


Children 12 and under stay free this year when sharing a room with one (1) full paying adult. Limited to two (2) children per room room. Children’s age MUST be notified in the reservation. Ages reported for children MUST be accurate 
at time of travel. Proof of age will be required upon check-in. In the event that the ages of children are incorrect at time of travel, the difference in rate will be charged upon check-in. Applicable for US and Canada markets. Booking 
window Now - September 30, 2017. Travel window: June 1st, 2017 - December 22, 2017. Not applicable at Hard Rock Hotel Cancun and Hard Rock Hotel Riviera Maya Heaven Section. *$1,800 Limitless Resort Credit based on a 7-8 
night consecutive stay per room. Bookings of 3 nights receive $500, up to $750 with a 4 night stay, up to $1,500 with a 5-6 night stay, up to $2,000 with a 9-11 night stay and up to the equivalent of $2,500 with a stay of 12-13 night 
stay and up to $3,600 with a stay of 14 nights or more. A 20% service fee will apply over the final price of all transactions using the Limitless Resort Credit promotion on all services or products available at Hard Rock Hotel Riviera 
Maya, Hard Rock Hotel & Casino Punta Cana and Hard Rock Hotel Vallarta. Service fee can only be paid with cash, room charge and credit card. Service fee cannot be paid with the remaining Limitless Resort Credit promotion balance. 
Other restrictions may apply.

allinagents.com   888-680-7625

Get up to

20% SERVICE FEES APPLY

AN ALL-INCLUSIVE EXPERIENCE YOUR

ALL
INCLUDED

entourage

Kids stay free all year when you book a 

family room category at the all-inclusive 

Hard Rock Hotels. That means endless room 

service, live entertainment, and beautiful 

beaches without ever having to break the 

bank. It’s all the makings of an epic vacation 

in one beautiful location. 
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You may have already met Nancy Benetton-

Sampath, our new associate vice-president 

and manager of the Toronto office, who 

joined the LogiMonde team in June.

Many of you may remember Nancy from 

when she was the vice-president of the 

Addison Travel Trade Shows in Canada  

for ACT Communications, more than 10 years 

ago. The entire LogiMonde team is very proud 

that she has decided to join us. I worked 

with Nancy for several years when I moved  

to Toronto to introduce LogiMonde Media to 

English Canada. I can tell you that she and  

I loved working together, both of us being true 

passionnate sales and marketing enthusiasts! 

I am sure Nancy will be a very important 

asset in ensuring the ongoing development 

of the company.

There have been other developments at 

LogiMonde media in the last few months, too. 

In addition to Nancy joining the team, Benoit 

Schmautz was promoted to editor-in-chief of 

PAXnouvelles.com and the French edition of PAX 

magazine. The entire team enjoys working with 

Benoit on a daily basis. On behalf of the entire 

LogiMonde media: “Congratulations Benoit!”

In order to help Benoit in his work, another 

journalist has joined the team in Montreal: Marie-

Eve Vallières, who has worked with LogiMonde 

on a freelance basis over the last two years, 

for both our online and print platforms. Being 

perfectly bilingual in French and English,  

Marie-Eve will also support our Toronto team.

On the product side, things are also moving 

forward. Starting with this issue, we have 

made some changes in PAX magazine, 

including a brand new “Destinations 

of the Month” section. This new section 

will present various destinations in a very 

concise manner and from different angles.  

Easy to read and share with your clients, 

these pages will surely create cravings 

for travel.

With 2017 marking LogiMonde’s 25th 

anniversary, we are celebrating with our 

most important collaboration with Sunwing 

Vacations to date: giving travel agents the 

chance to win their vacations paid for five 

years! You have until Aug. 7 to submit your 

selfies with a LogiMonde media product 

to PAXnews.com or PAXnewsWest.com. 

Be creative! 

By now, you are probably wondering 

why I’m writing the editorial this month.  

As many may know already, I will soon be  

a grandmother for the third time! Indeed, 

my daughter, Marie-Klaude Gagnon, 

President, Executive Director and Editor of 

LogiMonde media, is expecting her third 

child... and this time it will be a boy! She is 

now on maternity leave, so I have taken 

on her duties for several months. 

This is just some of the great news here  

at LogiMonde media! 
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up front

oining the Travel Industry Council of Ontario in December 

2014 following the retirement of long-time TICO CEO 

Michael Pepper, Richard Smart has taken the reins  

at a time of increased competition within the travel industry 

from a variety of new sources, all the while protecting the 

interests of consumers in Ontario. PAX caught up with Smart 

to learn more about his time with TICO, the organization’s role 

and the issues facing the industry in Ontario.

 How did you originally get involved with TICO?

I was in the industry before with Air Canada Vacations as chief 

financial officer and got to know it reasonably well from the 

tour operator side, but being the regulator is a whole different 

perspective. Probably the two biggest things that strike me 

are the passion, innovation and commitment that the travel 

industry has, from the small operator to the large one. That’s 

what makes this role so exciting.

I spent six years with the Technical Standards and Safety 

Authority as CFO and really learned the regulatory model 

quite well. I also established a good relationship with  

the Ministry of Government & Consumer Services; interestingly, 

we report to the same ministry as TSSA. I came over with  

the connections with the ministry folks so there was very little 

learning curve in learning how to work effectively with 

government. The biggest thing was just getting back up  

to speed with the travel industry and the most fun part of  

my job is getting out and talking to registrants.





For the best travel industry news : PAXnews.com10   PAX

In between our recent roundtable 

sessions, I meet and converse with 

registrants on a fairly regular basis. It’s 

a tough industry, particularly in recent 

years with world events, so the resiliency 

of the industry is amazing and it’s why  

I came back to it after a few years away.

My predecessor Michael Pepper, who 

launched TICO in 1997, built a wonderful 

team with long tenure, great experience 

and all very passionate and committed 

to the task at hand. If you spend any 

time in our office, you can feel the 

acknowledgement of the protection 

of the consumer protection model. 

Sometimes you get caught up in the 

day-to-day with the regulations and the 

rules but at the end of the day, people 

ultimately know why they’re here; not 

only for the consumer but our registrants, 

who I refer to as our ambassadors. The 

best way to reach consumers is through 

our registrants.

What are the legislative issues 
you’ve set out to tackle?

One of the challenges we have here is 

that we work very collaboratively with 

registrants to bring anyone we find 

not in compliance with our rules into 

compliance. In between being non-

compliant and TICO needing to take 

action, there aren’t a lot of authoritative 

tools available to us. It’s something 

we’ve talked about in the industry 

before; for example, if you get a parking 

ticket, you get a $20 fine, but we don’t 

have anything for if someone is late filing 

financial statements or their membership 

renewal. There’s no repercussions to that 

and we see a lot of repeat offenders.

The other area is alternate sales 

channels – home-based agents, host 

agencies, outside contractors and sales 

representatives – and coming up with 

a model framework to address those 

channels. That’s very much a work 

in progress.

Another is in regards to the Compensation 

Fund. One of the foundations of TICO is 

the industry-financed Compensation 

Fund. The rules haven’t changed since 

its inception but because the world is  

a much smaller place now, with different 

channels such as OTAs, we need to look at 

that Compensation Fund and how it works, 

the coverage available to consumers  

and the caps that are in place.

Over the years, we’ve heard from 

registrants on lots of other areas in the 

legislation that need to be modernized 

to reflect the current industry model. 

We have a list as long as your arm 

that we’d like to see changed and 

we’re working collaboratively with the 

government to move that agenda 

forward. As we saw with all-in pricing, 

there’s a spirit of change within  

the government and I’m optimistic 

that we’ll see more positive changes 

down the road.

What’s been the biggest 
challenge in working with 

government on legislative changes?

I’m not sure I’d call it a challenge 

as it’s just the reality that we’re one 

of nine delegated administrative 

authorities in the province. There’s 

a high will to bring all the legislation 

and models up to current standards 

and there’s different expectations 

that registrants have, depending 

on whether they’re small or large, 

wholesale or retail, virtual or bricks-

and-mortar. You can’t make every 

change so where we spend most 

of our time is in determining which 

area of our model, be it legislative or 

otherwise, can make the most impact 

and trying to prioritize those to make 

the most compelling business case  

in front of the government.

All of that is from the perspective of 

helping the consumer, but at the same 

time looking for the right balance of 

regulation to ensure that Ontario is  

a great place to do business.

What are the biggest 
misconceptions about TICO 

from both consumers and the travel 
industry?

I think there’s a lot of folks who think 

that we can simply make changes 

to the law, that it’s something 

within our control – it’s not. That’s  

one misconception that we’re always 

trying to clarify. 

The second one is that given the 

changes in the industry over the last five 

years and the new channels that are 

out there, there’s a lot of independent 

and home-based agents that believe 

when they write the TICO exam, they’re 

licensed and registered to sell travel.  

I can understand why they might form 

that opinion but the reality is that every 

independent OSR or home-based 

individual needs to be aligned with 

a registrant. 

The other one is that TICO is heavy-

handed and jumps to enforcement. 

Our model is to always give everyone 

ample opportunity to commit to 

compliance, but if we feel that you’re 

a risk to the consumer, we have tools 

to take appropriate action. That’s really 

only in a small number of cases;  

we’re by far able to work successfully 

able to work with our registrants.



For the best travel industry news : PAXnews.com PAX   11



For the best travel industry news : PAXnews.com12   PAX

What would you say are the 
biggest issues you’re hearing 

about from registrants?

The one that immediately jumps to 

mind is fraud, especially the frequency 

with which it occurs. It used to be that 

fraud was something large-volume, 

sophisticated and technology-oriented, 

carried out by hackers. Now we’re 

seeing it’s right down to an individual 

working around the system. That’s 

probably the biggest challenge that 

we’re hearing about. 

The other concern we’re hearing about 

is that the bricks-and-mortar business 

model has changed dramatically over 

the last few years and the reduced 

margins that we see, especially on  

the smaller end of the segment, is putting 

intense pressure on those businesses to 

survive. With that, the focus on putting 

policies, procedures and interim controls 

in place, to make sure that you’re 

running a sound operation, is tough  

to do when you’re worried about paying 

the rent next month.

I think the shape of the competitive 

landscape also goes without saying: 

we’re a provincial operator working in a 

global industry, so our registrants, many 

of whom are national players but not 

all, are regardless facing competitive 

pressures from outside the province and 

the country. Our regulatory framework 

wasn’t established for that so it’s an 

interesting dichotomy that both TICO and 

our registrants have to work under.

The other obstacles are more short-term or 

event driven – things like Zika, the strength 

of the dollar, terrorism – and they just 

add to the competitive challenges that  

our registrants face. I’m sympathetic to 

these challenges but our first principle 

always goes back to the consumer, who 

are also trying to make their way through 

these troubled waters.

A lot of the consumers we deal with are  

the vulnerable ones, such as the elderly 

and the less-informed. Millennials are 

always a challenge because they tend 

to think they’re invincible and they often 

run into troubles.

Are there any issues or 
challenges that are specific to 

Ontario versus other markets across 
Canada?

We have a good and strong regulatory 

system here in Ontario and a lot of travel 

professionals from outside the country look 

at our model and see the merit in it. The 

challenge is that it’s a global industry and 

we have a provincial regulator in Quebec, 

one in BC and other provinces that are 

talking to us from time to time about 

the TICO model and I’m not sure that 

an Ontario-based consumer protection 

model in the travel industry is the way  

to go long-term. There will be continued 

pressures to at least look at a national type 

of system that recognizes Canadian values 

and principles of consumer protection.  

I think there’s more of an interest from other 

provinces and they’re looking for someone 

to lead the way; we think Ontario’s system 

is probably a good place to start.

If there was a national strategy 
in place would there be a need 

for provincial consumer protection 
agencies?

It’s something we’d have to engage our 

government partners in and at this point, 

it’s just a concept. You see it in other areas 

of politics; there’s much more of an interest 

in improving relations between federal 

and provincial jurisdictions and when it 

comes to the consumer, everyone has 

their best interest in mind. I’m optimistic 

that we’ll see that change in the future.

I think the travel agency model is here 

to stay; people used to say that bank 

branches would disappear yet there still 

here. It’s needed and it’s a complex 

world out there. The way that agencies 

and agents serve their customers will 

change but there will always be a way 

for the agency model to perform and 

TICO will evolve with that along 

the way.

From left: Jean Hébert, chair, board of directors, TICO; Tracy MacCharles, MPP Pickering-Scarborough 
East, Minister of Government and Consumer Services & Minister Responsible for Accessibility; Richard 
Smart, president and CEO, TICO. Image courtesy of TICO.
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Following a series of industry consultations and public meetings held earlier this year, the Ontario 
government recently released Phase 2 of its review of the Ontario Travel Industry Act, proposing several 
possible changes to the Act since its last review in 2002. 

In addition to the changes outlined by Smart, other proposals detailed in the latest report include:

  Changing the classes of registrants in order to create a class for travel sellers (currently travel agent 
and wholesaler) and another class for individual travel counsellors;

  Enabling the potential development of an expanded Travel Industry Compensation Fund with 
contributions directly from consumers subject to additional research and consultations with consumers 
to determine whether to introduce an expanded model;

 Strengthening advertising requirements for travel agents and wholesalers who are based 
outside of the province, but are targeting their advertising of travel services to Ontarians,  
by requiring them to follow the province’s rules regarding advertising, regardless of where 
they are located.
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ith every situation that comes 

along in this business, we are 

given opportunities to learn 

and grow. Experience is a relentless 

teacher indeed. It’s when we share what 

we’ve learned to help our clients that 

experience transforms into guidance.

Those who are industry veterans know 

very well how valuable experience can 

be. Nothing can replace having seen a 

ship, stayed in a resort, or walked along 

a beautiful beach yourself. Firsthand 

knowledge is a priceless possession 

that can become an enormous asset 

or an unexpected problem. Unless you 

use it wisely, experience can even  

be a detriment to success.

When a client asks about destinations 

you have visited, or perhaps a cruise 

you’ve taken, it’s only natural to recall 

your own memories of them. Integral 

to those memories are your individual 

tastes and preferences which often 

influence the choices of what to see 

and do, or skip entirely. It is from those 

personal experiences that your own 

opinions emerge.

A skilled consultant learns to distinguish 

opinions from advice. Opinions are the 

product of first-person preferences. 

Advice is the pursuit of satisfaction  

By Nolan Burris
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for someone else. In other words, it is 

entirely about what will make your client 

happy. That can mean experiencing or 

at least learning about things you would 

never choose to explore on your own.

For example, if you don’t like heights you’d 

probably pass up the zip-lining offered in 

many areas. You might not like certain 

kinds of food, causing you to only eat 

in restaurants that please your palette.  

Of course!  So, your own experience of 

a destination may frequently be quite 

different from what your clients prefer.

It can be harder than you might think 

to avoid expressing your own opinions.  

After all, many people specifically ask 

for them! Much like asking a restaurant 

server which dish they like best, we 

know it’s probably irrelevant unless  

we happen to share the same tastes. 

Your opinions may make your vacations 

more enjoyable, but it is your advice that 

will do the same for your clients.

There is another way firsthand 

knowledge can negatively affect your 

success: when you rely upon it too 

much! There is nothing better than being  

able to speak from experience about 

the ambiance of a hotel, or the 

exquisite cuisine of a cruise ship; unless  

it has changed for the worse and you 

didn’t know. 

When the pressure is on during busy 

times, it can be tempting to speak 

from memory. It’s a risky but all-too-

common occurrence with today’s 

time constraints. 

The answer to this potential danger is 

to leverage your knowledge for more 

productive research. If you are already 

familiar with a destination or product, 

you’ll be much faster at finding the latest 

updates over someone who is starting 

from zero. Curiously, those with no 

personal experience at all, sometimes 

dig the deepest.

The most successful travel specialists 

still research every detail, every time, 

regardless of how often they may have 

visited a destination. The reality is, if you 

weren’t there yesterday, something has 

changed.  

As we all know, it is impossible to have 

been everywhere you might be asked 

about. Regardless of your time in the 

industry, you cannot see it all, do it all, or 

know it all. Even travel consultants who 

focus on highly specific markets cannot 

be fully abreast of every changing 

nuance. We are limited in our capacity 

to acquire knowledge by time itself.

This common-sense observation can 

be put to the test when a client or 

prospect asks one of the most frequently 

heard questions of all: “Have you been 

there yourself?”

For those who are new to the industry, 

being asked this question can be 

stressful.  It might help to know that 

even those with years in the business 

occasionally struggle when asked 

about something they don’t personally 

know well. 

Whether you are a travel newcomer or 

a longtime consultant, how you respond 

can change everything. The challenge 

is to answer honestly, while also instilling 

confidence, and selling your value  

at the same time. The following sample 

responses might help:

“Even when I have been to a 

destination many times, I owe it to 

you to always research everything. 

Things change quickly.”

 

“I know this destination well, however, 

I would never rely on my own 

experiences alone. You can trust that 

I will still research every detail for you.”

“I’m actually a specialist for this 

destination, and I stay very well trained 

on it. Still, as a certified specialist, I know 

how important it is to investigate it all.  

You’re in good hands.”

Experience has served me well in the 

many years I’ve spent in this industry.  

I treasure every lesson learned along the 

way. I have also had many mentors that 

helped me understand that the difference 

between knowledge and wisdom, is the 

way it is applied.

future proof

Nolan Burris
Nolan Burriss is a top-selling author, former 
travel agent and self-professed techno-geek. 
He’s also a popular international speaker.
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setting the stakes

 

By Blake Wolfe

Images courtesy of SeaWorld Park & Entertainment
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s public relations crises go, it was the 

big one. The 2013 documentary 

Blackfish examined the treatment 

of captive marine mammals with a 

narrative focused on Tilikum, a killer whale 

at SeaWorld Orlando tied to the deaths of 

three individuals during his life in captivity. 

The film arguably galvanized a negative 

public opinion on animal-based 

entertainment and that impact, of 

course, was felt hardest at SeaWorld; 

with a shift in view on the captivity 

of animals in entertainment facilities,  

the company was faced with a decision 

and opportunity to recast itself.

According to Aimee Jeansonne-

Becka, SeaWorld’s vice-president of 

communications, while animals and family 

entertainment would still be central themes 

at the company’s parks in Orlando, San 

Diego and San Antonio, the two pillars 

of SeaWorld would be presented in 

new ways, with an increased focus  

on education and conservation.

“Our big picture approach is to shift 

from being known as an animal 

entertainment company, to being 

known as a company that provides 

experiences that matter, connecting 

guests to animals and the wild wonders 

of our world,” says Jeansonne-

Becka. “We want every guest who 

walks through our doors to not only 

have fun, but also be inspired to take 

action to help protect animals and 

their habitats, and meeting animals  

from around the world is a critical part 

of that. We are looking at new ways 

to bring that vision to life in our parks.”

Part of that new vision was realized 

in January when the final One Ocean 

theatrical orca show took place at 

SeaWorld San Diego (the show will be 

phased out in SeaWorld’s Orlando and 

San Antonio parks in 2019), followed  

by the launch of a new “educational 

and documentary style” Orca Encounter, 

which debuted this summer. In addition, 

SeaWorld San Antonio also saw the birth of 

its last killer whale this April, marking the end 

of the company’s orca breeding program.

“We have a globally recognized brand 

with 22 million park visitors last year,  

but we also recognized that people’s 

views on killer whales under human care 

have changed,” Jeansonne-Becka says. 

“Our research shows that consumers feel 

much more positive about SeaWorld 

after hearing about these changes.  

We are listening to consumers, and turning 

our animal entertainment company into 

an ocean exploration company.”

The animal-entertainment aspect and 

the related controversy also obscured 

SeaWorld’s ongoing marine wildlife 

rescue operations, which have assisted 

more than 29,000 animals in the U.S. 

Those efforts have recently been 

bolstered by a commitment to invest 

$50 million over five years to advocate 

for the end of commercial whale and 

seal killings and shark-finning.
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“SeaWorld wants to be a forward 

thinking leader and that means focusing 

on the most urgent issues facing animals 

in the wild, and inspiring our guests  

to join us,” she says.

The educational aspect has even been 

incorporated into the parks’ new rides 

and attractions. For example, SeaWorld 

Orlando’s new Mako rollercoaster 

not only challenges guests to ride 

the ‘longest, tallest and fastest roller 

coaster in Orlando,’ but provides an 

interactive opportunity for riders to learn 

about the issues faced by sharks and 

their environment; similarly, SeaWorld 

San Antonio’s new Wave Breaker: 

The Rescue Coaster was inspired by 

Sea Rescue, a TV series detailing the 

operations of the park’s animal care 

team, allowing riders to learn about  

and experience a simulated marine 

wildlife rescue. These new experiences 

are just two of the eight new attractions 

which have resulted from a recent $175 

million investment in the company’s 

parks, Jeansonne-Becka says.

“Mako is a great example of the types 

of attractions we envision for the parks,”  

she explains. “Mako offers a world-class 

thrill ride but also gives guests and families 

the chance to learn about important 

issues facing sharks, in an interactive way.”

Moving forward, Jeansonne-Becka says 

the new focus on wildlife education will 

also come to SeaWorld Abu Dhabi, the 

company’s first international expansion 

that is projected to open by 2022.  

According to Jeansonne-Becka, the 

new park will be the first without orcas, 

and will “integrate up-close 

animal experiences, mega 

attractions and a world-

class aquarium,” and 

will feature the UAE’s first 

Marine Research, Rescue, 

Rehabilitation and Return 

(R4) Center, providing 

facilities and resources for 

the care and conservation 

of local and international 

marine life.

And although SeaWorld’s shift in 

direction was borne of public concern 

for animal welfare, the new focus has 

also helped increase the company’s 

competitiveness and profitability.

“What has changed is how we 

are presenting our distinct guest 

experience and tapping into a love for 

animals and the oceans,” Jeansonne-

Becka says. “By transitioning from a 

focus on animal entertainment to 

a focus on inspiring our guests and 

giving them experiences they will carry 

with them for a lifetime, we’re more 

competitive as a business.

“We are always looking ahead and 

evolving the guest experience; families 

want experiences that matter – they 

want to be entertained and inspired.”
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experience

otted with medieval castles and 

precipitous wineries, the Rhine River 

is exactly as picturesque as the 

brochures make it out to be. Steeped in 

history at the confluence of four countries 

— namely France, Germany, Switzerland 

and the Netherlands — the mighty river 

truly lies at the centre of Western European  

civilization from its source in the Swiss Alps 

to its delta in the North Sea.

And from my private balcony on the 

AmaKristina, a glass of wine in my 

left hand and a camera in my right,  

I thought to myself that surely this was 

the most elegant way to explore the arcs 

and bends of the mythical Rhine River.

The cruise debuted in surprising 

Basel, Switzerland’s third-largest city 

best known for its thriving art scene 

but whose delightfully colourful old 

town completely steals the show for 

those curious enough to explore its 

cobblestone alleys. Jetlag is ever so 

unforgiving, though, and a compact-

sized easy-on-the-eyes city like Basel is 

the ideal place to get acquainted with 

this yet-unfamiliar time zone.

Our skilled captain Jan smoothly takes us 

further into Alsace early in the morning as 

I get ready for the excursion to Riquewihr. 

The storybook village is regularly named 

one of the prettiest in France and it isn’t 

hard to see why; time seems to have 

stopped about 400 years ago here, 

judging by the plentiful ochre-coloured 

timber houses that miraculously survived 

both world wars. Not one to miss out 

on a wine opportunity, I venture into 
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an inviting little shop large enough for 

just two or three customers at a time 

and purchase local specialties — a 

crisp, mineral Riesling and a bubbly 

Crémant d’Alsace that I plan on saving 

for a special occasion. I also find myself 

inexplicably pulled towards all things 

edible even though lunch is merely  

an hour away; fortunately for my taste 

buds, I know better than to avoid baked 

goods while visiting France.

Nearby Strasbourg does not disappoint 

either. Although bigger in size and 

much livelier, the city centre as well 

as the historic Petite France area are 

just as pleasant as the rest of Alsace 

and the reddish, almost blush-hued 

cathedral is simply too stunning  

for words to describe accurately.  

It’s easy to get lost in the details of the 

ever-changing governing authority 

in Alsace as the strategic region at  

the foot of the Vosges mountain range 

was consistently disputed between 

France and Alsace up until the Treaty 

of Paris after World War II. But the 

abundance of layers only make the 

visit all the more captivating.

And before I know it, the day everyone 

on board was eagerly awaiting is here 

— sailing through the spectacular Rhine 

Gorge — and thankfully Mother Nature 

indulged us with generous sunshine.  

The Rhine is progressively getting 

narrower and infinitely more dramatic 

as we sail into the eponymous valley, 

whose vertiginous banks are dotted with 

more castles than any other river valley  

in the world. Our cruise director, Dragan 

Reljic, provided commentary the whole 

afternoon with tales of princesses and 

kings and knights and star-crossed lovers 

for what was undoubtedly the most 

entertaining portion of the cruise.

Docking in picture-perfect Rüdesheim the 

next morning, part of Germany’s enticing 

Romantic Rhine, we disembark to explore 

the sunny southern slopes and numerous 

terraced vineyards during a leisurely 

gondola ride atop Rittersaal where a 

viewpoint of the Rhine River awaits.  

And it does not disappoint — from here,  

the entire winemaking village (famous for 

its acclaimed Riesling and Pinot Noir)  

is visible, as is the Niederwalddenkmal,  

a soaring and intricately carved 

monument inaugurated in 1883  
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to represent the union of all German 

states. Although mineral white wine is 

always a beloved poison of mine, 

Rüdesheimer coffee wasn’t an 

unpleasant option on these chilly spring 

evenings; basically Germany’s answer 

to Irish coffee, the potent digestif consists 

of a healthy dose of coffee and an even 

healthier dose of locally-distilled brandy, 

topped with chocolate flakes and 

whipped cream for good measure.

The next day saw the elegant AmaKristina 

make its way towards bustling Cologne.

Although the city doesn’t boast a 

lengthy list of museums and attractions 

aside from its Old Town and its 13th 

century Gothic Cathedral — Germany’s 

most visited landmark and the world’s 

tallest twin-spired church at 157 metres 

tall —  Cologne is the perfect place 

to pamper oneself with retail therapy 

thanks to a series of inviting pedestrian 

shopping streets. But considering my 

suitcase was already bursting at the 

seams with bottles of wine, it seemed 

unwise to purchase anything. Instead, 

I opted for a cheeky ice cream stand 

by the colourful Fischmarkt where 

the people-watching opportunities 

were only matched by the pleasant 

conversation with fellow passengers.

Alas, the cruise drew to a close as 

our captain Jan docked in beautiful 

Amsterdam for our ultimate stopover;  

I welcome this final stop with equal parts 

enthusiasm and melancholy as I am 

excited to revisit the attractive canals 

but saddened to bid farewell to these 

newfound friends. Getting purposefully lost 

in Amsterdam is an absolute treat which  

I did not dare interrupt until my feet could 

no longer carry me as I ventured inside  

a light-filled café (not a coffeeshop 

— the distinction, in these parts, is of 

utmost importance as the former serves 

coffee and the latter a different kind of 

substance that isn’t yet legal in Canada). 

The possibilities are endless in Amsterdam 

and I genuinely regret not getting a cruise 

extension. The Rijksmuseum! The Keukenhof 

gardens! The Anne Frank House! The Van 

Gogh Museum! All will have to wait until my 

next visit to the characterful Dutch capital.

Over the course of eight wonderful days, 

the AmaKristina travelled 1,233 

kilometres upstream the mighty Rhine 

River, passing through 12 locks and 
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docking in four different countries, 

cruising by not just one but five UNESCO 

World Heritage sites, encompassing 

2,000 years of history… in such a 

sophisticated and faultless manner that 

only a dedicated river cruising company 

can truly achieve. Is it too early to plan 

the next one?
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n my last trip to Europe, I had 

the privilege of sailing on the 

Crystal Mozart from Vienna 

to Passau, part of its regular 10-night 

Danube itinerary.

When Crystal Cruises announced its entry 

into the river cruise market, the bar was 

set high, as the luxury brand would have 

to replicate its six-star standards onto  

a much smaller scale. Crystal purchased 

the Mozart, gutted it down to the 

frame and rebuilt it as a luxury vessel  

to accommodate 152 guests in grand 

style, served by 92 crew.

This high crew-to-guest ratio ensures 

the smoothest of guest experience. On 

arrival, I was whisked off to a lounge 

for a speedy check-in, completed 

with just a few clicks on an iPad.  

A waiter came alongside with a glass 

of champagne. Just barely past noon, 

I wondered out loud if I should indulge. 

"Of course madam," he said, "You are 

now in Crystal paradise!"

The Mozart is clearly in a class of her own, 

with no comparison to any other river ship 

currently in the water. Her uniqueness is her 

size. With a beam of 75 feet, she is twice as 

wide than the standard river ship, allowing 

her to offer guests unparalleled choice, 

space and comfort.

Her accommodations are spacious suites, 

starting from 219 square feet to the 883 

square-foot, two-bedroom Crystal Suite. 

Every bath has full-size Etro toiletries, 

heated towel rack, and an automated 

Toto washlet that is quite amusing to the 

uninitiated. Plush robes, dressing gowns 

and slippers await in the large wardrobe, 

next to a king bed. A Nespresso machine 

gets you started every morning, and  

a minibar stocked with wine, beer and 

sodas is replenished as needed.

Every suite is attended by a butler — mine 

was Marius, who unpacked my suitcase, 

made my spa appointments, and 

delivered delicious Austrian chocolates 

every night. If I wanted, Marius would 

bring me a full hot breakfast, lunch or 

dinner from the dining room, which  

by the way is worthy of note — most 

river cruise lines have limited or no room 

service. Yet another reminder that this  

is Crystal paradise.

The Waterside dining room — outfitted in 

muted colours punctuated by emerald 

green glassware — offers open seating 

for all meals, less restrictive than the 

single seating on other lines. In addition, 

your cruise coach

By Ming Tappin



the Bistro Café offers a late riser breakfast 

until 11:30 a.m., all-day food (another 

rarity), and close to 30 specialty coffees 

and teas made fresh by doting baristas. 

The Bistro also serves tapas-style dinner 

in the evenings, with fresh seafood and 

meats. On select days, the aft eatery 

Blue is open for lunch, with regional fare 

cooked in an open kitchen. Service 

onboard is attentive and courteous, 

staff is engaging but non-intrusive, and 

a 'thank you' is always responded to with 

"My pleasure."

One of the most noticeable differences 

that ocean cruisers discover on river 

ships is the lack of onboard amenities 

and low-key entertainment. But 

due to its size, the Mozart is able 

to provide an easy transition. It 

has a pool, hot tub, a large fitness 

centre, beauty and spa treatments, 

a cigar bar, and close to 30 e-bikes. 

A pianist doubles as social host, 

engaging clients in lively singalongs. 

Local performers and lectures round out 

the entertainment program. Crystal also 

offers a wide variety of complimentary 

excursions at every port, ranging from 

art, music and history tours to active 

biking and hiking trips.

Guest demographic is surprisingly younger 

than other river lines. The average age 

on my sailing was in the 50s, including 

multi-generational families. In addition 

to Americans, Canadians, Brits and 

Aussies, my fellow guests also included 

Thais, Taiwanese, Brazilians, Mexicans and 

Europeans. Although guests were clearly 

affluent, everyone was down to earth; 

there was never an air of snobbishness, 

and the onboard atmosphere was neither 

stuffy nor formal.

The Crystal Mozart sails 10- and 11-night 

Danube itineraries roundtrip from Vienna 

year round. Crystal will be launching two 

new river yachts this August and 

September, followed by two more in 

Spring 2018. Although smaller than  

the Mozart, all four newbuilds will still 

include many of the same venues and 

amenities, as well as the spacious suites 

and high crew to guest ratio.

Ming Tappin
Ming Tappin is the owner of Your Cruise 
Coach Consulting and has been cruising 
since 1991. 
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business sense

he tumult that’s emerged as a result of recent 

political upheavals across the world ought to 

give business leaders ample food for thought. 

An apparent dearth of coherent, responsible 

global political leadership has created the 

opportunity – some might say duty – for businesses 

and corporations to step in and help solve some 

of the issues that would normally be entrusted  

to governments and political leaders. Now, more 

than ever, the onus is on businesses to deliver 

performance that is simultaneously transparent, 

ethical, virtuous and profitable. The significance of 

values in business has arguably never been greater.

Values-driven performance: how do we define 

it? A company whose performance is driven by 

values looks beyond its bottom line and seeks  

to deliver on ethical and social targets, in addition 

to its own financial goals. Rather than viewing profit 

and principle as mutually exclusive, organizations 

that espouse values-driven performance believe 

that profitability and success will naturally flow 

from their commitment to wider goals such  

as social responsibility and the creation of 

economic opportunity. A company that pursues 

values-driven performance, in short, seeks to deliver 

purpose beyond profit. 

Prevailing logic might dictate that profit and 

purpose are mutually exclusive – one must be 

sacrificed in order to achieve the other. Not so, 

according to The Intrepid Group’s CEO, James 

Thornton. His company has launched a range 

of initiatives in recent years aimed at meeting 
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purpose-based, rather than profitable, targets; its 

ventures have included banning elephant rides in 

2014 and donating all of its profits for trips to Nepal 

– a total of $1 million – to the beleaguered country 

after it was ravaged by earthquakes in 2015.

Yet these measures were not accompanied by a 

corresponding decline in profits. On the contrary, 

in fact. “What we tend to find is that, actually, 

having a purpose beyond profit can be quite 

profitable,” Thornton contends. “2016 was our most 

profitable year.”

Another key way a business can benefit from 

embracing a values-driven approach is by 

creating a more focused, settled and motivated 

workforce. Richard Barrett, an eminent proponent 

of values-based performance, argues that 

putting employees’ needs front-and-centre is 

the key ingredient to creating a prosperous and 

high-performing organization. 

Focusing on the happiness of its staff does not 

mean that a company has to sacrifice profit; in 

fact, by prioritizing the wellbeing of its employees, 

a business can help cultivate an innovative and 

happy working environment that lends itself  

to high engagement, high retention rates and 

low absenteeism. This, in turn, can help create 

a more robust business that’s better-conditioned 

to handle inevitable downturn and stormy 

economic waters. Global H.R. consulting firm 

AON Hewitt, for instance, viewed companies 

with high engagement scores as more resilient  
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than others in the wake of the 2008 financial crisis; 

meanwhile, organizations with high engagement 

were also viewed as 78 per cent more productive 

and 40 per cent more profitable than those with 

low engagement. 

The time is right, Barrett 

concludes, for organizations 

to embrace values-driven 

approaches to the i r 

workforces, not merely  

as an ethical responsibility 

but also as a viable 

s t rategy to opt imize 

performance and maximize 

effective output. 

In addition to helping 

maintain a happy and 

motivated workforce, basing 

business per formance  

on values can also bolster a company’s public 

reputation, generate positive publicity and, 

crucially, help to foster a strong stakeholder 

opinion of the organization. Demonstrating a 

desire to improve people’s lives, widen social 

opportunity and commit to societal and ethical 

responsibilities highlights a corporate 

culture whose concerns go beyond 

the cynical short-term interests of profit. 

Concentrating on a purpose-based 

approach can, then, act as a 

viable business strategy to increase 

brand awareness and, as a result, 

improve profits.

“I think we live in an age where people 

want to buy products and associate 

with brands that have a purpose, and 

businesses that have a purpose tend  

to be ones that are more successful, ones 

that are more defined in terms of what 

they’re trying to achieve and, as a result, 

they tend to attract more customers,” 

comments Thornton. “I think the two are 

really aligned – growth and purpose.  

If you’ve got the purpose, you grow. If you grow,  

you tend to make more money.”

Committing to the establishment of a values-

driven business model can, admittedly, be  

a lengthy and costly process, requiring the full 

consent and support of leading executives, from 

the CEO to members of the executive board. 

It’s also a venture whose benefits may not be 

immediately apparent, given the time and effort 

it takes to implement. 

Nevertheless, adopting a values-driven approach 

to performance will eventually reap the rewards 

– including strategic advantages that will develop 

as a result. Any notions that social and ethical 

responsibilities in business can only be achieved 

by sacrificing profit have been given short shrift by 

research that suggests cultivating a brand through 

charitable initiatives and harvesting a healthy and 

prosperous workplace can act as catalysts, rather 

than impediments, to improved financial 

performance. Disavowing ourselves of the notion 

that profit and principle are mutually exclusive 

could be the key to creating a business environment 

that’s profitable both for a company’s bottom line 

and beyond.

 
 

 
  

James Thornton CEO of The Intrepid Group
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Photos by MUSA & Big Blue Marble explorer 

With its vibrant colours and teeming sea life, the Cancún-Isla Mujeres Marine 

Park is one of the most-visited stretches of water in the world, welcoming some 

750,000 visitors each year. However, its popularity has placed a terrible toll on its 

natural reefs. The Museo Subacuático de Arte, also known as MUSA, was devised 

as a means of preserving the area’s beleaguered ecosystem, drawing divers  

and snorkelers away by planting five hundred surreal, evocative works of art in the 

seabed nearby. Divided into two galleries, Salon Manchones and Salon Nizuc, the 

underwater museum is a testament to the way art can be used to save the ocean. 
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Dives don’t come much more unique than Silfra, a plunge at the intersection of 

two continents in the Thingvellir National Park, Iceland. This scenic location allows 

you to simultaneously straddle the Eurasian and American continental plates; at 

certain points, you’ll even be able to touch both continents at the same time. It’s 

also an ideal diving location for its crystal-clear visibility and clean, pure water, in 

addition to its accessibility to casual divers. Its best part is the iconic Cathedral, 

an underwater hallway with end-to-end visibility, whose vast walls reach to within 

30m of the surface.

Photos by Thorfinn Europe

The warm, pleasant waters of Chuuk Lagoon in Micronesia offer divers the chance 

to take a unique plunge through history. They are the site of more than 50 shipwrecks, 

a result of Operation Hailstone – an American bombardment that sunk 60 Japanese 

ships and 275 aircraft during World War II. Of particular note is the San Francisco 

Maru, popularly known as the ‘Million Dollar Wreck’ due to the amount of valuable 

cargo on board when it sank: bombs, torpedoes, and even three massive tanks 

are among the remnants of its heyday. Its depth may discourage casual divers, 

but it also means that the ship remains largely unaffected by the marine life that 

often forms on other underwater wrecks.
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Photos by Steve Rupp & Rob Robbins, NSF; National Science Foundation

It’s not an easy place to reach, to say the least. But if you’re able to make it as far as 

the world’s southernmost body of navigable water, you’ll experience one of the most 

hauntingly beautiful dives known to man at McMurdo Sound, Antarctica. Plunge through 

the ice and immerse yourself in the astounding world of this hidden gem, replete with 

spectacularly-coloured plant-life and a thriving populace including emperor penguins, 

Weddell seals and Orca whales. This mesmerizing experience takes place under  

a thick, cloudy sky of ice above you, fully visible even from the seabed’s vivid carpet  

of soft coral. 

 

 



Photos by Tourism Bonaire

The Dutch Caribbean island of Bonaire, situated just north of Venezuela, offers  

a marine paradise with a range of unique and memorable dive sites to savour. 

Three of the world’s seven species of sea turtles are present in the waters around 

the island, while flurries of brightly-coloured parrot fish, manta rays, octopi and 

dolphins can also be found. The island is home to the candy-striped hermit crab, 

a new species of nocturnal crab discovered as recently as January 2017. What’s 

even better is the fact that Bonaire’s remarkably clear water and dramatically-

coloured ecosystem makes it an excellent location for underwater photography.
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hether spending moments as a couple or with friends 

— or to simply get away from the chaos — the new 

adults-only Zen Oasis space at Club Med Punta 

Cana is the perfect place to escape.

Opened in December 2015, this new section of the property 

was created with every detail in mind to provide guests 

with a totally relaxing experience — one that is hard  

to leave behind. 

With 631 rooms welcoming families — and up 700 children 

— in high season, Club Med Punta Cana quickly becomes 

a hub of activity. The Zen Oasis, however, is a different story.

As soon as you enter the area, having followed a path that 

winds through lush vegetation, guests will find themselves 

immediately drawn to a seemingly endless pool, measuring 

95 metres. After breaking their gaze from the infinite waters, 

the Zen Oasis reveals itself.

Scattered around water and extending over 26 blocks, 

each building is comprised of three suites, and offers its 

visitors total tranquility. The two suites located on the lower 

level are separated by a wall to add privacy, and each 

feature a 65 square-metre garden, where the luxuriant flora 

reminds you at every glance of the tropical surroundings. 

Meanwhile, the top unit extends on a 38-square metre 

terrace that looks out over the entire Oasis area and 

offering guests the opportunity to admire the view. 
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Inside the rooms, modern design is everywhere. The white 

walls are enhanced by touches of colour on the curtains 

and drapery which spice up the atmosphere. Everything is 

tied together by the large carpet in the shape of an hibiscus 

flower lying at the foot of the bed.

Covering an area of 42 square metres, the Deluxe Zen room easily 

accommodates two adults in search of serenity. The bathroom 

features an inspired layout, complete with a large egg-shaped 

bathtub. For those who prefer to remain standing, a rain shower 

is also provided, with adjustable lighting to vary the mood.

Overlooking the pool’s surface, the Hibiscus Bar is the perfect 

place for a quiet retreat. In the morning, guests can opt for  

a lunch away from the crowded buffet restaurants, while the 

bar’s unique smoothies illustrate the Zen Oasis' focus on well-

being and detoxing.

But tranquil experiences at Club Med Punta Cana aren’t 

confined within the walls of the Zen Oasis.

Serenity and bliss are also awaiting guests at the property’s 

Club Med Spa by L'Occitane. This haven of relaxation has 

been expanded with the addition of a second floor, where 

couples can indulge in a range of treatments offered through 

the VIP Care program. The direct view of the sea allows one 

to enjoy a massage to the sound of waves. Guests can even 

enjoy spa treatments by starlight during night sessions, thanks to  

the retractable roof of each new VIP Couples Suites. 

Combining the well-being of mind and body, the new 

yoga palapa, located a few steps from the beach and 

surrounded by palm trees, is sure to become a sanctuary 

for those travellers looking to indulge in meditation and 

relaxation while enjoying an enchanting view of the 

Caribbean Sea.

The brand new nautical centre provides guests with an 

opportunity to take part in a variety of marine activities, 

including kayaking, sailing or snorkeling; guests can also take 

kitesurfing lessons, try wakeboarding or paddleboarding 

(with excursions in the lagoon), or enjoy scuba diving.

For those seeking sustenance after exercise, well-designed 

meals at Indigo Beach Lounge will delight foodies on 

vacation. Another new offering from Club Med Punta 

Cana, this food court, which is open for breakfast  

and lunch as well as light afternoon snacks, turns into an 

à la carte restaurant for adults only during the evening.

In addition to the main menu, optional dishes allow  

you to spoil your taste buds; for example, an Iberian plate  

($30), a seafood platter for two ($90) or an 800-gram 

lobster ($80).

Zen Oasis is the latest product of a three-year, $25 million 

investment by Club Med to improve its Caribbean offerings. 

With this adults-only section, the accommodation options 

at Club Med Punta Cana now meet all needs.
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Above all, travelling provides the opportunity  

to gain an insight into the local lifestyle, one of 

the most enriching experiences available. Passing 

through Morocco, a detour through the public 

hammam allows a unique glimpse into the lives 

of its residents.

Forget any clichés or preconceptions you might 

have about ultra-luxury, about being pampered 

under gold and crystal and the massage therapist 

bringing an iPad to help you relax. 

In a traditional Moroccan hammam, there are no 

frills. Here, the idea is to be able to experience what’s 

often a weekly tradition for Moroccan families. 

Those who travel in mixed couples should note that 

the hammams have space exclusively for women 

and another space only for men. Once inside, 

you’ll also have to undress completely; the staff are 

organized by gender. From there, the treatment 

begins in the vapours emanating from the common 

room: the host will use buckets of water, a scrubbing 

glove, and the famous black soap. 

From here, the real discovery begins. The scrub 

starts on the whole body – sometimes concentrated 

more on the belly and sometimes to the back.  

In a very energetic way, the person assigned to us 

then deals with the dead skin that accumulates  

as a result of friction; the vigour is surprising for 

those who are more accustomed to the gentleness  

of Western spas, but it’s completely worthwhile. 

After this session, a more conventional washing 

experience follows, with shampoo, shower gel and 

a rinse. If being naked in front of unknown people 

can put off many people, it must be said that  

the hammam remains one of the best ways possible 

to experience the life of Moroccans. 

At a time when we’re always looking for authenticity 

while travelling, here’s a great way to immerse 

yourself in the culture of Morocco.

By Benoit Schmautz
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By Fergal McAlinden

These days, you don’t have to travel far 

to find somewhere you can practice 

yoga, in Canada and beyond. The 

discipline is famous the world over as 

a means of getting in touch with your 

spiritual side, achieving greater self-

regulation and higher consciousness 

– and maybe getting in some exercise 

in the process. But why not get the full, 

authentic experience by embarking 

on a yoga retreat to India – the place 

where it all began? The country offers 

a plethora of unique, unmissable 

experiences for beginner yogis and 

more experienced practitioners alike. 

One of the most prominent locations 

to practice yoga in India is Rishikesh, 

dubbed the ‘place of the sages,’ on 

the scenic banks of the Ganga. The 

so-called ‘Yoga Capital of the World’ 

is a spiritual town that was the host of 

the Beatles’ famous Transcendental 

Meditation training session at Maharishi 

Mahesh Yogi’s ashram in 1968; here, 

you’ll find one of the largest groupings 

of ashrams (spiritual retreats) in the 

world, with a variety of different styles 

of yoga on offer. One of its most 

prominent yoga centres is Parmarth 

Niketan, the area’s largest ashram, 

whose campus houses some 

1,000 rooms; it’s a good 

location for beginner yogi 

to take their first steps. 

Another of India’s most 

popular yoga schools 

is the renowned Bihar 

School in Munga, Bihar, 

which sacrifices modern 

comforts for a s imple 

and authent ic yogic 

experience: in addition to 

performing duties such as 

toilet cleaning and kitchen 

work, guests are provided 

with cold showers and a no-frills diet, 

with days beginning as early as 4am.  

It sounds gruelling, but as far as 

genuine Indian yogic experiences 

go, they don’t come much more 

authentic. 

Yoga enthusiasts should also try Pune 

in Maharashtra, a city which hosts one 

of the most notable yoga centres in 

the world – the Ramamani Iyengar 

Memorial Yoga Institute, the cradle 

of the world-famous Iyengar Yoga. 

And if you’re looking for something 

scenic, it doesn’t get much better 

than Dharamshala – translated as ‘a 

spiritual dwelling’ – with the stunning 

Himalayas as its backdrop. The 

city, which offers a range of yoga 

retreats, is well-known as the home of  

the Dalai Lama.

The best time to visit? India is suitable 

year-round as a yoga destination, 

despite its often-sweltering summer 

temperatures, but yoga enthusiasts 

may be particularly interested in 

visiting Rishikesh in February, when 

the yearly International Yoga Festival 

draws thousands of yogic disciples  

to the city.

Photo: Kiran Jonnalagadda
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While golf is most often associated with 

Scotland, nearby Ireland can boast of 

a strong history with the game as well.

This year marked the 90th anniversary 

of the Irish Open, hosted this year at 

Northern Ireland’s Portstewart Golf 

Club in early July. The tournament, 

which began in 1927, has been hosted 

by champion pro golfer (and Northern 

Ireland native) Rory McIlroy since 2015, 

benefiting his Rory Foundation for various 

childrens’ charities around the world.

With golf as the world’s largest sports-

related travel market, Tourism Ireland 

said it’s actively promoting the country’s 

world-class courses to in-bound markets 

from around the world. The organization 

lists several of the destination’s most well-

known courses (dubbed the 7 Big Hitters) 

as well as 10 lesser-known but equally 

must-play sites (‘The Hidden Gems’).

Of the top courses to play in Ireland 

is the Royal County Down, founded 

in the small town of Newcastle in 

Northern Ireland in 1889, making it 

one of the country's oldest courses.

Designed by renowned Scottish 

golfer and course architect Old Tom 

Morris, Royal County Down has hosted 

numerous important tournaments over 

many decades and in 2016, it was 

ranked the number one course in  

the world by Golf Digest.

For golfers seeking the challenge of 

links courses, Ireland boasts 50 of the 

approximately 200 courses worldwide 

to feature the design style, constructed 

along coastal lands.

Summer visitors to Ireland can also take 

advantage of the long days during the 

season – when the sun rises just after 6:30 

a.m. and doesn’t set until after 10 p.m. – 

providing plenty of time on the course. 

While visiting golfers are advised of  

a ‘smart casual’ dress code, no licences 

or memberships are required to golf  

in Ireland.

And in addition to celebrity golfers, 

Ireland is drawing plenty of golfing 

celebrities too; among them, actors 

Will Ferrell, Paul Rudd and Bill Murray, 

who was quoted by Tourism Ireland 

as stating:

“My favorite place to play golf is in 

Ireland. It’s the most beautiful country 

to play golf in. And when you come as 

a guest, you’re treated like a king.”

Find out more at www.ireland.com.

  
By Blake Wolfe



CONTEST

A CHANCE TO WIN
VALUE: $17,500

ONE WINNER ACROSS CANADA WILL BE 
OFFERED FREE VACATIONS UNTIL 2021!

THE BIGGEST CONTEST EVER IN THE TRAVEL INDUSTRY IN CANADA

2017 2018 2021
The winner will receive 

one voucher in the 
amount of  $3,500, with 
the hotel and destination 
of their choice within the 

Sunwing Vacations 
portfolio.

VValue of $3,500!

2020
The winner will receive 

one voucher in the 
amount of  $3,500, with 
the hotel and destination 
of their choice within the 

Sunwing Vacations 
portfolio.

VValue of $3,500!

One all-inclusive vacation for 
two (2), in a mystery 

destination and hotel 
which will be unveiled 
during the year 2017.

Value of $3,500!

2019
One all-inclusive vacation for 

two (2), in a mystery 
destination and hotel 
which will be unveiled 
during the year 2017.

Value of $3,500!

One all-inclusive vacation for 
two (2) to Royalton Negril 
Resort & Spa in Jamaica 

onboard Sunwing Airlines.  
Value of $3,500!

PARTICIPATE TODAY BY VISITING THE FOLLOWING WEB SITES

DON’T DELAY, THE CONTEST ENDS ON AUGUST 7, 2017!

Terms of participation and regulations:
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It’s very difficult not 
to fall under Costa 

Rica's charm. Its 
volcanoes, mountains, 

rivers, tropical forests, 
incredible biodiversity 

and exceptional 
wildlife make it a hymn 

to Mother Nature. 
Here are three ways 

to experience the 
destination...

What better way to recharge your 

batteries than to enjoy the benefits 

of a hot spring? At the Cordillera 

de Guanacaste in the country’s 

northwest, you can treat yourself to 

this 100 per cent natural and relaxing 

treatment. Travel to Buena Vista Lodge 

& Adventure, where this eco-friendly 

resort has five natural hot-water pools 

(38 degrees) fed by rivers directly from 

Rincòn de la Vieja Volcano. The other 

relaxing specialty of the place is the 

volcanic mud wrap, as playful as it is 

pleasant.

There are some beaches that cannot 

be summarized as a simple stretch of 

fine sand. This is the case of the Manuel 

Antonio National Park, which is found on 

the country's Pacific Coast, a perfect 

place to completely withdraw from daily 

life. On the main beach, with your feet 

sunk in the warm sand and head sheltered 

from the sun by towering palms, you will 

observe capuchin monkeys swinging 

from tree to tree. If you want to isolate 

yourself, head over to Playa Espadilla Sur, 

another beach in the park which draws 

more iguanas than human visitors.

For some vacationers, the notion of 

well-being is not only associated with 

relaxation – Costa Rica is the perfect 

playground for an active holiday!  

For example, going to the Trogón 

Lodge, you will enjoy both a place of 

residence ideally located in the 

Savegre Valley, along with a small 

nature paradise where you can 

observe more than 170 species of 

birds. The lodge also provides 

opportunities for activities such as 

horseback riding, zip lines, fishing and 

hiking tours. 



WATERPARK INCLUDED
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technology

ne day, while vacationing in 

Arizona, TL Network president, 

Roger Block, had a thought. “It 

would really be nice if I could talk to  

a travel agent that had expertise in 

golf courses in Tucson,” he told Jeremy 

Van Kuyk, TL Network vice-president of 

technology, “so I could figure out what 

golf course we would go play that day.” 

Van Kuyk immediately realized that he and 

his associates had the relevant information 

ready and available in database form. “All 

we have to do is put a website on top of it,” 

he reasoned. It proved to be the genesis 

of Agent Profiler, the company’s lead-

generating tool that allows consumers 

to immediately locate agents with the 

precise expertise required for the kind of 

trip they’re planning. 

The development of the software was a 

response to the ever-increasing number 

of customers seeking to book their travel 

as quickly and conveniently as possible 

online. “The vision of Agent Profiler is 

really simple,” Van Kuyk tells me. “It’s 

to connect qualified consumers with 

qualified agents in the fewest possible 

clicks. We know that 80 per cent of 

consumers start their research online 

through Google, and searching for 

and trying to book complex trips can 

be daunting and confusing for those 

consumers, so that’s where Agent 

Profiler comes in. 

“It’s really to match those consumers 

looking for help in booking travel with 

the travel agents that have expertise in 

whatever that consumer’s looking for, 

and that’s done through our different 

online channels.” 

Development on Agent Profiler began 

in 2010, with its first version launching  

the following year, and the company has 

continually tweaked and upgraded the 

program since then. For instance, its most 

recent enhancement – titled Agent Profiler 

2.0 – allows agents to create multiple 

biographies that are combined into a 

single profile, allowing them to specialize 

in a number of different travel categories. 

Agent Profiler has allowed the 

company to connect consumers with 

the best agent to meet their travel 

requirements – irrespective of location. 

“It depends on what the consumer’s 

looking for,” Van Kuyk comments. 

“Within the website itself, consumers 

can search for agent location, they 

can search for destination expertise, 

interest expertise, supplier expertise, 

or any combination of those.

“What we want to do is match the 

consumer with the agent that is going 

to service their needs the best, and that 

might not be an agent down the road. 

That might be an agent somewhere 

else, that has that expertise, or has gone 

on some trip that a consumer  
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is reading about within their bio and 

says, ‘that’s what I want to do, that’s 

the vacation I want to take.’”

The program’s popularity is rapidly 

expanding, with almost 5,000 agents 

online – including more than 400 

currently in Canada, accessible via 

the CanadianTravelAgents.ca 

website. This site places a range 

of options at the user’s fingertips; 

I counted a total of 77 different 

travel interest specialties I could 

use to narrow my search – from 

archaeology to auto-racing, 

eco-tourism to safari, military 

interest to religious tourism, it was 

all there. 

When you’ve chosen the agent 

location, travel destination or 

travel specialty that best suits, 

a list of agents matching your 

search appears on screen. Below 

the agent’s name and photo is a list of 

their interests, destination specialties and 

certificates and awards, with a more 

detailed agent bio accessible by clicking 

on their profile. A new feature also displays 

the agent’s rating from prior customers, 

if they’ve chosen to give them, so that 

consumers can see how previous travellers 

viewed their experience under that agent. 

Not only does the program facilitate 

an easier, more convenient booking 

experience for the customer, it's also 

been a significant driver of sales for the 

TL Network. “Last year through Agent 

Profiler, through the combined network, 

we delivered 100,000 leads,” Van Kuyk 

enthuses. “Based on the analytics that 

we’ve run, we know that there’s a 25 per 

cent close rate, and we know that the 

average sale is $5,050.” The figures, he 

said, essentially reveal Agent Profiler as a 

$125 million sales channel. 

I wonder whether the program is as 

accessible to its travel agent users as it 

is to the consumer. “It’s very intuitive,” 

Van Kuyk confirms, “very user-friendly. 

Over the years, we’ve worked with our 

different travel agent networks to fine-

tune the way that you would go in to 

build a profile.” 

The company, he says, has continually 

modified and improved the program 

based on feedback that it’s received 

from agents, in addition to offering 

comprehensive training – from online 

courses to in-person sessions – to 

familiarize agents with Agent Profiler. 

It even offers profile writers on staff 

to assist agents struggling to write a 

creative or memorable biography on 

their page. 

“We have a learning management 

system, and our agents can log into 

Agent Universe, which is our central 

intranet for all of our agents across 

the board,” says Van Kuyk. “There’s 

hundreds of training classes out there 

for them: the value of Agent Profiler, 

how to build Agent Profiler, what are 

best practices, tips, across the board 

– we have a ton of different training 

for that.” 

Agents who take the time to become 

accustomed to the latest, most 

customizable version of the program, 

Van Kuyk opines, will reap the benefits. 

“There’s a couple of different versions 

of the profiling system – you can 

have a profile that just has a single 

bio, with some photos and things tied  

to it, or you can have your 

2.0 functionality, which 

allows you to have multiple 

bios,” he says. 

“Those folks that have 

multiple bios, we know from 

our analytics, receive almost 

double the amount of leads 

within a year.”

The TL Network’s desire to 

constantly evolve and fine-

tune its product mean that 

further developments and 

upgrades are inevitable – 

although Van Kuyk is remaining coy, 

for now, about what these will entail. 

“I’m going to tell you that yes, there are 

plenty of new enhancements coming,” 

he laughs. “I’m not going to tell you 

what they are.”

What he will attest to, however, is the 

success of Agent Profiler, and its centrality 

to the company’s future plans. “It’s tried, 

it’s true, it’s been very successful as a 

legion platform,” he says. “Acquiring 

new customers is very important for our 

membership, and it helps.

“We have advisory board council 

members, and one of the things that 

they’ve said is, ‘Agent Profiler is single-

handedly the best tool that TL Network 

has ever delivered.’”
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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.

IPW “HERE TO STAY,” SAYS DOW

TICO PHASE 2

Roger Dow, president and CEO of the U.S. Travel Association, told members of the media 
that Brand USA is here to stay at the opening of IPW 2017, the annual U.S. travel trade show 
and marketplace. His comments came in the wake of the Trump Administration’s recent 
budget, which revealed proposals to eliminate the Brand USA tourism marketing agency. 
Pictured are delegates at the official opening of the 2017 IPW media marketplace at Walter 
E. Washington Convention Center in Washington D.C. 

Ontario’s Ministry of Government and 
Consumer services has released its Phase 
2 report as part of its comprehensive 
review of the Travel Industry Act, TICO 
announced in June. The report includes 
proposals for possible changes to the Travel 
Industry Act and aims to address concerns  
and suggestions raised throughout the 
review process.

NEW TRANSPORTATION  
LEGISLATION INTRODUCED

The Transportation Modernization Act, 
proposed by Transportation Minister Marc 
Garneau, aims to prevent air passengers 
from being bumped involuntarily from 
their flights, while establishing minimum 
compensation guidelines for passengers 
who voluntarily give up their seats in the 
event of an overbooking. 

UNO JOINS ACV

Air Canada Vacations appointed Kim Uno as 
manager, partnerships & business development. 
She will be leading and expanding all trade 
and tourism board partnership, in addition  
to developing long-term strategic opportunities 
to drive mutually beneficial agendas in key 
current, and developing, tourism markets. 

DUNCAN JOINS WESTJET 
ENCORE

Charles Duncan was appointed as the 
new president of WestJet Encore, WestJet’s 
regional airline. In his most recent role at 
United Airlines, he was senior vice-president, 
technical operations, while his 20-year 
career in aviation has featured a number of 
leadership positions including vice-president, 
Chicago O’Hare Hub and vice-president, 
Europe, Middle East, Africa and India for 
United Airlines. 

SOUZA TO MERIT TRAVEL

Merit Travel appointed Janice Sousa to 
the position of vice-president, business 
development. Reporting to Jason Merrithew, 
president, Sousa will seek to bolster Merit’s 
larger leisure client relationships and 
develop new and innovative membership 
travel programs. 

TRAVCORP CHANGES

TRAVEL BAN & CUBA

The Travel Corporation Canada has 
announced two new strategic executive 
appointments with the news that Cris David 
will become president of Lion World Travel 
and Brad Ford will become president of 
Insight Vacations. Ford had previously served 
as president of Lion World Travel, while David 
was Insight Vacations’ president.

A modified version of the Trump Administration’s 
travel ban targeting six Muslim-majority countries 
went into effect June 26, pending a full review 
of the legislation by the U.S. Supreme Court this 
fall. The administration also recently announced 
a partial rollback of former U.S. President Barack 
Obama’s 2014 Cuba policies, including those 
related to U.S. tourism to the island.

NEW AIR CANADA ROUTES

Air Canada recently inaugurated several of 
its new routes. From Vancouver, daily year-
round service began to Taipei, as well as 
seasonal non-stop service to London Gatwick. 
The company also marked the launch of 
Air Canada Rouge’s newest routes from 
Montreal to Marseille and Algiers. Toronto-
Mumbai service launched on July 1. 

news
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The sights and flavours of Mexico’s Pacific Coast 
came to Toronto as the Los Cabos Tourism Board 
welcomed agents to learn about what’s new in 
the destination from tour operators, airlines and 
hotels showcasing their Los Cabos offerings. Guests 
were treated to a selection of cocktails crafted by 
Osvaldo Vazquez, mixologist & beverage manager 
at Los Cabos’ Chileno Bay Resort, pictured here with 
Rodrigo Esponda, managing director, Los Cabos 
Tourism Board (left).

PAX was on location in Walt Disney World, Orlando, 
where a star-studded ceremony marked the grand 
opening of Pandora – The World of Avatar. Pictured 
at the event: Cindy Charest, district sales manager, 
Walt Disney Company Canada; Nino Montagnese, 
managing director, Air Canada Vacations; Marlie 
Morrison, managing director – Canada & APAC, 
Disney Parks & Resorts Canada; Bryan Klompas, 
senior director – payload & planning, ACV; Selma 
Fiali, senior director – marketing & e-commerce, 
Air Canada Leisure Group; Luigi Ianello, senior 
director, strategy & business development, Air 
Canada Vacations. 

Preferred Hotels & Resorts’ summer showcase 
came to Toronto, welcoming more than 100 
top-selling luxury travel agents and corporate 
clients who connected with select hoteliers 
from Preferred Hotels & Resorts’ portfolio, which 
consists of more than 650 unique hotels, resorts 
and residences across 85 countries. Pictured 
here is Rick Stiffler, vice president of leisure sales 
at Preferred Hotel Group.

Carlson Wagonlit Travel (CWT) held their 2017 
conference at the Barceló Maya Palace at the 
Barceló Maya Grand Resort in Mexico’s Riviera 
Maya. Pictured, of CWT: Tamara Hunziker, senior 
director, loyalty partnerships, North American 
Leisure; Louise Gardiner, senior director associate 
program Canada; Mark Stubbert, senior director, 
North American operations; Una O’Leary, senior 
director, marketing and supplier management, 
North American Leisure. 

The 56th Skål North American Congress came to Toronto recently, hosted and 
organized by the Skål Toronto Club. The annual congress included delegates 
from Canada, the USA and Mexico, as well as Skål International President 
David Fisher. Skål Toronto will host their annual golf tournament on Aug. 15 at 
Royal Woodbine Golf Club.

Celebrity Cruises hosted a surreal, extravagant 
event in the picturesque environs of Brooklyn’s 
historical Botanic Garden to mark the launch of 
Eden, a culinary and entertainment space spanning 
three decks aboard the new Celebrity Edge. From 
left: Scott Butler; Patricia Urquiola, designer; Richard 
D. Fain, chairman & CEO, Royal Caribbean Cruises 
Ltd.; Lisa Lutoff-Perlo, president & CEO, Celebrity 
Cruises; David Ley, designer.

This year's Travel MarketPlace welcomed more 
than 550 attendees for two days of educational 
workshops, trade show exhibits and networking 
opportunities. From left: Buddy Rice, consultant and 
speaker; Louise Gardiner, senior director - associate 
program Canada, Carlson Wagonlit Travel; Anne 
Marie Moebes, EVP and co-publisher, Travel Market 
Report; Wendy Paradis, president, Association 
of Canadian Travel Agents; Mary Jane Hiebert, 
Manitoba & Nunavut Regions, ACTA Chair.

Transat Distribution Canada’s week-long sales academy took place at the 
Grand Bahia Principe Coba on the Bahia Principe Riviera Maya Resort complex, 
with 150 delegates participating in a week of product and sales training, 
workshops, networking opportunities and other activities. Pictured: Susan 
Bowman, VP of marketing & industry relations, TDC; Marjorie Larose, national 
account coordinator, Transat; Gilbert Legare, business development manager, 
Transat; Jennifer Bradley, business development representative for Northern 
Alberta and Saskatchewan, Transat. Photo – Dan Galbraith. 
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ACTA held its annual golf tournament, reception and dinner in Vancouver’s Mayfair Lakes Golf & 
Country Club. The day started with a light drizzle, but the travel gods were with guests as the rain 
stopped just moments before the shot-gun start in the early afternoon. Pictured are representatives 
from ACTA and sponsors Air Canada & Air Canada Rouge at the tournament. 

Representatives from Celestyal Cruises welcomed 22 agents to the Anatoli restaurant in North 
Vancouver for a presentation on the company’s Cuba and Greek Isles product. Pictured, of 
Celestyal Cruises: Christine Chiang, vice president, sales & marketing; Tina Zhang, sales manager, 
Western Canada. 

On June 7th and 8th, WestJet welcomed members of the WestJet Travel Agency Advisory Board (TAAB) 
in Calgary. The two-day conference took place at the WestJet Campus, and offered TAAB members 
the chance to share their feedback and engage with WestJet employees face-to-face. Through the 
contributions of the TAAB, WestJet has implemented more than 25 material enhancements since 2015.

HONG KONG AIRLINES  
AT YVR

Hong Kong Airlines made its North American 
debut with the launch of a non-stop daily 
service between Vancouver (YVR) and 
Hong Kong International Airport (HKG). 
The inaugural flight took place on June 30, 
marking the airline’s official entry into the 
Canadian market.

BC AGENCY LOSES LICENCE

Consumer Protection BC has cancelled the 
travel licence of Golden Travel Ltd. for breaching 
BC’s travel regulations, with more than $95,000 
in consumer claims still outstanding. According 
to Consumer Protection BC, the licence was 
suspended last fall due to concerns the business 
did not have the sufficient working capital to 
continue operating as a travel agency.

SUNWING’S PVR PACKAGES

Sunwing will now offer Puerto Vallarta 
vacation packages from Abbotsford 
and Victoria. Weekly service will depart 
Abbotsford on Sundays between Dec. 17, 
2017 and April 8, 2018, while flights will depart 
Victoria on Saturdays between Dec.16, 2017 
and April 7, 2018.

TRAVEL MASTERS’  
ACQUISITION

Travel Masters recently acquired Altec Travel's 
Retail Division, the company announced. 
Established in 1978, Altec Travel is an 
independent travel agency and a consolidator 
representing all the major airlines departing from 
Vancouver. The agency serves clients all over 
British Columbia with a strong base in corporate 
travel, safari and cruises.

WESTERN AGENCY OWNER 
CHARGED

After receiving more than 250 complaints 
about T & T Travel in Kindersley, SK, RCMP 
charged a 44-year old woman with fraud 
following a 16-month investigation. A 
voicemail for the company said in January 
2016 that it was no longer in operation. 



Vacation is calling

THE MORE, THE MERRIER!
Majestic Resorts in Punta Cana is rolling out the royal treatment for groups with a sizzling promotion: 
a free stay for the 16th passenger on bookings made by October 31, 2017, for travel between January 5 and 
December 23, 2018. Sounds perfect for couples who want to tie the knot down south! Oh, did we mention 
Majestic Resorts’ free wedding package?

Conditions apply.
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Vacation dreams 
come true.
Air Canada Rouge vacations start as soon as your clients board. Our varied vacation  
destinations offer exciting places to explore in North and South America and beyond.  
Air Canada Rouge makes vacation connections seamless.

For more information, visit flyrouge.com
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