




For the best travel industry news : PAXnews.com PAX   3

Personally, just the words ‘social network’ 

make my brain shut down. 

Are you, like me, in need of a social 

networking course? 

I’ve even seen the name ‘intelligent networks’ 

used! I don’t know how to take it — I’m 

completely lost. 

For several years, LogiMonde media has been 

very involved in various social platforms. I say 

LogiMonde media, and not me personally!

Of course, I have a Facebook account 

that I use from time to time (maybe more 

than I thought!) although I still make several 

mistakes — for instance, clicking ‘like’ when 

I don’t mean to. It is my team of journalists 

who are really our experts in social media. 

And I must say that they really impress  

me with their mastery of this field. 

A few months ago, LogiMonde media began 

a significant investment in time and money 

to reach you more effectively. We believe 

that providing these services for you is very 

important in your environment and ours —

helping you learn more about the issues  

of the industry, and allowing us to offer even 

more tools to aid your work. 

To help us achieve these goals, we have 

even added a specialist consultant in this 

sector — Frédéric Gonzalo, one of our 

recurring collaborators since the beginning 

of PAX magazine. 

As a result of this consultation, we have 

revised our mission so that it better reflects 

our current reality. The importance of social 

media for a media company has raised 

several issues. 

How do we use these networks to best 

reach our customers? Our hesitation at 

using social media platforms was mainly due  

to our concern at potentially mixing services 

and content for travel professionals with  

the interests of the consumer. 

We are working on a new business structure 

that will be more in tune with the world around 

us. We are already developing different types 

of editorial content specifically adapted  

to social networks. 

This evolution of thought is reflected in a 

redesigned corporate mission. 

LogiMonde media, with its innovative 

products, informs, educates and meets  

the needs of travel professionals in Canada, 

while also providing valuable information for 

these professionals to pass on to their final 

customer: the traveller. 

You can now follow us on our Facebook, 

Twitter, LinkedIn and Instagram accounts, 

where you’ll find contests, ideas, content, 

tips and more. 

And long live the travel industry network! 

Enjoy your October magazine.

President
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NEW! Overnights in Mykonos & Santorini 
and longer stays in Samos, Milos, Crete!

Authentic Cruises in Greece and the Greek Islands - the only 
cruise line that can call Greece its home. Get on board with 
us and experience authentic Greece with all your senses.

3, 4 day - Iconic Aegean Cruise Experiences and 7 day 
Idyllic Aegean cruise experiences visiting ports of call  
such as: Santorini, Mykonos, Milos, Samos, Crete,  
Patmos, Rhodes

WHAT'S INCLUDED
• Fully guided selected shore excursions  

– 3 excursions for 7 day cruises  
– 2 excursions for 3 & 4 day cruises

• Port and service charges (gratuities)
• Unlimited standard alcoholic beverage package  

(under 18 years of age will receive a non alcoholic 
beverage package)

• Intimate vessels 
• Authentic Greek cuisine
• Greek hospitality
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See the Authentic Cuba

855-364-4999 • cuba.celestyalcruises.com

WHAT’S INCLUDED
• Mandatory tourist visa covering entry to the 

Cuban ports of call visited, when boarding in 
Montego Bay*

• Fully guided selected shore excursions -  
3 excursions when boarding in Montego Bay and 
4 excursions when boarding in Havana

• Unlimited Standard Alcoholic beverage package 
(under 18 years of age will receive  
a non alcoholic beverage package)

• Authentic Cuban and international cuisine

• Port and service charges (gratuities)

• Intimate cruise ship, only 960 guests

• Fabulous nightly entertainment performed by  
local Cuban artists

DAY   PORTS   ARR.   DEPT.

MON HAVANA  8 AM

TUE HAVANA   10 PM 

WED  AT SEA

THU CIENFUEGOS   7 AM  3 PM

FRI MONTEGO BAY 8 AM 8 PM

SAT SANTIAGO DE CUBA 7AM 3 PM

SUN AT SEA

MON HAVANA  8 AM

8 DAYS/7 NIGHTS ITINERARY

2018 DEPARTURE DATES

JAN 1, 8, 15, 22, 29

FEB 5, 12, 19, 26

MARCH 5

 (OVERNIGHT)

 Itinerary is subject to change without notice 

*Price is in USD for interior stateroom cat IB, for bookings made by October 31, 2017. Prices are subject to availability and change at time of booking. Other categories are available at varying prices. Price is based on all the 
inclusions as indicated in this document under “What’s Included” and for travel between January 1 to March 5, 2018. Certain other restrictions may apply.

FROM 
$1449*
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or Roblin Travel’s Doug Rollheiser, taking over the family 

business came following a revelation while working in  

a much different industry.

“I was working on an oil rig in December 1982 – it was almost 

Christmas and the weather was 30 below, and I was talking 

to my father; he said ‘if you don’t come now, I’m going to sell 

it,’” he says. “I was thinking maybe this (oil) is not the career 

choice I should follow. That was his way of getting me in  

and I thought I’d give it a try. One thing led to another  

and I’ve turned it into a career.”

Decades later, Rollheiser is leading the independent Chilliwack, 

BC-based travel agency in its 70th year with no signs of slowing 

down. Originally known as FW Roblin Travel after founder 

Franklin Walter Roblin, the agency was purchased by Doug’s 

father Paul Rollheiser in the 1960s.
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While Rollheiser had always been part 

of Roblin (“I’d be there on Saturdays 

and I’d be delivering telegraphs on  

my bike around Chilliwack,” he recalls of 

his youth, when the agency still provided 

that service in addition to selling travel), 

taking the reins was a completely 

different experience from his time spent 

in the oil industry.

“It was a huge learning experience,” 

Rollheiser tells PAX. “When you come off 

of working on oil rigs and pipelines, and 

come into a business environment, it took 

a while to get the rust off and the polish 

on. It’s a great industry to be involved with; 

it’s social and gives you lots of opportunity. 

You just fall into it after a while.”

As with the travel agency landscape 

across Canada, the market is constantly 

evolving in the Fraser Valley, Rollheiser 

explains. While Roblin has remained in 

business since the 1940s, other agencies 

have come and gone; in addition, 

population changes in the area, due in 

part to real estate fluctuations in the red-

hot Vancouver property market, have 

changed travel-buying demographics 

as well, Rollheiser says.

“Where it was 10 years ago and where it 

is today are very different,” he explains. 

“The community is changing with the 

pushout from Vancouver this way; we get 

a lot of younger families now and people 

who are selling their real estate in Surrey 

and Langley and heading here for more 

affordable properties. Our demographic  

is very diversified – from the 25 to 30-year-

old travellers, young families and the 

biggest group is the 50+ age group.

“It seems to be the way of the world 

– you’re either going to the super-

agencies or the specialty agents. We’ve 

seen a big increase in the active travel 

market, operators like G Adventures and 

Tourcan; a lot more bucket list travel with 

more involvement in the destination. 

And like everyone, river cruises are big. 

It’s a lot of people who are looking 

beyond the seven-day Waikiki beach 

holiday; they’re looking for something 

a little further afield.”

Rollheiser explains that Roblin once tried 

the OTA route with an online booking 

engine for consumers; however, he 

eventually found the business was not 

geared toward that model.

“Technology has made life easier but 

also complicated it because there’s 

Doug Rollheiser, owner and manager, Roblin Travel, with father Paul Rollheiser.
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just so much information out there. 

Much like consumers, we’re inundated 

with product and that’s where you 

really need to find those contacts that  

you can depend on.”

A travel agency celebrating its 70th 

anniversary is proof-positive of the 

continued viability of the travel agent 

role in 2017, Rollheiser says, adding that 

the internet has been more of a boon 

than a burden on the bricks-and-mortar 

agency model.

“The most important thing we do is face-

to-face communication and gaining 

that trust where clients will know that 

we’ll do it right for them and if there  

is a mistake, we’ll fix it,” he explains.

“The internet has been a boon for travel 

in general and it’s been good for us as 

an agency. A lot people will do their 

research online but then they want  

to come in and bounce ideas off of us. A 

lot of people are also just overwhelmed 

by what they find on the internet so 

they come to us to, while on the other 

hand there’s people who find exactly 

what they want and don’t mind putting  

in the time and effort to figure it all out 

themselves, which frees up our time 

from people who are just there digging 

for information.”

And to achieve those ends, it’s all based 

on a strong teamwork foundation, 

Rollheiser says. There are currently 14 team 

members between Roblin’s two Chilliwack 

locations and independent contractors, 

with most of the team boasting more 

than 20 years’ travel industry experience 

each; a recent retiree from Roblin, Deb 

Aardema, had been with the agency 

since she was 18, Rollheiser says. Perhaps 

needless to say, commitment is the most 

important quality a Roblin employee can 

bring to the role.

“The biggest thing is the commitment 

and that they’ll be there when they 

need to be there,” he says. “A lot of 

people can be taught if they don’t have 

the basic knowledge of the business – 

that’s not necessarily an easy thing but 

it can be taught. The commitment level 

and dedication that it takes to put up 

with a lot of the lows that come with  

a lot of the highs, that’s something you 

to find in an individual.

“Our biggest strength is our people,” 

Rollheiser continues. “They all have 

a commitment to their clients – they 

want to be there for them. The secret 

to success is being lucky enough to find 

good people and smart enough to stay 

out of their way.”

Much as the individual members make 

up the agency, Roblin Travel is part of a 

larger network, in this case, the Ensemble 

Travel Group, which the agency joined 

10 years ago after another consortium 

proved to be the wrong fit. According 

to Rollheiser, Roblin’s membership 

in Ensemble allows the independent 

agency to stay just that way.

“Ensemble gives me my independence 

but they have a great support network 

behind that independence,” he says. 

“Whether it’s networking with other 

like-minded agencies, or the programs 

they develop, or the rapport we have 

with our preferred suppliers, it just gives 

you that little bit extra. You’re still 

independent but you have that great 

program behind you, which lets you 

find what works for you in the program, 

whether it’s marketing or automation 

– those things you can’t do on your 

own, they bring that to us.”

 
 

 

 
 

Founded in 1947 by Franklin Walter 

Roblin (known then as F.W. Roblin 

Travel), the agency started as the 

local CN Rail and telegraph ticket 

office in Chilliwack. 

Airfare was added in the 1960s, 

Rollheiser explains, along with rail to 

Montreal or New York as well as P & O 

steamship cruises across the Atlantic.

Rollheiser explains that his father Paul 

bought the agency in 1966 with no 

prior travel industry experience; rather, 

the elder Rollheiser was the owner of a 

Chilliwack delivery service that would 

transport goods brought in by Roblin 

through CN’s shipping service.

“Roblin would handle the 

transportation of goods and he would 

be delivering these items, so he got 

to know Mr. Roblin by picking up and 

delivering these packages,” Rollheiser 

recalls. “They formed an association 

and he was invited into the company 

and it went from there.”
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Discussing the future of the business, 

talk inevitably turns to the younger 

generation, in terms of both buying 

travel and working in the industry. 

While numerous reports state that 

Millennials may be turning to travel 

agents when booking trips, the same 

can’t necessarily be said of viewing 

the role as a career choice; of the next 

generation, Rollheiser says his three 

sons are currently in very different 

industries – specifically, medicine, real 

estate and construction.

“It’s definitely a challenge and a tough 

one; the industry is still very viable and it’s 

growing, so it’s about finding those people 

who see a place in there for themselves,” 

he says. “If I have someone walk through 

the door and says ‘I want to do this job,’  

I sit up and listen to them because that’s 

a hard thing to find in someone. If you find 

someone who wants to be in this business, 

you want to pay attention to that person 

and see if they have the potential.

“I’d love to find more employees in the 

20-something age range and we’ve 

given a number of them a chance over 

the years, but it seems to be more of  

a temporary stop for them.”

And while he muses about his eventual 

retirement from travel, Rollheiser says 

that ownership of Roblin Travel still 

excites him the same way it has since 

he left the oil patch 30 years ago.

“To have the opportunity to own an 

independent small business and set your 

own path in life is the strongest goal  

for me,” he says. “I love the social aspect 

of the industry too and I’m lucky to 

have fantastic staff who are supportive  

and 100 per cent committed to the 

success of the company. You’re able 

to do a lot in the community as well, 

helping out on a charitable basis and 

building the community that way.

“But the biggest thing is the 

independence that it gives you – you 

live and die by your own successes and 

mistakes and once you get that in your 

blood, it’s really hard to do that for 

someone else.”

What does a travel agency owner get up to outside of  

the office? Plenty.

“Like all good travel agents, I like to golf,” says Rollheiser. 

“Being where we are in Chilliwack, I’ve always been involved in  

the outdoors so I do a lot of trail running and hiking in the 

summer and skiing in the winter. I love gardening too and 

always spend a lot of time outside… I find it very relaxing. 

When you’re sitting in an office all week it feels good to get 

your hands dirty.

“I enjoy cooking too - every Friday night we have Pasta 

Fridays at Doug’s house.”

Of Roblin Travel (L-R): Maria Campbell, Kathy Hannah, Karen Kennedy, Doug Rollheiser, Karilynn Brock, Susan Small. Missing: Julietta Diaz, Kim Buckley, Maryanne 
Kaiser, Claire Banman, Tracey Beastall, Laurel Lepin, Pernille Dolleris, Elaine Ulanicki



Vacation is calling

LIVIN’ LIKE ROCK STARS
At Hard Rock Hotel Vallarta in Riviera Nayarit, Mexico, guests can live the lavish life of rock stars without 
breaking the bank with these promotions*:

• A free stay for children under four
• A resort credit of up to US $1,800 
• A Double Limitless Resort Credit for a three-night stay
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pax people

ince arriving in Canada from Albania, Mimoza Jakimi has 

had an eventful and colourful career in the travel industry. 

A proven self-starter, she has built Simplyitickets.com, 

an authorized entertainment ticket company, from the ground 

up – providing agents and consumers with a valuable resource 

when planning their dream vacation. PAX sat down with Jakimi 

to learn about her origins in travel, current ticketing trends 

and what it takes to remain in the industry for the long haul.

   
The reason that I moved to Canada was that I was young and 

it was an adventure discovering the North American culture. 

I came from Albania and at that time, I had travelled all 

over Europe as well as some in North America but my dream  

was to discover North America and see what the culture 

was about and what makes it unique. When you live in 

Europe, North American culture is a dream and that’s what 

I wanted to discover. It wasn’t my dream to live in Canada 

forever but it was a temporary solution for three or four years,  

but circumstances led me to call Canada my home.



 
 

 

In Albania, I graduated from the 

University of Tirana with a bachelor’s 

degree in textile engineering, after 

which I worked for an Italian men’s 

fashion company. I was very passionate 

about fashion and I thought I would 

do that for the rest of my life. But after 

moving to Toronto in November 1998,  

I started to look for a job and I discovered 

that the textile and fashion industry 

wasn’t in Toronto.

People were advising me to go to 

Montreal, but to be honest, I had 

difficulty learning English at the time 

and thought of going to Quebec and 

learning French seemed like too much. 

I thought I need a quick fix, a second 

career to survive in Canada. That’s 

when a good friend advised me to 

study in travel and that’s where I started.  

I attended a six-month travel training 

program at a private college; a very 

intense program.

The school offered me a job in the travel 

business with Baldwin Travel, so I worked 

there for a few months. Down the road, 

as I was building my travel career, there 

came an opportunity with Keith Prowse 

Canada, where I worked for almost 

12 years.

 
 

Keith Prowse closed Aug. 20, 2010 and 

on Sept. 2, I opened Simplyitickets.com. 

In 12 days I came up with this idea  

and opened my own business.

Keith Prowse was exactly like Simplyitickets, 

an entertainment company, and during 

my time there, I learned to do marketing, 

bookkeeping, trade shows – I had my 

hands fully in the business. My last six years 

with Keith Prowse, I was the company’s 

managing director.

I had the travel trade and customers 

supporting me for so many years at Keith 

Prowse, I thought they’d be with me.  

It’s a trust issue and the trust was built 

out there and on the other side with the 

suppliers, I had all the connections with 

all of the producers. I thought to bring 

this all together and why not create  

my own business. Ever since, it’s been an 

amazing experience and I’m thankful 

for all the support from the travel trade.

 
 

I’m so passionate about the travel industry 

and my favourite part is bringing something 

new to the table, which the travel 

agencies had never thought of or to 

provide access to a unique event.

 
  

 
  

Discover a more personalized approach to 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

Your Wait is Over!
Grow your business 
with Vision Travel
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Everyone is doing all-inclusive packages 

and I want to be different and build some 

excitement into the industry. For example, 

if you have a client going to New York City, 

they can also attend a fashion show or  

a Yankees game – something different 

from just another sightseeing tour that 

they’ll thank you for.

 
 

Broadway is number one, followed by 

Las Vegas shows and performances  

in London’s West End, as well as special 

sporting events such as Wimbledon,  

the Masters golf and the Super Bowl. 

Barrett-Jackson Auctions (for classic 

cars) are also very popular, as are RHS 

Chelsea Flower Shows, Oktoberfest and 

the Edinburgh Tattoo.

 
 

 

They’re simply missing out on all 

the add-ons which will benefit both 

their clients and the travel agents 

themselves. If your clients are a 

family or a group, they will absolutely 

pay more locally for any kind of 

entertainment tickets; they’ll spend 

more on the tickets than on the 

flights and hotels! A family of four 

could spend an average of $3,000 

on entertainment for four days. Travel 

agents are missing commission on that 

aspect of travel.

 
 

I would say my passion in the 

entertainment sector, my personality 

and my work ethic – I don’t take a day 

off, even during holidays! I’m not a 

quitter and I’ve never given up easily. 

I make sure that every project I start  

is something that I’m passionate about 

and I work hard to see it through.

 
 

In the business that I’m in, I have to be 

very patient when training travel agents; 

there’s a lot of time and work that goes 

into educating the industry on what 

we’re all about. 

 
  

 

I’ve been in the business for more than 

20 years and I’ve seen it all – 9/11, war 

– but my personality is very optimistic, 

regardless of what’s happening in the 

world. Nowadays people are very 

well informed and connected, but 

these things have been happening for 

years and it’s never stopped people 

from travelling. Sometimes there’s 

slow months, other times there’s very 

busy ones. People understand that 

life goes on and they have to travel 

to experience the world. I’m very 

optimistic about 2017 and 2018.

 
 

Having a passion for travel and working 

with people to offer them the best  

of the world, combined with hard work 

over many hours, is the key to staying 

in this business for the rest of their lives. 

You need to have a drive, especially  

in the travel industry.

 
 

 

I feel I can work in any part of the 

industry – I have the business sense – but 

I have such a passion for entertainment 

that I’d prefer to stay here. 

 
 

I’ll always be a businesswoman; it’s in 

my blood and I take after my mom! 

It’s hard to say but I would likely be  

in fashion; because I have that 

business drive, I always want to be the 

leader and I could see myself in 

that industry.

 
 

 
  



At IBEROSTAR
fall changes the color
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trend

isitors heading to the Ottawa 

region next May will see a new 

sight along the Rideau Canal, 

as European boat rental company  

Le Boat takes to the region’s waters 

with its first Canadian program.

“The thing that is so wonderful is 

that it’s a very independent way to 

travel,” says Andrew Le Duc, Le Boat’s 

managing director and head of global 

customer engagement. “People have 

the opportunity to get off the beaten 

track; seeing things from the water 

gives you a different perspective.  

It’s part of the reason Canada is so 

great – there’s so many things to see 

that you might not normally.”

Le Boat’s Rideau Canal program is set 

to debut on May 18, 2018, follow the 

arrival of 16 of Le Boat’s new Horizon 

vessels, which made the 6,500-km 

journey from Poland this past fall.

Ahead of the Rideau launch, Le Boat 

has also established its Canadian 

headquarters in Smiths Falls, just south 

 
  

  
 

 
 

 
 

By Blake Wolfe
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of Ottawa, and plans are already  

in place to increase the Rideau fleet 

to 32 boats by 2023.

In addition to being Le Boat’s first North 

American itinerary, the Rideau will join 

France’s Canal du Midi as the second 

waterway designated as a UNESCO 

World Heritage Site to be offered  

by Le Boat. According to Cheryl Brown, 

Le Boat’s managing director, an 

accompanying guidebook for travellers 

taking part in the new Rideau program 

is also available.

“The Rideau is the best of all the 

cruising grounds we have with the 

lakes and canals – it takes the best 

elements of all the regions,” Le Duc 

says, citing opportunities for outdoor 

activities including fishing and hiking as 

among the big draws for guests, who 

can explore the various communities 

along the canal by use of bikes stored 

on board each vessel.

Brown says that within a week of the 

Rideau announcement this past May, 

more than 15 per cent of bookings 

were sold, adding that as the first 

Le Boat program to offer autumn 

sailing opportunities, the Rideau has 

generated a lot of interest amongst 

European travellers.

In Europe, Le Boat currently has 900 

vessels in eight countries, including the 

U.K., Germany, Belgium, the 

Netherlands, Italy and France, the latter 

of which is Le Boat’s most popular 

destination at 70 per cent of the 

company’s overall bookings.
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“In terms of source markets, we’re 

global and there’s four markets where 

the majority of our business comes 

from,” Le Duc says, explaining that 

Germany accounts for a quarter of  

Le Boat’s bookings, followed by the U.K., 

Switzerland and France. “For Canada, 

this is going to be massive – it’s a big 

market for us. We’re becoming a truly 

global business.”

Drawing an “affluent and global” 

clientele, the average Le Boat guest 

is 55 years old, often travelling as part 

of a multi-generational family with 

older children or in a group of friends 

or couples. For groups, Le Boat’s larger 

vessels offer up to four cabins providing 

comfortable accommodations.

“We have lots of groups of friends and 

couples - when we built the Horizon it was 

based on the couples market and it’s 

been a huge success so far,” Le Duc says.

While 30 per cent of Le Boat’s 

customers are repeat travellers, 

first-time boaters get a 45-minute 

demonstration on the company’s 

easily-manoeuvrable watercraft.

“What happens with us is you decide 

which itinerary you want to do and 

they’re all very flexible,” Brown explains, 

adding that Le Boat’s watercraft are 

well-bumpered in anticipation of 

nautical novices. “Once we take them 

through the boat and cruising grounds, 

we teach them how to drive. We take 

them through their first lock and then 

we say ‘goodbye!’ By day two, they’re 

experts. You’re only going six kilometres 

an hour but it’s quite the adventure.”

Travel agents play a large role in  

Le Boat bookings too, Brown 

explained, accounting for more than 

35 per cent of its overall bookings. 

The statistics vary between countries 

as well, she added: Germany, for 

example, accounts for 26 per cent 

of Le Boat’s bookings overall, with 

50 per cent of those made via travel 

agents, compared to 100 per cent  

of the company’s Israeli bookings.

Although Le Boat is only just setting sail 

in the Canadian travel market, Brown 

said that the company expects to see 

more than half of its Canadian bookings 

come through travel agents, adding 

that the Le Boat product is ideal for 

those agents seeking a unique product 

to sell to clients.

“We’re starting from scratch in Canada 

but we expect this market to be very 

similar to Germany,” she said. “Agents 

are still a big distribution channel in 

Canada and we tend to find that the 

best agents to suit our product are those 

who specialize in niche travel.”

“It’s for people who are looking for 

escapism and something that’s a little 

bit different.”

Cheryl and Andrew Le Duc, director and head 
of global customer engagement for Le Boat

Full details are available 
at www.leboat.ca.
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 wanted to be a consultant! I wanted 

to design dream experiences and 

deliver lifetime memories. I wanted 

to learn about exotic lands, and insider 

secrets. I wanted to help people.  

I did NOT want to be a sales person! 

Fortunately, that first sales training 

course that I was forced to take was 

exactly what I needed.  In the years that 

followed, I participated in many such 

programs and read numerous books 

on the subject. Even today, I still strive 

to fine-tune the art of selling. 

You might wonder what caused me  

to make such a complete turnaround 

after all that resistance. It boiled down 

to two pivotal things I was told. The first 

came from the same manager that 

insisted I learn how to sell.

After I objected to taking the course 

my manager calmly said: “making 

reservations is selling, so if you never learn 

to sell, you won’t be able to deliver those 

dream experiences you hoped to create.” 

It was a revelation to me at the time.

The second thing that changed my 

opinion of sales came from something 

the instructor told us in the first few minutes 

of the course. She said: “Sales has a bad 

reputation because of bad people, 

doing it badly and for the wrong reasons.  

A real pro sells with integrity.” That was the 

last piece of the puzzle I needed to fully 

embrace this thing I had avoided.

Many people think of the word integrity 

as being about ethics or morals. There  

is a connection there, but it also refers to 

wholeness, or something that is complete 

and not at odds with itself. It is very difficult 

to sell with integrity when you are out of 

alignment with who you say you are as a 

travel professional or even as a person.

By Nolan Burris
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For example, we may be quick to 

complain about people who buy their 

travel online, but many of us are guilty of 

browsing locally, only to buy from Amazon.  

How can we expect a local merchant 

to buy a cruise from us when we buy our 

shoes from Zappos.com? It’s not always 

easy to practice what we preach.

Another example of potential 

misalignment is related to marketing. If,  

for instance, your agency claims to 

specialize in luxury but your marketing is 

peppered with low-end discount products, 

sales from luxury clients can suffer along 

with your image. 

Integrity incorporates being aligned 

with your goals, mission statements, and 

especially with your clients’ dreams and 

desires. Selling with integrity means caring 

enough to protect them from their own 

false assumptions and misunderstandings.  

To put it simply, and to repeat something 

I have often stated: “never believe  

a customer knows what they want.”  

It’s one of the most common mistakes  

I see travel consultants make. If a client 

asks for prices or even a booking for  

a specific cruise or resort, many consultants 

simply move forward and book it. Those 

“easy sales” can be so tempting. 

In fact, it’s a risky proposition given 

that most people these days form their 

decisions based on what they’ve seen 

online – a world filled with advertising, 

fake reviews, and biased screen displays. 

Let integrity guide you to asking the right 

questions to be sure they’ve made good 

choices, or steer them in a better direction 

that will make them happier.

Even after 40 years in this industry, there  

is so much I do not know. I’ve travelled to 

every Canadian province, and U.S. state.  

I’ve sailed with 80 per cent of the cruise 

lines still operating, visited 30+ countries, 

and returned to some destinations 

many times. Still, it is impossible to know 

everything about everywhere.  

When a client asks: “have you been 

there yourself?”, how can you respond 

with integrity? Be honest, but sell your 

value at the same time: “I owe it to 

you to always research every detail.  

Things change too fast to rely on  

my own experiences alone.”

Honesty also applies when selling against 

the Internet. We cannot deny that 

some people do find great deals and  

some have good experiences. Regardless, 

there is at LEAST one thing that no website 

or travel app will ever provide: you. 

Tell them the truth: “there are some great 

prices online sometimes. Of course, there’s 

always a reason for a lower price, and  

it’s not always a good reason. But, if you 

book online yourself, you won’t have 

me by your side to help and protect you 

before, during and after the trip.” 

Selling with integrity not only helps you feel 

better about mastering the art of sales,  

it also ensures you deliver your real value 

to every client. When you do that, your 

sales will grow along with a profound sense 

of purpose and personal satisfaction.

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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experience

y latest trip to Monaco began 

precisely where my last one 

had ended, 20 years before: 

the Casino de Monte-Carlo. To be 

honest, the casino was about all I saw 

of Monaco 20 years ago, when I was 

hurtling through Europe at a breakneck 

pace, checking off a country every few 

days. Back then, I rolled into Monaco, 

dressed myself up as best I could from 

my backpack wardrobe, and got a 

taste of the high life for an evening 

before moving on. 

Though this return visit would see me 

once again explore Monaco in just a day, 

I had a very different itinerary in mind. 

Unlike my 19-year-old self, I understood 

that this second-tiniest of the world’s 

countries (only Vatican City is smaller) is 

more than just Monte Carlo. Armed with 

a ticket for the Monaco Le Grand Tour 

hop-on hop-off bus and a membership 

in the municipality’s travel program,  

Le Club Diamant Rouge, I struck out 

to set foot in each of Monaco’s five 

neighbourhoods. With a glorious blue 

sky overhead, I planned to spend 

as little time indoors as possible, 

focusing this visit on Monaco’s glorious 

architecture and gardens rather than its  

many museums. 

Still, a peek inside the iconic casino was 

the natural place to start. In the morning, 

when the gamblers have yet to arrive, 

the casino is open for tours – making it a 

perfect time to look around the lobby and 

glimpse into the gaming room. Heading 

back out, I strolled past the well-dressed 

diners on the patio of the famed Hotel de 

Paris on my way to the bus stop across 

the street, where I found a seat on the 

open top deck of the Le Grand Tour bus. 

While the Monte Carlo neighbourhood 

has much more to offer, I was on a mission, 

so I moved on to the oldest of Monaco’s 

neighbourhoods – Monaco-Ville.

Monaco-Ville, the old town, is located on 

a monolith known as The Rock. High above 

the rest of the city, it’s obvious why The 

Rock has been a site of military importance 

since the early 13th century, when 

Genoese Ghibellines built a fortress here. 

In 1297, François Grimaldi disguised himself 

as a Franciscan monk to gain entry to the 

fortress, then seized control with his cousin, 

Rainier I.

By Christina Newberry
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Prince Albert II, Monaco’s current 

head of state, is descended from 

Rainier I and – like his ancestors 

before him – lives in the fortress atop 

The Rock, which has grown over the 

centuries into an elaborate palace. 

The palace was my checklist stop 

for this neighbourhood, and I timed 

my arrival to catch the Changing  

of the Guard at 11:55 a.m. After joining 

the tourist crowds to watch this daily 

ceremony, I headed inside the State 

Apartments for an eye-popping look 

at the elaborate old bedrooms draped 

in silks, the frescoed Throne Room,  

and the State Hall.  

After a quick peek at the narrow streets 

of the old town, it was time to leave 

Monaco-Ville. I strolled down from  

The Rock along the Rampe Majeure 

to the next of the neighbourhoods on  

my list, La Condamine. I arrived just in 

time to see the open air produce market 

in the Place d’Armes before the vendors 

packed up for the day, then headed 

inside the Marché de la Condamine, 

a covered market that’s operated  

on this spot for more than 135 years. 

Inside, there were plenty of options 

for lunch, but I opted for barbagiuan,  

a traditional Monegasque pastry stuffed 

with spinach and Swiss chard.

Refreshed, it was time to test out 

Monaco’s impressive system of public 

elevators, a clever way of making 

pedestrian travel relatively easy in a 

city built into a massive hill. Up and 

up and up I rode to the Moneghetti 

neighbourhood and the Jardin 

Exotique de Monaco, an elaborate 

cactus garden with stunning views 

over The Rock. Truthfully, I could have 

stayed all day, but I still had one more 

neighbourhood to visit. I made the 

difficult decision to skip the hourly 

tour through the garden’s massive 

underground cave full of natural 

rock formations like stalactites and 

stalagmites, instead hopping on the 

city bus for a couple of stops before 

reconnecting with Le Grand Tour and 

riding on to Fontvielle. 

In this most modern of Monaco’s 

neighbourhoods, I strolled along the 

sculpture trail in Fontvielle Park and 

into the Princess Grace Rose Garden, 

where roses grow up and around the 

trees, making it look like the trees 

themselves are in bloom. To end  

my time in Monaco, I walked down 

Casino Monte-Carlo.
The view of the Harbour at Monte 
Carlo from the Rock of Monaco.
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to the waterfront to catch the back view of the 

iconic Oceanographic Museum, made from 

100,000 tonnes of white stone and rising 85 metres 

straight up from the sea.

My time in Monaco was coming to an end, 

but it was finally time for the grand finale I had 

been looking forward to all day: flying to Nice  

in a helicopter. 

After a quick check-in at the heliport, I stepped 

into the chopper for my quick seven-minute flight. 

While this was strictly speaking a transfer flight only 

and not designed for sightseeing, it by default 

offered stunning views as we took off from Monaco  

and headed out over the sea. 

And then, too soon, I was on the ground in Nice, 

having successfully set foot in each of Monaco’s 

neighbourhoods, but only scratching the surface 

of what the principality has to offer.

  

Membership in Monaco’s Le Club Diamant Rouge 
travel program is available exclusively through travel 
agents. The free one-year membership includes a 
one-way helicopter transfer between Monaco and 
Nice airport with Monacair as well as admission 
to nine of the principality’s top tourist attractions, 
a combined $300 USD value. A confirmed four-
night reservation at one of Monaco’s partner 
hotels is required to join Le Club. Learn more 
at clubdiamantrouge.com.
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hen selling cruises, we often 

have to overcome objections 

from clients, but sometimes  

the biggest objections may be coming 

from us. Here are some common 

thoughts that could limit an agent's 

potential for success, and suggestions 

on how to overcome them.

"I never sell XYZ cruise line." This is a line  

I hear from agents often, but when asked 

why, the reason is usually personal - the 

crowd is too young or too old; shipboard 

life is too busy or too sedate; ships are 

too big or too small... for them. As travel 

counsellors, it is important to remember 

that we are providing products and 

services to suit our clients' needs and 

tastes, not our own. If a cruise line you 

have experienced is not to your liking, 

please do not cross it off your list. The 

world is full of people with different 

personalities, and there will be clients 

suited for cruise lines that you don't 

enjoy. Set aside your prejudices, qualify 

your clients, and offer the best brand 

for them.

"I don't have luxury clients." This is the 

number one reason agents give when 

asked why they don't sell luxury cruises. 

I believe many agents equate luxury 

clients with wealthy clients, so if the 

clients are not wealthy, they wouldn’t 

consider a luxury cruise. This isn’t always 

a correct assumption. Many average 

income clients would consider a luxury 

cruise to celebrate an important 

milestone, and save for it. Your existing 

clients on contemporary lines may move 

up if you take the time to demonstrate 

the value of all that is included. Lastly, 

some clients may not even know that 

luxury cruises exist, because no one has 

ever mentioned them. So, talk about 

luxury cruises to all of your clients, 

regardless of their budget or lifestyle. 

You’ll be surprised to find that you do, 

in fact, have luxury clients.

"My clients don't spend a lot of money 

on their cruise." Another reason why 

agents say they can’t sell higher end 

cruise lines is the assumption that clients 

cannot afford to spend more. Getting 

to know the clients will help achieve  

a better understanding of their buying 

pattern. The reason they are frugal 

could be because they are saving for a 

your cruise coach

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

future milestone such as a big birthday, 

anniversary, or retirement. Or perhaps 

they don’t understand the benefits of 

an upgraded experience, and therefore 

don’t think it is worth spending more. 

Ask the right questions, uncover the 

real reasons and you can be on your 

way to upselling, and giving your clients  

a better experience.

"I don't belong to any associations 

or organizations to promote groups."  

Group opportunities are everywhere 

in our everyday lives. Groups do not 

have to be organized clubs, nor do 

they have to be large - any collection 

of people with a similar interest is a 

group, such as families, hobbyists, 

sports fans, gym members, teachers, 

even friends and neighbours. Approach 

them and suggest that they cruise 

together. You can also work with local 

businesses to host a group with their loyal 

customers. Group rates and amenities 

are guaranteed back to cabin one,  

so if you fall short, there is nothing to lose; 

but if you succeed, your earnings will be 

drastically increased.

"It's ok to book an inside cabin, you're 

not in your room very much anyway." 

People take vacations to unwind and 

recharge, and relaxing in their room  

is a huge part of that experience.  

A balcony or suite will help realize that 

objective, not an inside cabin. Unless 

the client is restricted by a budget that 

would otherwise put cruising out of 

reach, do not offer an inside cabin. 

Starting from the top also guarantees 

future bookings at the same level.  

We know the phrase "we don't miss what 

we don't know"... if you start your clients 

with an inside cabin, it will be very 

difficult to move them up later, because 

they will convince themselves that an 

inside is all they need and can't justify 

paying more. By starting with a with the 

balcony or suite, your clients will never 

want anything less — meaning an 

enhanced experience for them every 

time, and higher commissions for you.



vogue

The first city to be designated in the International Dark Sky Places program, Flagstaff 

has a long history with the world of astronomy: it was here in 1930 that Pluto was 

discovered at Lowell Observatory, and in 1958, the city passed the world’s first lighting 

ordinance banning advertising searchlights which were interfering with ongoing 

research. Lowell Observatory is open to visitors daily for tours, with opportunities 

for stargazing through the facility’s telescopes. There’s lots to do during the day  

as well, from exploring the region’s Native American history at the Museum of 

Northern Arizona to enjoying the city’s burgeoning craft distilling scene.
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The IDA Dark Sky Places program’s first and 

currently only site in Asia, Korea’s Yeongyang 

Firefly Eco Park, is located in the southeastern 

corner of the country, located approximately  

4.5 hours from the fast-paced bustle of Seoul. 

The park’s naturally dark conditions are the 

result of a conservation management plan to 

sustain the local firefly population, which benefits 

from a lack of artificial light; as a result, the site 

has drawn amateur astronomers from across  

the country eager to catch a glimpse of the 

night sky in one of the most densely-populated 

nations on the planet.

One of the largest private nature reserves in Africa, Namibia’s 215,000-hectare 

NamibRand Nature Reserve was established in 1984 to protect the country’s unique 

wildlife, by consolidating multiple defunct farms along the edges of the country’s 

desert. The reserve, which sustains itself financially through low-impact ecotourism, 

is also helping protect the country’s night skies as a Gold-tier IDA Dark Sky Reserve, 

the highest category of darkness in the program. NamibRand is notable as being 

not only the first African site in the IDA Dark Sky Places program, but also the first 

from a developing nation.
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Photos by Ryan Bray and Jeff Bartlett

Designated as a dark sky preserve by the Royal 

Astronomical Society of Canada in 2011, Jasper 

National Park’s setting amongst the Canadian 

Rockies provides 11,000 square kilometres of 

wilderness from which to look up at the stars. Entrance 

to Jasper in 2017 is free with a Parks Canada 2017 

Discovery Pass, as part of the year-long Canada 150 

celebrations, and from Oct. 13-22, the park will host 

its seventh annual Jasper Dark Sky Festival, presented 

by Rocky Mountaineer.

Photos by Mark Russell

New Zealand’s Great Barrier Island was awarded IDA Dark Sky Sanctuary 

status in June, becoming the first island in the IDA program and one  

of only three such Sanctuaries in the world (the other two being in 

Chile and New Mexico) which are defined as remote locations with no 

immediate threats to their natural darkness. The second New Zealand 

site in the IDA Dark Sky Places program, Great Barrier Island is mostly 

‘off-the-grid,’ making it a shoe-in for the program and an ideal spot to 

observe the heavens in the South Pacific.



Photos by Richard Novak & Sulyok Jozsef, BÅkk National Park Directorate

Hungary’s third designated IDA site, Bukk National Park has made the 

country the leader in Europe for dark sky preservation. Established in the 

city of Eger in 1976, Bukk is the largest national park in Hungary and is 

97 per cent woodland. The dark sky conditions and many caves provide 

the perfect home for all of Hungary’s indigenous bat species, while 

during the day, the skies are filled with more than 90 species of birds.  

In addition to stargazing and wildlife, Bukk is part of Hungary’s National 

Blue Trail, the oldest long-distance trail in Europe, providing plenty  

of hiking and cycling opportunities for active travellers.
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hen I was young, I watched a 

documentary about a photographer 

named Robert Landsberg, who tempted 

fate by shooting the world’s most ferocious 

volcanoes. The photographer’s last and final 

attempt was during the Mount St. Helen eruption in 

1980. On assignment a few miles away, Landsberg 

knew he wouldn’t make it off the volcano’s cone in 

time, and he used his own body to protect his film 

which was later published in National Geographic. 

The sheer craziness of getting up close and personal 

with an active volcano astounded me at the time, 

yet in May 2017, there I was, peering into the mouth 

of Nicaragua’s most active volcano. 

The Masaya Volcano in Masaya, Nicaragua is in 

a continuous state of eruption. Its highest point 

of elevation is at 2,083 feet, and the experience 

at the edge of the Santiago crater was truly 

unforgettable. Like a terrific thunderstorm, the 

volcano rumbled down below, while spectacular 

orange lava churned and sputtered. A constant 

thick cloud of poisonous sulfur dioxide gas sent 

tourists choking for air, and because of the toxic 

atmosphere, only ten minutes of viewing time were 

permitted on the volcano’s slope.

The experience is one I’ll never forget. My time 

spent at the Masaya Volcano and travelling off the 

grid through the rest of Nicaragua was all part of 

a 10-day tour led by tour operator G Adventures. 

Recognizing the value in selling experiences  

to travellers rather than promoting cheaper 

pre-built vacation packages, the company has 

attracted travellers from around the world who are  

in search of something more. For just over 25 

years, G Adventures has led wanderlusters on a 

trek across the planet that wouldn’t be possible 

from the cozy atmosphere of a resort hotel.  

Lava rumbles below in the active 
Masaya Volcano in Masaya, Nicaragua.
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Today’s travellers crave memories over monetary 

value, and nothing screams ‘experience’ louder 

than an adrenaline-pumping, off-the-beaten-path 

tour stop. 

For Aizaz Sheikh, director of marketing (Canada) 

at G Adventures, experiential travel is becoming 

such a hit with tourists because of its ability to push 

people mentally, emotionally, and physically,  

if desired. “Travel encompasses so much more than 

just taking a vacation,” Sheikh said. “Don't get me 

wrong, there is a time and place for a vacation 

too. But with travel, you are growing, learning; 

expanding your horizons.”

One of the most important aspects of  

G Adventures’ tour operations is the hiring of 

local guides to act as CEOs — Chief Experiential 

Officers. By hiring within the community where 

experiential travel will take place, it ensures 

that visitors have an authentic experience, 

because they’re learning from somebody who 

has a solid grasp on the geographical, cultural, 

and economical ropes of the country. Before 

coming on board as one of G Adventures’ CEOs, 

Suyen Moncada obtained a diploma in travel  

and tourism in Sydney, Australia. After working 

in the travel and tourism sector for some time, 

she went on a G Adventures trip of her own to 

Mexico and liked it so much that she decided to 

pursue a career with the company. Moncada’s 

career took her back to her roots in Central 

America where she now runs tours throughout 

Nicaragua, Costa Rica, Belize, Panama, 

Guatemala, El Salvador, and Honduras. From 

her time spent in the field with travellers from 

around the world, she explains that it’s always 

the same kinds of curious people who tend  

to seek out travel experiences such as these.

“People are drawn to the experiences 

G Adventures provides, whether it's travelling 

on a Guatemalan chicken bus to being able to 

interact and share a meal at one of the homestays 

supported by Planeterra,” Moncada said.  

“It's not just about being a tourist, but about delving 

into the culture and the real experiences that 

we provide. I think one of the best compliments  

I get is being told that people feel like they 

are relaxed and don't even know what day of 

the week it is. That for me is amazing, because 

it means that people are fully immersed in  

their surroundings.”

There’s a famous slogan stamped on many t-shirts 

around the world: ‘I went to ____ and all I brought 

back was this stupid t-shirt.’ Experiential travel 

ensures that travellers can get a genuine, authentic 

taste of the flavours, sights and sounds of  

 
 

 

— Aizaz Sheikh, Director of Marketing (Canada), G Adventures

A vendor working in the Mercado Municipal 
market in Granada, Nicaragua.
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their surroundings and the local culture – beyond 

the usual conversation with the bartender who 

happens to speak English. 

Experiential travel is a method of travel in which 

tourists immerse themselves in local culture. From 

gastronomical experiences at a local restaurant, 

to getting involved with local communities and 

events, experiential travel lets travellers capture 

an authentic glimpse into daily life in the country 

they’re travelling through. There’s often a stigma 

attached to the word ‘tourist’ which is why a high 

degree of visitors enjoy experiential travel, where 

they can be seen more as ‘travellers’. By visiting 

more local attractions over those promoted widely 

in the industry, travellers feel like they blend into  

the culture more, and get a feel for what a place 

is truly like. “The world is changing and today’s 

traveller wants to try new things, and really 

experience the world for its real beauty,” Sheikh 

said. “Adventure travel is the fastest growing 

sector of travel for a reason. So, above anything 

else, a tour operator stands to grow commercially  

by selling this to its customers.”

Although there is a large consumer market that 

still enjoys last-minute deals on all-inclusive resort 

vacations, Sheikh stresses that the underlying 

push factor to capitalize off of agents selling 

experiential travel is to target the right audience. 

Once the audience has been identified, selling 

these kinds of alternative travel products 

becomes easier because it becomes more 

about the way that content is marketed and the 

potential traveller consumes it on social media. 

“Every industry has cheaper alternatives, and 

yet premium products still sell well and in our 

world, it’s even easier to sell because travel  

is an emotional purchase,” Sheikh said. “It’s not 

about any customer, it’s the right customer,  

and there are plenty of them out there.”

 
 

 
 

— Aizaz Sheikh, Director of Marketing (Canada), 
G Adventures

A chance to experience authentic, local culture 
is what most travellers want. Here, a traditional 
Nicaraguan dish called nacatamales are being 
made in an outdoor communal kitchen.
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By Wazna Azem

hotel

NICO 20˚87˚ Hotel Riviera Maya 

opened its doors in March 

and PAX was invited for the 

official inauguration.

We were charmed, to say the very least, 

by this new complex and its resolutely 

different approach.

The new adults-only establishment, housing 

only 448 rooms, aims to promote Mexican 

culture in its every corner. The experience 

began for us at the airport. The team from 

UNICO 20˚87˚ Hotel Riviera Maya were 

already there, showcasing the essence 

of the hotel by offering typical Mexican 

drinks, sweets and snacks. 

The concept of this new establishment 

is to allow travellers to fully immerse 

themselves in the local culture, be it 

through culinary offerings inspired by 

indigenous Mexican cuisine or exclusive 

private excursions. 

We can attest to that; good food 

is indeed an integral part of the 

experience. Before telling you about 

the restaurants, however, we have 

to mention a slightly strange allergy 

suffered by our journalist: she is allergic 

to avocados!

In the land of guacamole, this really 

tested the versatility and adaptability 

of the UNICO staff. You can easily 

imagine the number of waiters who 

were surprised — even shocked — 

to read the note attached to our 

reporter’s file. However, having 

mentioned this problem in advance, 

many waiters were already aware  

of this allergy.

In total, five restaurants are accessible to 

guests. The Cueva Siete is certainly that 

which best epitomizes the philosophy put 

forward by UNICO. With Chef Christian 

Bravo at its head — a contestant in Top 

Chef Mexico — we discovered authentic 

Mexican cuisine far from the type that  

we all know well.



Even before we took our places, we 

were already offered a choice of meals 

— three or five — for the main courses. 

Everyone was impressed by the variety 

of dishes that we were served.

We must also mention the kindness and 

dedication of the chef, who came 

to see us regularly in order to get our 

impressions of the food and to explain 

to us his choice of ingredients. We were 

also treated to a little mixology course, 

with our bartender bringing a rolling 

table with several choices to concoct 

a personalized drink.

All around the hotel, local artists weave 

carpets, paint on canvases, and draw 

on the walls around the outdoor bars. 

They all come from the area and seem 

happy with the opportunity to showcase 

their art in the hotel. The decorations are 

unique and impressive – and a style that 

we had never seen before. 

Central to the appeal of the UNICO 20˚87˚ 

Hotel Riviera Maya is the perfection of its 

service. Some examples include:

• When we checked in, an employee 

came to meet us and asked us  

to smell different candles. His role 

was to make sure that our room 

smelled like the candle that we had  

chosen.

• Each hotel guest has their own host, 

who can be reached 24 hours a day 

via a smartphone app.

• One can ask for the delivery of 

breakfast at a specific time. And 

here’s how precise it is: one person 

accompanying us had inadvertently 

entered 4 a.m. in his cell phone.  

The next morning, at that exact time, 

the host knocked on the door — with 

the meal ready to be served!

• The person who was assigned to take 

care of us was very careful to show us 

where the restaurants were, including 

suggestions on what to see and what 

not to miss, such as the swimming 

pools. In fact, she insisted that we ask 

her for anything that we required — 

even to run us a bath, if necessary!

The impeccable service in the room is 

also apparent in the rest of the resort. 

As soon as we approached the beach 

— which is magnificent, by the way — 

in search of a chair, a member of staff 

had already laid a towel on the seat, 

followed by another to form a pillow.  

In the blink of an eye, another waiter 

was already asking if we wanted to 

have a drink or something to eat! 

Some excursions are carefully selected 

by the hotel and offered to guests, 

each faithfully following the concept 



of the hotel, to offer an experience 

that’s rich in Mexican culture. 

We had the opportunity to try ‘Natural 

Wonders,’ a guided visit around a 

Maya village at Tankah Mayan Village 

& Cenotes. 

Bookings, done directly via the hotel, 

allow you a more personalized service. 

Our own guide, Caesar, was carefully 

chosen. Indeed, he made sure to 

explain to us the history of the cenotes, 

encouraged us to jump, and showed 

us how to zipline. The view is absolutely 

amazing from up there!

Caesar explained how the villagers who 

live in the area are extremely vigilant 

about preserving their culture. We were 

treated to a traditional Mayan feast:  

the chicken melted in your mouth and 

was accompanied by homemade tortillas 

and a smoked Mexican coffee infused 

with cinnamon – slightly more similar to the 

tea, rather than the coffee, that we know.

To finish this excursion, we went 

canoeing. At one point, we heard an 

unusual growl. Caesar turned around 

and what do you think we saw?  

A jaguar. Yes – there are jaguars there!

Among the amenities offered by 

UNICO are three pools with cabanas, 

three standalone bars, two swim-up 

bars and a cigar bar, in addition  

to five restaurants.

Numerous accommodation options are 

available, from the sea view room or 

beachfront to the 2,357 square foot villa.

Each room on the first floor has its 

own swimming pool, while the upper 

floors have a double whirlpool bath. 

Flat screen displays are oversized — 

55 inches — and high-speed WiFi is 

free. Other on-site facilities include 

a modular meeting and convention 

centre of nearly 12,000 sq. ft., and  

a state-of-the-art fitness centre.

A full-service spa with hydrotherapy 

facilities is also on site with two suites 

and six cabins for couples and 10 

individual cabins. The place is certainly 

beautiful — and care is included in 

your vacation package. The only thing 

that guests will have to cover is the  

20 per cent service charge. Why 

miss out?
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By Marie-Eve Vallières

s there such a thing as too much tourism? Some tourist 

attractions are becoming inevitable victims of their cultural 

heritage. Because of it, they are going to great lengths  

to restrict the number of visitors they allow each day in order 

to both preserve the quality of the place and promote  

a more positive sensory experience. 

The choice between radical capitalism and protection of the 

environment, though, is not as simple as it might seem — even 

in 2017. Analyzing a movement that will only grow in size, the 

World Tourism Organization (WTO) estimates that the number 
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of international travellers will increase 

by 50 per cent from the current level 

by 2030 – to a total of 1.8 billion people.

Aude Lenoir, a strategic analyst at the 

Transat Chair in Tourism, says that “this is 

mainly a problem affecting destinations 

that are affected by mass tourism — for 

example, around the Mediterranean 

basin, small ports of call and large cities.”

She also stresses that, in addition to 

protecting the site, there are a host 

of other advantage to limiting the 

number of visitors permitted in a 

certain place. The most obvious is 

to maintain the quality of the tourist 

offering so as not to negatively affect 

the visitor’s experience, while also 

reducing the risk of visual deterioration 

of the landscape through embarrassing  

infrastructures. 

Incidentally, this would encourage 

visitors not wishing to encounter a 

saturated booking system to travel in 

the off-season, which would have the 

effect of lengthening the season, and 

thereby further inflate the Ministry of 

Tourism's coffers. Gaining access to the 

world’s largest tourist attractions also 

has other less obvious realities that 

travellers and industry professionals may 

not be aware of.
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On one hand, real estate supply remains severely affected by speculation 

caused by short-term rentals more and more popular with tourists; 

this has the effect of exacerbating the shortage of housing and rising 

taxes for residents, which in turn see both their quality of life and their 

identity deteriorate. 

On the other hand, municipalities can continue to exercise tight control 

over the development of infrastructures intended for the mass reception 

of travellers, thus avoiding frenetic evictions and redemptions of businesses 

and land intended for other socio-economic activities.

THE VENICE CASE: Journalist Elizabeth Becker, in her book Overbooked: 

The Exploding Business of Travel and Tourism, also documents the often-

detrimental effects of the dazzling rise in global tourism over the last 

decade, notably citing Venice, where cafés and trattorias are gradually 

being replaced by boutiques full of souvenirs made in China and fast 

food chains, to the chagrin of residents, who have no choice but  

to leave their hometown.

And to those who see a utopia in the combination of an attractive 

tourism for visitors without being harmful to the place in question, Aude 

Lenoir is categorical. "There are ways to satisfy the tourists despite  

the limitations, such as inciting them to travel out of season or valuing 

less crowded places. It is a work of substance that must be carried out 

by the destination, the distribution of the masses and the territories,  

as it was done in New York and which is currently envisaged by Venice, 

for example.”

 
 

 
To impose a maximum number 

of people who can be on a given 

site simultaneously.

 
Require a mandatory entry fee for 

anyone wishing to enter a given site.

 
To limit real estate speculation and 

its adverse effects by prohibiting the 

construction / enlargement of hotels, 

by tightly guiding citizen-to-citizen 

accommodation or by circumscribing 

the presence of secondary residences.

 
 

Entrust visitors to the customs authorities 

responsible for issuing visas, as in Bhutan.

  
Study the quantity of tourists in real 

time using surveillance cameras and 

presence on social networks.
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The growing popularity of the southern 

continent, with its penguins and 

glaciers, will have led to the ratification 

of the Antarctic Treaty in 2011, which 

aims to better regulate tourism 

activity within this extremely fragile 

ecosystem. It is therefore impossible 

for tourists to travel to Antarctica in a 

completely independent way since the  

treaty requires that each expedition 

be conducted by a recognized 

operator and in accordance with the 

requirements of the local authorities. 

Thus, only passenger ships with less than 

500 passengers — one at a time — can 

berth and a maximum of 100 passengers 

can land simultaneously.

This measure, which some other 

destinations would no doubt call drastic, 

not only preserves the delicate flora and 

fauna that flourish there, but also respects 

the significant scientific research being 

carried out daily and guarantees a more 

authentic experience for the visitors who 

have crossed seas and continents to 

get there.

 
Promoters can get their coat: the 

construction and expansion of hotels 

in Barcelona is a thing of the past due 

to the law restricting in a roundabout 

manner the number of tourists who 

can stay in the city. Better known as 

the "Special Tourist Accommodation 

Plan", this law tackles the amount  

of beds available (currently estimated 

at 175,000 (source: The Guardian)), 

both at the hotel and apartment 

paralyzing the issuance of new 

permits. The Catalan capital wants to 

limit real estate speculation, to 

moderate the growth of trades paid 

at the minimum wage and ultimately 

restore Barcelona to the true Catalans 

which total only 1.6 million against  

32 million tourists annually. However, 

the opposition is furious about this 

regulation, and argues that the law 

does not attack the real scourge: day 

cruisers and day excursionists. In fact, 

only 8 per cent of the 32 million visitors 

actually spend the night there.

"These places are not easy to 

implement measures in, with the 

tourism industry generally viewing 

these decisions with a negative eye 

from a financial point of view. For 

many destinations, this is a reality 

that is still at the project stage," 

explained Aude Lenoir. Some avant-

garde places around the world have, 

however, had the courage of their 

ambitions and have already endorsed 

a bill or are in a position to do so.
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The Icelandic Tourism Minister, Thordis 

Kolbrun Reykfjord Gylfadottir, is 

considering imposing a special tax on 

tourists (source: Bloomberg) in order to 

preserve the hinterland which enjoys 

unprecedented popularity. In fact, the 

North Atlantic wild archipelago saw 

its visitors rise from barely half a million  

in 2010 to more than 2.3 million in 2016. It 

is important to note that the population 

does not exceed the 350,000 inhabitants. 

The Icelandic government has even 

tried, unsuccessfully to date, to set up a 

"nature pass" at a cost of $14 for anyone 

wishing to sail in the untamed regions of 

the country, in addition to the charges 

already levied on the accommodation. 

Iceland Tourist Board director general 

Ólöf Ýrr Atladóttir said the solution is 

mainly aimed at preserving the natural 

splendour of the country: "We cannot 

simply continue to welcome growing 

numbers of visitors to a site like Þingvellir 

without thinking, on the one hand, of the 

damage they inevitably cause on their 

way, and on the other hand, of the kind 

of experience they are seeking."

 
Undoubtedly because of i ts 

exceptional heritage on the Adriatic 

Sea — not to mention its prominent 

role in the Game of Thrones series — 

Dubrovnik has recently found itself in 

a surprisingly unfortunate situation in 

terms of tourism...  it’s become too 

popular. Attracting tourists at a rapid 

rate due to its unique topography, 

the small fortified town now restricts 

visitors to 6,000 a day by means of 

surveillance cameras that redirect 

pedestrian traffic once the limit is 

reached; the number is calculated in 

real time and is displayed on the social 

networks of the municipality, even 

suggesting alternatives to unlucky 

visitors literally bumping into the closed 

doors of the five portals. It should be 

remembered that Dubrovnik, which 

measures only 21.35 km2 intramural, 

has welcomed more than one million 

tourists in the first 10 months of 2016 

and that there are currently 20 

tourists for each Dubrovnik (source: 

The Dubrovnik Times & Euronews). This  

is an annual increase of 10 per cent.

 

Rated the most beautiful beach  

in the United States according to a 

poll conducted by the Los Angeles 

Times, this part of Hawaii is closed to 

the public one day a week. Located 

on the shores of Honolulu on the island 

of Oahu, the splendid Hanauma 

Circular Bay is home to an equally 

captivating and sensitive ecosystem; 

this is the very first registration in the 

Marine Life Conservation District. Local 

authorities, pioneers in environmental 

protection, made the decision several 

years ago to restrict access to the bay 

every Tuesday to allow a moment's 

respite to 450 species of wildlife 

(including colourful parrotfish and 

green turtles) and underwater flora. 

It should be noted that the world-

famous Hanauma corals are subject 

to severe bleaching at a rate of 47 per 

cent. Construction on the perimeter of 

the bay is also radically regimented 

to avoid overpopulation of humans 

in a place where nature is and must 

remain the undisputed queen.
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Following the insistent recommendations 

of UNESCO — which even called the 

Inca sanctuary "in peril" in January 2016, 

thus requiring enhanced surveillance — 

Peru's first tourist attraction imposes strict 

measures aimed at decongesting its 

facilities through various reorganizations, 

which will be completed by 2019 for the 

enormous sum of $43.7 million. Since July 

1, all visitors must also take the assistance 

of an expert guide, stick to three clearly 

marked paths and respect the two slots, 

from 6 a.m. to 12 p.m. and 12 p.m. to 

5:30 p.m. Another novelty: the presence 

on the site is now limited to a maximum 

of four consecutive hours.

 
This half-moon shaped, cycladic island 

is planning to make major changes over 

the next few months by changing the 

way it manages the flow of cruise 

passengers. Santorini is the most visited 

Greek island in the Aegean Sea, with 

more than 630 passenger ships sailing 

there each year and a crowd of 10,000 

visitors per day between May and 

September. The country would like to 

limit the number of vessels that could 

anchor in its waters and thus limit the 

number of passengers on excursions  

to approximately 8,000 per day. This is 

a small improvement, given Oia, the 

idyllic village postcard strewn with 

vertiginous volcanic coasts, has only 80 

inhabitants per square kilometre. The 

mayor of Santorini, Nikos Zorzos, has also 

argued that the state has the firm 

responsibility to protect the treasures of 

the Cyclades (source: The Economist), 

alluding to the frantic pace of 

construction of hotel complexes to the 

detriment of the environment, projects 

to which it is fiercely opposed in spite of 

substantial economic spin-offs.

 

Taleb Rifai, secretary general of the World 

Tourism Organization (WTO), strongly 

opposes "tourismophobia", arguing 

that tourism is not the enemy, but that 

it is necessary to to optimize sustainable 

growth. He said that "the harms of 

illegal businesses, the degradation of 

ecosystems or the misconduct of a small 

number of travellers does not mean that 

the whole sector suffers from a lack of 

ethics." It proposes some policies so that 

tourism remains an enriching experience 

for both tourists and their hosts:

• Diversification of proposed 

activities and geographic 

diversification;

• Establishing effective visitor 

management systems;

• Reduction of seasonality;

• Private sector incentives to invest 

in new regions and new products;

• Reduced energy and water 

consumption.

"Let's not lose sight of the campaign 

slogan of the International Year of 

Sustainable Tourism for Development: 

Travel, Enjoy, Respect," said Rifai. From 

an economical point of view, travel and 

tourism are an essential activity: they 

account for 10 per cent of world GDP, 

one in 10 jobs and 30 per cent of trade 

in services.
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Despite the oft-dissuasive airfare, there 

are numerous ways to enjoy Bali and not 

get a minor heart attack once the credit 

card statement comes in after the trip. 

One of these ways is through a group tour.

Several tour operators offer Bali itineraries, 

including G Adventures, GLP Worldwide, 

Goway, Intrepid and Royal Scenic.

Are your clients not too keen on 

group tours? No problem. There 

is one obvious, effortless way for 

Canadian travellers to enjoy an all-

inclusive vacation to Bali — at Club 

Med, no less. Accommodation, meals, 

activities, entertainment are all paid 

for in advance and in Canadian 

dollars for the most carefree, albeit not 

the cheapest, experience possible.

However, travellers who would rather 

explore Bali independently will be hard-

pressed to come across a deal in high 

season. A valuable alternative would 

be to plan for a stay in, say, June or 

November — keeping in mind that peak 

tourist season is July and August — as 

this is when accommodation tends  

to be the cheapest. Real adventurers 

might actually prefer to go between 

December and April in the thick of 

monsoon, when the rice fields will be at 

their most vibrant.

By Benoît Schmautz
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IXTAPA PACIFIC, MEXICO CANCÚN YUCATÁN, MEXICO PUNTA CANA, DOMINICAN REPUBLIC

*Sample price is per adult, based on a 7-night stay on double occupancy in a Club category room at Club Med Turkoise, Turks & Caicos for a departure on December 16, 2017 from Montreal or Toronto, flights and transfers to/from the resort included. Guests must book  
a 7-night stay to qualify. Valid for new individual bookings only for select travel dates with check-in on or after August 24, 2017 and check-out on or before May 5, 2018 and must be booked by October 24, 2017 subject to capacity control and may increase at any time. 
**Free room upgrade is available select weeks at Punta Cana, Dominican Republic From Club Room–near Zen Oasis–Renovated (B) to Deluxe Room–Family, Center (A+)), Cancún Yucatán, Mexico (From Club room sea side (B) to Deluxe room 5∑ (A)), Ixtapa Pacific, Mexico 
(From Deluxe Room–Family, oceanview (A+) to Family Suite–Sea View (S)), Sandpiper Bay (From Club Room Family Bay View (B+) to Deluxe Room (A)), and Turkoise, Turks & Caicos (From Club Room–Couple (C+) to Deluxe Room–Couple (A+)), Columbus Isle, Bahamas 
(From Club Room–Sea View (C+) to Deluxe Room–Sea View (A+)). (1) The first checked luggage per person is free, when flights are purchased with Club Med for Air Canada, Westjet and Air Transat to the Club Med destinations in Mexico, the Caribbean and Florida. Must 
respect the airline company’s luggage policy. This offer is not valid for Westjet flights to Fort Lauderdale. (2) Children aged under 4 years stay for free at our family destinations. Children aged 4-11 years stay at up to 50% off adult price at select family resorts. Children 
aged 12-15 years stay at up to 30% off adult price at select family resorts. For flights that are booked through Club Med, tickets for children must be paid for by the client. Children who are eligible to stay for free must be lodged in the same room as the adults who are 
paying for their stay, or in a connecting room. Blackout dates may apply. Costs associated with Baby & Petit Club Med are at full day rate during entire stay booked. (3) Offer available on select dates at Ixtapa Pacific, Mexico, Sandpiper Bay, USA, Punta Cana, Dominican 
Republic, Cancún Yucatán, Mexico, Columbus Isle, Bahamas, Buccaneer’s Creek, Martinque, Caravelle, Guadeloupe, and Turkoise, Turks & Caicos. (+) Bonus loyalty points are valid with bookings to Sandpiper Bay, FL; Ixtapa Pacific, MX; & Punta Cana, Dominican Republic, 
and based on total value of your booking and will be applied after your stay. To redeem, you must use promo code “DOUBLE” when booking your stay. Bonus points will be automatically added to your Great Member account within 10 days from your return from our resort.  
Once loaded to the account, points will expire within 3 years. Points are non-transferable and have no cash value. Valid for new individual bookings only when booked between 09/4/2017 and 10/24/2017. General Conditions: Blackout dates apply, including holidays and other 
dates. Offer requires a 3-night minimum stay (7-night minimum for Columbus Isle). Available at select resorts. Does not include airfare. Offer is subject to capacity control and may increase or be withdrawn at any time. For Turkoise all guests must be 18 years old and older.  
For Columbus Isle, all guests must be 2 years old and older. Prices include the GST and PST. Club Med is not responsible for errors or omissions. Club Med Membership fees of $60 per adult and $30 per child are additional. Void where prohibited or restricted by law.  
For travel services booked with a Québec Travel Consultant, prices exclude the clients’ contribution to the Indemnity Fund, which amounts to $1 per $1,000 of travel services purchased. Québec permit.

This winter,  
have a sensational 
family vacations  
at Club Med!

Everything is included for hassle-free vacations:  
transport, flights, all day dining, unlimited premium 
beverages, sports & activities, nightly entertainment, spacious 
accommodations, and Children’s Clubs 4 months and up.

7-NIGHT AIR-INCLUSIVE ESCAPES FROM $1,649* PER ADULT/PER WEEK, PLUS PERKS:

FREE room upgrades** 
FREE 1st checked luggage(1)

FREE stays for children under 4(2) 

NO single supplement(3)
DOUBLE Loyalty Points(+)

$1,649*
from

per adult/per week

Book by October 24, 2017, for travel through May 5, 2018.

AIR INCLUDED 

FULLY RENOVATED
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please contact your travel professional. 
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WestJet inaugurated their flight to Belize 

from Toronto Pearson in 2016 — the 

first ever direct route to Belize from a 

Canadian airport. Suddenly, this compact 

Latin country on the border of Guatemala 

became an option for sun-deprived 

travellers from up north.

Belize may not have an abundance 

of all-inclusive resorts, but Canadian 

vacationers can nonetheless benefit 

from a favourable exchange rate 

that paves the way for excursions in 

the incredibly lush nature, that can 

either be enjoyed on foot or from  

a zooming zipline, through caves and 

caverns, via multiple Mayan temples, 

and, of course, from the sea, notably 

by snorkeling over the Great Blue Hole.

The country is wildly different from one 

region to the next. The backcountry 

is filled with outdoorsy adventures 

— including a jaguar reserve — 

while the coast is almost exclusively 

dedicated to leisurely beaches and 

sprawling patios.

It should also be noted that Belize is 

pretty much heaven on earth for the 

diving community. Home to the world’s 

second largest coral reef in terms of 

length, Belize is blessed with an incredibly 

diverse marine fauna from the tiniest  

of fishes to the largest of whale shark. The 

Great Blue Hole is obviously a must-do; 

the underwater cenote is over 1,000 feet 

in diameter and was discovered by the 

illustrious Jacques Cousteau.

Cruise passengers should not overlook 

Belize either. Norwegian Cruise Line 

unveiled its own private island, Harvest 

Caye, just last year; it’s home to a 

seven-acre, sun-drenched, white sand 

beach as well as a 15,000 square-

foot pool with bars and restaurants, 

an entertainment centre and a wide 

range of memorable excursions in 

the Belizean countryside. Some of 

the most intrepid explorers would be 

quick to mention that the best way 

to see Harvest Caye, however, is  

by ziplining over it all and see the jaw-

dropping scenery from a bird’s point 

of view. NCL cruises calling in Belize 

all include a complimentary stop to 

the secluded island just off the coast 

of Central America.

By Benoît Schmautz

Crystal-clear blue waters and sandy 
beaches are plentiful in Belize.
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But the level, compact country isn’t 

nearly as accessible as people might 

think. Travellers going to Cambodia 

better be ready to set aside an awfully 

large portion of their budget on airfare 

— and almost two days in various planes 

across the Pacific and Asia.

The expenditure of time and money, 

however, is the only costly portion  

of the voyage as accommodation 

and restaurants in Cambodia are both 

notoriously affordable. Street food is readily 

available for just a handful of coins while 

a night’s stay in a decent three-star hotel 

will set travellers back less than $30.

Considered by some as the country with 

the absolute best value, Cambodia is 

indeed the kind of place where a three-

service meal at a local restaurant costs just 

$5 and a beer at one of the numerous bars 

charges an almost addictive $1 per bottle.

But backpackers are not the only ones 

to enjoy such incredibly low prices.  

Mid-range and high-end travellers can 

also benefit from moderate charges 

on luxury accommodation considering 

that, in Cambodia, even five-star 

properties are vastly cheaper than they 

are elsewhere in the world.

Some would say, though, that one 

leaves Cambodia much richer than 

when one came for the humanity and 

deep kindness of Cambodians is 

profoundly moving; that’s where the 

real value of Cambodia lies.

By Marie-Eve Vallières One of Angkor’s mythical temples.
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From the fjords and inlets of Patagonia 

to the arid Atacama Desert and the 

heights of the Andes Mountains, Chile 

is an active traveller’s paradise, with 

plenty of chances for kayaking, 

hiking and cycling across the 

unique topography. 

Foodies will also discover plenty to 

tantalize the senses: traditional Chilean 

cuisine is as varied as the land itself,  

with the country’s European and 

indigenous cultures offering their 

respective influences. With more than 

6,000 kilometres of Pacific coastline, 

seafood is a large part of the Chilean 

diet, while the country’s climate provides 

prime grape-growing conditions, rivalling 

neighbour Argentina for the crown of 

South America’s top wine region.

Travellers can also explore the country’s 

culture with various festivals taking place 

throughout the year, from the Carnaval 

Andino con La Fuerza del Sol, held  

in the northern city of Arica in January-

February, to the annual Tirana festival 

every July 16, held in the small town of 

La Tirana.

As if the mainland wasn’t diverse 

enough, Chile also includes more 

than 125,000 square kilometres of 

Antarctica along with one of the 

world’s most iconic travel destinations: 

Easter Island, with its hundreds of moai 

stone carvings.

By Blake Wolfe

Chile’s Carnaval Andino 
con La Fuerza del Sol.

Easter Island, Chile.
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The capital city of San Juan, founded 

in 1521, retains its colonial charm in 

the form of cobblestone streets and 

the fortifications of Old San Juan built 

along its shoreline. Today, San Juan 

is the island’s main tourism centre  

and cruise port.

A U.S. territory (the national currency is 

the U.S. dollar and residents are born 

as U.S. citizens albeit with different 

voting rights), Puerto Rico’s El Yunque 

National Forest is the U.S. Forest 

Service’s only subtropical rainforest, 

boasting hundreds of animal and plant 

species within its 29,000 hectares.

Off the coast of Puerto Rico, the small 

island of Vieques holds a secret which 

reveals itself at night: Mosquito Bay, 

one of Puerto Rico’s three ‘biobays’ 

– and the brightest in the world 

according to the Guinness Book of 

World Records – provides a different 

kind of lightshow for visitors, where 

microorganisms in the water cast a 

bright blue glow, particularly during 

the new moon. 

Puerto Rico’s Arecibo Observatory is also 

open to visitors wanting to learn more 

about space research or hoping to get a 

message from E.T.; in 1974, Arecibo was 

the site from which a radio message was 

sent out in the hopes of receiving a reply 

from intelligent life, subsequently leading 

to the observatory being featured  

in several films and TV series.

And for those looking to unwind with  

a baseball game, America’s Pastime is 

a big part of life on the island, with the 

Puerto Rico Baseball League providing 

glimpses of future Major League Baseball 

stars; notable past players who headed 

to the majors include Roberto Clemente, 

Bernie Williams and former Toronto Blue 

Jay Roberto Alomar.

By Blake Wolfe

Castillo San Felipe del Morro in San Juan, Puerto Rico
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he acquisition, maintenance and 

growth of a sound database is 

not easy. It’s estimated that any 

database loses between 10 and 30 

per cent of its members on an annual 

basis: people who unsubscribe, others 

who change jobs, email addresses, 

move or lose interest, duplicate entries, 

deceased people… no matter the 

reason, a mailing database is therefore 

a living entity that you must maintain  

by aiming to renew constantly.

This is even more true in the era of Bill 

C-28 (anti-spam), which regulates 

practices in the sending of electronic 

communications between companies 

and individuals. Here are five tips to help 

you increase your email databases:

  

Whether it’s on the home page of your 

blog or corporate website, there should be 

an invitation to sign up for your newsletter 

that’s prominent and clear. In other words 

– don’t put this information at the bottom 

of the page, or hidden inside the site. 

Ideally, this invitation should be right up 

there alongside the addresses of your 

social media accounts. 

NOTE: Some people use a pop-up, or 

interactive page that appears as soon 

as you open your home page (or after 

a while on your site). This is a good 

practice to attract more entries — but 

beware! Google now penalizes sites that 

use this kind of tool, especially in mobile 

version where it can’t be easily clicked 

to make it disappear! 

To secure more subscriptions, some 

websites include a box that invites 

visitors to write their address. Often, 

this approach is confusing for the 

user, since it doesn’t show enough 

of the design of the page. Having 

a registration box not only allows 

you to ‘detach’ this from the home 

page – it also allows you to include 

more information about your  

newsletters.

Note: Explain why someone should 

subscribe to your newsletter. Better still 

– if possible, provide a link to an example 

of sent emails.

technology
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This contributes to a more qualified 

database, since visitors know what 

subscribing to the newsletter entails. 

Therefore, fast subscriptions are 

avoided, when people find that they 

are receiving too much.

Travel agencies are increasingly 

present on mainstream social media, 

including Facebook, where consumers 

already exist. Why not use this presence 

to help increase your email databases? 

The retailer Reitmans uses Facebook 

advertising to encourage users to 

sign up for their newsletter, as seen in 

this example. 

The consumer of today will not simply 

give you his email address, unless they 

find a perceived or real advantage  

in doing so. When a person subscribes  

to the newsletter, why not offer them a 

free e-book or a bonus (10 per cent off 

the next purchase) automatically? The 

opposite is also true: if you offer a study, 

analysis, or survey results free of charge 

to readers of your blog, you should ask 

them in the registration form if they wish  

to receive your newsletter, and therefore 

not miss any exclusive offers to come.

NOTE: offering an incentive doesn’t 

mean offering 10 iPads to win while you 

operate a travel agency. The incentive 

should be linked as much as possible to 

your raison d'être while being attractive; 

but, if you offer staggering prices,  

you may only attract people interested 

in your competition. Your opening, 

reading or unsubscribing rates will be 

affected in the process. 

Do you know the phrase ‘Dark Social’? 

It’s not a secret cult, but rather an 

unrecognized phenomenon, which 

means that about 70 per cent of all 

that’s currently shared on the planet 

is not listed! There is a lot of focus on 

Facebook and social media, but 

ultimately, it remains difficult to measure 

all email messages and newsletters 

from friends to friends, and colleagues  

Sponsored ads on Facebook can be an 
effective way of finding new subscribers via 
social media



Frédéric Gonzalo
Conference speaker & consultant 
specializing in e-tourism

to colleagues. This mode of transmission 

is social darkness. So there will always 

be the good old method of sending 

a newsletter to a friend who isn’t 

registered. Is this feature prominently 

displayed on your newsletter?

Note: Don’t assume that all those who 

read your newsletter are subscribed to 

it. If you read a newsletter that has been 

sent to you by a friend, you should be 

able to read a link, and a clickable link 

at the bottom of the page to encourage 

people to sign up for the newsletter. 

All that can be done to make the 

process simpler will be appreciated, 

and contributes to success in terms 

of acquisition. 

Note: Are you putting packages 

forward on your website? Very good. 

Is there a button that allows you 

to share this package via email to 

yourself or a specific email address?  

Very often, I notice a Facebook link, 

that’s all – and again, often there is 

only one link to print the package 

in question! 

It’s also unsurprising that some of  

the most effective campaigns combine 

a viral aspect (for example, referring to 

five friends to increase your chances 

of winning) with a competition linked 

to your package or agency, while 

combining various platforms including 

social media! 

One last thing: Be sure to use a mailing 

management system, such as 

QuickPresse.com, that allows you to 

manage subscriptions over time. This is a 

must, in order to comply with Bill C-28 and 

avoid hefty fines!
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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.

WINDSTAR CRUISES INTO CANADA 

BARCELONA ATTACK

PASSPORT UPDATE

Windstar’s vice-president of sales Steven Kona Simao was in Toronto recently, during which 
PAX sat down with him for an exclusive chat on the brand’s growth in Canada and what 
the future holds for Windstar, including new ships and itineraries. The Seattle-based cruise line 
also recently appointed Canadian travel industry veteran Andrea Mendelsohn as its regional 
sales manager for Canada, who will continue to grow the Windstar name north of the border. 

One Canadian was killed and four injured 
in the Barcelona attack in August, the 
government of Canada has confirmed. Ian 
Moore Wilson, the father of a Vancouver 
police officer, was among those killed when 
a van was driven into a crowd of people  
on Las Ramblas, a street popular with tourists 
in Barcelona. A total of 13 people were killed 
and more than 100 people were injured  
in the attack.

On Aug. 31, the government of Canada 
announced a new option for Canadians to 
identify their gender as ‘X’ on their passports, 
indicating that it is unspecified. Immigration, 
Refugees and Citizenship Canada (IRCC) is 
the first government department to adopt 
the new measure.

SUNWING LANDS ON FP500

The Sunwing Travel Group has been 
included within The Financial Post’s ranking 
of Canada’s top 500 earning corporations, 
marking the first time the company has made 
the list. The FP500 is an annual listing of the 
500 largest corporations in Canada based 
on revenues from the previous year

HURRICANE IRMA

At least 19 people were killed as Hurricane 
Irma continued its destructive path across the 
Caribbean in early September, devastating 
the islands of St. Martin and Barbuda as the 
storm headed toward Florida.

AC LAUNCHES MONTREAL-
TOKYO

Air Canada has announced a new route 
from Montreal to Tokyo Narita beginning on 
June 1, 2018. Flights will operate year-round, 
with daily service during summer peak travel 
and three times a week during the winter, with  
Air Canada's flagship aircraft, the Boeing 
787 Dreamliner.

LONSDALE PROMOTED

Collette has promoted Ron Lonsdale to the 
newly-created role of vice-president for 
Canada. In his new role, Lonsdale will play 
a critical part in influencing sales strategy and 
activities by working closely with partners to 
continue building successful relationships with 
leading travel providers.

CTA HEARING

Air Transat CEO Jean-François Lemay told the 
Canadian Transportation Agency that the 
company bears a "collective responsibility" 
for the experience of passengers in the hours-
long delays of two Air Transat flights earlier 
this summer, during a two-day hearing into 
the matter in late August.

news
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The Mexico Tourism Board gave agents a taste of 
Yucatán at an informational event at Toronto’s 
Old Mill in conjunction with WestJet and Yucatán 
Travel. Pictured, L-R: Kim Barbisan, business 
development manager, WestJet; Karine Fuentes, 
representative, Chablé Resort & Spa; Rosa 
Elena Vermont Ricalde, international promotion 
manager, Yucatán Travel; Cesar Mendoza, 
regional director, Mexico Tourism Board. 

Air Canada, the Japan National Tourism 
Organization and Tokyo Tourism invited guests to 
Explore Tokyo and Tohoku in Toronto. Pictured, 
L-R: Shin Kawai, director, Tokyo Tourism – Canada; 
Hideaki Nakazawa, executive director, Japan 
National Tourism Organization; Rocky Lo, director, 
revenue management & business development – 
Asia, Air Canada.

The travel industry was out in full force for 
TravelBrands’ Fourth Annual Charity Golf Classic, 
held at Eagle’s Nest Golf Club in Vaughan to 
raise funds and awareness for the Labatt Family 
Heart Centre and SickKids Foundation. Pictured, 
of TravelBrands: co-owners Joe DeMarinis, Enzo 
DeMarinis and Frank DeMarinis. 

Irish Taoiseach (Prime Minister) Leo Varadkar arrived 
in Toronto for a business lunch event with travel 
industry members. Pictured, L-R: Ian Duffy, president, 
Royal Irish Tours; Brett Walker, general manager, 
Collette Vacations; Mary Heron, sales and marketing 
representative, Aer Lingus; Leo Varadkar, Taoiseach 
na hÉireann; Denise Heffron, vice president national 
sales and commercial, Transat Tours; of Tourism 
Ireland: Niall Gibbons, CEO and Alison Metcalfe, 
executive vice president – USA & Canada; Luigi 
Iannello, senior director, strategy and business 
development, Air Canada Vacations; Patrice 
Geske, marketing manager, Globus.

Despite stormy skies and a brief downpour, Air France unveiled its Air Bistro Paris 
concept to kick off the 2017 Toronto International Film Festival (TIFF). Pictured 
are Roland Coppens, commercial director, Air France KLM; Mélanie Paul-Hus, 
director for Canada, France Tourism Development Agency; and Marc Trouyet, 
General Consul of France in Toronto.

Over 130 members of the travel industry basked 
in the sunshine at Toronto’s Royal Woodbine Golf 
Club for Skal’s 61st annual golf tournament, getting 
their golfing shoes on for a day filled with fun, prizes, 
sportsmanship and networking opportunities. 
Pictured is Kimberly Hartley, golf chair, Skal.

Kenya Tourism Board welcomed travel partners and 
media to Toronto’s Windsor Arms Hotel for a VIP 
luncheon to showcase what’s new and exciting in 
the country. Pictured is Susan Webb, president, VoX 
International, with representatives and partners at 
the event. 

Transat celebrated the many partnerships which have formed over the company’s 
30 years with the kickoff of the 2017 Sun Training Academy series in Toronto in 
early September. (From left) Sal Buccellato, national accounts director, Bahia 
Principe; Michael Price, partner, Quadra Innovations Group; Denise Heffron, 
VP – national sales & commercial, Transat; Nicole Bursey, commercial director, 
Transat; Dan Prior, sales manager – Ontario & Atlantic Canada, Transat.
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PAX got an exclusive look at Hong Kong Airlines’ new Canadian office in Vancouver, which opened 
in August following the airline’s inaugural Hong Kong-Vancouver flight on June 30. Of Hong Kong 
Airlines: David Wei Du, sales manager; Benjamin Li, general manager; Gretl Chow Leung, marketing 
& branding manager; Ernst Flach of PR firm Wagstaff Worldwide.

Tourism Texas hosted 13 agents at a breakfast briefing this week in Vancouver, bringing the group 
up to date on the latest tourism offerings in the Lone Star State. Lea-Ann Goltz (pictured above),  
of VoX International which represents Tourism Texas in Canada, brought the group up to speed 
about the latest tourism statistics.

More than 300 agents attended the sold-out Air Canada Vacations’ DreamMakers event in Vancouver, 
featuring a trade show with ACV’s partner suppliers and much more. Of Air Canada Vacations: 
Marigold Frontuna, George Platanitis, Martha Dela Torre, Nino Montagnese, Katie Olsson, Ravi 
Maheshwari.

AC ADDS 3 YVR FLIGHTS

Air Canada has announced three new flights 
from Vancouver with new services launching 
June 2018 to Paris and Zurich, and the start of 
year-round flights to Melbourne. In addition, 
Air Canada is increasing its non-stop Delhi 
flights from Vancouver with up to five times 
weekly service for the 2017/2018 season.

KENMORE CHARGED

Consumer Protection BC has issued 
administrative penalties totaling $1,500 and 
a compliance order against Kenmore Travel 
Group Inc., a licensed travel agency based  
in Vancouver BC, for violating BC’s Travel 
Industry Regulation (TIR). Kenmore Travel Group 
Inc. was also ordered to reimburse Consumer 
Protection BC partial costs for the inspection in 
the amount of $750 within 30 days.

WJ ULCC SEEKS HOME

WestJet is considering basing its incoming 
ultra-low cost carrier outside of Calgary, citing 
locations which could allow the airline to take 
advantage of “lower-cost markets.” WestJet 
president and CEO Gregg Saretsky stated 
that head office staff for the ULCC (scheduled  
to launch next June) are currently being hired 
and will move into a small office location 
separate from that of the main fleet.

VIA PARTNERS WITH CCAB

VIA Rail Canada has announced that it has 
entered into a partnership with the Canadian 
Council for Aboriginal Business (CCAB), part 
of its commitment to Indigenous communities. 
The partnership is intended to forge closer 
ties with members of Canada’s Indigenous 
communities and their businesses.

THE FINAL STRAW

The Sheraton Maui Resort & Spa is the first resort 
in the Hawaiian Islands to take a stand against 
single-use straws. Guests who wish to use a straw 
can still do so, but by using a paper-based 
alternative that is easily bio-degradeable.
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Casablanca, you’ll 
never forget it.  
Discover Casablanca, where rich history meets urban sophistication. Get there now with
year-round flights with Air Canada Rouge and enjoy the comfort of our stylishly designed 
cabins, access to streaming in-flight entertainment and complimentary hot meals. Plus, two 
checked bags free of charge. Treat yourself to our Premium Rouge cabin and enjoy more space 
and legroom, premium meals and beverages, priority check-in and boarding.

For more information, visit aircanada.com
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