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10 TO TRAVEL IS ALL YOU NEED!Groups

New bookings only. Subject to availability at time of booking. Subject to change without notice. Flights operated by Air Canada or Air Canada rouge. For applicable terms and conditions, consult the 
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and completed by Apr. 30, 2016, and for travel from Nov. 1, 2016 and completed by Apr. 30, 2017. 4Conditions apply. Details at aircanadavacations.com. ■ ®Aeroplan is a registered trademark of Aimia Canada Inc. 
®Air Canada Vacations is a registered trademark of Air Canada, used under license by Touram Limited Partnership, 1440 St. Catherine W., Suite 600, Montreal, QC. 10031
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$350
SAVE

per 
adult

for NEXT WINTER TRAVEL3

Travelling
somewhere sunny
with 10 PEOPLE,
INCLUDING KIDS1? 
Go as a group and

Earn 1,000s of Aeroplan® Miles

Get FREE SEAT SELECTION 
for groups of 20 passengers
and more

Get FREE NIGHTS at 
participating resorts4

KIDS included in GROUPS

Connecting fl ights from 
66 CANADIAN CITIES

Stay from 
3 TO 30 NIGHTS

Leave on DIFFERENT DAYS 
of the SAME WEEK

MORE ADVANTAGES

$250
SAVE

per 
adult

for SUMMER TRAVEL2

Book by February 28
Includes No Fuel Surcharge Discount

Call 1 877 752-7710           aircanadavacations.com/agents
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This edition PAX magazine is the 

first of 2015 and rest assured that 

throughout the next year, we will 

continue captivating readers with 

our coverage of hot industry topics. 

Our team is growing and we will be 

hitting the ground running, continuing 

to deliver the best business and travel 

news across Canada.

On our three websites, you that the 11th 

edition of our Awards of Excellence is in 

full swing. The process calls on readers 

to nominate worthy candidates in the 

following categories:

- Travel agent of the year

- Reservation agent of the year 

- Representative of the year

- Rookie of the year

- Personality of the year

From there, travel professionals will 

come together and vote for their top 

choices, and five lucky nominees will 

be named winners. 

While these awards bring only a handful 

of the numerous worthy candidates to 

light, PAX recognizes the professionalism 

of travel industry personnel in all roles 

who are working hard to maintain and 

grow their respective businesses - it’s a 

competitive and demanding space to 

be in, yet look at the resilience! 

While it’s nice to be recognized, as we 

continue through 2015, let’s challenge 

ourselves to be the best we can be 

in our personal and professional lives, 

and strive to make the most of each 

interaction and opportunity.

We are each truly blessed to be part 

of such an exciting career path and 

should never take this for granted. 

As always, I invite you to contact me 

with your thoughts and comments.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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True or false: Your New Year’s resolutions 

for 2015 are long gone and forgotten 

by now. If you answered true, you’re 

among the vast majority (an estimated 

80 to 90 per cent) of the population 

who make these annual goals that 

for one reason or another, eventually 

fall to the wayside. We’re creatures of 

habit after all, and regardless of that 

burning desire for self-improvement, 

it’s just easier to stick to what we know. 

Beyond that, we often set the bar too 

high and get discouraged when results 

aren’t immediately evident so as a 

coping mechanism, we just grab a 

bowl of ice cream and throw in the 

towel. 

To disrupt this pattern in behaviour, I’d 

wager the best solution is to implement 

the KISS principle (you know, Keep It 

Simple, Stupid), which in reference to 

goals or resolutions, really just means 

working on small achievements that in 

the end, could have a greater impact; 

it’s about getting down to basics.

We talk a lot about the value of 

relationships in PAX magazine - 

admittedly, it’s a resounding theme, but 

as we profile travel industry executives, 

they all stress the importance of this 

element of business. 

In our cover story, Air Canada’s 

Duncan Bureau, vice-president, global 

sales, says that the first relationship an 

employer must pay mind to is that with 

its employees; making this a positive 

one will have a domino effect on 

employee performance, therefore 

customer satisfaction, which translates 

into loyalty, equaling sales and so forth. 

It’s so simple to pay a compliment or 

express gratitude and appreciation, 

and the impact that can have on 

someone’s psyche is immeasurable. A 

2014 study by the University of Warwick 

showed that happier people are about 

12 per cent more productive. And 

bringing positivity into relationships 

- whether personal or professional - 

costs absolutely nothing, so what do 

we have to lose?

With that bit of inspiration, I send you 

off to enjoy the following pages of 

business insights and strategies. This 

month’s features include five steps to 

a successful digital marketing strategy 

provided by Ryan Slight of Interactive 

Travel; a look at trends in group travel 

plus destinations travel options which 

are booming for this market segment 

such as The Cosmopolitan Las Vegas 

and Riviera Nayarit; and we speak one-

on-one with some of the country’s top 

destination wedding specialists.

In addition, we catch-up with Club 

Med Canada about expanding brand 

awareness beyond its traditional 

market of Quebec, and how they are 

doing so successfully.

Happy reading!

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com



Email: bookings@andersonvacations.ca

1.866.814.7378
www.andersonvacations.ca

TOWERING. RUGGED. SPECTACULAR.
The award-winning Rocky Mountaineer train takes guests on an inspiring, all-daylight journey through the Pacific 
Northwest and the Canadian Rockies. Offering five unique rail routes, world-class service, gourmet cuisine, and 

breathtaking scenery, Rocky Mountaineer creates a truly unforgettable travel experience. 

Special: Earn an extra 10 Anderson Vacations Loyalty Points 
when you book Rocky Mountaineer through Anderson Vacations 

during the month of February. Coupon code: AVPAX10

PHOTO CREDITS: ROCKY MOUNTAINEER

SilverLeaf Service GoldLeaf Service

Terms and conditions: Booking must be at least 2 days and 1 night inclusive to be eligible for Bonus Rewards.
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Club Med’s Jacinda Lowry, national sales director; Carolyne Doyon, vice-president, Canada; and  Marine Kaysen, marketing & communication manager

setting the stakes

Terrilyn Kunopaski



For the best travel industry news : PAXnews.com10   PAX

W hen it comes to Club Med, you might call its 

relationship with the Quebec market somewhat 

of a love affair.

The resort brand has had a commercial office based in 

Montreal since 1978, and la belle province represents more 

than 65 per cent of its Canadian business. It’s an area they 

have been capitalizing on for years, leveraging the links 

between the province and its roots.

“We have a saying,” says Club Med Vice-President Carolyne 

Doyon. “‘If Club Med hadn’t been invented by a Belgian 

gentleman, it would have been invented by Quebecers.’ 

That’s because of our ‘joie de vivre’, friendliness and  

way of loving life, as well as our language. All of this, together 

with Club Med’s values, is a natural fit with Quebec.”

As the company has expanded its resort portfolio across  

the globe, they have also been working to increase product 

awareness beyond traditional markets, especially focusing 

efforts on the Greater Toronto Area and Ontario as a whole, 

plus key partners in Atlantic and Western Canada.

The task has proven to be a challenge but by dedicating 

the right manpower and marketing investments, results  

are starting to flourish; this winter, Club Med has witnessed 

a 20 per cent uptick in bookings from the Ontario market 

versus the year prior. Meanwhile, ski vacations have grown  

20 per cent as well, and group bookings in the GTA, more 

than 80 per cent.

“There’s so much more room for growth and it’s  

very encouraging,” says Jacinda Lowry, national sales 

director. 

To be successful in growth efforts for the Canadian market 

overall, executives admit that such as the travel industry’s 

perception of what the Club Med brand represents. 
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For one, contrary to popular belief, English is spoken 

throughout the resorts, Doyon says, and secondly,  

while the brand is very family-oriented, it is often  

perceived as a “party place for singles,” which no longer 

rings true.

“Although kids’ facilities and programs are one of  

our strongest selling points, sometimes in the GTA, people 

still think we’re in the ‘80s,” she admits. “There’s a part  

of the evolution of the product that just didn’t follow.  

This is where we have to take a step back and say,  

‘This is how we were in the 1980s but as of 2004, we did 

a big switch – we became upscale, we cater to families  

and the majority of our portfolio is Four Trident. The level of 

comfort has evolved, the product itself has changed and we 

have grown with our clients.’ It’s all that brand perception 

that they had of Club Med before that we have to bring 

up to date.”

To be effective in this respect, one strategy has been to 

partner with “the right agencies” to share this message.

“We learned in the past that when we try to be everywhere, 

we get nowhere,” Doyon says.

“It’s really to work with niche agencies who have the 

right clientele,” elaborates Marine Kaysen, marketing and 

communications manager. 

As such, Robert Ruttan, business development manager,  

is dedicated to building and nurturing relationships with 

travel agencies in English Canada, with the support  

of Lowry, who is also spending more time outside of  

Quebec. 

“As you know, relationships take time and with Robert and 

Jacinda being more visible in the market, in time we’ve  
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seen the results,” the VP says. “That was the key to 

penetrating the Ontario market.”

Demonstrating a commitment to building these relationships 

are Club Med “Shop In Shops,” five of which have  

come to exist in Quebec over the past three years and 

others that are soon to appear in Ontario as well. The 

concept is a dedicated space within select storefront travel 

agencies promoting the Club Med product, with certain 

guidelines to follow.

“Travel agencies are key to us,” Doyon explains. “We  

want to grow with them – they’re our ambassadors.  

What we want to do with the Shop In Shop is tell the travel 

agent community that, ‘We’re committed to you – we want 

to grow with you and invest in you.’”

Also aiding in growth efforts is eliminating travel agent 

concerns that Club Med is not always easy to do business 

with by improving efficiencies as necessary.

“We realized that what the market is looking for is a one- 

stop shop. They want all the services in one place,” Doyon 

says.

To support that transition, an example is its partnerships with 

tourism boards and airlines, well illustrated with access to 

their property in Columbus Isle, Bahamas.

“Right now, we have a charter from Montreal to  

San Salvador on Saturdays but after that, you have to  

schedule a flight out of Bahamas with Bahamas Air, so it 

can be difficult to get there,” Doyon says. “We were able to 

partner with Air Canada to schedule flights at a time when  

we can have feeders from other markets. Now people  

from Ontario, flying out of Toronto and Ottawa, can 

connect to that Montreal flight without overnighting in a  

seamless process; bags are checked all the way through 

with no problem and from across the country.” 



“Travel agents appreciate the fact that they don’t have 

to go and do everything themselves one by one. It’s a 

seamless booking process.”

Doyon says that at this point in time, Club Med has no  

interest in establishing contracts with traditional tour 

operators, (“Right now, we’re not interested in that,” 

she says), a noticeable difference compared to its main 

competitors in the marketplace.

But they continue with a strategy that involves  

providing partners with the right tools and education so 

both parties can be successful. For example, offline and 

online resources are available on clubmedagents.ca,  

including a toolkit for every promotion and product 

launch, flyers, e-blasts, and photos and video that can be 

embedded in an agency’s website.

One of the key education messages for the trade  

focuses on four points of growth, such as offerings for groups, 

ski and golf, which Lowry says are being emphasized in  

the Canadian market, plus the air-inclusive product 

available from both Montreal and Toronto.

In the end, Doyon says, the success they’ve witnessed 

so far has come down to having the right team in place, 

selecting the right partners, listening to the marketplace 

and being adaptable. 
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technology

L et’s face it, the majority of marketing campaigns 

are painfully unsuccessful in reaching their target 

audience. More and more people are fast-forwarding 

commercials and tossing junk mail in the recycling bin.

As consumers increasingly rely on the Internet for their 

travel planning before paying a visit to a travel agent, it’s 

important that the various segments in the marketplace 

stand-out – whether we’re talking about a destination, tour 

operator or travel agencies.

Marketing your travel products and services online provides 

many advantages over other traditional channels given  

the abundance of data being collected from peoples’ 

browsing habits. It also allows you to gain immediate 

feedback on the effectiveness of your message and 

targeting efforts.

Here are five tips to ensure you are making the most of new 

technology and stretching your budget:

The old school way of consumer targeting, still commonly 

employed in travel, is to determine where you think 

you’re audience visits and buy media space with that  

publisher. You are not only paying too much – you are 

also wasting a lot of budget marketing to people who will 

see your ads – but  will never buy your products because  

they aren’t your target audience. Programmatic buying 

allows you to spend your valuable budget targeting 

only a very specific group of Internet browsers and this  

can be qualified by many variables, including age, interests, 

location, income, education, sex and more.

Travel industry companies are terrible at this. Typically, 

marketing departments produce a brochure or other 

creative assets and then proceed to blindly thrust it upon 

the perceived target audience until the next batch is ready 

to go. Marketing without reflecting on data and feedback 

is a waste of resources, and worse, could irritate your target 

audience. If something isn’t working, retire the idea and 

focus instead on more effective practices.

“Getting social” doesn’t mean setting up a Facebook 

account and blowing your whole budget sending pushy 

ads to the masses. Try to focus on driving viral activity; great 

opportunities exist in open dialogue with your customers. 

Listen and learn. Socialize! Don’t be a business, be a human.

Research proves that it will take multiple positive touch 

points before customers pull out their credit cards or pick 



*Rate is per person, cruise only, based on double occupancy, in CAD, for an inside cat. IE, on the November 22, 2015 departure, roundtrip from Barcelona. Taxes of $111 per person are 
additional. Onboard Credit offer is per stateroom, in USD, available in any category. Promo code ‘’ENCORE $50 OBC’’ must be booked. Offer is applicable to new individual bookings only. 
Valid on select Europe 2015 sailings. Category indicated above is subject to availability. Bookings must be made at least 90 days prior to departure . Not combinable with any other cruise 
line offer/promotion. Offer can be withdrawn at anytime without prior notice. All references to Norwegian Cruise Line are: © 2015 NCL Corporation Ltd. All rights reserved. Ships’ Registry: 
The Bahamas and United States of America. Encore Cruises is a division of Thomas Cook Canada Inc., 75 Eglinton Avenue E., Toronto, ON M4P 3A4. For full terms and conditions, see www.
encorecruises.com. Encore Cruises Permis du Québec #702734; Ontario Permit #50012702 and #50010226; BC Permit #3597 | A6035

7-NIGHT  
WESTERN  

MEDITERRANEAN

INAUGURAL  

EUROPE SEASON 

As low as   

$609*

F r o m  M a y  t h r o u g h  N o v e m b e r  2 0 1 5

 NORWEGIAN EPIC 

BONUS!  

RECEIVE A $50  
onboard credit per stateroom

up the phone to book. Nothing is more valuable than 

prospects who visit your website or read your content 

regularly.  Employ a strategy to nurture your current customer 

base with a compelling e-mail marketing campaign and/

or a retargeting strategy.

  

If you see a boost in sales during the winter, you should 

be planting the seeds in the fall. Travel planning always 

precedes travel purchasing and they require different 

messages. Employ a strategy of targeting your audience 

with creative assets or content that will help them  

dream of and desire your product. As you approach your 

peak selling months, change your strategy to include a call- 

to-action, helping to tempt your audience to buy. Don’t 

ignore these cycles or you won’t be serving the right message 

at the right time. This is critical to increasing your conversion 

ratios and maximizing your return on investment. 

Ryan Slight has been the Director of Marketing at Interactive 

brands since 2011. Since then, he has worked with many tourism 

boards, airlines, major hotel chains and tour operators to develop 

and deploy digital marketing strategies that drive measurable 

returns from marketing budgets.  Ryan is a firm believer that travel 

marketing should be driven by data, not hunches and trends.  He 

has studied international business, e-commerce and marketing, 

and has applied this background while working in several different 

regions of the world.



Kris Plachy is the CEO of Leadership Coach, 

Inc., a boutique coaching and leadership 

development firm committed to upleveling 

the coaching skills and conversations we have 

as leaders. Learning is an activity; changing 

as a result of what we learn is a choice.  

www.leadershipcoachinc.com.
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Unlock the cultures 
of Europe in 2015

visit www.trafalgar.com
Call 1-800-387-2680

Our Insider perspective is one way we 
make dreams come true. It opens up 
your understanding of a destination.

And the way we take away the usual 
travel hassles, like skipping lines with 
VIP entry. Our guests say it helps them 
see and enjoy more of their vacation.

Britain and Ireland Highlights
Regional Explorer
11 Days $2,243** per person 

Marvel at the diversity of Britain and Ireland, 
from the engineers to romantic poets. Admire
thoroughbred horses and learn the history 
of the National Stud Farm on a private 
guided walk.

Italy Bellissimo
Country Explorer
12 Days $3,020** per person 

Savour the old-world beauty of Venice, 
Florence, and Rome in a relaxed exploration of 
Italy. Visit Pompeii, and imagine the streets full 
of life hours before Mount Vesuvius erupted.

Terms & Conditions: *Save 7.5% when you book your Trafalgar 2015 Europe & Britain guided vacation now and pay in full by February 26, 2015, excluding city breaks, East Mediterranean and Cruise itineraries). Discount applies to the land 
portion of the tour price only. Valid on new bookings only, made between January 16 – February 26, 2015. Early Payment Discount is not valid on all vacations and/or departure dates (blackout dates apply) and savings amount will vary by 
itinerary and seasonality. Discount can be combined with other brochure discounts where applicable and only applies to vacations featuring the ‘Early Payment Discount’ in the price panel. Discount is not combinable with other time-limited 
land o� ers. Subject to availability and o� er may be withdrawn at any time without notice. Other conditions may apply. **Sample savings of $1,294 per couple is based on the European Supreme, departing Aug 3, 10 & 17, 2015. **Prices are 
per person land only, based on double occupancy for the following departures – Britain & Ireland Highlights – April 9, 2015; Italy Bellssimo – July 8, 2015. Refer to brochure for other dates and rates.

33 Kern Rd, Toronto ON M3B 1S9TICO # 1583987W. 

SAVE 
UP TO

$1,294*
PER COUPLE

Book your clients today to save them 7.5%!* 
Here are 2 of our most popular itineraries:



trends

Lindsay Kyte
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V acations can turn into the opposite of “rest and relaxation” 

with the planning, booking and stressing about financial cost. 

More and more, travellers are leaning towards group travel – 

whether it be a getaway with girlfriends or touring the world with a 

group of “soon-to-be-friends.” Here are some of the hottest trends in 

travelling with groups from six to 6,000:

1. Learning & immersion vacations 

Beyond booze and the beach, many travellers want a “reason” to visit 

a location – an experience they can take back home that enhances 

their day-to-day lives. For this reason, vacations that encompass a 

learning element are becoming increasingly popular, whether it be a 

class or an experience centered around group participation. Cooking 

or language classes, educational talks and learning native dances 

or handicraft skills all score high on journeys visitors can start abroad 

and continue at home.

Local immersion is also a hot trend in group travel. Some visitors 

want to get to know a culture beyond its tourist attractions. Barbara 

Norton, general manager groups, Goway Travel, says groups now want  

more “out of the coach,” unique, hands-on experiences included in 

itineraries such as behind-the-scenes visits, home stays, home-hosted 

dinners and meeting the chief or village elders in a destination. Some 

also want to leave a place better than they found it through group 

travel involving volunteering, building schools, rehabilitating wildlife 

or planting trees. 
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2. Short, scenic & so luxurious

Group travel is no longer just a big bus tour stopping to snap pictures 

of celebrity homes. These days, some group travel tends to be on the 

smaller size, with many in the 10-18 person range. Smaller sizes mean 

access to many attractions that wouldn’t be able to accommodate 

bigger groups, in addition to other benefits. 

Small groups want to be up-close-and-personal with their environment, 

which is why river cruises have gained so much popularity. Smaller 

vessels can travel into more remote locations, in between mountains 

or icebergs, and can dock places large cruise ships wouldn’t be 

able to fit. This means more adventure, more personal service from 

guides and staff, and more photo ops for smaller groups travelling 

on river cruises. For land travel, trends indicate that smaller groups 

tend to favour train travel over coach travel, which often allows for 

a smoother, more scenic voyage.

In addition, shorter itineraries (10-14 days) to unique destinations 

are becoming more popular. Options such as Papua New Guinea, 

Bhutan, Borneo, Iceland, Antarctica, Mongolia and Croatia/Slovenia 

are hot ticket items for small group travel.

Luxury travel, especially in the 45-plus age group, is also on the rise. 

Boutique hotels, activities that involve the finer things in life and 

cuisine to please foodie palettes are now all on the menu when 

booking small group travel for this market. And for groups in the 

18-35 range, “fast-paced, multi-country trips are really popular for 

the upcoming year,” says Erica Adelson, public relations, Contiki 

Canada. “It’s definitely a function of millennial travellers’ unique 

wants and personalities – they are worldly, curious and hungry for 

life-changing experiences – so it only makes sense that they love 

trips where you can see and do it all.”

3. Interest-based vacations

Many groups connect on an interest-based level. Group travel can 

encompass like-minded people embarking on wine and culinary 

tours, music festival tours, bird-watching vacations, sporting events 

and faith-based group travel.

Wellness vacations centered around yoga, spa treatments and 

nutrition have also grown in popularity, with many options which start 

a wellness plan that can be continued upon returning home. And 

for those looking for outdoor adventure, there’s opportunity abound 

to satisfy those with a drive to exercise.

“We’ve seen a rise in active tours – hiking, trekking, cycling 

and multisport,” says Tim Chan, public relations manager,  

G Adventures. “This can be attributed to the popularity of healthy 

living and travellers’ desire to maintain their healthy lifestyle while 

vacationing. People want to maintain their fitness momentum and 

not give up their fitness routine. Furthermore, there’s a strong sense 

of accomplishment that’s often associated with active travel. There’s 

Courtesy of: G Adventures
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no doubt that summiting Kilimanjaro or conquering the Inca Trail are 

achievements.”

4. Family-centric group travel 

When it comes to families, a vacation can either be a way to bond 

or a way to take a bit of a break. The travel industry is seeing trends 

in both areas for group travel. For bonding, Grandma and Grandpa 

are now along for the ride and wearing the Mickey Mouse ears in  

the pictures as multi-generational travel has become increasingly 

popular.

Aunts, uncles, cousins and friends also join in the fun as destination 

weddings continue to become a stress-free option. The bride and 

groom pick a place and most often, the resort offers a package 

that takes care of the rest. Guests enjoy both a celebration and a 

vacation with loved ones – and if it’s a more tropical destination, 

there’s always the option to swap tuxes for swimming trunks and 

bridesmaids’ dresses for bikinis.

Or maybe it’s just a little “me and my friends” time a group is craving. 

For travel that leaves family responsibilities behind for a little while, 

“girlfriend getaways” and “man-cations” are options many travel 

experts recommend. Swim, sip, golf, giggle or combine any of the 

other trends in group travel with spending some time with a “family 

of friends” – packages that cater to a pack of pals are available 

through numerous companies. 

5. Meetings & convention vacations

Whether it’s for a business convention, faith-based group or a club of 

hobbyists, group travel often involves “MICE” (Meetings, Incentives, 

Conferences and Exhibitions), tourism dedicated to planning, booking 

and facilitating conferences, seminars and other events. Not only 

do experts in this field handle the elements of the event itself, travel 

planners in this area have seen a rise in demand for activities that 

involve the trends listed above. No longer do conference attendees 

want to go from the boardroom to the bar; group travel in this area 

must satisfy a demand for local cuisine, city tours, golf, shopping, 

immersion into local culture and activities that may serve as team-

building and bonding for the groups. 

The events themselves have seen changes as well. Experts in this field 

have seen a demand for more innovative meeting spaces within 

conference centres, non-traditional meetings spaces such as outdoor 

facilities or aquariums and seating arrangements more conducive 

to communication. The MICE market is also seeing more demand for 

mobile apps centered around events, as well as easily-updated social 

media platforms. The destination for holding an event is also key, as 

group members may want to add on days for personal vacation. 

All in all, whether travelling for business, pleasure, bonding or a break, 

group travel these days is more interesting, innovative and immersive 

than ever before. 

Courtesy of: G Adventures

Courtesy of: Goway Travel 

Courtesy of: G Adventures

Courtesy of: Opal Collection
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Planning a wedding has never been easier!
Let Meliá hotels, Cuba’s wedding and honeymoon specialists,  
and Transat Holidays help plan your clients’ magical day in no time.

For a most romantic wedding in an idyllic location, choose Meliá Hotels International Cuba and Transat Holidays.

Getting married surrounded by family and friends, at one of Meliá’s magnificent hotels in Cuba, while enjoying a wide array of  
services and amenities designed to make their special day absolutely unforgettable… it’s what every bride and groom-to-be wish for!

15 Meliá properties have been chosen to be part of our wedding collection, each one selected for its special location, romantic 
setting and excellent value. Clients travelling with a group of guests can also benefit from one of the most complete free wedding 
packages available in the Caribbean!

A Meliá wedding specialist based in Canada will assist you in English or French in the planning of your clients’ wedding. On site, 
Meliá’s wedding coordinators handle all the details to ensure a stress-free ceremony, allowing the couple to fully enjoy each moment 
with their guests!

Meliá hotels in Cuba are known for their weddings because of their free wedding packages – available for as little as 12 guests  
at a Paradisus hotel! Several Meliá wedding packages are on offer, including two complimentary ones, with a minimum number  
of guests:

►  Free wedding package at Paradisus hotels (12+ people): Couples benefit from the most comprehensive wedding package in the 
Caribbean and get to exchange their vows in a decorated gazebo or on a splendid beach, to the sound of the waves and  
ocean breeze.

►  Free wedding package at Meliá (17+ people) and Sol (25+ people) hotels: Couples benefit from a wide array of services and 
amenities to make their big day the most exciting and unforgettable of their lives together.

►  Memorable wedding package (with few or no guests): This wedding package allows couples to say their “I do’s” in a lush tropical 
setting, and at little cost.

With Transat Holidays, clients also get:
►  Price Promise for groups
►  Reduced deposit for groups
►  No-deposit weddings for wedding groups
►  Voucher for future travel
►  Air Transat airline wedding advantages

And you get:
►   The chance to surpass your group sales quota
►   Unlimited Bonbon rewards for all group bookings!

Free honeymoon package at Meliá hotels in Cuba  
Clients looking for a place to spend their honeymoon will be delighted by the wide 
choice of Meliá hotels in Cuba, for every budget. Meliá’s wedding coordinators will handle 
all the details of your clients’ honeymoon stay by allowing them to enjoy  
each and every special moment to the fullest!

Visit transatholidays.com

►   More flexibility 

►   More savings

►   More availability 

►   More advantages 

Exclusive to  
Transat Holidays:
At the Meliá Cayo Guillermo 
Elegance Club and Meliá Las 
Dunas, the date and time of  
the wedding are confirmed  
upon booking!

advertorial
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pax people

Terrilyn Kunopaski & Blake Wolfe

Once deemed a trend which was soon to pass, the destination 
wedding market has seen much growth in recent years as 
more Canadian couples opt to say “I do” in exotic locales 
over more traditional ceremonies closer to home.

That growth has been accompanied by an increasing number 
of travel professionals specializing destination weddings, and 
while some offer such services as part of a diverse portfolio of 
travel product, others have chosen to make it the core of their 
business.

Here are five Canadian destination wedding specialists, along 
with their stories and advice for success in this expanding 
travel industry niche.
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“A labour of love” is how Tara Soloway 

of LUXE Destination Weddings describes 

the origin of her company – the first step 

into the travel industry for both her and 

her husband/business partner Matt. 

In fact, the company, now in its tenth 

year, was born while the couple were 

planning their own destination wedding 

in 2005.

“LUXE was our first foray into the travel 

industry – we both came from completely 

different career backgrounds,” she 

recalls. “The business was created out of 

love, hard work and an entrepreneurial 

spirit. It was also a lot of good timing 

due to a changing online climate in 

the travel and wedding industries... A 

destination wedding is a pretty magical 

formula: gathering your favourite family 

and friends plus a fabulous vacation to 

get married equals a once-in-a-lifetime. 

We took a chance and the business 

grew quickly.”

Specializing in sun destinations in Mexico 

and the Caribbean, LUXE also puts 

together honeymoon packages and 

has recently created its LUXE Family 

Vacations “as a way of keeping up with 

the changing lives of our clients.”

“Since joining the Sunwing Travel Group, 

we’ve continued to develop and grow 

our expertise in destination weddings 

for the Canadian market and beyond,” 

she points out.

The demand for destination weddings 

has grown both in size and sophistication 

since LUXE began – quite the opposite 

of the “passing trend” which Soloway 

says the market was described as at 

one point. She explains that availability 

of flowers, decor and local vendors has 

increased in all of the popular wedding 

destinations and with the growing 

presence of social media (Soloway 

cites Pinterest as a key platform),  the 

planning process has become more 

interactive.

“Clearly, that hasn’t always been the 

case,” she notes of the assessment of 

destination weddings as a fad. “The level 

of investment that all of the major hotels 

have made in destination weddings is a 

testament to how important weddings 

have become in the group travel 

market.”

As for secrets to success, Soloway 

offered the following:

“Number one: stop and think, don’t just 

do. Before you just go through every 

day in a reactive manner, take a few 

moments to think about each situation 

and conversation and act accordingly. 

Also, just be yourself! Clients are always 

so refreshed to speak with someone 

who they can relate to versus dealing 

with a robot who is just filling a seat. 

Consumers – particularly millennial 

brides and grooms – are smart, and it’s 

important to be on your toes, looking to 

innovate rather than chugging along 

for the ride... It’s important to know 

the product well, and be aware of 

the constant changes happening at 

the hotels. Also, develop relationships 

with your contacts in destination who 

will help you out in those emergency 

situations.” 
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For brothers Michael and Matthew Babiak, travel is in their 

DNA: their father owns several travel agencies and their 

mother is a veteran Air Canada flight attendant.

With the establishment of NOW Destinations in 2011, the 

brothers saw immediate success and in 2012, NOW Destination 

Weddings was formed to capitalize on the increasing 

popularity of this particular market niche.

“After much research, we found that destination weddings, 

honeymoons, and luxury getaways were an exploding 

market, but lacked travel design experts,” Michael says.  

“At Now Destinations, we handpicked the best travel  

design team, launched one of the most talked about travel  

sites, and in our first year, planned more than 20 lavish 

destination weddings. He says that hundreds of couples each 

year choose NOW for both weddings and honeymoons, the 

core of the company’s business. 

The market potential combined with the few dedicated 

professionals in the destination wedding niche led the 

company to expand into this segment, Michael explains.

NOW has since moved into other niches such as spa & wellness, 

river cruising, adventure vacations and luxury villa vacations.

According to the brothers, “nearly a quarter (24 per  

cent) of couples opted to host a wedding abroad in 

2013, up from 11 per cent in 2008,” with brides booking  

private beach ceremonies and receptions – many  

featuring elements such as bonfires or Chinese wish 

lanterns – as well as group excursions for guests around the  

destination. At NOW, the hottest destinations are  

Mexico, Dominican Republic, Jamaica, Cuba and  

Hawaii.

Michael says that a stress-free process handled  

by professionals is the ideal experience sought by 

NOW’s customers, which is delivered by award-winning  

planners with strong industry connections to suppliers, 

resorts and vendors. The average spend per guest on a  

destination wedding is between $1,400 and $1,500, 

with an average of $10,000 for the couple’s wedding  

packages which includes reception and ceremonies at 

the resort.

For the brothers, their unique value proposition  

stems from strong industry connections “with the best 

destination wedding suppliers, resorts and vendors,”  

which in turn, allow them to “deliver a stress-free planning 

process, at the industry’s best rates.”

Of NOW Destinations & NOW Destination Weddings: Michael Babiak, Ryan Babiak & Matthew
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A veteran of the travel industry for more than 30 years,  

Marsha Steeves narrowed her focus to exclusively selling “romantic 

travel” after organizing her own destination wedding in Fiji, 

complete with a traditional Fijian ceremony. While spa travel 

and honeymoons were part of her portfolio in the past, she says  

that destination weddings now form the core of her business,  

along with similar packages for honeymoons, anniversaries, 

elopements, bachelor/bachelorette getaways and vow  

renewals.

“I am not a generic travel agency that calls themselves ‘Destination 

Wedding Specialist,’” Steeves tells PAX. “We do nothing but 

weddings and the above services; we are very focused. Myself 

and all my agents are certified and trained by me from the ground 

up. We all have credentials which are up on our site. If you’ve got 

it, you should flaunt it!”

Steeves says that in Canada, the destination wedding  

niche continues to grow, with a particular emphasis on cultural/

ethnic weddings as well as ceremonies featuring blended  

traditions such as traditional Tahitian weddings and Fijian  

Weddings.

Her expertise in destination weddings has been presented  

to students of the Canadian Tourism College and featured in 

articles written for various wedding and travel publications.

In addition to many connections with local vendors in both Mexico 

and the Caribbean, Steeves will soon be offering packages to 

new destinations in South East Asia for her “Enchanted Islands 

Collection,” a region where her company is also working to 

support orphanages. 

While many clients come to her unsure of exactly what kind of 

package they are seeking – “They only know they want a wedding 

away,” she explains – Steeves says that “knowing my product 

well and matching the two is where my skills lie. They are putting 

complete trust in me.”

“I attribute my success to my passion,” she goes on. “I work very 

exclusively, and I focus my sales and handpick suppliers and 

products that are quality and supportive. In my business, I can’t 

afford anything but the best. I am not only about meeting needs 

but also about anticipating needs and that is key.”

As for business growth, this entrepreneur calls her clients her “best 

sales people,” explaining that recently, one couple resulted in six 

more wedding bookings.

“Your customers are the most affordable and most valuable 

marketing tool you have,” she believes. “We have a huge list 

of testimonials. Having my couples come back overjoyed is my 

biggest reward.” 

Of Marsha Steeves Destination Weddings: Rachel Hildebrand, quality control; Marsha Steeves, president; & Jennica MacPhee,  
director of group travel 



As the popularity of destination 

weddings has increased, so too have 

the ceremonies performed for travellers 

of various cultural backgrounds.

Among the most lavish and 

popular of these traditions are  

the weddings performed throughout 

India, with many brides opting for 

the splendour and romance offered  

by an Indian wedding on their special 

day.

While she has worked in travel  

since 1999, Pam Gosal opted to focus 

on weddings with the opening of  

Blue Petal in 2011. Gosal and Blue 

Petal have specialized the destination 

wedding market even further with a 

focus on Indian weddings, which has 

led to the company planning and 

managing hundreds of ceremonies 

as one of the leading Indian wedding 

specialists in Canada. 

With the growing trend, many 

Caribbean resorts booked for Indian 

weddings now have their own chefs 

dedicated to crafting the meal for the 

ceremony.

“We understand the dynamics 

of the Indian cultures,” Gosal 

explains. “We speak the languages  

fluently, which assists in the planning 

process.”

Focusing on weddings in the 

destinations of Mexico, Jamaica and 

the Dominican Republic, Gosal says 

that “affordability is the key,” with her 

clients seeking the best value from 

clean, all-inclusive resorts, often looking 

for destinations that are 4-5 stars and 

family-friendly. 

In addition, most clients of Blue Petal 

are working within a budget of $1,300 

to $1,800, including airfare, taxes and 

accommodations.

“Blue Petal Destination Weddings  

is a one-stop shop where we can 

plan everything for the bride and 

groom, hassle- and stress-free,” Gosal  

says, explaining that listening to 

customers while having a strong 

knowledge of the product is vital to 

success in the destination wedding 

market.

“I truly believe you must have a  

passion for what you do, as this  

shows in the workmanship which is 

provided to each guest or bride and 

groom,” she says. 

“I believe listening to each guest 

and executing the sale properly  

is a huge success. Relationship building 

is important in the travel industry.  

It is hard work but it will pay off one 

day.”
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Established in November 2004 by Laurie 

Keith, Romantic Planet Vacations is a 

Canadian wholesaler specializing in 

destination weddings, honeymoons and 

romantic retreats.

About 80 per cent of its business is 

derived from wedding groups travelling 

to Mexico and the Caribbean, though 

they also cater to clients seeking options 

in destinations such as the South Pacific, 

Thailand, Greece, Italy, Las Vegas  

and more. To ensure all things go off without 

a hitch, certified wedding planners are on 

staff to assist customers with planning an 

overseas wedding.

“Being in the industry for awhile, I 

recognized the need to serve this travel 

niche as nobody was offering this specialty 

in Canada at the time,” Keith says. “We 

opened our doors as a wholesaler and are 

now both wholesaler and retailer.”

With that in mind, the company is able 

to provide travel agencies across 

Canada with net group packages and 

commissionable custom honeymoon 

and romance travel packages, including 

expert assistance. Romantic Planet also 

offers commissionable wedding planning 

packages as added value for any agency 

and their destination wedding customer.

Having just marked 10 years in operation, 

the business has been ahead of the game 

as the destination wedding market has 

evolved.

“I have watched the destination weddings 

market grow from seven per cent of all 

Canadian weddings to now almost 20 per 

cent,” the founder says. 

According to Keith, Romantic Planet 

Vacations custom-built the only online 

groups reservation system in the 

industry that links a wedding website 

with online guest booking, invoicing, 

supplier communication and back-end 

accounting. 

“It’s quite an amazing program that  

allows our agents to focus on customer 

service and sales,” she explains. In  

addition to a complimentary destination 

wedding website for each client, the 

company also offers a complimentary 

save-the-date e-flyer for distribution to 

guests.

“The key to success is being an expert 

in the field,” Keith says. “Most brides, like 

most travel customers, do shop around 

and hopefully can spot a non-specialist 

from a specialist. There is much to learn 

and much attention to detail and work 

required for a destination wedding 

group, but knowing your product 

and processes can go a long way for  

both your success and that of the 

customer.” 
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Photography courtesy of The Cosmopolitan of Las Vegas
Text: Terrilyn Kunopaski

hotel

I f we were anywhere else in the world, it might seem strange 

that the walls have eyes. But here, it’s just par for the course.

This is Las Vegas, after all.

It’s one of the defining features of The Cosmopolitan – “the 

Cosmo,” as most call it – a property where art meets technology, 

travellers meet the Strip, and I barely need two hands to count 

the number of hours my head actually met the pillow during 

a five-night stay not too long ago.

The $3.9 billion project opened its doors in 2010, featuring 

nearly 3,000 rooms and 150,000 square-feet of meeting and 

convention space, plus Vegas resort standards such as a 

casino, retail and restaurant space, and spa & fitness facility. 

Since then, it has earned various accolades including Las 

Vegas Weekly‘s Best of Vegas 2014 Best Strip Casino, Corporate 

Meetings & Incentives Magazine’s Paragon Award 2013 and 

an AAA Four Diamond Award.

Located in the heart of all the action while operating 

independently from neighbouring giants such as MGM and 

Caesars, The Cosmo is a hot spot for travellers of any age. An 

edgy, chic design carries through the main level, immediately 

evident with the lobby decor featuring walls of digital art that 

morph through images in an entrancing fashion. 

One defining feature of the Cosmo experience is The Chandelier 

Bar, aptly named due to the dramatic chandelier spanning 

three stories in height that is central to the venue. Here, guests 

are entertained by DJs and live bands playing the latest in 

Marquee Dayclub at night

Terrace One Bedroom Living Room

Bamboo Pool



With 190,000 square feet of meeting space spanning the first 

three floors of the resort, options include seven ballrooms and 

46 meeting rooms.

The meeting and convention space may be configured 

to accommodate events of varying sizes, from intimate 

gatherings of 12 up to 4,000-person receptions.

Designed by Friedmutter Group, the resort‘s newest addition, 

The Chelsea, evokes an abandoned glass factory turned 

working theater, featuring cast glass chandeliers, a vintage 

lobby bar, private opera boxes and a dramatic grand 

staircase.

Easily accessible from the resort‘s West End Tower on the third 

level, The Chelsea can accommodate more than 3,000 guests 

and a diverse range of events including concerts, keynote 

addresses, sporting events and general assemblies. 

mainstream, big band, jazz and  underground music while  

bartenders mix up traditional cocktails or fancy concoctions, 

depending on what mood strikes you.

Just as unique to this Las Vegas resort are the private terraces 

attached to each living space, which the property brought as a 

“first” for properties along the Strip. In fact, the Cosmo has many 

distinct characteristics that separate it from the competition, 

another being its vertical reach versus the sprawling layout of 

many hotels throughout Las Vegas. Not only does this minimize 

a guest’s transit time from room to bar to pool to casino to 

wherever else, it is also especially convenient for groups taking 

advantage of the on-site meetings and conference amenities 

(go ahead, forget that badge!).

Fancy an afternoon poolside? Three options make it easy for 

the sunbather to catch some rays, including: the Boulevard 

Pool, with the pool and mophie stage as the focal point;  

the Bamboo Pool, providing different zones which offer varying 

degrees of seclusion; and Marquee Dayclub Pool, a lounge- 

like environment by day and an extension of the nightclub 

by night.

As for dining options, aside from options such as Jaleo and 

Scarpetta, The Pizzeria is a guest favourite, often referred to 

as a secret because of its hidden coordinates. 

Vesper Bar

Convention Escalators

Sahra Suite

West Lobby Seduction by Digital Kitchen
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S ince the time he first ventured into the travel industry 

as a market research analyst for Greyhound, Duncan 

Bureau’s knack for numbers made him an asset as 

he moved up the corporate ladder. The earlier part of his 

career involved profitability planning for Canadian Airlines 

and working on mergers and acquisitions at Nortel, then 

being a part of WestJet’s growth from its early stages through 

to his departure in 2012. 

He then went on to Malaysia Airlines, where he and his 

colleagues were able to implement a strategy with changes 

to sales, marketing and network planning that reduced a 

$2.5 billion debt to $400 million in 18 months, putting the 

airline on a trajectory of profitability.

But as much of a numbers guy as Bureau is, he’s the  

first to assert that the success of any business does not 

begin with sales or back-end planning. It comes down 

to relationships, he says, and while this point is often 

beat to death in discussions surrounding corporate 

achievements, he isn’t just talking about relationships made 

with key accounts and financial powerhouses; in fact,  

it’s much simpler. For Bureau, success starts with the 

relationships a business creates with its employees.

Since June 2014, this perspective is one that he has 

brought to Air Canada as vice-president, global sales, 

complementing the corporate renaissance that has been 

ongoing since Calin Rovinescu took the helm as chief 

executive officer in 2009. 

“Calin has a leadership team that clearly wants to move 

the organization toward an entrepreneurial environment,” 

Bureau says. “We want to hear from our team on where 

we can do things better, where we can drive cost out 

of the organization and be more efficient… Creating an 
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environment where people feel comfortable that they can 

make decisions and influence the outcome of business 

every day is what we’re trying to create.”

When questioned about Air Canada’s reputation, there’s no 

hesitation as he acknowledges the negative rap the carrier 

has suffered from in the Canadian marketplace – perhaps 

it’s all too familiar to Bureau, seeing as how he spent more 

than a decade working with its main local rival. 

With that said, he quickly points out that the airline has 

been named the top carrier in North America by Skytrax  

for the past five years and has a “phenomenal reputation” 

globally. 

Bureau says that this positive momentum – also considering 

an expanding network and fleet that will see $9 billion in new 

assets coming online over the next five years – will continue 

to fuel a revival in corporate culture as Air Canada pursues 

an aggressive growth strategy.

“Corporate culture is something that without hitting that 

one out of the park, we’re going to struggle on the rest,”  

he says. “I think the leadership team has to be engaged and 

leads by example. Constant communication, engagement 

and empowerment are also important elements. Those four  

pieces cover what we’re trying to do here – create  

an environment where people want to come into work 

every day and win. If we can do that, everything else falls  

into place. 

“We have a team of 27,000 members that are accountable 

and responsible for corporate culture. No matter how big 

your title is, you cannot force people to be engaged, smile 

or have a positive attitude; that is a choice,” he continues, 

adding it’s only natural for individuals to want to “play for 

the winning team” and noting that the leadership team  

at Air Canada has created an environment for this to 

happen.

“It creates an incredible amount of buzz to demonstrate 

that the airline is growing... You can grow when you’re 

profitable so if we continuously deliver the types of  

returns our investors want us to deliver, it puts us in a position 

to acquire assets, to grow and to take some risks, and  

we’re going to do that… We have a great product and 

we have a tremendous opportunity in terms of growing 

the business profitably; making those right decisions in  

terms of where we want to distribute, how we want to 

distribute and aligning ourselves with distribution partners 

who really want to work with us.”

This then relates to the next level of relationships,  

which Bureau has been tapping into to acquire corporate 

contracts that in the past, would have been a challenge 

for Air Canada to lock down. From a Canadian perspective 

especially, he has found himself in the ironic (and admittedly, 

humorous) position of winning back the business of trade 

partners that he had secured for the competition during 

his time at WestJet.

“I have some really great relationships in the industry  

and I think leveraging those relationships and delivering  

that back to Air Canada is probably one of the reasons 

that I’m here,” he admits. “Calin and the organization  

recognize that we built WestJet on relationships and on 

being visible and present, so we’re going to do the same for 

Air Canada... What’s important is that we’ve been successful 

on some RFPs (requests for proposal) that historically, we 

were precluded from. Again, it comes down to relationships 

and being in a position where we can demonstrate  

that we’re profitable and can be counted on to be in   
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that market, and that we’re committed to that market  

and customer.”

The conversation then turns to hard dollars and acquiring 

marketshare despite the airline’s perceived higher-ticket 

costs. But for Bureau, this aspect of the company’s operation 

just makes sense, saying that Air Canada is confident in its 

price structure considering the quality of product. 

“I’ll pay $2,600 for a Mac when I could have easily bought 

a Dell for $399,” he says. “I’ll buy the Mac because I think 

there’s value there. I’m not ashamed to ask for a premium; 

Apple’s not afraid to ask for it, nor should Air Canada be.” 

With all these items aligned, the next step is creating  

a sustainable business and driving profitable margins by 

making sure “the right metal is in the right markets,” whether 

via the mainline carrier or Air Canada rouge – each of which 

will maintain their separate identity, he points out.

“I don’t see any other carrier in North America that has the 

opportunity in front of it that Air Canada does,” Bureau says, 

crediting the executive team, especially Rovinescu and 

Ben Smith, who was recently appointed to president. “Air 

Canada, five years ago, was on the brink of bankruptcy. 

And today, we have a balance sheet that is the envy of 

the industry. We have a market cap that makes much 

more sense relative to the size of the network, the size 

of the organization, the revenue stream – we’ve been 

profitable, we’ve had record quarters in 2014…and we have 

tremendous vision on international expansion.”

It seems he’s found a great fit at Air Canada – though 

arguably as unexpected to his industry friends as it was  

to himself. But, as he describes, there is jet fuel in his blood 

and he has something to offer as Canada’s flagship carrier 

enters into a new era.

“It’s probably the best move I’ve made in my career, to  

come here,” he says, confidently. “I think there’s nothing 

but upside.” 



analysis

1. Travel fraud attempts within the retail travel agencies is growing 

at alarming rate. 

2. The sale of travel health insurance: With the differing provincial 

licensing requirements, travel agents are expected to be licensed 

within each regulated province for the sale of travel health insurance. 

This is a timely and costly venture for travel agencies and agents 

who have clients outside of their province.

3. Growing competition in various segment.

4. Adaptation for the purpose of competing with the Internet.

According to Industry Canada, 

the average of annual revenues 

for small and medium-sized 

businesses in the travel agencies 

industry was $541,200 (2011). 

The most recent data from Statistics Canada’s 2014 Labour Force 

Survey (LFS) shows the travel services industry group to be about 47,000 

(approximation by Canadian Tourism Human Resource Council).

*With input from ACTA

  

- More and more consumers who have traditionally gone to the Internet 

to book their own vacations are coming back to travel agents for 

the value of the expert advice, peace of mind, personal attention, 

convenience, time savings and trust that a professional travel agent 

brings to the table.

- The growth of professionalism within the Canadian travel industry 

with more and more travel agents enrolling and completing their 

professional designation and attaining their Certified Travel Counsellor 

(CTC) and Certified Travel Manager (CTM). There has been a 30 per 

cent increase from year past.

- Airlines and suppliers committing to more capacity will lead to better 

competition opening up to competitive pricing which will result in 

higher sales volumes for agents and better yield for suppliers.

- We can also expect more mergers, acquisitions and growth of the 

independent contractor.
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1. Over the past dozen years, the Internet and social media have altered 

the way music companies do business and how artists create music and 

connect with fans. At the same time, the commercial music industry 

has experienced sharp declines in revenue in the face of online piracy, 

along with a widespread erosion of respect for the value of music and 

the investments required to develop artists’ careers.

2. Online piracy has had an enormous negative impact on Canadian 

recording artists’ earnings. 

3. Digital music sales of music in Canada increased from $57 million in 2007 

to $196.2 million in 2012. However, this growth has not been enough to 

offset the decline in CD sales. This is because the revenues generated 

from digital music distribution are typically less lucrative than revenues 

from physical media.

Source: Music Canada’s ‘The Next Big Bang Report’

A 2012 PwC study commissioned 

by Music Canada demonstrated 

that the major and independent 

music companies alone made 

expenditures and investments in 

Canada exceeding $398 million 

in 2011.

In 2010, in terms of employment, the Canadian recording industry’s 

direct expenditures resulted in total employment of approximately 2,227 

jobs. Including the indirect economic impact, the industry contributed 

some 3,322 jobs across Canada.

In 2010, the estimated average 

wage for the industry in Canada was

- In 2012, there was renewed cause for hope as global recorded music 

revenues went on the upswing for the first time in more than a decade. 

With the prospect of better times to come, it is an apt moment to examine 

how Canadian music can best be nurtured to maximize the opportunities 

ahead.

- The limited size of Canada’s domestic market means that some of the 

greatest opportunities for growth and development lie abroad. In the 

music community, Canadian Blast, under the direction of the Canadian 

Music Industry Association (CMIA), and other regional music associations 

have assumed the lead role in export development, with funding from 

both public and private sources. A more robust program would expand 

both the volume of music exports and the diversity of export markets. 

Furthermore, given the forces of globalization, funding models like the 

Ontario Sound Recording Tax Credit that restrict marketing and promotion 

support to domestic spending artificially restrict opportunities for growth.

1. Significant losses were posted in 2013 largely due to the continued 

decline in Transactional Mail volumes in the Canada Post segment 

(dropping 30 per cent since 2007). 

2. In 2013, CP delivered 1.2 billion fewer pieces of domestic lettermail 

than in 2006.

3. Due to the ongoing decline of Transaction Mail, Canada Post 

anticipates a financial loss for 2014.

In 2013, Canada Post and its 

group of companies saw revenues 

of approximately $7.6 billion.  

In that same year, the Canada 

Post segment and Canada Post  

Group of Companies – which 

includes CP, Purolator, SCI and 

Innovapost – experienced 

significant losses from operations 

($269 million and $193 million 

respectively). 

66,000 employees within the CP Group of Companies

- In April 2013, the Conference Board of Canada issued a report  

titled The Future of Postal Services in Canada; the report  

projected that CP was on its way to losses of $1 billion a year  

by 2020.

- Canada Post unveiled a Five Point Action Plan in December 2013, 

introducing five initiatives to form a new postal system designed to 

serve the needs of Canadians’ emerging postal needs and help 

the corporation succeed in the digital age. The plan is expected to 

contribute an estimated $700 million to $900 million to the bottom 

line per year.

- The shift to electronic delivery (e-mail, online shopping, etc.) is 

creating new opportunities for Canada Post, especially in parcels, 

as Canadians increase their spending online and become more 

reliant on parcel delivery.

- There are also opportunities for growth in direct marketing, as it  

provides business with a very good rate of return on their maketing 

investments. 
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1. The Home Buyers Plan needs to be indexed to the Consumer Price 

Index in $2,500 increments so that it doesn’t lose purchasing power 

and continues to make home ownership affordable.

2. The HBP should also be adjusted to help Canadians maintain 

homeownership in the event of job relocation, death of a spouse, 

divorce, etc.

1. As in 2012, the top challenges retailers say they are facing are “rising 

costs of doing business” (22 per cent) and ‘attracting new customers’ 

(17 per cent).

2. Added in 2014, the overall health of the economy is one of the main 

challenges facing businesses.

3. New and existing competitors remain the top concern for most Canadian 

businesses, but online competitors are increasing their relevance in the 

market (especially for apparel and general retail sectors). 

4. The top concerns for apparel businesses involve competitors in their 

industry (new and existing), which may speak to the recent flux of 

major U.S. retailers opening up stores in the Canadian market (e.g. 

Target, Nordstrom, etc.).

Canada’s real estate market 

contributes $22.3-bill ion to 

Canada’s gross domestic 

product.

Overall retail in Canada was 

valued at approximately $470 

billion in 2012.

As of 2013, CREA represents more than 109,000 real estate brokers, 

agents and salespeople, working through 100 real estate boards and 

associations across Canada.

Canada had approximately 2 million retail employees in 2012 (includes 

full-time and part-time).

  

- Projected 2015 home sales of 467,000 worth $24.3 billion.

- Average home sale price of $407,300 in 2015. 

- Canadian businesses are focusing more on a customer-centric strategy 

for the coming year; customer loyalty is seen as more of a concern 

than in 2012.

- To promote customer loyalty, more businesses appear to be reducing 

prices in 2014 than in 2012; offering sales, promotions and discounts is 

now the number one strategy to encourage customer loyalty (slightly 

higher than improving customer service).

- Gas, apparel and general retail report sales increases as a result of new 

technologies entering their respective industries; pharmacies see a need 

for new technology. Grocery and Pharmacy businesses are least likely to 

offer online shopping/ordering as they generally don’t yet see a customer 

need nor find it relevant. Apparel, fast food and general retail stand the 

most to gain as a result of online shopping, ordering and reservations.

- Half (50 per cent) plan to expand product offerings and almost four-in-

ten ((38 per cent)) plan to engage in marketing & advertising, while few 

have plans to expand into new markets (nationally or internationally) 

or open new stores.
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vogue

Lindsay Kyte

Photography courtesy Cyprus Ski Club

Ever want to feel godlike while whizzing down the snowy trails 

of Aphrodite and Hermes? In the colder seasons of Cyprus, 

Mount Olympus is covered in a thin layer of snow and is also 

home to the Troodos Ski Resort, Europe’s most southerly ski 

option. Featuring four lifts and trails named after Greek Gods, 

visitors can make their vacation one of fire and ice – swimming 

in the morning and skiing later on in the day. Lightning bolts 

for hurling not included. 

Swimming in the morning and skiing at night? Not every ski holiday 
requires 24-hour mittens and hats. These unique ski destinations offer 
travellers more options when it comes to a ski-centric vacation.
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Photography courtesy Fototeca Enit

Speaking of fire and ice, on Sicily’s Mount Etna, you can ski to 

the summit of Europe’s largest active volcano (experienced 

guide required, of course). At 3,323 metres, Mount Etna’s ski 

season generally runs from November to March. Visitors can 

smell the sulphur and battle the bumps along the slopes of 

frozen lava while enjoying dazzling views of the Ionian, Adriatic 

and Mediterranean seas. Skiing from a volcano down to the 

sea for a leisurely sale? Not a bad way to ward off winter’s chill.

Photography courtesy Afriski 

Lions and tigers and... skiing? Oh my! Within the borders of South Africa is the tiny 

country of Lesotho, where in the heart of the Maluti Mountains is Afriski Ski and 

Mountain Resort. From June to August, visitors can enjoy a view of the sweeping 

African landscape from a vantage point of over 3,000 metres above sea level while 

skiing or “bumboarding.” Accommodations range from chalets to budget hostels.
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Photography courtesy Dubai Tourism

Want to ski then shop for some designer jeans? Inside the Mall of the Emirates is 

Ski Dubai, the world’s largest indoor ski resort, offering skiers and snowboarders 

five tracks, 22,500 metres of year-round snow, space for jumps and games for 

the little ones. A lift ticket buys rental skis, snowboards and suitable outerwear. 

Anything is truly possible when visiting Dubai. 

Photography courtesy Ski Ben Lomond 

Travellers can have a devil of a time skiing in Ben Lomond 

National Park in Tasmania, Australia. The most southern state in 

this region, Ben Lomond National Park covers an area of 16,527 

hectares (40,772 acres) and boasts the island’s second-highest 

peak, Legges Tor. The snow season runs from July to September 

and this resort offers a range of slopes and accommodation. 

Throw some shrimp on the barbie and strap on your skis to hit 

the slopes in Australia.



Enjoy magnificent snow sports days and lessons 
given by professional instructors from the 
French Ski School. Not to mention the best 
in après-ski, relaxation, conviviality and 
gourmet delights that are standard fare in all 
our mountain resorts. 

YOUR GROUP WILL TRULY APPRECIATE 
CLUB MED’S ALL-INCLUSIVE  
SKI PACKAGE
• Ski pass with lift tickets
• Lessons for every level 
• Lodging with refined decor 
•  Gourmet meals and premium beverages 

with open bar 

    Choose Club Med Business for an all-inclusive stay in the Alps.

BOOK NOW BEFORE PRICES  
GO UP ON MARCH 18, 2015.

*Economy based on the evolution of the rates between March and July, 2014 for a group stay in March, 2015 in the Resort of Cervinia, in the Italian Alps. Stay must be booked for 20 adults minimum in Club category rooms in double occupancy. Blackout dates may apply, 
including brochure terms and cancellation/change fees. Club Med Membership fees of $60 per adult are additional. For travel services booked with a Québec Travel Consultant, prices exclude the client’s contribution to the Indemnity Fund, which amounts to $1 per $1,000 
of travel services purchased. Québec permit.

IF YOU BOOK YOUR 2016 SKI GROUP TRAVEL NOW, YOU AND YOUR CLIENTS COULD SAVE UP TO $5,000*  
FOR A GROUP OF 20 ADULTS.

THE BEST PRICES ARE AVAILABLE NOW!
Take advantage of the best group rates for next Winter. The rates will only go higher the 
longer you wait, and availability and choices of dates will only decrease. See below for group 
travel booking trends based on a last year’s scenario, beginning on March 2015, for a stay at 
Cervinia in the Italian Alps.

$1,749

 $1,859

$2,019

DATE OF 
BOOKING

RATE PER ADULT

MAY
2014

JULY
2014

MAR
2014

SEPT
2014

SOLD
OUT

For more information or to book, please contact us at 1-888-567-1777, extension 4,  
montreal.groups@clubmed.com or visit www.canada.clubmedbusiness.ca.

Chamonix Mont-Blanc, France



escape

Text and photography: Alison Kent

S eeking a sun destination for group travel? Whether for 

business or pleasure, Riviera Nayarit is fast becoming 

Mexico’s hottest new haven. Offering something 

to please everyone in the gang – from culture seekers to 

epicureans and sports enthusiasts to sightseers – Riviera Nayarit 

delivers, with barefoot elegance and an authentically friendly 

Mexican ambiance. 

With close to 200 miles of blissful beaches stretching along 

the spectacular Pacific coastline and with the magnificent 

Sierra Madre Mountain range in the distance, Riviera Nayarit 

offers unparalleled beauty in an enchanting setting. 

Beginning just north of Puerto Vallarta International 

Airport, Riviera Nayarit extends along the Pacific coast to 

encompass the resorts and restaurants of Nuevo  Vallarta, 

ultra-elegance of exclusive Punta Mita, and surfer  

chic towns of San Francisco (AKA: San Pancho) and  

Sayulita. 

Let’s break it down.

From ceviche to chilaquiles, tostadas to tequilas and horchata 

to hibiscus tea – vibrant foods of the region are proudly 

celebrated throughout, while fresh fish and seafood like 

shrimp, marlin, mahi mahi, spiny lobster, oysters and octopus 

feature prominently on local menus. International flavours are 

also easy to find, with everything from Belgian waffles and  
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gluten-free baked goods at Yah-Yah Café and Espresso Bar in 

Sayulita to lasagna Bolognese and grilled beef tenderloin with 

pancetta at Lucca in Grand Velas Riviera Nayarit, making it a 

cinch to find something to please even the pickiest of palates. 

With gastronomy featuring so prominently throughout Riviera 

Nayarit, it makes perfect sense that there are food and wine 

festivals to celebrate the best of the region. 

Flavors of Punta Mita is a one-night affair filled with vivid colours, 

tastes and sounds of the area. Favourite nearby restaurants 

serve up small bites of signature offerings while tequila-based 

cocktails and fine wines are poured. Guests of all ages – from 

families to golf gangs and wedding guests to corporate groups 

– mingle and roam from table to table under the stars out on 

the beautiful courtyard of St. Regis Punta Mita Resort. 

Having recently reveled in its 20th year, Riviera Nayarit’s 

Festival Gourmet International sees more than two dozen 

international and renowned guest chefs partnering with 

local chefs throughout 10-day celebration, where folks are  

invited to take part in winemaker dinners, cooking 

demonstrations, tequila tastings, chef’s tables, and wine and 

cheese events.

Blending sports and cuisine and offering something of interest 

for everyone in the group, the fifth edition of the Punta Mita 

Gourmet & Golf Classic takes place April 30 to May 3, 2015, 

showcasing the best of international and local foods and wine, 

along with world class golf over a two day tournament. And 

speaking of sports… 

Fans of sports and recreation will find no shortage of options for 

groups large and small. From that round of golf at one of about 

half a dozen courses throughout Riviera Nayarit to a selection 

of spa services, and from zip lining to beach horseback riding 
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and even polo matches, there is a plethora of activities to 

please everyone. 

Punta Mita Expeditions specializes in aquatic adventures on 

Banderas Bay with various levels that run the gamut from 

more leisurely to downright vigorous. With boats that can be 

chartered and itineraries customized to suit your travellers’ 

needs, everything from whale watching (mid-December to 

end of March) to sport fishing and surfing to snorkeling is on 

offer, led by knowledgeable crew and guides to ensure a 

memorable experience is had by all. 

Recommended: Punta Mita Expeditions’ signature expedition, 

“Marine Safari”, is a three-hour adventure designed to appeal 

to a wide range of ages and activity levels. Just a short distance 

by boat from the mainland to near Marietas Islands National 

Park, dolphins and King Angelfish can be photographed in 

their natural habitat and, if lucky, a glimpse can be caught 

of the rare blue-footed booby bird. A swim over to a “hidden 

beach” is followed more by further ocean exploration via 

stand up paddle board. 

Other seafaring adventures include scenic sailing and  

scuba diving, while more passive activities consist of 

birdwatching, observation of a baby sea turtle release, and 

taking part in a cultural tour in the historic colonial village of San  

Blas. And then, of course, there is shopping, with a 

recommended stroll around the shops of Sayulita on a leisurely 

afternoon. 

Accommodation options run the gamut from quaint  

B&Bs to luxury resorts, with styles to suit most budgets  

and needs. 

Affordable ambience: With its laid-back attitude and natural 

beauty, and located only three blocks from the beach  
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(don’t miss the gorgeous sunsets!), San Francisco/San Pancho 

is home to tranquil Hotel Cielo Rojo. This charming hotel  

offers simple design elements and eclectic décor throughout 

its nine guest rooms, while on the secluded garden patio, 

destination restaurant Bistro Organico dishes innovative cuisine, 

along with artisanal tequilas, chocolates and olive oils. Yoga, 

kayaking, horseback riding, coastal and jungle walks, art 

classes for kids, surfing, fishing and swimming are just some 

of the available activities for groups that can be arranged 

through the hotel. 

Posh Punta Mita: Housing both St. Regis and Four Seasons 

resorts, along with a selection of villas, condos and homes, 

Punta Mita is home to two Jack Nicklaus-designed golf courses, 

with distinguished “Tail of the Whale” stretching along the 

breezy coastline. 

Set on more than 22 acres, St. Regis Punta Mita Resort 

delivers incomparable luxury for its guests, with tennis courts, 

infinity pools, a Remède Spa and private butler service.  

Not to mention the incredible fare – from casually  

elegant barbecues complete on the beach to world- 

class international cuisine at the impeccable Carolina 

restaurant. 

Along with 89 guestrooms and 31 suites – some with adjoining 

rooms for large families or small groups – this five-star resort is 

also home to three ballrooms with five break-out rooms and 

an outdoor terrace for cocktail parties and private parties. 

St. Regis Punta Mita Resort currently plays host to about 50 

group events and conventions on an annual basis, along with  

close to two dozen wedding ceremonies and celebrations.  

Along with complimentary hotel room for site planning, 

additional wedding booking perks include room upgrades 

during wedding dates, complimentary use of the resorts’ 

wedding venue and same group rate three days prior to 

and three days post wedding dates to accompany guests 

and family. 

TERMS: †For new bookings only. Applies only to tours featuring the 7.5% ‘Early Payment Discount’ in the price panel on premium and gold tours - see the new 2015 Europe brochure. A deposit of $200 per person is required within 3 days of bookings and full payment is required 
by February 26, 2015. Combinable with other brochure discounts unless otherwise stated. Early Payment discount does not apply to east Mediterranean product, cruises, rail, mini and City Break tours. Not applicable to any departures marked with an asterisk * which operate as per 
Insight’s 2014 brochure. The Early Payment Discount is based on availability and may be withdrawn at any time.  

TO BOOK, CONTACT:

Discover more with Insight! We will introduce you to our local 
friends, involve you in the regional culture and unlock doors closed 
to the public!  You won’t just see Europe; you will be a part of it!

TO BOOK YOUR 
CLIENTS, CALL: 
1-800-387-8490

by February 26, 2015. Combinable with other brochure discounts unless otherwise stated. Early Payment discount does not apply to east Mediterranean product, cruises, rail, mini and City Break tours. Not applicable to any departures marked with an asterisk * which operate as per 
Insight’s 2014 brochure. The Early Payment Discount is based on availability and may be withdrawn at any time.  

Experience Insight Vacations’
Signature Year!

insightvacations.com

SAVE
7.5%† 

ON 2015 EUROPE
JOURNEYS
Pay in full by:

FEB.26/15

Tuscany, Italy



business sense
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T wenty years ago, the thought of wearing jeans to the office 

would be unthinkable for many employers.

Visit any workplace today and not only is there a noticeable 

amount of denim being worn on Fridays, some companies are  

also offering other, more extreme forms of employee motivation, 

be they in the form of extra incentives or the structure of the 

workplace itself.

While the playground-like environments seen at companies such as 

Apple and Google, as well as perks like ‘pre-cation’ (a break offered 

to new hires of some businesses prior to the start of employment) 

are far from the norm, the same was once said about dressing 

casually from nine-to-five.

Although it’s unlikely that every workplace will one day enshrine 

mandatory napping in the company constitution, as the economy 

shifts and businesses seek out new ways of attracting and retaining 

star employees – workers who will likely have the upper hand in 

deciding where to work – there’s plenty that can be learned from 

those businesses that do take such radical approaches.

Responsibilities revisited

In 2003, Jody Thompson and Cali Ressler set out on a mission to 

revolutionize work. Enter ROWE, or the Results-Only Work Environment, 

in which results – not putting in a daily eight-hour shift - are the only 

thing that matters, freeing up employee schedules for personal 

pursuits and in turn, requiring managers to supervise outcomes as 

opposed to staff. The system, which involves a certification process 

for workplaces making the shift, has been implemented at a number 

of businesses, including a brief period at the Best Buy head offices 

where Thompson and Ressler formerly worked. 

The shift in managerial responsibilities forms the core of the program, 

said Thompson, providing an alternate management model for 

businesses to follow.

“What’s great about it is that managers are not parents anymore,” 

she said, “so they’re not in that situation where they’re having 

conversations with you about working from home. It becomes a 

non-question. They’re really talking to you like an adult about your 

work and the measures of your work, and are you getting the work 

done, instead of having conversations with you about leaving early, 

which is irrelevant in terms of the work.”

Perks, not panaceas

Aaron Schat, associate professor of organizational behaviour 

and human resources management at McMaster University, said 

that while the average workplace is not likely to provide the 

extreme perks offered by some larger, aforementioned technology 

corporations, managers in any organization can take a cue from 

Google or the ROWE model and offer more autonomy to workers 

(which could include factors such as more employee involvement 

in decisions to the type of work done, and when and where it 

takes place). Schat explained that while it’s tempting to think that 

the offer of a free weekly lunch may indefinitely drive increasing 

results, any benefits derived from perks alone are short-lived without 

a strong management and cultural framework to support them, 

especially in terms of ensuring that employees feel respected 

and valued.

“Certainly, just by implementing some of these perks, they are 

not panaceas – they are not going to suddenly and magically 

create this wonderful organizational culture,” Schat said.  

“All of these things cohere in a whole that reflects a dynamic 

leadership that reflects a unique culture creating new products 

and services, where people are respected and given freedom 

and so forth.”

Impacts on staff and management

While the thought of looser workplace structures geared toward 

increased employee freedom may sound great to some, the 

possibility of such a change poses challenges to individuals on 

both the management and employee side of the equation who 

may be used to more traditional structures.

“One of the biggest challenges for managers is really letting of 

those old beliefs that they have about managing,” said Thompson 

of the ROWE system, citing examples such as the perceived need 

for constant face-to-face communication. “So they might say that 

‘this ROWE thing is fine, but I need to get all of my staff together 

for meetings with everyone in the building.’ They can’t stand the 

fact that they don’t have everyone sitting around them and they 

don’t have that power anymore.”

“I think one of the challenges is that if it’s a more traditional 

environment that has not provided their employees with a 

great deal of autonomy, then there is certainly a fear of, ‘What 
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if we actually give people more freedom?’” Schat said. “The  

more traditional attitudes could create the fear of, ‘Are they  

just going to waste that time? Can I trust them to use their  

time well?’ The reality is in some cases that if you haven’t equipped 

your employees to handle that autonomy well, it could be a 

problem. 

“Another potential concern may be about spending money on 

various perks and so forth because these types of things are costly. 

In that regard, organizations ought to be a bit careful in their 

decisions as to what they actually need to invest in; they certainly 

don’t want to throw money at these perks just to say, ‘Let’s try and 

be more like Google,’ if they’re not working on some of those more 

fundamental things around respect, quality leadership, fostering 

autonomy and equipping people to use it well.”

Not just for fun

Depending on one’s perspective, having the option of going  

home at anytime – or not coming in at all – or the chance to play 

a few rounds of the latest Xbox games may seem like either a  

dream come true or total anarchy. Ken Wong, distinguished  

professor of marketing at Queen’s University, said that such 

considerations are never taken lightly and are instead meticulously 

designed to draw – and retain – a particular sort of employee  

for a particular function. The reverse also holds true; while many 

workers may find the freedom offered by some modern workplaces 

or management styles appealing, he said there are other  

employees who may prefer traditional work structures based on a 

nine-to-five schedule with strict guidelines in place.

For businesses considering making any sort of change in workplace 

structure a little research must be done first, beginning with two 

fundamental questions.

“Ask yourself what you really want from your workplace  

and what kind of employees are going to operate there,” Wong 

said. Once you know those two things, you can figure out what 

kind of workplace attracts that kind of employee to deliver those 

kinds of outcomes.... Good corporations don’t do things to jump 

on a bandwagon – they do things because there’s a strategic 

reason behind that move.” 

Jody Thompson

Aaron Schat

Ken Wong

 

 



future proof

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

failed musician and self-professed techno-geek.  

He’s also a popular international speaker both inside 

and outside of the travel industry.  He is the founder 

and chief Visioneer of Future Proof Travel Solutions  

in Vancouver, British Columbia: 

www.futureprooftravel.com

T here’s a familiar refrain I hear with 

increasing frequency: “Nobody 

needs a travel agent anymore.” 

After 35 years in this industry, I can’t help 

but have a negative reaction to such 

statements. The problem is, it’s true. But, 

it is also one of the best things that ever 

happened to travel agencies – that is, if 

you learn to leverage the advantages of 

not being needed.

Anyone with a smartphone, computer 

or teenager can find a deal, choose 

a destination and make a reservation. 

Of course, that doesn’t mean a good 

deal, a nice destination or an accurate 

reservation will result. Still, no travel 

consultant is needed to make it all 

happen.  

Getting what is needed for travel is 

a quick and easy affair; what is not so 

easy is that which is wanted. This is where 

your bright and happy future lies. It is 

also the single most important element 

in building a strategy for success today 

while transforming into an indispensible 

asset tomorrow. However, be very clear: 

Becoming indispensible is not about being 

needed; it is about being wanted.

An experiment in the 
unnecessary

In preparing for this article, I conducted  

a simple and highly unscientific 

experiment. For one week, I kept track 

of all the things did, purchased or  

spent time on that were completely 

unnecessary.

Here are just a few ordinary things that 

appeared on the list: lattes, yoga classes, 

full-service gasoline, social media, web 

surfing, Netflix, Sudoku, muffins, cookies, 

new shoes and headphones, among other 

things. While none of these were “high-

ticket” items, they were all completely 

unnecessary, though definitely desired.

Then I thought about more expensive things 

I had previously bought or experienced. 

While not part of the daily collection, most 

were equally unnecessary: a nicer than 

average car, a trendy smartphone, a shirt 

that wasn’t on sale, a large popcorn and a  

pricey movie, dinner in a popular café, 

a new laptop (even though the old one  

still worked fine), a massage once a 

month...

Yes, I did also spend time and money on 

things I needed like groceries, vitamins 

and rent. But, none of those things make 

me smile. It was the long list of things I 

wanted that got the most attention and 

emotions. It is the emotional component 

that keeps the cookies and yoga classes 

flowing.

Becoming a luxury

Travel is usually unnecessary but wanted. 

Vacations are unnecessary but highly 

desired. Cruises, just like nice cars and 

shiny smartphones, are totally unnecessary 



luxuries yet seen as rewards for dealing with 

the stresses of life. From jewelry to mocha-

java frozen coffee, we are surrounded by 

products and services that nobody needs. 

Understandably, the businesses that sell 

the luxuries are thriving.  

The lesson to travel consultants is this: 

become a luxury. You’re already seen 

as one, but are you delivering on the 

expectation? To get people to come 

back over and over again like they do 

for frozen coffee drinks, you have to 

provide them with the same completely 

unnecessary syrupy sweet satisfaction.

Pamper your clients like luxury spas do. 

Make the experience of using your 

agency as delightful as a fine bottle 

of wine. Be as warm and inviting as an 

exquisite mountain chalet.  Strive to hear 

clients speak as fondly of you as they do 

their cruises or tours.  

Never forget, most cruises or tours are 

available anywhere; you are the only 

truly unique offering you have. Business 

101 proclaims that anything in short supply 

almost naturally becomes more valuable 

and desirable. If, however, you put the 

entire spotlight on the products you sell, 

you risk being perceived as common. 

It’s time to move the spotlight in your 

direction!

In that brilliant light, reservations and prices 

become the result of your luxurious service, 

not the purpose. Those are needs met 

by any cheap mobile device. But, the 

very same bookings and prices delivered 

with style and white-glove care transcend 

needs and are elevated to luxurious 

desires.

The cost of luxury

All those rich ingredients in a frozen coffee 

drink and the time it takes to whip them 

into frothy perfection is an expensive 

affair. A car that is built to last must be 

made with more expensive materials. A 

licensed massage therapist or esthetician 

can spend many years and thousands 

of dollars on training in order to deliver 

memorable luxury. All of these things 

and many others illustrate a common 

element of luxuries. They are not cheap 

and certainly not free. In fact, if the price 

were too low, they’d be viewed with 

skepticism and mistrust.

If you don’t charge a professional fee for 

your priceless service, I beg you to rethink 

that strategy. It places your financial well-

being entirely in the hands of a third party 

– a tenuous position, at best. It also puts 

your ability to consistently deliver quality 

service at risk.

I must admit that charging fees or 

becoming a luxury is not necessary for 

success in travel today. One could simply 

hope that it stays that way. Then again, 

if you’re already seen as an unnecessary 

luxury, doesn’t it make sense to go for the 

gold and be one? 

Sunspots

GROUP TRAVEL
IN GREAT STYLE!
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REUNIONS, INCENTIVES...

Featuring gastronomy and
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Finger Lakes, NY

Orlando, FL
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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.

Allana Haines has taken on the role 
of operations manager at CanJet 
Vacations. She previously acted as 
regional supervisor, Transat Tours Canada, 
prior to which she was airport manager 
for Transat for nearly 20 years.

Quebec-based air consolidator Voyages 
à la Carte has acquired Alio Tours. Gerard 
Taza is now president of both Voyages 
à la Carte and Alio, while Alio Founder 
Eric Johnston takes on the position of 
executive vice-president.

Amr Younes has taken on a new position 
at Air Canada Vacations as VP, sales, 
while George Platanitis has been named 
VP, marketing & e-commerce. Both will 
report to Eamonn Ferrin, president and 
COO of Air Canada Vacations.

Transat has announced the appointment 
of Robert Reed to the position of director, 
national accounts. In this role, Reed will 
support Transat’s national account partners 
and oversee their sales, reporting and 
marketing requirements.

CAA South Central Ontario has appointed 
Dianne Jackson to the position of director, 
travel and retail product. Jackson most 
recently worked with Expedia Affiliate 
Network, previous to which she was at 
itravel2000.

As the result of a new agreement, TravelBrands 
will sell CanJet Vacations package holidays 
through its retail brands including Red Tag 
Vacations, Bel Air Travel, Sears Travel and 
other outlets, and CanJet flights as another 
airline option for its Sunquest customers.

The Travel Agent Next Door recently 
welcomed three new members to its 
head office team: Sanji Zaman (travel 
agent services coordinator), Maritza Reano 
(accounting coordinator ) and Catherine 
Sternberg (agent support coordinator).

Riaz Pisani resigned as chief executive 
officer at Contac Services, mywurld and 
Onewurld in early December. After a 
Receivership Order for Contac Services Inc. 
was issued later that month, the company 
is now expected to go up for sale, as per 
the recommendation of its Receiver. Debts 
reportedly exceed $55 million.  

news
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Travel trade members gathered for a private dinner with Chef Xavier  
Perez Stone, hosted by Grand Velas Resorts, featuring an eight-course meal 
of his take on Basque cuisine with a Mexican twist. Pictured are: Chef Xavier  
Perez Stone, Grand Velas Riviera Maya; Sophie Raymond, regional sales 
manager Canada, Velas Resorts; & Luis Angarita, director general, Velas 
Vallarta.

The cuisine of Taiwan was in the 
spotlight as the Taste Taiwan 
campaign brought the flavours of  
the country to Canadian travel 
partners. Pictured are Chef Stuart 
Cameron & Thomas Chang, director, 
Taiwan Tourism Bureau (New York 
office).

Air Canada and Barbados tourism officials marked 65 years of the carrier’s 
non-stop flights to the island. Pictured are: Michael Friisdahl, president/CEO, 
Air Canada Leisure Group; Duncan Bureau, VP global sales, Air Canada; 
Peter Mayers, director Canada, BTMI; Alvin Jemmott, chair, BTMI; & William 
Griffith, CEO, BTMI.

Atlantis Paradise Island brought a bit 
of the Bahamas north to its Canadian 
travel partners, saying thanks for another 
year of support and marking the resort’s 
20th anniversary. Of Atlantis: Melissa 
Alexander, director of sales, and Amy 
Mencl, director of leisure sales (retail, 
Central U.S. & Canada).

Cuba Cruise marked the end of its first 
year sailing the Caribbean, looking 
back on the inaugural season and 
ahead to what 2015 will bring. Of 
Cuba Cruise: Dugald Wells, president; 
Melissa Medeiros, account manager, 
media & marketing, Bannikin; and Craig 
Marshall, CFO.

Transat launched its 2015 European offerings, featuring 27 destinations, including 
the addition of Budapest. Pictured are: Steve Brown, inside sales; Denise Heffron, 
VP national sales & commercial; Nicole Bursey, commercial director for Western 
Canada & Ontario; Dan Prior, sales manager, Ontario & Atlantic Canada; Suzanne 
Diefenbaker, director, customer care centre; Erin Oddleifson, marketing director, 
Nolitours/Transat Holidays; & Pat Brady, national groups director.

Celebrating the launch of flights 
connecting Canadians to Mexico  
from a new Buffalo gateway, pictured 
here are Fernanda Rosas, deputy 
director, Mexico Tourism Board, & 
Lawrence Elliot, group VP, business 
& corporate affairs, Sunwing Travel 
Group.

Switzerland Tourism hosted a red carpet event showcasing top attractions 
throughout the Lake Geneva and Matterhorn Region. Of Switzerland Tourism: 
Ursula Beamish, Switzerland Tourism - Canada; Phillipe Vignon, Geneva Tourism; 
Francois Michel, Lake Geneva Region; Bruno Huggler, Matterhorn Region; & 
Evelyn Lafone, Switzerland Tourism - Canada.
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Safari Studio Ltd., a travel company specializing 
in African itineraries and operating out of New 
Westminster (formerly called Vancouver Travel 
Studio Ltd., located in North Vancouver) has 
ceased operations. The company’s website 
states the business is permanently closed and 
advises customers of their available courses of 
action for obtaining a refund.

Carrie-Ann Arbour has been appointed to the 
newly-created position of manager/leisure 
travel for Vision Travel Solutions’ location in 
St. Albert, Alberta. She will be responsible for 
development and retention of leisure and group 
travel clientele, including clients of its recently-
formed active travel department.

Transat Tours Canada has appointed Dean 
Neville to the position of sales manager - 
Western Canada. His background includes 
three years as president, Western Vacations, 
as well as 15 years with Fun Sun Vacations 
where he held a number of senior positions 
including director of sales and VP.

Canada Jetlines has signed a purchase deal 
with Boeing for up to 21 B737 Max aircraft, in 
keeping with the company’s plans to launch 
as a low-cost carrier this year.

In addition to new routes including Calgary-
Terrace, Calgary-Nanaimo and Vancouver-
Comox, Air Canada is increasing capacity on 
key domestic markets that have high volumes 
of leisure traffic, with the expansion of Air 
Canada rouge to operate the airline’s new 
seasonal Calgary-Halifax route and current 
Toronto-Kelowna services.

Travel Professionals International (TPI) hosted nearly 400 travel advisors and their guests, travel 
industry partners, and head office staff at the historic TPI 20th Anniversary Gala at the Grand 
Riviera Princess Theatre, Riviera Maya, Mexico.

Flight Centre recently held the grand opening of its new Ultra-Shop in downtown Vancouver, the first 
of the company’s new-look stores in Canada. The store highlights a focus on providing an interactive 
experience for travellers. 

Travel Masters recently hosted its first ever Impact Awards, honouring outstanding 
achievement across five categories, including marketing, business growth, community 
service, partnership and lifetime achievement. Pictured here: James Shearer,  chief operating 
officer, presents the Lifetime Achievement award to Wendy Jimenez.

Vancouver International Airport has opened its expanded domestic terminal, the A-B Connector, 
featuring new gate capacity, an expedited baggage system, seismic upgrades and a wide range 
of new dining and shopping options. The new $213 million expansion is the first major infrastructure 
project completed as part of YVR’s 10-year gateway strategy announced in 2012.



Going from an unknown animation studio to 

household name virtually overnight, Pixar’s 

success and struggles are chronicled in this 

book. Featuring a story and cast of characters 

worthy of the studio’s acclaimed productions, 

The Pixar Touch offers readers a glimpse into 

a unique business environment where dreams 

really do become reality.

In need of no introduction, the creative force 

behind Apple is detailed in this biography, 

from his beginnings in a California garage 

developing the first Mac computer to his 

return to the company many years later as 

its visionary CEO. Interviews with friends, family 

and colleagues illustrate the story of Jobs’ rise 

to business stardom.

With ‘Googling’ a part of everyday life, The 

Google Way examines the environment 

in which the company’s employees and 

management work and play, providing 

insights into one of the world’s most well-

known and valuable businesses. 

In his best-selling autobiography, the Virgin 

CEO explains the methods and motivations 

behind his many successful business 

ventures, as well as the company’s social 

and environmental goals. 

The founder and owner of online clothing 

retailer Zappos details both his personal 

journey and that of a billion-dollar business, 

one built on a strong corporate culture 

focused on happiness for employees and 

customers alike.

Written by the founder and owner of 

clothing and outdoor equipment company 

Patagonia, this book traces Chouinard’s 

journey from Quebec to California, 

eventually leading to the establishment of 

the successful company.
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Your customer’s complete trip information in a
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