politics affected 

tourism around the world, not just in and out of 

the U.S. What’s happened in Egypt and Turkey has 

also been challenging. 

There was a lot of positive in terms of new areas of 

exploration for G Adventures: destinations like the 

‘Stans, Colombia and Indonesia have opened up. 

We also experienced the Zika bounce – people are 

returning to places that were affected.

How do you expect the tour operator sector to 
evolve in 2018?

I don’t think there will be a lot of change but we’ll 

continue to see a lot of consolidation.

What are you most looking forward to from your 
company in 2018?

For us, 2018 will be a big year as we integrate  

the U.K. companies we acquired – Travelsphere, 

Just You and Page & Moy. The acquisition has 

created exciting opportunities and introduced us 

to a wider audience. We’re also playing on bigger 

stages with partnerships like National Geographic. 

The possibilities for us a on global scale 

are endless.
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How could 2017 be best described for your company?

We’re very happy with the results – especially on 

our escorted tours divisions, Globus and Cosmos. 

Europe was very strong, with a firm accent on 

France, Spain and Portugal, and we were thrilled 

to see how well our domestic escorted tours sold 

– the Canada 150 celebrations certainly were part 

of that momentum. Monograms, our independent 

touring division, also saw nice sales, especially 

in Western Europe where our London, Paris and 

Rome packages  continue to be top  sellers.  

And thanks to our agent partners, our groups 

business remained substantial.

How do you expect the tour operator sector to 
evolve in 2018?

We’re very optimistic. Canadians, it seems, love to 

research online – then contact their travel agent! 

From our advance sales, I can see that Europe, 

particularly Spain and Portugal and especially Italy, 

are all selling strongly. I think it’s also interesting  

to note that demand in Canada, percentage-wise, 

for our Exotics programs to Asia outstrips demand in 

the U.S. -  and Africa is performing exceptionally well 

for next year. The South Pacific and South America 

programs experience peaks and valleys historically; 

however, we are pleased to see more consistent 

performance in these destinations.

What are you most looking forward to from your 
company in 2018?

I’m particularly excited about our big promotion 

of Italy for travellers who want to get off the beaten 

Rome-Venice-Florence path, and we have some 

great new tours to Italy which are showing very 

encouraging future sales. Bookings on our unique 

Canadian War Memorial Tour with Globus are 

already up more than 75 per cent from this time 

last year, and although it’s not until 2020, the Passion 

Play in Oberammergau is selling well. This year we’re 

putting a push on educating agents on the magic 

of Monograms, and Globus will be celebrating  

its 90th anniversary, so we’ll certainly make sure  

to add a bit of fun elements throughout the 

year too.

How could 2017 be best described for your company?

2017 can be best described as a year of growth for 

Gateways International Tailor-made Tours. We saw 

an increase in the overall dollar value of passengers' 

itineraries to destinations around the world. Travel 

agents and their passengers are savvier, more aware 

of product quality and unique experiences. As a result, 

they are not afraid to pay for excellence. In addition, 

our groups department has seen terrific growth with 

pilgrimages and religious groups to Israel, Jordan, Italy, 

Spain, Portugal, Egypt and beyond.

How do you expect the tour operator sector to 
evolve in 2018?

In order to keep up with the ever-changing 

landscape of the travel industry, technology 

is front and centre for 2018. As our product is 

highly customized, our focus has been to set 

up the infrastructure to ensure we can quote a 

distinctive itinerary and confirm services in a timely 

manner. Although a difficult feat, the tour operator 

sector must recognize both the challenges and 

opportunities that technology presents. Information 

that was not available to the general public in the 

past is now readily available to anyone with access 

to the Internet. However, agents recognize the 

value a knowledgeable tour operator can provide, 

and we appreciate the relationships we have built 

with them over the last 31 years.

What are you most looking forward to from your 
company in 2018?

As always, our commitment to dealing exclusively 

with travel agents across Canada remains our 

primary focus into 2018. Although our competition 

may deal with passengers directly, we find our 

travel agent partners know their clients best and 

together, we can help make their dreams come 

true. We are pleased to reward our partners with 

competitive commissions on all our packages.  

Air Canada continues to be our primary partner for 

travel to the over 40 countries we sell. New direct 

routes via gateways in Canada allow us to expand 

our destinations and offer a seamless experience 

for all our passengers.
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How could 2017 be best described for your company?

2017 was a very positive year for every division at 

Goway: we saw growth in all regions, which allowed 

us to grow our teams and product lines. Our Europe 

specialist team was the biggest winner for growth 

at Goway; agents are now taking advantage of 

our experience in tailor-made trips and booking 

Goway for their Europe and U.K. clients as well. We 

believe travel agents who don’t sell Europe, or don’t  

do much FIT, will find great success promoting 

Europe to all of their clients and working with a 

destination specialist wholesaler like Goway.

How do you expect the tour operator sector to 
evolve in 2018?

We are seeing more and more positive press 

about how things are looking up, and stats show 

that all consumers (including millennials) are 

coming back to agents to handle their travel 

arrangements.  As travel agents cannot possibly 

be experts in everything, we hope they know 

specialist wholesalers like ourselves to be there to 

help agents create those exciting and complicated 

FIT bookings, whether it’s Africa, Asia, Europe, South 

America or the South Pacific.  All our data shows 

that globetrotting clients who book a complicated 

FIT booking have enormous potential to become 

repeat clients to their agents, as long as that agent 

can convince these clients that no matter where 

they want to go next, they are their reliable travel 

expert in making things happen.

What are you most looking forward to from your 
company in 2018?

 2018 will be Goway’s 48th year in business and 

we are looking forward to continued success  

as a market leader for FIT, groups and complex air 

in North America. We’ve been working throughout 

2017 to improve our booking processes for agents 

and their clients, to create more selling tools as well 

as incentives for travel agents, and look at ways  

we can help agents recycle their globetrotting 

clients to that next bucket list destination, no matter 

how far or complicated. 

How could 2017 be best described for your company? 

Growth, following through from a successful 

rebranding in late 2016; new products, new suppliers, 

new agency partners, tourist board partnerships. 

How do you expect the tour operator sector to 
evolve in 2018? 

Tour operators will play a bigger role than ever. 

Travellers are seeking programs that are not 

easily accessible – and guests need to speak with 

someone to get the expertise and right information. 

Canadians are becoming more mature as travellers 

– I don’t mean by age, but by travel experiences. 

We are looking to escape urban landscapes  

and crowded tourism centres. A common trend 

in all of our programs is that travellers are looking 

for authentic experiences and immersion in the 

local environment. They’re looking for vacations 

that are more than just relaxing, but actually doing 

something: active, wildlife, enriching; programs 

built for enthusiasts, not simply tourists; programs 

that will enrich your mind; programs that will 

give you a greater appreciation of the region  

you are visiting. 

What are you most looking forward to from your 
company in 2018? 

Strengthening our partnerships with the travel agent 

community through marketing support, co-op 

funding, and special events. The bottom line is we 

want to make agents look great in front of their 

most discerning and well-travelled clients. Also, 

positioning the agents as the experts on offering 

something that excites their clients every time 

they visit. 
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How could 2017 be best described for your company?

A year of continued growth in which we offered 

better products, and as a result were able to get 

more advance reservations and better load factors.

How do you expect the tour operator sector to 
evolve in 2018?

We expect to see more online bookings for 2018; 

then, the challenge is to keep up with technologies 

and to be actively involved in promoting our 

products in the traditional distribution channels 

and on social media.

What are you most looking forward to from your 
company in 2018?

We are looking forward to continuing to grow in 

all areas and to expand our brand awareness by 

advertising into more of the digital market for more 

exposure and further reach. We are also aiming to 

focus less on last-minute bookings and to get more 

on advanced bookings.

How could 2017 be best described for your company?

In 2017, we saw the beginnings of stronger sales as a 

result of pent-up demand from more modest years 

prior. Travellers decided that their need to connect 

via experiential journeys was a compelling priority, 

and they did not want to compromise on their 

dream voyage. Europe was particularly popular, 

and our journeys to Italy, the U.K. and Ireland, Spain, 

Portugal and Croatia are in high demand.

How do you expect the tour operator sector to 
evolve in 2018?

Travellers tell us they want unique experiences and 

discovery opportunities, as well as ticking off their 

must-see and must-do bucket lists. Our eight new 

Insight Vacations Discovery Journeys are designed 

to draw on our 70 special Insight Experiences, from 

meeting wonderful local characters and sharing 

their personal stories, unforgettable dining pleasures 

and VIP entry to the world’s most iconic sites.

What are you most looking forward to from your 
company in 2018?

Our valued travel agent partners are excited by 

our Luxury Gold expansion and enhancement, 

and have enthusiastically embraced the 

worldwide collection with our exclusive VIP 

Experiences, Exceptional Dining experiences and 

every detail taken care of by our Travelling 

Concierge. With 100 years of expertise as leaders 

in luxury travel, The Travel Corporation has 

elevated our Luxury Gold journeys with the 

introduction of our extra-exclusive Chairman’s 

Collection, which is curated by our Travel 

Corporation Chairman, Mr. Stanley Tollman.  

On several departures, our guests will have the 

opportunity to meet celebrities, aristocrats and 

royalty, and have privileged access to 

quintessential locations. We are also excited to 

be offering new Luxury Gold Journeys to Japan 

and South Africa.
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How could 2017 be best described for your company?

2017 was one of the best years for Silk Holidays for 

sending Canadians to Asia, with more custom-

made private tours. We can see an increase in the 

affluent market as well. 

How do you expect the tour operator segment to 
evolve in 2018?

We expect that Canadian travel to Asia will 

continue to grow in the next few years; this growth 

started five years ago. 

Air Canada has increased their services to Japan, 

China, Hong Kong and India. More airlines fly 

into Canada. There’s an increase of gateways in 

Canada – besides Vancouver and Toronto, we also 

have flights departing from Calgary and Montreal. 

Besides Beijing, Shanghai and Guangzhou, now 

passengers can fly direct to at least 13 cities  

in China, and change flights to other Asia 

destinations. There’s also been an increase of 

ocean cruises in Asia – more and more ships are 

serving Asia, from North Asia, Korea, and China 

down to Southeast Asia and the Pacific. 

We’ve also seen an increase in river cruises in Asia – 

not just the Mekong River and Yangtze River. There 

are also river cruises in Myanmar, Thailand and Laos. 

What are you most looking forward to from your 
company in 2018?

We expect the growth will be continued in the next 

decade – especially for China and Japan. 2018 is 

the Canada-China Tourism Year; the 2020 Summer 

Olympics will be held in Tokyo; the 2018 Winter 

Olympics in Pyeongchang, Korea; the Rugby World 

Cup in Japan in 2019. Lots of world events will be 

held in Asia, and for sure will help to increase traffic 

between Canada and Asian destinations.

How could 2017 be best described for your company?

2017 was a year of momentum for Rocky 

Mountaineer. With Canada’s 150th celebrations 

and Lonely Planet naming Canada the top country 

to travel to, our country capitalized on the attention 

of travellers from around the globe. In September, 

Rocky Mountaineer welcomed our two millionth 

guest onboard, which was a big milestone for us.  

It took us 18 years to welcome our first million guests, 

and only an additional nine years to welcome 

our second million. We hope to continue on this 

trajectory as we introduce more and more travellers 

to the wonderment of experiencing the majestic 

Canadian Rockies by luxury rail.

How do you expect the tour operator sector to 
evolve in 2018?

I think 2018 will build on this past year with Canada 

welcoming increasing numbers of international 

travellers. Canada continues to experience 

its highest number of travellers in the summer 

months, which puts pressure on tour operators 

to accommodate the high demand. We could 

begin to see a flattening out of shoulder seasons 

as Canada’s popularity continues to grow and 

travellers adjust their travel to more available dates. 

What are you most looking forward to from your 
company in 2018?

2018 will be a year of growth for Rocky Mountaineer. 

We will welcome the first two of 10 brand new 

GoldLeaf domes in the 2018 season, which 

increases our ability to host even more guests from 

around the globe. We’ve also added two new 

vacation packages to meet the evolving interests 

of our guests. Our First Passage to the West Culinary 

Exploration package will appeal to foodies with 

gourmet meals and culinary tours off the train. 

And our Journey through the Clouds Outdoor 

Adventures package is designed for guests looking 

for more activity in the destinations, with guided 

hiking in Jasper, rafting on Bow River, canoeing on 

Lake Louise and so much more.
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How could 2017 be best described for your company?

2017 was a challenging year for cross-border 

traffic because of a drop in Canadian travel 

to the U.S. However, that has led to Canadians 

looking further afield for holiday options, and 

we saw a sharp increase in tour sales to Asian 

destinations, especially Thailand and Vietnam.

How do you expect the tour operator sector to 
evolve in 2018?

Because of the serious weather disruptions 

(hurricanes, typhoons and snowstorms) experienced 

in the latter part of 2017, and the massive destruction 

they caused in popular holiday destinations like 

Puerto Rico and other Caribbean islands, it’s difficult 

to predict how 2018 will start out. How quickly these 

areas come back online is still a question that has 

to be answered. However, because more and 

more airlines are offering affordable lift to Asia 

from Canada, we expect our primary market  

to continue to expand in 2018. The recent increase 

in oil [prices] is also an unknown factor, and could 

create a problem if and when airlines start passing 

those costs along to consumers.

What are you most looking forward to from your 
company in 2018?

The expansion of our services to more countries, 

especially in South America.

What were the highlights of 2017 for Sunwing’s tour 
operator side?

The launch of Sunwing Experiences has made it 

easier for our customers to select their excursions with 

confidence, and plan ahead. We also launched the 

Sunwing App this year; that offers customers free long-

distance calling, the option to customize their itinerary, 

benefit from 24/7 access to their representative 

and more.

How do you expect the tour operator sector to 
evolve in 2018?

Customization and differentiation are going to be 

key drivers during 2018 as travellers look for more 

personalized vacation experiences to meet their 

individual needs. A growing number of all-inclusive 

resorts have redefined their service offerings to respond 

to these new drivers. Many of our recent innovations 

to our customer experience also speak to this growing 

trend. We are also upgrading our technology to offer  

a more streamlined and personalized check-in 

process, saving customers time at the airport. Tour 

operators are going to be called upon to offer a more 

individual, customizable vacation experience in 2018.

What are you most looking forward to from the tour 
operator side in 2018?

We have a number of new destinations and resorts 

that will be available for the first time this coming 

season. We are pleased to introduce the destination 

of Bonaire; direct flights begin just before Christmas 

from Toronto. We’ve also added Antigua from both 

Toronto and Montreal. The new Mexican destination 

of Playa Mujeres is also likely to be popular this coming 

season and we’re pleased to be offering the new 

Riu Dunamar once it opens at the turn of the year. 

We’re also very much looking forward to the opening 

of Royalton Bavaro Resort and Spa in Punta Cana in 

early 2018. Several of our most popular resorts have 

also just revealed a new look that we’re sure will 

excite travellers in 2018. The Riu Palace Paradise Island 

has just reopened with a sleek, modern new look.  

Riu Republica in the Dominican Republic has recently 

added its own water park – an interesting feature for 

an adults-only resort.
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How could 2017 be best described for your company?

2017 was a strong year for Trafalgar, globally and 

in Canada. We attribute the growth to the fact 

that Trafalgar’s evolution from escorted coach tour 

operator to a worldwide guided vacations operator 

is in its next stage, now that we offer our immersive 

trips to six continents. Our guest reviews for 2017, 

which are at 97 per cent satisfaction, mean that we 

are catering to their travel needs, but can improve.  

Our loyal retail partners have voted Trafalgar as 

‘Coach Operator of the Year’ - for 16 years in a row. 

This honour is a big commitment, and we know that we 

need to continue delivering effortless, authentic and 

fun guided vacations while continuing to innovate. 

How do you expect the tour operator sector to 
evolve in 2018?

Guests will continue to help their favourite tour 

operators by communicating both their experience 

in terms of reviews, social media posts and 

personal stories, as much as by suggesting new, 

cool experiences they would like to partake in in 

the future. The planning of our guided vacations 

is influenced by our guests and employees to a 

large degree. The brand that has the strongest 

connection with both guests and employees, who all 

communicate and care for the brand's core values 

and character, will thrive. It is all about experience 

- not price. Guests are looking for tour operators 

who deliver immersive, life-changing experiences.

What are you most looking forward to from your 
company in 2018?

I believe in strong marketing and distribution 

partnerships. The world is cross-connected and our 

business needs to follow the trend. In 2018, Trafalgar 

is partnering with Air Canada Vacations which 

is a great brand, connected to one of the best 

global airlines. We have jointly created a portfolio of  

16 Trafalgar guided vacations, to be offered in 

ACV’s Europe portfolio, bundled with Air Canada 

air and a few select perks. Both of our teams are 

working hard to deliver this partnership. 

How could 2017 be best described for 
your company?

A year of celebration. Thirty years ago, in November 

1987, Transat flew its first travellers to Acapulco. That 

flight laid the foundations for what is now North 

America’s leading integrated tourism company. 

Today, we brighten the everyday with the joy of 

vacations for more than 2.2 million Canadian and 

European travellers annually - a brand promise 

embodied in our Vacation is Calling campaigns. 

Consolidation, too; in April, we grouped our 

commercialization and customer care expertise into 

a single distribution centre. The goal is to improve 

cohesion and performance in distribution. In July, 

we [also] sold our 35 per cent minority interest  

in Ocean Hotels, leaving us well-positioned to 

develop our own hotel division.

How do you expect the travel industry to evolve 
in 2018?

Growth in international tourism has outpaced that 

of the economy overall for some years now, so 

on the face of it, our industry is healthy. With the 

terror attacks in the past two years, however, we 

must watch travel trends closely. Some destinations 

have made strong comebacks, while others are 

less attractive. 

We also expect increased competition on product 

commercialization. Online agencies, price 

comparison sites and aggregators are the new 

reality, so we have to do everything possible to 

hold our own. Revenue management is a vital tool. 

What are you most looking forward to from your 
company in 2018?

Reaching customers anytime, anywhere, by 

maximizing use of all our channels - internal and 

external, physical and digital - to increase our 

market clout. Banking on the strength of our new 

distribution unit and robust relations with partner 

agencies, starting with our owned network. 

Constantly upgrading our digital tools, websites 

and apps. And improving our knowledge of 

customers to deliver even more personalized 

services, notably by better leveraging mobile 

throughout the travel cycle.
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How could 2017 be best described for your company?

Overall, 2017 has been tracking as expected; 

demand is stronger than last year, underpinned 

by improved consumer confidence and now a 

reasonably stable Canadian dollar. A lot of new 

product has come on stream in the past 12 months, 

improving the WestJet Vacations hotel inventory 

picture. Our WestJet Rewards program continues 

to grow in leaps and bounds and we are working 

closely with our travel agent partners so that  

we both benefit from the increased loyalty and 

spend we are experiencing. 

How do you expect the vacations sector to evolve 
in 2018? 

For the vacations sector we are going to see 

more use of mobile technology for booking and 

in-destination. Vacation guests now all travel with 

their phones and most resorts have free Wi-Fi. 

WestJet Vacations is continuing to talk with our 

guests while they are in their destination to help 

them get the most from their trip and support them 

in the event of any irregular operations. I would like 

to see the travel trade and tour operators share 

more guest information so that together we can 

deliver a better experience.

What are you most looking forward to from your 
company in 2018? 

I am looking forward to the implementation of our 

dynamic packaging system next year, which will 

allow us to package hotels with our flights to any 

and all destinations and provide our guests with 

the freedom to create a more tailored travel 

experience. Also, we will be flying our new 737MAX 

8 aircraft which not only is more efficient, but 

provides our guests with a superior 

flight experience.

* Companies for each sector are listed in alphabetical order.

How could 2017 be best described for your company?

If I could choose one word to best describe 

the year 2017 for TravelBrands, it would be 

'stellar.' Three main products of ours that have 

become extremely popular and ever-increasing 

are cruises, custom vacations and high-end 

travel. With the increased capacities and 

products ranging from mainstream to luxury, 

Caribbean to the Galapagos, cruising is the 

fastest-growing segment out there. When it 

comes to custom vacations, our research shows 

that the market is enthusiastic for experiential 

product. We responded to this market demand  

by launching ‘Experiences by Sunquest,’ featuring 

eight collections that offer truly customizable 

and unique vacation experiences. Many of 

our clients are seeking high-end experience.  

From business class tickets, to ultra-luxurious villas, 

not to mention top-notch hotels, we have it all 

and so much more. 

How do you expect the tour operator sector to 
evolve in 2018?

2018 will be a great year for made-to-measure 

vacation options to the United States and across 

Europe as well as cruises. We also believe it will 

be a great year for niche travel. Lujure and its 

very niche portfolio offers the most eclectic  

of accommodations in the most beautiful corners 

of the world.

What are you most looking forward to from your 
company in 2018?

Everything and anything! The travel industry is an 

ever-changing market, and our goal is to take any 

challenge and turn it into a success. With such  

a diverse portfolio that covers the four corners of 

the globe, our success will be based on our ability 

to change focus quickly while maintaining great 

customer service.
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This will be the height of the Kingdom Tower in Jeddah, Saudi Arabia, which 

is expected to become the tallest skyscraper in the world once construction 

commences by 2020 or 2021. The Kingdom Tower was slotted for a height 

of 1.6 km (or exactly one mile), but the soil geology of the region refused 

to support such heavyweight real estate. By summer 2017, the Kingdom 

Tower rose to 206 metres for 50 floors, and it should have nearly 200 floors 

once completed. It will dethrone Burj Khalifa, in Dubai, the world's tallest 

skyscraper, with 163 floors and 828 metres of height, and will overtake  

the Dubai Creek Tower which, at the end of construction in 2020, should stand 

at a little more than 900 metres. Its construction costs are estimated at CAD 

$2.5 billion. The apartments will be sold at an average of 2,500 euros, or $3,500 

per square metre. No North American skyscraper is in the top 10 tallest buildings  

in the world.

The cost of an overnight stay in the presidential suite of the 

President Wilson Hotel in Geneva, Switzerland. For several years, 

this property was considered the most expensive hotel apartment in the world. 

It tops the royal suite at the Lagonissi Resort, near Athens, Greece (CAD $58,225 

per night) and the Palm Resort in Las Vegas, which ranks third, tied with the Royal 

Suite at Raj Palace in Jaipur (CAD $42,750), ahead of the Four Seasons New York 

Presidential Suite (CAD $36,115). 

The price per square metre (11 sq. ft.) in Canadian dollars, of a luxury apartment in Monaco, which 

is by far the world's most expensive 'capital' for real estate, according to the Global Property Guide,  

the global benchmark in luxury real estate. In Monaco, a 'standard' luxury apartment (140 m2, or about 

1,550 sq. ft.) will cost an average of 5.8 million euros, or about CAD $8.5 million. In London, the second 

most expensive city in the world, a luxury apartment of equivalent size will cost roughly $4.8 million and 

Paris (the fourth most expensive metropolis, after Hong Kong), $2.6 million. No American or Canadian 

city is in the Top 20 most expensive cities in the world. The list includes Moscow (5th), Singapore, Vienna, 

Luxembourg, Geneva, Tokyo, Amsterdam, Copenhagen and Dubai.

By André Désiront
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The Hôtel de Glace in Quebec was redesigned earlier this year to feature 

an incredible Northern Perspectives architectural theme. Quebec City’s 

famous ice hotel is known for its vaulted ceilings and grandeur, like  

the built-in Ice Cafe, Grand Slide, ice chapel, and ice bar, where you 

can take a shot right out of a frosty ice glass. The Hôtel de Glace is 

Canada’s only ice hotel, making it an extremely popular destination once 

the snow comes. Located right in the heart of the Valcartier Vacation 

Villages, one of Montreal’s best winter playgrounds, guests of the Hôtel 

de Glace can take part in plenty of outdoor fun, while also relaxing, 

thanks to the outdoor Nordic spa.
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Unlike many ice hotels, which are built in the winter and torn 

down when spring sunshine begins to melt them, the Icehotel 

Jukkasjärvi is open for business all year round. The Icehotel is 

located 200 km from the Arctic Circle and its architectural 

success is built from the nearby Torne River. The towering pillars, 

floors, ceilings, and even a chandelier are all carved from the 

frozen water of the river, making them look almost like glass. 

Inside the suites, ice furniture has been chiseled down to the 

tiniest details – including an ice radiator, ice lamp, and ice desk!  

The natural ice is harvested to create the hotel, and in the 

spring, it thaws and flows back to its natural source. The Icehotel 

features a structure called the ARTic Hall, which features an ice 

bar and an art gallery showcasing work by local artists. Because 

of its close proximity to the Arctic Circle, where the Midnight Sun 

shines for 100 days and 100 nights without setting, the Icehotel 

suites are at risk of melting. New this year, the Icehotel is working 

to incorporate a sustainability plan which will use solar panels to 

capitalize on the natural energy source, while chilling the suites 

for extended stays into the warmer months. 

Tourists from all over the world chase the colours of the Aurora 

Borealis, but not everybody is so lucky to see it. At the 

Kakslauttanen Arctic Resort, your chances are heightened 

when you spend the night under the stars in one of the resort’s 

glass or snow igloos. This world-renowned arctic hotel provides 

guests with spectacular views of the midnight sun, northern 

lights, starry skies, and other treasures found in the Arctic 

Circle. Guests of the resort can choose between a snug log 

cabin with an open-concept glass ceiling, or a snowy igloo, 

set against the remote backdrop of Finland’s wilderness. Wake 

up to see a herd of reindeer feeding nearby, take an ice 

fishing safari by snowmobile, or saddle up a team of huskies 

and traverse through the remote Arctic. At the Kakslauttanen 

Igloo Village, winter fun is endless. Both the glass igloos  

and snow igloos are very cozy, and travellers can also enjoy 

on-site services like the smoke saunas, and, if you’re brave 

enough, ice swimming.Ph
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Every year, when winter returns to Switzerland, five igloos set up shop in Engelberg, 

Stockhorn, Zermatt, Gstaad, and Davos-Klosters. Two more can be found in Andorra 

and Germany. Opening in December 2017, Switzerland’s Iglu-Dorf (Igloo Hotel) 

provides a snowy refuge for those who want to see winter for what it is. For more than 

20 years, the Iglu-Dorf has accommodated guests from all over the world, and it even 

holds a Guinness World Record for the largest naturally-built igloo, with a diameter of 

12.9 metres. Inside the Iglu-Dorf, guests will find intricate snow carvings in every room 

and tunnel, which is how the igloos connect to one another throughout the resort. 

The Snow Bar on site is famous for its fondue and mulled ciders and wines, where 

guests can grab a bite to eat or drink after a day on the slopes. The Iglu-Dorf has a 

variety of packages and igloos for couples, families, or solo travellers.
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Get your long-johns on! The Sorrisniva Igloo Hotel is the world’s most northernmost 

ice hotel in the world. The hotel is located in the small fishing village of Alta, 

Norway, which is famous for its spectacular views of the Northern Lights,  

as well as its salmon, which populate the nearby Alta River. Several rock carvings 

dating back to 4200 B.C can be found in Alta, and thus are the inspiration for 

the intricate ice carvings on the walls of the Sorrisniva Igloo Hotel. The interior 

of the hotel is cozy and inviting, with thick reindeer hides to sleep on, and the 

chance to warm up in the sauna once morning comes.



 

*Where available.

We live for Excellence
Six resorts where VIP is an understatement. Set on the finest beaches in 
Mexico and the Dominican Republic, these all-inclusive properties offer 
all the exclusive benefits of the Transat Luxury Collection. Discover an 
array of relaxing or recreational activities, for adults only and families.

Adults Only   

› Beloved Playa Mujeres by Excellence Group   
› Excellence Playa Mujeres  › Excellence Riviera Cancun   
› Excellence Punta Cana  › Excellence El Carmen

Family Friendly  

› Finest Playa Mujeres by Excellence Group

Transat’s  
Exclusive Luxury 
Collection inclusions:
›  Free access to airport  

VIP lounges*

›  Option Plus upgrade

› Private roundtrip transfers

Excellence Resorts 5H
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aving met in travel, it was 

perhaps fitting that Travis and 

Paula Stewart ended up in 

business together in the industry 

as husband and wife. The couple, 

based in Stratford, PEI, first crossed 

paths in 2000 as managers at a local 

agency, tying the knot 10 years later. 

By 2014, they had decided to take 

a leap of faith and open their own 

agency together. 

With the company having celebrated 

its third anniversary this fall, it’s clear that 

the combination of skills and experience 

between the duo is reaping dividends. 

“We feel that we both bring two different 

skill sets that help round off the company 

pretty well, considering the size of it,” 

Travis says. 

Their approach fuses passion for 

travel planning with Paula’s extensive 

experience in customer service and 

sales, although the couple is also careful 

to prioritize a healthy balance between 

their personal and professional lives. 

“We actually work really hard at that 

aspect, with the combination of our 

relationship as partners in life and 

business,” comments Paula. “With 

our business being in our home, we 

purchased a new [house] that was 

able to take care of our business 

interests better – but most importantly, 

give that separation of business and 

personal space.”

It seems they do a pretty good job 

of operating their personal and 

professional lives in tandem, with travel 

itself constituting a key element of that 

balance. “We continue to work hard 

at our relationship, and try to make as 

much time [as possible] out of our 

house and office with camping – 

and take that spur of the moment 

trip just for us,” says Travis. Paula 

estimates that the duo have 

travelled to the Caribbean 

almost 100 times, coupled with 

numerous trips across the world 

since they met. 

Communication, unsurprisingly, is 

also an essential component of 

their successful work/life balance. 

“We also talk as much as we can 

about the direction we want our 

company to go, so there are no 

surprises; respect for each other, 

both on a personal and business 

basis, is probably the most 

important thing that makes our 

situation work.” 

In addition to all this, both clearly 

know where their priorities lie. 

“We always remember that yes, we 

are business partners,” Paula says, “but 

most importantly, we are husband  

and wife first.”

  

Founded: The company, co-started by 

Travis and Paula Stewart, opened in 

Stratford, PEI in September 2014. 

Location: Prince Edward Island is its hub, 

but the company is continually expanding 

its presence in the Maritimes: it also counts 

staff in Nova Scotia and New Brunswick. 

Focus: Specialized groups, destination 

weddings, vacation planning, and 

home consultations. 

In their own words: “We love being 

partners, 100 per cent, and having control 

of the direction we want to go – that’s 

best for us and the wonderful agents that 

have partnered with us.”
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T hey currently form a formidable 

partnership as the husband-and-

wife duo at the helm of Caribbean 

Castles Resorts & Villa Collection,  

but Chris and Jacqueline Stubbs first met 

when both were working in Jamaica 

– Jacqueline, for the Jamaica Tourist 

Board, and Chris, posted in the country 

from Canada as a buyer. 

The years they spent in the Caribbean 

would not only result in the couple’s 

eventual marriage; they also provided 

essential experience to the company 

they founded after relocating to 

Canada with their three young children. 

Together, the pair have accrued over 

50 years of experience in their field, 

with each bringing their own strengths  

to the table. 

“Our years in the Caribbean provided 

invaluable insight for clear dialogue 

with resort owners, based on their 

positioning and financial reality,” Chris 

comments, “[leading] us to establish 

the Caribbean Castles Resorts & Villa 

Collection, in 2000.” 

Twenty-two years after they first 

met – and nineteen years since their 

marriage – the couple have become 

experts at using the strengths of their 

personal relationship to complement 

the operation of the business  

together.

“We develop a stronger bond as we 

go through the ups and downs of the 

success of our business,” Jacqueline 

reflects, “and we spend more time 

together at work-related events, which 

allows us to learn to give each other 

space and develop our independence 

as a couple.”

In both marriage and business, the 

couple have clearly forged something of 

a perfect match. “We compliment each 

other, and [are] honest with our strengths 

and weaknesses,” Jacqueline says when 

asked about the secrets to this success. 

“For example, Chris is a numbers guy, 

and he will focus on the contracts  

and negotiation with tour operators. I’m 

very sales-oriented, and I focus on a lot 

of the sales and marketing.” 

The couple have also developed an 

effective separation of work and family 

life – although, Jacqueline jokes, Chris 

is the better of the two at that aspect. 

“I can go on and on forever,” she says, 

“but he offers me a good balance 

by reminding me at times and, also, 

we have our set date nights – plus 

family time.”

The key to a successful combination of 

marriage and business? Communication, 

communication, communication. “Keep 

an open mind about each other’s views 

and ideas in working together,” advises 

Jacqueline. “Listen and respect each 

other; help each other.

“Make sure you communicate with 

each other, and compliment each other 

on your skills.”

  

Founded: 2000

Location: Based in Toronto, ON

Focus: Luxury destinations & resorts in the Caribbean (Mayan Riviera, Curacao, 

Jamaica, St. Lucia)

In their own words: “Working with a growing number of travel agents across 

Canada and in the northern United States, our team is dedicated to marketing 

[an] exciting client list to a travel industry craving for something new and different 

for a demanding and increasingly savvy travelling public.”
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ext June will mark 40 years since 

Eric Tan and Penny Lim began 

travelling and exploring the world 

together – and they show no sign of 

letting up. “We often have the next two 

or three trips already queued up when 

returning from the last trip,” Eric tells 

me. “2018 will be another adventure 

to be discovered.”

The pair were ‘practically neighbours’ 

in Asia, with Penny originally living 

in Johor Bahru, Malaysia and Eric in 

Singapore. It was in Winnipeg, however, 

that they first crossed paths in 1978, with 

both graduating from the University of 

Manitoba’s Business Administration 

facility. For the couple, a future in  

the travel industry seemed like an 

entirely natural progression.

“Since we shared a passion for travel – 

after all, we had both migrated halfway 

around the world – working in a business 

and living together was a natural thing 

to do,” Eric recalls. Penny 

became a travel agent 

straight after graduating, with 

the pair moving to Vancouver 

in 1984; they opened their 

own travel agency there, 

Cruise Only, alongside a 

business partner in May 

1987. Eric kept his original 

job in pharmaceutical sales 

– “I basically moonlighted 

for seven years,” he says – 

before finally joining Penny, 

full-time, in February 1994. 

Their mutual experience as 

business students in Manitoba 

has proven an invaluable 

asset in the success of their 

professional relationship. 

“We do bounce business ideas, as well  

as problems, off each other,” Penny says. 

“Having the same business degrees likely 

helps our communication, as we have a 

similar mindset and work ethic.” 

The couple also have a clear division 

of responsibilities in each field. “Penny 

likes to say that I am the boss at work, 

and she is the boss at home,” Eric 

comments, “which has never been 

truer since we sold our agency to the 

corporate office in 2008. For almost the 

past 10 years, I am also her manager 

at Expedia, where our agency is now 

based in their head office.” 

Compromise, both agree, is one of 

the most essential components for 

a successful couple in business – in 

addition to clearly-defined duties 

and responsibilities. “Separation of 

roles is critical,” Eric says, “as you do 

not wish to step on each other at 

work, or in front of the staff, whom 

Penny and I have always treated  

like family.”

“We opened our own travel agency when everyone told us that cruising was 

a fad and we [would] not make it in this industry without selling airfare,” recalls 

Eric Tan. “We were pioneers without knowing it, and it was a very exciting 

time indeed.” 

The couple’s Kerrisdale agency was the first and original franchisee in 

CruiseShipCenters’ pre-Expedia system, and their leap of faith slowly but 

surely paid off. The couple joined the corporate office as partners in 2004,  

with the full business transfer taking place in 2008 – and the rest, as Eric says, is 

‘present history.’ “We have been happy employees for the past 10 years, still 

having fun in this great industry, together.”
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A s the dynamic duo at the heart 

of Montreal-based tour operator 

Canandes International Tours, 

which is currently making significant 

inroads in English Canada, you could 

be forgiven for thinking that Patricia 

Pérez and husband Camilo Aguilar 

might have a difficult time unplugging 

from work. Not so, says Patricia; while  

it’s ‘strictly business’ in the office, the pair 

have managed to achieve a healthy 

balance between their professional 

and personal commitments when the 

working day ends. 

“We always strive as much as possible 

to disconnect from work as soon as  

we walk into the house,” she comments. 

“We make a point of doing this,  

and although there are moments when 

it isn’t always possible, it works very well 

for us in general.” 

Camilo founded Canandes in 1984, 

with Patricia joining him in the business 

seventeen years later (the couple 

celebrate 35 years of marriage this 

year). Camilo was already steeped in 

the travel industry, having gotten his start 

there in 1976, but while Patricia came 

from another professional background, 

the couple and their company have 

gone from strength to strength together. 

Canandes, a tour operator specializing 

in niche products and specialty tours, 

has recently made concerted moves 

to expand its brand awareness in 

Canada’s English market, and Patricia 

says that the efforts have been the latest 

part of the personal and professional 

journey she and Camilo have embarked 

on together. 

“We really enjoy working together, and 

are excited about seeing our business 

grow in Canada,” she says. 

“Every day is a new experience, 

and [these are] exciting times 

for Canandes. We’re wishing for 

many more happy and productive 

years ahead.” 

 The couple’s advice for other 

couples setting out in business 

together? Don’t let work 

commitments get in the way of 

your personal relationships. “The 

best advice I can give… is not to 

mix business with pleasure and 

home life,” Patricia says. “When 

we are at work, it is business all 

the way – but when we get home, 

we disconnect, and family life is 

a priority.

“Both in our work and family life, Camilo 

and I have always had a mutual 

confidence and respect towards 

each other.”

 

Founded: 1984

Location: HQ In Montreal, expanding  

in R.O.C. 

Focus: Specialty and ‘niche’ products; 

consolidator, FIT operator

In their own words: “Our motto is 

‘everything is possible.’ We have a very 

competent bilingual staff ready to serve 

the agent community, selling only B-to-B 

to the Canadian agents.”
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WITH ITS FIFTH SUCCESSFUL 

Free cruises,  
prizes and hurricane  

relief donations were on  
the agenda at TravelBrands’ SeaU

“This was our most action-packed SeaU to 
date. While we enjoyed our stay, we felt that it 

was important to give back to the surrounding 
communities affected by recent natural 

disasters,” says Frank DeMarinis, President 
& CEO, TravelBrands. “Through the generous 

contributions of  travel agents, Royal Caribbean 
and TravelBrands, we raised $10,000 USD 

towards the Hurricane relief  fund.”
Mary Ogaki, National Account Manager  
Canada - Royal Caribbean International®

Frank DeMarinis, President & CEO, TravelBrands  
& Nathalie Tanious, Vice President of TravelBrands

Multiple prizes were awarded to agents throughout the sailing. 
 Radha Yipchuck of  Titan Tours won back the value of  her SeaU 

participation fee.  Gisèle Boissonneault of  Voyages Gaby won a cruise 
on the MSC Seaside.  Manon Chartrand of  Exotentik won a spot on the 

inaugural of  the Norwegian Cruise Line Bliss and air for two.  Janet Flegel 
of  Celebration Travel and Mary Elsa May of  itravel2000 each were rewarded 
a cruise for two including air on Royal Caribbean cruise line.  In addition to 
these incredible winnings, each agent received 2500 Access Loyalty Rewards 

points to be applied on their next five cruises booked through Encore Cruises. 

SeaU wasn’t only about business and working; 
there was also lots of  fun and games! 
TravelBrands hosted its own “The Amazing 
Race” with a twist; a scavenger hunt around 
the ship where agents were given riddles to 
hot spots around the Anthem of  the Seas®.  
Clues were given to solve the questions while 
performing certain fun tasks to complete the 
game. 

This comprehensive cruise event was filled with 
training sessions, workshops and seminars to give 

agents and partners all the tools necessary to make 
the best cruise sale. Throughout the duration of  the 

sailing, 10 suppliers presented their products to 
125 travel agents in both English and French. Larry 

Pimentel, President & CEO of  Azamara Club Cruises® 
was this SeaU’s keynote speaker while Ron Petit from 
Royal Caribbean held a conference on Autism at Sea. 

Larry Pimentel, President & CEO  
of Azamara Club Cruises®

The Anthem of  the Seas® is a part of  the 
Royal Caribbean cruise line. A ship with 
cutting edge experiences, the Anthem of  the 
Seas® departed from Cape Liberty and made 
stops in Nassau, Port Canaveral and Coco 
Cay. During the port day at Port Canaveral, 
Universal hosted the agents in their action-
packed theme parks. TravelBrands’ SeaU 
takes place every 18-24 months.

TravelBrands team members hosting SeaU

TravelBrands held its fifth SeaU aboard The Anthem of  the Seas®  
from October 21 - 28, 2017. Hosting approximately 150 travel agents, team members  

and suppliers, the week was filled with prizes, speakers and raising awareness for hurricane relief. 
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 Kimpton hotel might not 

only change the way you 

travel, but it also can change 

a neighbourhood. 

That was the case in downtown Miami 

nearly a decade ago, according to 

Eric Jellson, area director of marketing 

& strategy at Kimpton Hotels Florida & 

Cayman Islands.

“Nine years ago, downtown Miami 

wasn’t exactly the type of place you’d 

vacation in,” Jellson told PAX in an 

interview on location in Miami, Florida. 

A lot has changed in the Magic City 

since then, from the implementation 

of must-see murals and urban graffiti 

at Wynwood Walls to the opening of 

slick city institutions, such as the modern 

and contemporary Pérez Art Museum, 

Brickell City Centre, Marlins Park and, 

recently, the long-awaited 250,000-sq. ft.  

Phillip and Patricia Frost Museum 

of Science. 

Essentially, people now have good 

reasons to explore downtown Miami 

– something the Kimpton Hotel 

& Restaurant Group saw coming 

when it opened the Kimpton EPIC 

Hotel, a water front boutique 

hotel located at the edge of the 

Miami River and Biscayne Bay, in  

December 2008. 

The Kimpton EPIC is minutes away 

from all the things that are making 

downtown Miami cool right now. It was 

designed to be the Kimpton brand’s 

first luxury hotel and played a key 

role in pioneering the gentrification 

of Miami’s downtown core, Jellson told 

PAX, as we spent a couple of nights 

at the swanky property. 

hotel



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

“Our ability to set up shop as a flagship 

was a great opportunity to take us to the 

next level of luxury,” Jellson said. 

Elements of art, design and urban 

sophistication are prominent throughout 

EPIC’s modern, dark-toned lobby, 

where, at the time of our visit, a portrait 

of fashion designer Karl Lagerfeld hung 

prominently and boldly. 

The Kimpton EPIC has a club level, a 

private marina (you can park your 

yacht right out front), the internationally-

renowned modern Japanese restaurant, 

Zuma, and 15,000 stylish sq. ft. of 

meeting space. 

With 411 guestrooms, 24 one-bedroom 

corner suites and 24 junior suites,  

the hotel successfully lives up to its 

name. Every room has a spacious 

balcony, offering epic views of the 

Miami River, sparkling Biscayne Bay, 

South Beach and Miami’s glowing 

skyline sunsets (depending on the 

direction you face). The hotel’s beds, 

notably, are draped with incredibly 

soft Frette triple Italian sheeting. If 

there’s such thing as an epic sleep, 

it’s going to happen here. 

While you might be in the heart of 

champagne-popping Miami, there’s 

something quiet and serene about 

staying at EPIC, given the property’s 

proximity to the water, which creates 

a sense of openness and airiness to 

every room. Nothing about the stay felt 

contrived or boxed-in, as can be the 

case with some city hotels. 

Sitting 16 floors up is a 13,752 sq. ft. , wrap-

around pool deck with two swimming 

pools and 10 private cabanas (premium 

cabanas, which overlook the pool and 

feature a plasma TV, are available for 

daily rental). 

“Something that’s epic is not only 

colossal, but also iconic and long-

lasting,” Jellson said, explaining the 

meaning behind the hotel’s name. 

Staying at the Kimpton EPIC can be a 

seriously epic experience – even if the 

hotel doesn’t take itself too seriously. 

“Epic can also refer to one’s hero,” 

Jellson said, pointing out that the 

meeting rooms on EPIC’s 14th floor are 

named after comic book references. 

One ballroom is named “Metropolis” 

(the fictional city from Superman) 

while another is named “Gotham” 

(Batman’s hometown). 

If downtown Miami needed a hero to 

thank in its ongoing revitalization, the 

Kimpton EPIC might be it. When staying 

there, you simply don’t want to leave 

– a feeling that resonates over to 

another neighbourhood-changing 

property in the Kimpton portfolio, the 

new Kimpton Seafire Resort and Spa  

in Grand Cayman.
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Opening its doors in November 

2016, the Kimpton Seafire is the 

first Cayman resort to be built in a 

decade. It marks a new chapter in 

Grand Cayman’s hospitality biz since 

Hurricane Ivan passed over Grand 

Cayman in September 2004, battering 

the community with strong winds and 

wrecking many resort beachfronts. 

“The island was ready for a new 

development,” Steven Andre, general 

manager at the Kimpton Seafire Resort 

and Spa, told PAX in an interview at 

the property. 

Named after the blazing sunsets that 

light up the Caribbean property every 

evening, the Kimpton Seafire Resort 

and Spa represents the company’s first 

international luxury resort, so expect  

the service to go that extra mile. 

You’re made to feel like a superstar the 

moment you arrive as staff, dressed  

in the most fashionable uniforms I’ve 

ever seen at a hotel, greet you with 

pearly white smiles and champagne. 

Just a one-hour flight away from Miami, 

the property dramatically unfolds over 

levels of colourful tropical gardens, 

from the open-air lobby grounds 

(elevated 24 ft. above sea level so 

that the Caribbean Sea is never out of 

sight), down to spacious pools, ocean-

front bungalows and beach facilities 

that span nearly 500 ft. along Grand 

Cayman’s famous Seven Mile Beach. 

The hotel’s rustic-meets-modern design 

is noteworthy, incorporating bright 

botanical palettes that blend into sandy 

weathered woods, driftwood sculptures 

and stones. 

Steps from the lobby is a trendy library 

where the Seafire’s Caymanian catboat, 

Miss Ola, hangs suspended from the 

room’s ceiling. It’s here where guests 

meet daily for complimentary wine, beer 

and hors d'oeuvres.

Nearly all of the 266 guest rooms and 

suites at Seafire (now the tallest building 

in Grand Cayman) offer views of the 

Caribbean Sea or the North Sound. 

For a more exclusive stay, there’s  

one-to-two bedroom bungalows, which 

offer six additional suites with intimate 

beach and pool views and perks, such 

as chilled champagne on arrival and 

a reserved cabana for each day of 

stay. If you want to spoil a bridal party,  

this is where to do it.  

 
 
 
  



Ave, Avecita and Coccoloba, Kimpton 

Seafire’s three restaurants, bring a 

unique flair to Grand Cayman, which 

is often heralded as the Culinary 

Capital of the Caribbean (the 

market ceviche, tuna loin and crispy 

octopus at Ave, Seafire’s main eatery,  

are to die for). 

“[The hotel] is about people who really 

love the island and want to experience 

it in a special way,” Andre told PAX.  

“I think what we’ve added to that is 

going to take it a step up.” 

Whether operating in Miami or The 

Cayman Islands, this is something 

Kimpton knows how to do well.

1.866.814.7378WWW.ANDERSONVACATIONS.CA

LOOK FOR THE 100% PURE NEW ZEALAND FEEL

Explore roads less travelled and board Anderson Vacations intimate escorted tour of Distinction for a true “bucket 
list” travel experience. Tour includes: 13 nights of accommodation, professional Tour Leader, transportation on 
deluxe motorcoach, airport transfers in Auckland and Queenstown, 15 meals: 13 breakfasts, 2 lunches.

Departs: April 22 – May 5, 2018           Price per person starting from: $6435
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On Dec. 5, Sinterklaas is welcomed to the 

island by crowds of children waiting at 

the port of Oranjestad, with Santa Claus 

arriving on Christmas Day nearly three 

weeks later. If that wasn’t enough, the 

Three Kings also make an appearance, 

bringing more presents for children on 

King’s Day in early January – an event 

that also witnesses further celebrations 

and festivities across the island. 

Aruba also boasts its fair share of 

delicious, distinctive festive cuisine 

throughout the holiday season, with 

dishes ranging from savoury olibollen 

to rich, flavourful ayaca. That’s not to 

say that you can’t enjoy a more familiar 

holiday feast, though; turkey, chicken 

and Christmas ham are all staples of the 

Aruban holiday menu.

  Given the fact that it’s well-known for its 

busy nightlife and thriving social scene, 

it’s little surprise that the streets of the 

miniscule island throb with activity during 

the holiday season. The renowned 

Dande Festival kicks into gear on Dec. 

27, showcasing original music from 

various travelling musicians, and you can 

experience all the joy and excitement 

of the island’s holiday celebrations 

at its range of trendy restaurants and 

nightclubs throughout the season.  

Bon Pasco y Bon Aña!

Three Kings – Gerard Adriaanse
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Perhaps its most distinctive and 

unmissable event during the Christmas 

holidays is the Junkanoo parade, an 

energetic, colourful street show that 

takes place each Boxing Day and 

New Year’s Day. Lively dance troupes 

wheel out entrancing, intricately-

choreographed performances, with the 

vivid costumes and mixture of whistles, 

cowbells and horns sure to enliven 

your spirit. 

In downtown Nassau, you can bask in 

the glow of the spectacularly-lit Christmas 

tree, with hundreds of visitors flocking there 

each year to witness its nativity scene 

and Junkanoo corner, and snap a photo 

on the beach with Santa. Christmas on 

Day Cay, meanwhile, launches in early 

December and features a dazzling 

display of festive decorations, gifts and 

treats – not to mention joyful, authentic 

Bahamian entertainment. 

Atlantis Paradise Island Bahamas 

(pictured, bottom left) also provides a 

full range of features for the holiday 

season, with offerings for adults and kids 

alike making it an ideal venue for a 

festive getaway. Children can enjoy the 

countdown to Christmas by breakfasting 

with Santa Claus at Atlantis Kids 

Adventures, Royal Towers, with a Santa’s 

Workshop, photo opportunities, 

Christmas story time and tuck-in with 

Santa also offered. When their kids are 

sleeping soundly, parents can have their 

fun with organized evenings of wine, 

painting and pottery at the Earth & Fire 

Pottery Studio in the build-up 

to Christmas.

Flickr user SimplyPanda
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Curaçao’s character is therefore unique 

in the Antilles due to its authenticity and 

distinct European flavour. 

Of course, this corner of the globe is also 

renowned as a destination for relaxing 

on beautiful beaches; in Curaçao, there 

are a total of 35.  

Why not add a sporting touch to your 

holidays by practicing kite surfing, 

windsurfing or scuba diving? After all, 

this destination is recognized as one of 

the best places in the world for it. 

Beyond the expanses of sand, many 

other activities can be done in Curaçao, 

such as a jeep safari to discover 

inaccessible places, visiting an ostrich 

farm (the largest in the Caribbean), 

taking a leisurely stroll around art 

galleries, hiking in the Christophel nature 

park and its mountains, or experiencing 

one of its many museums – which are 

often colonial houses or plantations. 

Like any Caribbean island, Curaçao has 

its own carnival, held between January 

and March. You can also dance during 

harvest festival or attend CNSJF, the 

island’s jazz festival, which will be held 

from Aug. 31- Sept. 1, 2018.
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The enchanting island also has a 

cosmopolitan side thanks to its capital, 

Fort-de-France. Guests can discover 

many restaurants and bars full of 

French sophistication, with the Creole 

accent and colourful streets showing 

the Caribbean origins of the island. 

Make sure not to miss, either, the 

beautiful beaches in Martinique’s 

south. Creeks, coves, bays and secret 

caves punctuate the shores, a treat for 

avid divers. Vacationers can also take 

advantage of the ‘eternal summer’  

in this Caribbean region: the 

temperatures generally oscillate around 

a comfortable 25 degrees thanks to the 

trade winds that blow in from Atlantic, 

especially appreciated by water 

sports enthusiasts. 

The great local specialty is rum, whether 

white, amber, or old. There are 12 

distilleries in Martinique offering 

something for all taste buds, whether on 

ice or in ti-punch; among these is  

St. James, an establishment in Saint-

Pierre since the 18th century, and Trois-

Rivières – founded in 1660 by the minister 

of King Louis XIV, Nicolas Fouquet.
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It’s well-known as a year-round paradise for lovers 

of sun, sand and sea, but St. Lucia comes into 

its own during the winter months thanks to its 

spectacular festive celebrations. While St. Lucy’s 

Day (Dec. 13) is celebrated in numerous countries 

throughout the world, it has special resonance in  

St. Lucia – unsurprisingly, given the fact that 

the small Caribbean island is named after the 

patron saint. There, it’s named National Day, and 

coincides with the National Festival of Lights and 

Renewal, which sees decorative lights and lanterns 

emblazoned throughout Castries, the capital city. 

St. Lucia heralds the countdown to the holidays 

with its highly distinctive ‘bursting the bamboo’ 

tradition, in which bamboo canes stuffed with 

rags and kerosene are set alight, resulting in  

a dramatic explosion. It sets the scene for season’s 

greetings with a twist, blending traditional elements 

of seasonal celebrations with St. Lucia’s own 

inimitable style. 

Christmas dinner on the island, for instance, is 

largely traditional, including roast turkey, yams, 

sweet potatoes and lamb. However, the meal 

also features a black pudding, prepared in the  

St. Lucian style that sees its fruits and raisins soaked 

in red wine for months before being inserted into the 

final dish – providing a distinguishing spicy flavour. 

If its unique customs and mouthwatering culinary 

offerings aren’t enough, St. Lucia also features a 

warm, pleasant climate year-round. While it does 

get cooler in December, that’s not saying much 

– its lowest temperatures in that month usually don’t 

slip below 22°C.
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technology

an José is a city that’s become 

renowned as a hub of digital 

innovation and industry, 

boasting a booming culture of tech 

entrepreneurship and creativity. But 

passengers who took off on Lufthansa’s 

inaugural flight between Frankfurt and 

the Californian city at the beginning 

of July 2016 didn’t have to wait for 

their arrival in Silicon Valley to immerse 

themselves in the latest gadgetry 

that’s emerging from the world of  

technology. 

That’s because the airline selected 

the flight as the opportune moment 

to debut its new FlyingLab program,  

an ambitious project billed by Lufthansa 

as ‘the future of flying.’ Passengers were 

allowed to test new products from  

the airline’s partner, Samsung – including 

virtual reality goggles Samsung Gear 

VR – and tune into a range of talks by 

renowned figures in the tech industry  

on their personal devices, from 

Mercedes’ Natanael Sijanta to Heiko 

Hebig of Instagram. 

FlyingLab, described by Lufthansa 

Senior Director, Digital Innovations 

Torsten Wingenter as a ‘unique travel 

experience,’ might best be summarized 

as a conference on wings. It’s an 

onboard platform for tech topics that 

streams relevant, informative presentations 

through Lufthansa’s inbuilt conference 

system, while allowing passengers to try 

out the latest technology from various 

companies – irrespective of booking class. 

Themes for each FlyingLab are selected 

based on the flight destination or an 

event taking place there, and fall under 

current areas of technology, health and  

sustainability. 

The concept, says Wingenter, came 

about in the course of meetings with 

colleagues and partners during the 2016 

South by Southwest (SXSW), a leading 

event for the digital economy.

 
 

 
 

Torsten Wingenter, senior director, 
digital innovations, Lufthansa
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“The following question came up,” 

he remembers. “‘What if we had the 

chance to meet and share ideas with 

digital experts and start-up founders 

during the 11-hour flight on the way  

to event, and could forge contacts in a 

kind of exclusive conference at a height 

of 10,000 metres?’”

With Lufthansa having declared 2017 as 

its Year of Digitalization, and articulated its 

goal to become the ‘Most Digital Aviation 

Group’ this year, its enthusiasm for FlyingLab 

is perhaps unsurprising. Wingenter views 

the project as a key component of the 

company's digitalization strategy. 

“Digitalization [the integration of digital 

technologies into everyday life] is a topic 

which is difficult to get a full grasp of, and 

yet it is an important determining factor 

in the private lives, and above all, in the 

daily working lives of many people,”  

he comments. “In our FlyingLabs, we 

make digitalization visible and tangible.”

Positive feedback on Lufthansa’s first 

FlyingLab has led the airline to pursue 

further opportunities with the project in 

2017. Passengers bound for New York 

Fashion Week onboard Lufthansa’s 

flight from Frankfurt in February were 

treated to a preview of fashion designer 

Rubin Singer’s women’s collection – ‘a 

catwalk at 10,000 metres’ – with a series 

of presentations on the topic of fashion 

also live-streamed and accessible via 

passengers’ personal devices. Wearable 

accessories that were showcased 

included Bellabeat Leaf, a health 

tracker bracelet, and the Helix Cuff 

– billed as the world’s first wearable 

wireless headphones.  

Fittingly, given its influence in inspiring 

the idea, the SXSW conference in 

Austin, Texas was also afforded the 

full FlyingLab treatment by Lufthansa 

in March this year. As well as sampling 

a host of cutting-edge technology 

products, from Glyph headsets to 

QuietOn earplugs, passengers were 

able to tune into a live-stream featuring 

prominent tech experts and digital 

innovators discussing topics ranging 

from their own companies to the onset 

of digitalization; the end result was  

a conference experience that began 

long before arrival at destination. 

Although still at a relatively inchoate 

stage, the FlyingLab concept will clearly 

develop and expand in the near future. 

“Looking at the long term, the FlyingLab 

could become a commercial product 

which we would offer to companies  

for their journeys to trade fairs, congresses 

and other events,” Wingenter opines. 

“We want to give passengers the 

chance to get in the right frame of mind 

on the way to the event in question, 

and also offer them an opportunity  

to network with like-minded individuals, 

as well as the speakers.

“A Lufthansa FlyingLab provides 

inspiration,” he adds, “and a taste of 

the future.”

Most recently, in September, Lufthansa’s FlyingLab saw selected 
speakers from me Convention – a collaboration between 
Mercedes-Benz and SXSW – give presentations on board 
their flight from San Francisco to Frankfurt. Launching with a 
gate event at San Francisco Airport, the FlyingLab allowed 
passengers to get to know their fellow attendees and delegates 
before a series of pre-conference presentations, accessible 
via their own smartphone, tablet or laptop. 

Five speakers were also in attendance at Lufthansa’s FlyingLab 
en route to the digital marketing conference dmexco in 
Frankfurt two days prior. 

Lufthansa’s B747-400 has 
hosted FlyingLab. 
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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.

TRANSAT TOASTS 30 YEARS

TRANSPORT CANADA EXPANDS 
PROHIBITED ITEMS LIST

Transat marked its 30th anniversary at Trudeau International Airport, welcoming more than 375 
guests, dignitaries and business partners to celebrate three decades and toast the company’s 
future. The evening saw the company unveil a new livery for its aircraft, reflecting the recent 
evolution of its brand image, while it’s also planning hotels in Mexico, Jamaica and the Dominican 
Republic for a projected inventory of 5,000 rooms by 2025. Pictured at the event are Jean-François 
Lemay, president and general manager of Air Transat; Annick Guérard, chief operating officer of 
Transat; Dominique Anglade, deputy premier of Quebec and minister of the economy, science 
and innovation; Jean-Marc Eustache, co-founder and CEO of Transat A.T. Inc.

Transport Canada amended its Prohibited 
Items List for passengers on all domestic and 
international flights, expanding it to include 
certain powders and granular material 
with a volume of 350 ml. The amendment 
affects all screening checkpoints in Canada,  
with prohibited material including items such 
as bath salts, sea salt, baby powder, foot 
powder, cooking powder and sand. 

AIR FRANCE-KLM’S GDS 
SURCHARGE

Air France-KLM announced that it was to 
introduce a surcharge on bookings made 
on third-party GDS systems, beginning April 
1, 2018. Following the lead of companies 
like British Airways and Lufthansa in adopting  
the GDS surcharge, the airline will initially 
charge 11 euros one-way – with affected 
systems including Sabre, Travelport, Amadeus, 
and others.  

VISION EXPANDS IN 
ONTARIO

Vision Travel announced the acquisition of 
Goliger’s Travel Plus’ 12 Ontario locations, 
a move that also sees Goliger’s Travel Plus 
founders Peter and Linda van der Heyden 
joining the Vision team. The locations and 
Waterloo-based head office will be rebranded 
under the Vision Travel name, marking further 
expansion for Vision following its addition of WD 
World Travel and Travel Sensations. 

U.S. BLACKLISTS CUBA 
HOTELS

More than 80 Cuban hotels were declared 
off-limits for U.S. citizens travelling to the island 
under new restrictions barring American 
visitors from patronizing business which the 
Trump administration claims have close ties to 
Cuba’s military and government. The hotels 
are among dozens of companies blacklisted 
by the State Department. 

AWARDS FOR AIR CANADA, 
WESTJET

The AirlineRatings.com website published its 
2018 list of the 20 safest and most popular 
carriers, with Air Canada and WestJet’s 
honorable mentions including Best Long-
Haul and Best Low-Cost. At the top of the 
list for the fifth consecutive year in a row was  
Air New Zealand. 

CAYOS TRAVEL ADVISORIES 
LIFTED

CLUB MED CANADA PLANS

The Government of Canada withdrew its 
advisory against any non-essential trips to 
Cayo Coco and Cayo Santa Maria, Cuba. 
The update came following the restoration 
of electricity and telecommunication and 
transportation services in the majority of tourist 
and resort centres and along the north coast 
– although travellers were advised to contact 
their agent or tour operator to confirm  
the status of their hotel before travelling. 

Club Med’s plans to open its first Canadian 
property by the end of 2020 moved a step 
further with the announcement of a $120m 
project, involving both Group le Massif and 
Club Med, that will see the development  
of a four-season mountain resort. A total of 300 
rooms will be located at the village, situated 
90 minutes from Quebec International Airport 
– with construction of the hotel complex to 
begin in spring. 

STRUCTURAL CHANGES AT 
INTREPID

The Intrepid Group announced the addition 
of two new senior executive roles on its global 
leadership team, with Michael Edwards 
moving into the role of chief growth officer 
and Leigh Barnes becoming chief purpose 
officer. The changes are to take place on 
July 1, 2018, with the roles set to focus on 
sustained growth in both purpose and profit. 

news
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Club Med met with Ontario travel partners in 
Toronto to officially launch its 2017-18 winter season, 
including previews of properties which will be key 
to the company this season. Of Club Med (L-R): 
Janet Martin, BDM – Ontario, Alberta and British 
Columbia; Carolyne Doyon, senior vice-president 
– Canada & Mexico; Jacinda Lowry, national sales 
director; Melanie St. Germain, groups sales manager 
– Meetings & Events by Club Med; Amelie Brouhard, 
marketing and communications director, Canada. 

Switzerland Tourism’s new Canadian market 
manager was welcomed by members of the 
travel industry at an exclusive event in Toronto, 
with the destination continuing to draw record 
numbers of Canadians. Of Switzerland Tourism,  
L-R: Ursula Beamish-Mader, manager – media 
relations, North America; Pascal Prinz, market 
manager – Canada; Alex Herrmann, director – 
North America; Urs Eberhard, head of markets.

WestJet’s travel partners were in the spotlight as 
the airline honoured key trade relationships at its 
2017 Travel Partner Awards. A full house was in 
attendance at the Four Seasons Hotel in Toronto, 
with peers honoured in 13 different categories. 
Pictured at the event is WestJet’s Lyell Farquharson, 
vice-president, sales and business development with 
representatives from Merit Travel, winner of the Top 
Sales Growth award. 

Toronto’s Strathcona Hotel provided the setting as 
The Travel Agent Next Door welcomed members 
of the travel trade to its third annual open house, 
with presentations by the company president and 
co-founder Flemming Friisdahl and vice-president, 
agent experience, Penny Martin. Pictured are TTAND 
staff at the event. 

Sandals was in town to provide Toronto-area travel agents with details on incoming 
properties in Barbados and Trinidad & Tobago, a new wedding product and updates to 
company resorts. Pictured is Gary Sadler, senior vice-president of sales, Unique Vacations Inc.  
with members of Sandals’ Canadian sales team.

Transat welcomed travel industry members to Cirillo’s Culinary 
Academy in Toronto for a lunchtime cooking event to launch 
its 2018 Europe program. Pictured are members of the Transat 
team at the event. 

Vision Travel’s 2017 Power of Vision conference took 
place in downtown Toronto, welcoming Vision team 
members from across Canada along with partners and 
suppliers for a weekend of networking and training. 
Pictured, of Vision: Joel Ostrov, president – Quebec 
East and Brian Robertson, president – Ontario West. 

The 2017 Caribbean Media Day, held by the 
Caribbean Tourism Organization and sponsored this 
year by St. Lucia, took place in Toronto. Pictured are 
Dominic Fedee, minister of Tourism, St. Lucia and 
Hugh Riley, secretary general, Caribbean Tourism 
Organization. 
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The Carnival Cruise Lines team was in Vancouver to host agents at a reception, presentation and 
discussion, as part of the Carnival Conversations series held across North America annually. Pictured, 
of Carnival (L-R): Justin French, regional vice-president, Canada & the Northern U.S.; Deidre Verigen, 
business development manager, Western Canada; Mike Julius, vice-president, field sales – North 
America. 

Silversea Cruises hosted a group of travel agents at the Vancouver Airport Hilton Hotel in Richmond, 
providing information and updates during a networking session. Pictured is Chaz Dunwoody,  
area sales director, Pacific Northwest & Western Canada, Silversea Cruises. 

Members of the Vancouver travel trade, tour operators and airline suppliers gathered at the  
Bill Reid Gallery to celebrate 10 years of Air New Zealand service between Auckland and Vancouver. 
Pictured, of Air New Zealand: Liz Fraser, regional general manager, Americas and Casey Edwards, 
Air New Zealand brand ambassador. 

WESTJET LINK ANNOUNCED

WestJet introduced a new regional air 
service, WestJet Link, that will connect the 
communities of Lethbridge, Lloydminster, 
Medicine Hat, Cranbrook and Prince George 
to the airline’s network hub at YYC. The new 
service will operate under an agreement 
with Pacific Coastal Airlines, whose Saab 
340B aircraft will be used for the flights and 
painted in WestJet colours. 

ARMSTRONG HONOURED

Peter Armstrong, founder and CEO of 
Armstrong Group, the owner and operator 
of Rocky Mountaineer, will be inducted into 
the Business Laureates of British Columbia 
Hall of Fame, with the induction ceremony to 
take place on March 8, 2018 in Vancouver. 
The Hall of Fame honours outstanding B.C. 
business leaders whose efforts have shaped 
the province and country. 

MADSEN TO JTB

Emma Madsen returned to the Jamaica Tourist 
Board as business development manager  
in Western Canada. She previously held the 
same role with the JTB from 2009 to 2013, and will 
be based in Calgary – with responsibility for sales 
in the provinces of Manitoba, Saskatchewan, 
Alberta and British Columbia. 

NEW SUNWING MONTEGO 
BAY ROUTE

Sunwing announced a new direct flight from 
Vancouver to Montego Bay, with service 
operating weekly between Dec. 19, 2017 
and April 17, 2018. The airline, which has been 
offering vacation packages from Vancouver 
to Montego Bay for the past three years, said 
that the new route would make a vacation 
to Jamaica more accessible for Western 
Canada. 
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Reinventing travel  
in North America.
The new 737MAX offers your customers more comfort and choice. More comfort, more overhead  
storage space for every carry-on, more personal choice, including high-speed satellite internet  
and more entertainment in 15 languages. The 737MAX will fly to more destinations worldwide,  
opening up new North American and trans-Atlantic routes for Air Canada. The 737MAX makes  
flying even more efficient with a reduced environmental footprint and the ability to fly more  
places than ever before. Simply, the 737MAX is the aircraft you’ve been waiting for. 

Come experience more with us.
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