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Located on the most stunning beaches in Mexico, the Dominican Republic and 
Jamaica, Palladium Hotels & Resorts properties cater to families with spacious 
rooms for up to 5 people, free stays for children and the Play at Palladium with 
Raggs program, taking family entertainment to a whole new level. Treat the kids 
to even more with Raggs’ exciting poolside events, themed breakfast, weekly pirate 
show and colourful disco party!

Visit transatholidays.com
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What an inspiring issue! The theme of your June PAX magazine is luxury.

With luxury as this month’s theme, it was easy to get lost dreaming of 
opulent travel opportunities while reading through our material for the 
June edition of PAX – some may say many of these experiences are 
unattainable, but I say we must not lose hope!

Defining "luxury" is unique to each individual, and may not necessarily 
always mean a hefty price tag. For some, achieving the ability to take 
advantage of such experiences is what gives us the motivation to excel. 

The luxury travel market is growing worldwide. For travel professionals 
benefiting from this trend, it is all about personalization and making 
each client feel like the most important person in the world, according 
to a study by Virtuoso (which has 650 members in Canada and the 
U.S.). People demand authentic experiences and quality time, whether 
travelling solo, with friends, or most commonly, with family. In fact, multi-
generational trips are currently one of the biggest trends in luxury tourism.

Regardless, this clientele is looking for impeccable service throughout 
the duration of their trip. 

Innovation, flexibility, sustainability these are among the essentials for 
success in the luxury tourism market and with many people are willing 
to pay for top-notch experiences, the market of luxury travellers offer 
great opportunity for travel professionals to earn more.

Finally, I thank you for all the e-mails we have received following the 
anniversary edition – it is so heartwarming to read your overwhelmingly 
positive feedback.

Follow the entire PAX magazine team on social networks and  
paxnews.com with daily e-magazines. 

With that, I will leave you to dream as you read this issue of PAX.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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"Perpetual optimism is a force multiplier."

These words – tried and true – were 

spoken by U.S. politician Colin Powell, 

referring to how a positive outlook 

dramatically increases the effectiveness 

of an item or group.

In the world of business – whether 

dealing with clients, suppliers or 

colleagues – you'd be remiss to overlook 

the power or influence of optimism; it is 

the foundation for successful attitudes 

which don't see failures as the end, 

but instead, as opportunities to grow 

and start fresh. It helps us think outside 

the box and allows us to be open to 

new ideas, while taking away negative 

stressors and instead, turning them into 

motivation.

A 2012 article by Forbes sites a study by 

Psychologist Susan Segerstrom which 

found optimism makes people happier, 

healthier and wealthier.

That's motivation enough to get me 

looking on the bright side...

"Expecting good things to happen will 

lead to taking actions that produce 

positive results," writes Margie Warrell. 

"Expecting only more bad stuff to come 

your way will keep you from doing the 

very things that might have minimized 

or avoided just that!"

It's certainly a state of mind, but one that 

perhaps more of us should challenge 

ourselves to achieve. Optimism is also 

an attitude we can persuade in each 

other, bringing positive perspectives 

to daily environments, from the lunch 

room to the board room.

One example in the corporate world is 

FRHI Hotels & Resorts, whose senior vice-

president of global sales is on the cover 

of this month's PAX magazine (pg. 36). 

In our interview, Mark Sergot described 

various practices in his workplace that 

stimulate employee motivation and 

participation – such as not using the 

word, "employee." Instead, the right 

term is "colleague," which the VP says 

gives people "the feeling they're part 

of a culture with integrity and respect."

Wendy Davis, founder of executive 

concierge and luxury travel service 

Zebrano is also an optimist, judging 

by her outlook on service fees and  

the approach she takes to a mistake-

free work environment (see more  

on pg. 9).

This month's magazine is full of individuals 

who eagerly approach business with 

upbeat perspectives, each confident in 

the direction the travel industry is taking 

and with sights set on personal career 

growth. Particularly, I am referring to 

the home-based agents you will find 

profiled in the PAX People feature on 

pg. 23.

You will also find a luxury theme 

throughout the next pages, with stories 

on wine tours in Portugal, explorations in 

Cappadocia, and one of my favourites, 

a Vogue piece about pet hotels that 

will blow your doggone mind.

As an optimist myself, I have no doubt 

you'll enjoy flipping through another 

great issue of PAX.

Happy reading.

Terrilyn Kunopaski
Editorial Director

terrilyn@logimonde.com
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I t’s 9:30 a.m. on a Friday and a portion of the team for 

Zebrano, an executive concierge and luxury travel 

service, are gathered in the office ‘think tank’, discussing 

an upcoming trip. The clients in question, apparently fans 

of Downton Abbey, will be enjoying a private tour of the 

television show’s famous setting, Highclere Castle, as part 

of their orchestrated getaway.

Wendy Davis, company president and founder, occasionally 

interjects as the team walks through the itinerary,  

posing questions such as how the clients will know which 

limo is theirs at the airport and which general manager 

will greet them at the hotel. The staff is ready with answers 

because at Zebrano, every moment of the trip is plotted 

out and each element customized to the client, down to 

the very last detail.

“Everything we do is personalized,” Davis explains to PAX 

when the meeting wraps up. “There is no typical travel 

itinerary and no two trips have ever been the same.  

That’s the key value proposition for our clients because it 

means we ‘get’ them.”

An entrepreneur with a 30-year career in travel that  

has included stints at Wardair, Carnival Cruise Lines and 

Sears, Davis is a self-described control freak who refers 

to ‘problems’ as ‘puzzles’, and used a love of travel  

(and never having the time to plan for it herself) to develop 

her company in 2000. 

In 2008, Zebrano, which had previously relied on  

outside agencies for its travel bookings, was approached 

by Virtuoso to join its network of luxury-based travel agents  

and suppliers, motivating Davis to bring all the business 

in-house.

“It happened organically,” she says, citing the level of 

personalization involved in creating this type of travel 
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experiences as a reason for the change. “It became clear 

to me that our traditional model – even if it just meant using  

agencies as a booking channel – was not going to work 

forever.”

Now in its 16th year, Zebrano has roughly 100 clients,  

a Virtuoso rating of 97 per cent, and a reputation for 

achieving perfection. The Toronto-based company sends 

affluent globetrotters wherever and whenever they want 

to go, dealing in everything from destination weddings  

and specialty birthday parties to father-son bonding 

excursions and exotic proposals.

The travel agency is distinct as a travel partner, working 

with clients rather than simply for them, and using 

a client’s lifestyle (which it has a unique access to, as  

the business doubles as a personal concierge) to influence 

the way they travel.

“We’ll sit in their living rooms and talk 

about where they want to go,” Davis 

says of the planning process, which 

can result in up to three years’ worth of  

travel plans being decided upon at 

once. “It’s always collaborative…  

And to have that kind of trust from 

people to create experiences for  

them that are significant and 

meaningful – to me, that’s what it’s 

all about.”

According to Davis, a successful trip requires an 

understanding of client needs and priorities. Scheduling 

plays a large role in the planning process as does ensuring 

that everything, from the hotel to the view at their restaurant 

table, will appeal to their tastes.

“You've gotta know your stuff,” she says, explaining that her 

team’s experience in travel gives them an edge in providing 

suggestions to clients who want firsthand knowledge of the 

places they’re visiting. 

“You have to be able to talk about the things they like  

to do. If I haven’t tried something, I will so I can  

understand it and know if it’s what they’d want. That’s why 

clients use us; they know we've done our due diligence."

A zeal for detail is just one of the qualities Davis attributes 

to Zebrano’s success, which sees more than 90 per cent of 

its clients through referrals. Passion for the job, tenacity and 

a knack for creative problem-solving are also paramount 

– not to mention discipline.

The office, for instance, is designed to look and operate 

like a trading floor, encouraging teamwork and free-form 

creative thinking between staff while also helping enforce 

transparency in a company that, put simply, doesn’t make 

mistakes.

“There’s a lot of risk for errors because we’re working in 

a fast-paced environment,” Davis says. And if something 

does happen, “The thing is to admit it, fix it fast, and then 

put processes in place to ensure it never happens again.”

But there’s not a lot of room for error; Zebrano charges a 

fee of $85 per hour for its research, planning and tracking 

services (tracking a client’s trip is key 

in assuring that travel hiccups, such 

as delayed flights, are solved before 

the client even finds out about them),  

a price that Davis is unapologetic 

about.

“We need to be paid for our time, plain 

and simple,” she says, stating that there 

is no such thing as a ‘one size fits all’ 

approach to luxury travel. “We proudly 

tell people that we are really good at 

what we do; we are experts and you have to pay for that 

service.”

Although Davis is pleased with her company’s 

accomplishments thus far, she is the first to acknowledge 

that there is still plenty of room for growth – and with a  

host of loyal clients exposing their children to the joys of 

high-end travel, a new crop of luxury enthusiasts is not too 

far off. 

To Davis, this means advancing the business’s social media 

platforms and online presence, tools that have not been a 

priority until recently, considering the lifestyles of its typical   

clientele who are often busy executives without much time for 

Facebook. 
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“We have to evolve with the technological tools the way younger 

generations use them, and even for our clients who are retiring and 

will have more time for social media,” she admits, also wondering 

about the possibilities such changes could bring.

“The problem with all that technology is that the information 

available out there can be immobilizing, to the point where 

people don’t know which way to turn.” That, Davis says, is where 

Zebrano comes in.

Overall, the travel-savvy proprietor looks forward to the challenges 

a new generation will mean to her team, especially given the 

recent rise in educational and cultural experiences. What will be 

interesting is how the bar on travel is raised for them, since the 

fortunate youngsters will have already seen and done a great 

deal by the time they’re grown. 

“I think they’re primed for us,” she says, referring to the children 

of her current clients who have grown up experiencing custom, 

high-end travel. “They will be perfect clients for Zebrano when 

they’re older because they’re great travellers already and they 

know what we can do.” 

Pictured above from the Zebrano team: Harshesh Patel,  

accounting manager; Amy Zhao, travel concierge; Wendy Davis, 

president & CEO; Devon Vaillancourt, VP concierge operations; 

and Sophie Lu, accounting clerk. Concierges out on the fly and not 

pictured: Angela Penman, household manager; Chantel Richards,  

household manager; Nancy Drolet, travel concierge. Independent 

contractors/travel concierges: Judi Cohen, Chantal Viau, Travel Concierge 

& Chinmoy Lad.
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expert advice

LaRae Quy is the author of Mental Toughness for 
Women Leaders: 52 Tips To Recognize and Utilize 
Your Greatest Strengths and Secrets of a Strong 
Mind. She worked with the FBI for 24 years as a 
counterintelligence and undercover agent and 
believes that the same skills that allow FBI agents 
to land on their feet in crisis situations are the 
same ones individuals can use to cope with the 
unexpected. She now writes and speaks about using 
mental toughness to survive in environments of risk, 
uncertainty, and deception. Find her on Twitter:  
@LaRaeQuy

LaRae Quy

A young man recently asked me what I considered to be the most important skill he would 

need to develop if he wanted to become a successful FBI agent. I told him that emotional 

intelligence – being able to pick up on the moods of others – would be one of the most 

essential skills he would need.

The ability to accurately pick up on the stress and vulnerability of people gives you an immediate 

advantage in how to move forward most successfully. It varies from, “Maybe this is not the right 

time to pitch a new deal” to “This is the perfect time to push harder on this issue.”

It’s the one thing that allows you to speak to the needs and desires of others.  

Most business professionals understand what empathy is, and some are good at reading other 

people’s needs and desires. When people feel they are understood, they respond in positive ways. 

FBI agents need people to cooperate with them in their investigations. Forget what you see in 

movies and read in books – the tough guy approach of blackmail and coercion works best in 

fantasy but not real life.

When we reach people in a way that touches them deeply, we help them tap into their best selves 

and achieve amazing results. Successful business owners understand the importance of engaging 

their talent and they are savvy about how to read body language to gauge the emotions of others.

If you are looking to grow your business, here are nine things you should look for when reading the 

body language of others:

Not everyone will be pleased to hear what 

you have to say in a meeting. But, a fake 

smile can be seen a mile away so when you 

see one, proceed cautiously no matter how 

happy they sound or the words they use.

TIP: Dump the botox and live with creases 

around the eyes – those lines are essential 

if you want to give a real smile and signal 

that you are genuinely happy about seeing 

someone. If you don’t see crinkle lines 

around someone's eyes when they are 

smiling, watch your step.

The second body language message  

that alerted me to the real emotions of 

the person I was meeting was a lack of 

eyebrow flash. We subconsciously raise our  

eyebrows a bit when we’re genuinely 

pleased to see someone. This is especially 

true for people whom you know or have 

met before.

TIP: Think twice if the person does not 

raise their eyebrows when they see you,  

even if they verbally indicate everything 

is OK.
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When people are stressed, their lips start 

to disappear. Paul Ekman, an American 

psychologist, has produced a lot of information 

on micro-expressions but my rule of thumb is to 

watch the mouth as a conversation unfolds 

because it will subconsciously signal what the 

person is feeling.

TIP: When lips disappear, the person is stressed. 

When lips purse, they are disagreeing with what 

you said or are considering another idea.

Most initial meetings with new clients or new 

hires begin like this: the other person answers 

questions while sitting in a rigid position and 

holding their head straight. After they become 

comfortable, they will usually tilt their head as 

they engage in conversation.

TIP: A head tilt is a powerful way to convey that 

you are comfortable with the conversation. It 

is incredibly hard to tilt your head when you’re 

experiencing negative emotions.

The face is used more than any other part of the 

body to cover up lies. The more ambiguous the 

expression, however, the more difficult to look for 

accurate body language. Then, it’s important to 

look for clusters of gestures. For example:

Many times a person who is being deceptive 

in their answers will scratch their neck with 

their index finger.

TIP: The average number of scratches is 

about five and it is a signal of doubt or 

uncertainty.

When you’re making a suggestion or 

sharing an idea, many times the listener will  

bring one hand to their face – this is called 

an evaluation gesture. The most common 

form of evaluation gesture is a chin  

stroke.

TIP: The chin stroke is a signal that the listener 

is going through the decision-making process. 

Watch for the body language that follows: arms 

and legs crossed means they are not favourably 

impressed, while leaning forward and open arms 

means they’re open to your idea.

My former FBI colleague, Joe Navarro,  

is an expert on body language. He says that 

our feet, along with legs, are the most honest 

parts of the body. Most of us are trained to 

control our facial expressions. How many of 

us heard, “Get that look off your face” while 

growing up? But no one pays attention to 

what the feet are doing – except skeptical FBI  

agents.

When we are happy and content, our feet will 

bounce or move. In the same way, if another 

person’s foot is turned toward the door when 

you’re talking to them, it signals they want to 

leave.

TIP: Pay attention to what a person is doing 

with their feet. If they are bouncing, chances 

are good that they have happy feet and all 

is going well.

Successful business owners know that to  

get the most from their teams, they must learn 

how to read body language accurately so they 

can reach team members on an emotional 

level. 

© 2015 LaRaeQuy. All rights reserved.

When hands cover the mouth, the brain is 

trying to suppress the deceitful words that are 

being said. Professional liars and politicians train 

themselves to lie without exhibiting the tell-tale 

gestures that goes with it.

TIP: When the hand touches the face at any time 

during your conversation, pay attention to what 

was said and how often the gesture is repeated.

I’ve been in many meetings where the person 

speaking is clenching their hands in raised 

position (usually elbows on the table or hands 

resting on the table) and smiling while they’re 

speaking. 

TIP: This is a sign of frustration and the person 

speaking is holding back a negative attitude.
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T here is no question: Your visit 

to Istanbul will be incredible – 

steeped in history, unbelievably 

beautiful – an amazing cultural 

experience.

But just a one-hour flight into the heart 

of Turkey brings you to Cappadocia, a 

historical region in Nev ahir province. 

Here, visitors soak up the traditional 

lifestyle and amazing topography 

right alongside the apricot farmers, 

making time for ancient churches and 

underground cities, roadside markets, 

regional cuisine, artisanal rug makers 

and ceramicists. 

Cappadocia, which translates to 

the “land of the beautiful horses,” is 

characterized by a landscape of soft 

rock created from layers of volcanic 
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ash millions of years old. The unusual swaths of aptly named 

“fairy chimneys” in the valleys are steeples of rock that 

remain behind as the supporting rock around them erodes.

This region was once the realm of the Hittite Empire, laying 

claim to settlements that date back to Roman times and 

further. Ongoing archeological excavations are unearthing 

entire villages, such as the Sobesos Ancient City, as well as 

“hideout” cities deep within the hills, once used to protect 

townspeople from marauders and religious persecution. Of 

the 35 underground cities, Kaymakli and Derinkuyu are the 

widest and deepest respectively, where visitors can wind 

through a multi-storey, thousand-year-old stone maze of 

rooms, including stables, kitchens, storage and prayer rooms.

The still-vibrant frescoes in the rock-cut churches of the 

Göreme Open Air Museum preserve the religious history of 

Cappadocia. A UNESCO World Heritage Site, this cluster 

served the spiritual needs of people for centuries, acting as 

a monk settlement, a pilgrimage site and now one big history 

lesson on early Christianity. The Church of the Buckle is the 

largest cave church, its ninth to eleventh century frescoes 

representing the 12 apostles and many saints, along with 

scenes from the life of Christ.

One of the best ways to soak in the lay of the land in 

Cappadocia is from a hot air balloon. On a nice day, you 

can see more than 100 balloons coasting in and around 

villages, vineyards and fairy chimneys. These typically leave 

the ground at dawn, and there are many companies with 

which to fly. Word to the wise: Your stomach will thank you 

if you have a bit of breakfast first.

Home base comes in the form of a very unique hotel 

experience. Most tourists embrace authentic Turkish 

hospitality at the many boutique cave hotels that dot the 

map near Göreme National Park, Nev ahir and Ürgüp, 

staying in rooms that were originally carved into the 

mountainside centuries ago. Two in particular stand out a 

mile for their attention to detail and all-out luxury: Yunak 

Evleri Cave Hotel in Ürgüp and Gamirasu Cave Hotel in 

Ayavalı. 
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For dining, the Cappadocia cuisine is as delicious as it is 

varied. Most meals in Turkey start with a meze, an array 

of small dishes including cheeses, eggplant salad, red 

peppers, yogurt, humus, olives, fava beans and sarma, or 

rice-stuffed grape leaves. Resist the urge to fill up on all 

this, though, because grilled lamb or kofte (meatballs) will 

not be far behind.

While we tend to think of kebabs as coming on skewers, 

there are in fact a few different kinds, including the doner 

kebab you see on vertical spits that are shaved into a pita. 

Keep an eye out in particular for testi kebab, an Anatolian 

beef, lamb or chicken stew baked slowly in a clay jug with 

green peppers, tomatoes, garlic and butter. 

Post-meal, locals drink çay or Turkish tea from tiny, elegant 

glasses. In fact, Turks pause throughout the day for a glass 

of tea, a break called a keyif, which means to “appreciate 

the life.” Once you get a taste of Cappadocia, you will see 

first-hand just how much there is to appreciate. 
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pax people

An ever-growing segment of the industry, the world of home-based 
agents sees both traditional travel professionals and veterans of other 

fields transforming spare bedrooms into workspaces.

With agents coming from a wide range of backgrounds, the 
reasons for making the transition are equally myriad.

This month, PAX goes door-to-door with five of 
Canada’s top agents selling the globe from their 

home office.

Blake Wolfe



Kevin Visser has always had a green 

thumb for business, so when he went from 

exporting Ontario-grown greenhouse 

plants to working as a “more than full 

time” home-based agent, the transition 

was an easy one.

“I was looking for a career change and 

wanted to work in a fun industry with 

a product that everyone loves,” Visser 

recalls. “I was also looking for something 

that I could do from home and on my 

own schedule, with a lot of flexibility to 

build my business in the way that I saw 

fit. Selling travel seemed to match my 

personality, experience and skill set.”

With his 10th anniversary in the travel 

industry coming up this November, Visser  

says the root of his success is a constant 

drive to branch out through various 

networks and cultivate an ever-growing 

list of clients and suppliers – though he 

admits that making those contacts is 

the main challenge faced by home-

based agents. In addition to having a 

strong online presence (a venue where 

agents shouldn’t be afraid to display 

their proudest accomplishments, he 

says), Visser also regularly networks 

in-person through neighbourhood and 

church functions, which has allowed him 

to establish a reputation as “the travel 

guy” in his community. 

A range of networks means more clients, 

and while most of his business is now 

coming through social media, many 

prospects are still contacting him by 

phone after meeting face-to-face.

“At this point I have a great client  

list and on-going referrals, but you need 

to get out and network to get your 

name known,” Visser says, explaining 

that 75 per cent of his clients are  

repeat customers and the vast  

majority of his business comes by 

recommendation.

For “the travel guy,” listening to clients 

and being available for inquiries 

are also paramount during both  

the planning process and the trip itself, 

while the follow-up afterwards is equally 

as important. He also makes time  

to explore new destinations as often 

as possible, recognizing the value  

first-hand experience adds to his  

work.

And while surviving largely on 

commission can be a daunting prospect 

for some agents, he says that being 

rewarded based directly on his sales is 

“very motivating.” For Visser, service fees 

only enter the picture when there is little 

commission to be made or if a booking 

is “very hands-on.” Hard work pays  

off, as his sales exceed $1 million each 

year.

Ultimately, Visser says that success or 

failure as a home-based agent is a 

matter of attitude.

“The biggest challenge that agents 

face is themselves – negativity,  

lack of focus, low confidence, and 

blaming external factors. Focusing on 

challenges will make them a reality,” 

he says. “It is much more productive 

to focus on strengths, opportunities, on 

having fun, and on working with clients 

to make their travel dreams come  

true."
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In her previous career as a human 

resources manager for a supermarket 

chain, Steph Switzer covered a  

territory ranging from Ottawa to the 

east side of the Greater Toronto Area. 

A new baby prompted Switzer to look  

for a home-based role that would 

allow her to stay with her daughter  

while providing opportunities for travel 

down the road, leading to the onset of 

a travel career in 2010.

“My husband and I decided that it 

would be beneficial for me to stay home 

with our daughter after she was born,” 

Switzer recalls, “but we would need to 

make some cutbacks, travel being one 

of them. So I decided to get my TICO 

and work in the travel industry. We now 

travel more than we did before!”

Balancing work and a growing family, 

Switzer is caring for her kids while helping 

clients arrange their next vacation. 

While working in a home-based role with 

children in tow has its challenges, she 

says the position allows her to share more 

time with family while taking advantage 

of being accessible to clients outside of 

traditional business hours.

“I do my best to be available for my 

family in the evening at dinner time 

and for my children’s bed time,” 

Switzer says. “I am guilty of working 

while on vacation as well, but in a role 

where I only get paid when I book 

travel, taking 30 minutes to respond to  

some e-mails while away is worth it for 

me.”

Although finding the opportunity to 

meet with sales representatives is one 

of the biggest challenges of being a 

home-based agent, for Switzer, it’s 

nothing that can’t be solved with a little 

extra effort; she says that networking 

opportunities and training events  

allow for agents to make those 

connections.

With plans to eventually specialize  

in romance travel, Switzer books all 

forms of vacations – provided they are 

from reputable suppliers, she notes.  

She says that offering a personalized 

touch to bookings emphasizes the 

importance of travel agents to 

customers who could just as easily go 

through an online travel agency to 

arrange their next escape.

“The self-service travel booking sites 

are definitely a challenge for any travel 

agent,” she says. “People think, ‘Why do 

I need to work with an agent when I can 

do the booking myself?’ Then something 

goes wrong and they do not have a 

familiar person to turn to.”

And in addition to landing repeat 

bookings, Switzer’s efforts are constantly 

recognized at home by what may  

be the next generation of travel 

professionals.

“My children can see how hard I work 

and they share in the rewards when 

I take them away on vacation,” she 

says. “My three year-old daughter 

understands that Mommy works so 

she can go to fun places like Beaches 

in Turks and Caicos and on Disney 

Cruises. Sometimes she tells me to go  

work because she wants to go away 

soon.” 
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For Dorothy Keizer, transitioning into the 

travel industry from a corporate role in 

the retail sector was more than simply 

a change in product – it meant leaving 

behind an office environment for the cozy 

confines of home.

It’s this alteration that Keizer, a full-time 

agent specializing in FIT travel to Europe, 

cites as both the biggest advantage  

and challenge in her current position – 

a role she pursued out of a passion for  

travel.

“I was used to working in an office of  

150 employees,” she says. “If I had a 

question or wanted to bounce an idea off 

someone, I just walked down the hall. I also 

miss the person-to-person daily contact.”

“But,” she continues, “I am my own boss, 

my time is allocated on my agenda, and 

I don’t need to explain to anyone if I have 

to leave for a dental appointment. I am 

personally responsible for my own success, 

and can manage my business on my own 

schedule without having to answer to 

anyone else.”

Still, Keizer’s previous role continues to 

influence her travel career, especially when 

it comes to daily routines. Drawing from “a 

ridiculous amount of self-discipline,” she 

treats every day as if it were a shift in the 

office, working from 8 a.m. to 5 p.m. (and  

often later), while reserving weekends 

strictly for checking e-mails and phone 

messages.

“My clients understand this and I have 

never had an issue with telling clients I will 

respond to them on Monday,” she says. 

“It’s all about time management.”

A list of contacts made in the retail world 

served as a “springboard” into travel, 

Keizer says, as did the various networking 

opportunities offered by the Winnipeg 

Chamber of Commerce. From there, it’s 

been a matter of continued networking 

– including methods such as daily social 

media updates and a bi-weekly newsletter 

– to draw new clients and stay top of mind 

with existing ones. According to Keizer, she 

never misses an opportunity to showcase 

her industry niche.

Punctuality and organization are the 

cornerstones of her customer service 

philosophy and with 90 per cent of clients 

making repeat bookings, it’s clearly 

working.

“I have developed a system of reminders 

to keep my clients informed, intrigued and 

inspired before they travel,” Keizer says. “I 

also provide a travel documents package 

with all confirmations in print form delivered 

directly to the client, including significant 

and interesting travel tidbits about their trip 

and destination to encourage anticipation 

for their vacation.”

And while the corporate office 

environment provided company and 

collaboration, the positive response from 

travellers following a memorable vacation 

has eased the transition.

“It’s extremely rewarding to have clients 

return from their travels, raving about their 

experience and how ‘that little boutique 

hotel in Paris was perfect for them’ or the 

tour I recommended was better than they 

expected,” Keizer says. “It’s very gratifying 

to hear them say ‘I couldn’t have planned 

this amazing trip without you!’”
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For travel industry veteran Norm Payne, a 

three-month long transit strike in Ottawa 

one winter was the catalyst for making the 

jump to his home office.

Payne entered the travel industry many 

years earlier as a storefront agent,  

coming from a family with an aviation 

background. 

“We travelled a lot which allowed unusual 

access to all aspects of the aviation, airline 

and travel business, so I learned eagerly,” 

Payne recalls. “Being the middle child,  

I was always the mediator and had a 

penchant for trying to convince others to 

go and see this thing or that place, which 

comes in handy since being a travel agent 

is all about enthusing people to travel.”

In addition to his current work, previous 

roles in other industries saw Payne rubbing 

shoulders with the “who’s who” of 

Canadian politics and business, specifically 

during a stint at Ottawa’s Rideau Club. 

He also served as a faculty member at 

Algonquin College for 18 years, teaching 

in the school’s travel program.

The seasoned travel consultant attributes 

his success to equal amounts of strong 

customer service and self-confidence, 

along with a combination of “omni-

directional” networking and following 

the basics of sales. Keeping his clients 

happy means paying attention to the fine 

details, while being available to answer 

any inquiries (he prefers phone calls over 

e-mail or social media) that arise over the 

course of a booking and during the trip.

“Be impeccably polite, always thankful, 

relentlessly persistent and ever optimistic,” 

Payne says. “Have confidence in yourself 

and abilities; if you don’t, you cannot 

expect it of others.”

Transitioning to a home-based role resulted 

in a 25 per cent jump in revenue for this 

advisor, an increase he attributes in large 

part to the lack of stress in a home office 

environment.

While he often puts in a nine-hour shift, 

he sometimes finds himself working up to 

14 hours in a single day, a challenge that 

comes with working on multiple projects 

at once.

Word-of-mouth advertising by clients is the 

best marketing tool for this professional, 

noting that the vast majority of clients are 

referrals, resulting in repeat bookings by 90 

per cent of his customers.

“The traveling public are desperate for 

personalized and attentive service – 

provide that and they will shower you 

with sales and even more clients,” he 

says, adding that taking care of customers 

includes only working with reputable airlines 

and suppliers.

As for challenges faced by agents in 

today’s travel industry, Payne believes 

that personal perception can make the 

difference between success and failure.

“The travel business is a grindstone – and 

whether it grinds us down or polishes us 

up really depends on us. Worrying just 

squanders our creativity,” he says. “One 

way to make a difference is to make your 

opinion and experience heard. There’s no 

point standing on the sidelines grumbling, 

criticizing and complaining.” 
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For Deepa Mahal, a career as a home-

based agent is all about making her own 

schedule.

Specializing in destination weddings, 

honeymoons and luxury travel since  

2010, Mahal brings a wide range of 

experience to her travel career, with 

previous roles at Continental Airlines, 

Manulife Insurance and as a senior 

kindergarten teacher.

While Mahal attributes a passion for travel 

and a desire to share that interest with 

others among her reasons for entering the 

industry, knowing that she can work her 

own hours is a key factor behind why she 

opted for a home office versus a storefront 

agency.

“The number one reason is flexibility,” 

Mahal says. “You simply cannot put a price 

on that.”

Going “above and beyond the call of duty” 

by making herself constantly available 

to clients, Mahal says that same level of 

flexibility also pays off when travellers find 

themselves in a difficult situation outside 

of regular office hours, while trying to 

enjoy their time away. Her commitment 

to customer service has translated to 95 

per cent of clients making repeat bookings, 

while an estimated 75 per cent of her new 

business comes from referrals.

Discipline and scheduling are important  

for a home-based agent, according 

to Mahal, especially when working in 

an environment where unexpected 

interruptions and the needs of family 

members sometimes take priority. Another 

challenge she cites is convincing some 

new prospects that she is a legitimate 

travel agent despite being based out of 

her home.

All the same, she says the challenges are 

worth the rewards.

“I wake up in the morning and get ready 

as if I’m going into work, which helps with 

motivation levels and keeps me in high 

spirits.”

Bringing in gross sales of nearly $700,000 

in 2014 and forecasting growth for this 

year, Mahal says that figure is made up 

of approximately 80 per cent commission 

and 20 per cent professional fees, which 

she adds depending on the complexity 

of a booking.

“If I was asked to organize the complete 

wedding arrangements which would also 

involve a site visit and coordination with 

the wedding planner, I would charge a 

professional fee,” Mahal says.

Taking an adaptable approach to 

networking, she expands her client and 

supplier lists both online and at industry and 

community events, allowing for important 

face time with prospects. Alternatively, 

“simply talking to people” in the community 

results in connections, she says.

And while Mahal admits the discounting of 

product and low commission markups on 

group packages are a concern for agents, 

she is confident that good customer service 

will always win. 

“With me it doesn’t matter, as my clients 

refer me to others because of the 

exceptional customer service I provide.” 



Connecting fl ights from 
66 CANADIAN CITIES

Stay from 
3 TO 30 NIGHTS

KIDS count towards your 
10-PERSON MINIMUM2

Leave on DIFFERENT DAYS 
of the SAME WEEK

Earn 1,000s 
of Aeroplan® Miles

FLY & STAY FREE at 
participating resorts3

NEW quote validity period!
30 DAYS for Sun bookings

MORE
ADVANTAGES

Savings for groups of 10 or more valid for departures between Nov. 1, 2015 and Apr. 30, 2016. 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 www.aircanadavacations.
com. Holder of Quebec permit #702566. TICO registration #50013537. BC registration #32229. ■ 1 Not applicable to incentive groups. Taxes apply. Based on double occupancy. Deposit of $600 non-refundable for bride and groom required. Air Canada Vacations will hold a maximum of 30 seats, 15 rooms with 
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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. 10660
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Group of 20 passengers 
= $50 Visa Cash Card 
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Call 1 877 752-7710

SHARE the loveNext winter,
GO AS A GROUP AND SAVE

Start planning your Sun groups for next winter today
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per couple
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FOR 90 DAYS
or up to 120 days before departure with 
our most popular wedding resort partners1

Book by June 30 and
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C nt  c p uc n ,  e ,  es  las e , n  s  u  m ! 

Iberian Jewels 
Marseille to Lisbon 
Aboard Crystal Serenity 
VOYAGE 5330 │ 12 DAYS 
NOVEMBER 29 - DECEMBER 11, 2015 
DELUXE WINDOW: USD $3,375 
VERANDAH: USD $4,755 
PENTHOUSE: USD $8,255 

Magical Mediterranean 
Round-trip Monte Carlo 
Aboard Crystal Serenity 
VOYAGE 5326 │ 12 DAYS 
OCTOBER 25 - NOVEMBER 6, 2015 
DELUXE WINDOW: USD $3,495 
VERANDAH: USD $5,015 
PENTHOUSE: USD $8,625 

Gems of the Caribbean 
Round-trip Miami  
Aboard Crystal Symphony 
VOYAGE 5230 │ 14 DAYS 
NOVEMBER 28 - DECEMBER 12, 2015 
DELUXE WINDOW: USD $3,970 
VERANDAH: USD $5,710 
PENTHOUSE: USD $9,685 

DINING/BEVERAGES 
 Complimentary select fine wines and 

premium spirits, open bar service in all 
lounges 

 All non-alcoholic beverages such as bottled 
waters, soft drinks and fresh juices 

 All meals, including one evening of specialty 
restaurant dining that features the cuisine 
of Nobu Matsuhisa and Piero Selvaggio 

 Complimentary gratuities for all dining 
staff 

 The Bistro, offering pastries, cheeses, 
charcuterie, specialty coffee drinks and 
evening bites 

 24-hour room service 

ACTIVITIES 
 State-of-the-art fitness center, steam room 

and sauna 
 Fitness classes such as yoga, Spinning® 

and group Pilates 
 Golf lessons with PGA pros 
 “Walk-on-Water” with Wow® weighted 

vests 
 Nordic Pole walking equipment 
 Paddle tennis 
 Art classes with Odyssey Art at Sea 
 Computer/technology classes and a 

technology concierge 

ENTERTAINMENT 
 Crystal Visions® Enrichment Program 

lecture series featuring distinguished 
speakers 

 Award-winning entertainment 
 In-stateroom movie and complimentary 

DVD/CD rentals 
 Recent-release films in the onboard 

movie theatre 
 Dance lessons and Ambassador Hosts on 

every cruise 
 Dedicated junior cruiser facilities 
 Dedicated Bridge lounge for daily 

instruction and play 

EXTRAS 
 Complimentary gratuities for all stateroom 

and Penthouse staff (including Butler) 
 Welcome champagne 
 Comfortable shuttles to town 
 Generous menu of pillow options 
 Twice-daily housekeeping with nightly 

turndown service 
 Self-service launderettes 
 Kimonos, Frette bathrobes and personal 

slippers 
 24-hour Penthouse Butler service 
 Wine tasting seminars (on select cruises) 
 Shore Excursion Desk stays open while in port 

Fares listed in US Dollars (USD), per person, based on double-occupancy booked by June 30, 2015. Up to USD$800 per person Air Credit offer applies to new bookings only on Voyages 5326, 5230 & 5330 and must be booked at least 60 (sixty) days 
prior to departure date. This offer is not applicable for the third berth guest or group bookings. This offer is not combinable with Crystal Getaways, National Account Amenities, Crystal Family Memories and other tactical promotions. Air must be booked 
through CruiseBuilder or through Air Services only. Air Services will apply a maximum $800 per person air credit, if the air cost is less than $800, there will not be a refund of the difference; if the air cost is over $800, the difference must be paid within 24 
hours. Cruise-only fares do not include cruise port and security and handling charges between USD $470-$560. †Crystal Cruises offers each guest the opportunity to dine at least once on a complimentary basis in Prego and at least once in Silk Road or the 
Sushi Bar (Sushi Bar is not available for pre-reservation via PCPC and is available on a first-come, first-served basis). Additional reservations including "walk-in" visits are subject to a USD $30 per person fee, subject to availability. All offers may not be 
combinable with other promotions, apply to first two full-fare guests in stateroom or suite, are capacity-controlled, subject to availability and may be withdrawn or changed at any time without notice. For full terms and conditions visit crystalcruises.com  

CANADIAN SPECIAL — UP TO USD $800 AIR CREDIT PER PERSON 
BOOK BY JUNE 30, 2015 

FROM SELECT CANADIAN GATEWAYS 

    From  
Vancouver 
(YVR) only 

  From  
both 

YVR & YYZ 

To book contact Crystal Cruises at 1-800-446-6620 ext. 2 or online at book.crystalcruises.com 
For groups and/or marketing support contact: 

Peter Nowicki Karen Scott Caplice 
DSM, Western Canada DSM, Eastern Canada 
PNowicki@crystalcruises.com  KScott@crystalcruises.com 

From  
Toronto  

(YYZ) only 
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B urj Al Arab Jumeirah is not just another place to 

lay your head. Situated atop a man-made island 

306 yards off the Jumeirah coast in Dubai, this 

56-story structure was designed to be an embodiment of 

extravagance and prosperity. As such, it has since built 

a reputation as the world’s most luxurious hotel.

Burj Al Arab (also known as The Burj) opened in 1999 

following a five-year construction period overseen by 

architect Tom Wright and interior designer Khuan Chew, 

whose collective visions were to create an icon of success 

and a beacon for Dubai’s prosperous future; a love letter 

to Arabic tradition, with a modern twist.

The structure of Burj Al Arab takes the shape of a sail (a 

nod to United Arab Emirates’ nautical heritage), and 

makes use of a white Teflon-coated woven glass fibre 

screen to give the building a fresh, clean look against 

the blue of its surrounding waters.

The materials used in its design include Statutario 

marble for its walls and flooring (the same marble used 

by Michelangelo in his sculptures), gold leaf interior 

embellishments, and flourishes of glass, water and fibre 

optics throughout. 

The hotel’s features include private dining, 24-hour  

butler service, personal check-in services, exclusive 

helicopter transfers to and from Dubai International 

Airport and a virtual concierge (a 24-carat gold iPad) 

offered to guests.

Burj Al Arab is an all-suite hotel made up of 

202 luxury duplexes spread out over its 28 

double stories. 

The jewels in this crown of accommodation 

are the hotel's two Royal Suites, which span 

the entire 25th floor at 8,396 square feet and 

include their own elevator, a private cinema, 

a rotating canopy bed and a Majlis area for 

private parties.

Every suite in Burj Al Arab includes the 

latest in technology such as iMacs (with 

complimentary WiFi, of course), 42” plasma 

TVs, 14 iPhones (per room) and an in-suite 

electronic system that allows guests to control 

everything from the curtains to the AC. 
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Each suite features first-class amenities that 

go far beyond the comforts of home (well, 

most homes), such as a selection of Hermès 

amenities, a pillow menu and a bath menu. 

Bathrooms include a full-size Jacuzzi and 

separate five-head rain shower. 

Ultra-deluxe super king beds are personalized 

to suit guest posture preferences and come 

with a choice of 17 types of pillows, Eiderdown 

duvets and Egyptian cotton linens.

Burj Al Arab houses nine restaurants and bars throughout its 

property, each a unique blend of food and atmosphere that 

make ‘dining’ and ‘eating’ entirely separate experiences. 

With cuisine that ranges from ‘modern European’ to ‘far East 

Asian’ and settings that boast Swarovski crystal detailing and 

a wraparound aquarium, there’s no such thing as simply 

‘grabbing a quick bite.’ 

However, if guests are only staying for a limited time, the 

hotel’s ‘Culinary Flight’ experience offers a way to dine 

course by course at every restaurant in Burj Al Arab’s 

repertoire.

What would the world’s most luxurious hotel be without 

a spa? 

Burj Al Arab’s Talise Spa is located on the 18th floor  

and features a design derived of ancient Middle Eastern 

inspiration. Bathing pools, treatment rooms overlooking 

that Arabian Gulf and a colour scheme that represent 

the four colours of the United Arab Emirates flag (green, 

red, black and white) all come together to create a 

place of extravagant relaxation. 
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At 321 metres above sea level,  
Burj Al Arab is the tallest all-suite hotel 

in the world

The structure is comprised of 70,000 
cubic metres of concrete, 9,000 tons of 
steel, and 250 columns that support the 
building from 45 metres under the sea 

The Burj Al Arab has more than  
28,000 light fixtures

212 metres above sea level, the hotel 
helipad allows guests to arrive or depart 

by helicopter

The hotel’s atrium, the world’s tallest, is 
more than 180 metres in height

Staff-to-suite ratio: 8:1

It is also comprised of 43,446 square 
metres of glass



LEARN ABOUT OUR AWARD-WINNING CRUISES  
AND DELUXE ‘STAR-SHIPS’

DISCOVER WHAT’S NEW IN 2016!  
Visit emeraldwaterways.ca to request a brochure 

Best New River Ship

2014
Editors’ 

Picks

Attend an Information Session and Enter to Win a Free River Cruise with Emerald Waterways.†

SPACE IS LIMITED RESERVE YOUR SPOT TODAY 
 RECEIVE A $100  

TRAVEL VOUCHER  
WHEN YOU ATTEND A 

‘STAR SHIPS’  
INFORMATION  

SESSION.  
CONDITIONS APPLY*

†*Terms & Conditions Apply. No purchase necessary. Must attend an Emerald Waterways Information Session: (1) to Enter to Win Free River Cruise. One entry per person allowed and must be 18 years of age or older. 
Contest Terms: No purchase necessary. Airfare not included. Contest runs from June 5 - 30, 2015 where one random winner will be selected. Free river cruise is not redeemable or transferable to cash. Please visit 
emeraldwaterways.ca  for full Contest Rules (2) Receive a $100 Travel Voucher. One per person. Travel voucher can be combined with Early Booking incentives. Save $100 per person when booking and paying deposit within 
3 days of the session date. $500 deposit required and full payment required within 90 days of departure. Non-transferable to cash. Offer may be extended, cancelled or withdrawn at any time without notice. Please visit  
www.emeraldwaterways.ca  for full booking details. Emerald Waterways, 401 West Georgia St., suite 1025, Vancouver, BC, V6B 5A1.  © EMERALD WATERWAYS 2015 | ALL RIGHTS RESERVED | BC CONSUMER PROTECTION 
#40178.. Quote ad code ECAPR045

OTTAWA EAST/ORLEANS SHOW
JUNE 5, 2015 – 1:00 PM

Holiday Inn Express & Suites 
Ottawa East - Orleans

500 Brisebois Crescent, 
Ottawa, ON

KANATA SHOW
JUNE 6, 2015 – 4:30 PM

Bistrofiftyfour at Amberwood
54 Springbrook Drive, 

Stittsville, ON

KINGSTON
JUNE 7, 2015 – 1:00 PM
The Harbour Restaurant

53 Yonge Street 
Kingston, ON

OSHAWA SHOW
JUNE 8, 2015 – 2:00 PM

Harmony Creek Golf Centre Oshawa
1000 Bloor Street East, 

Oshawa, ON

VICTORIA SHOW
JUNE 13, 2015 – 1:00 PM

Hotel Grand Pacific
463 Belleville Street, 

Victoria, BC

OAKVILLE SHOW
JUNE 14, 2015 – 1:00 PM

Holiday Inn Oakville Centre
590 Argus Rd,  
Oakville, ON

HALIFAX SHOW
JUNE 17, 2015 – 10:00 AM

The Lord Nelson Hotel & Suites
1515 South Park Street,

 Halifax, NS

CALGARY SHOW
JUNE 17, 2015 – 7:00 PM

The Westin Calgary
320 4th Avenue S.W. 

Calgary, AB

EDMONTON SHOW
June 18, 2015 - 1:00 PM

Coast Edmonton Plaza Hotel
10155 - 105th St, 
Edmonton, AB

SASKATOON SHOW
JUNE 20, 2015 – 10:00 AM

The Willows
382 Cartwright Street, 

Saskatoon, SK

BURNABY SHOW
JUNE 25, 2015 – 7:00 PM

Hilton Vancouver Metrotown
6083 Mckay Ave,

Burnaby, BC

WINNIPEG SHOW
JUNE 27, 2015 – 1:00 PM

Homewood Suites by 
Hilton Winnipeg Airport-Polo  

Park Hotel
1295 Ellice Ave, 
Winnipeg, MB

For more information call 1-855-444-0161 or visit www.emeraldwaterways.ca
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“When I started 15 years ago, Fairmont had 

just rebranded its hotels in Canada,” Mark 

Sergot recalls from his desk at the FRHI head 

office.

“We were just a North American company, 

and then we went into this place called 

Dubai,” he goes on, describing how at 

the time, it was a radical decision that  

paid off, setting the stage for further 

expansion.

Sergot joined the company in the year 2000 

as director, group sales for The Fairmont 

Chicago. At that time, Fairmont Hotels and 

Resorts had 37 properties located primarily 

in Canada and the U.S

It was the next step in his advancing career, 

previous to which he held a variety of 

management roles with groups such as Hilton 

and Starwood. And while he’s moved up the 

ranks since first being introduced to the world   

Text: Terrilyn Kunopaski
Photography: Olive Photography
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of hospitality during a summer job at a local property, it 

wasn’t part of his original plan. In fact, Sergot had studied 

communications with the intention of becoming a reporter, 

but when job options in the field looked dismal upon his 

graduation, he pursued the path that has led to where 

he is now.

Sergot sails through our conversation as though it were old 

hat, never losing the corporate facade as he shares his 

views on where the company is going. But, it’s clear that 

he’s not lacking enthusiasm; this executive has witnessed 

first-hand how plans have turned into action throughout 

his time with FRHI, a success story that begins, in part, with 

exceptional communication. 

“The art of good questioning in our industry [allows us] to 

better understand what our customers’ needs are so we 

can ultimately deliver against those,” he says, now senior 

vice-president, global sales organization. “That’s what we’re 

ultimately about – delivering great experiences. If we’re 

just blindly trying to deliver a certain level of service or 

expectation without considering the specifics, it doesn’t 

necessarily make for the memorable experience we’re 

looking to achieve.”

FRHI is the product of a merger between Fairmont  

Hotels & Resorts, Raffles Hotels & Resorts and Swissôtel Hotels 

& Resorts in 2006, a global hotel management company  

that today boasts more than 110 hotels in 35 countries, and 

has been projected to see 50 per cent growth over the 

next five years. The portfolio is unique in the marketplace, 

consisting completely of luxury, upscale hotels.

The product appeals to a certain type of client, not to 

mention a certain type of travel advisor, and  since the 

merger, efforts have been dedicated in the business-to-

business space to leverage the popularity of one brand in 

order to market another. This has been a priority for Sergot 

as his role challenges him to concentrate on structure, 

strategy and standards to ensure sales teams worldwide 

are fully aligned and integrated. Although many umbrella 

companies want partners to know its individual assets versus 

the overarching business, in this case, helping the travel 

trade familiarize itself with FRHI is crucial because of what 

it represents.

“Our customer base has a clear understanding of Fairmont 

in many parts of the world, which helps translate into a 

greater interest in Raffles and Swisshôtel,” Sergot explains. 

“Knowing there’s connectivity in terms of the leadership of 

the organization that’s managing the others, knowing that 

there’s consistency in regional direction across the three 

brands and knowing that they have people that they’ve 

worked with for a long time endorsing the brand gives them 

a great comfort.”

While the high-quality product is one element guests and 

their travel consultants can rely on across the board with 

FRHI, Sergot turns the conversation to service time and 

time again – undeniably a key element to building loyalty 

over the years.

“You can have wonderful buildings, wonderful architecture 

and great offerings, but if you don’t have service that 

captures a guest then you really don’t have much of a 

brand,” he says.

And by 'service,' he is of course referring to 'staff,' though you 

will never hear him (or anyone else within the organization, 

for that matter) use that term. Instead, the SVP continually 

uses the word 'colleague', stemming from a value ingrained 

in the FRHI workplace culture that he says is about “a basic 

level of respect.”

“We don’t want people coming to work thinking that they’re 

here as staff to work for someone,” he says. “We want 
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people to come into our hotels, our corporate office or 

wherever we’re operating with the feeling that they’re part 

of something – the feeling that they’re part of a culture 

with integrity and respect; the feeling that they’re part of 

a team looking to accomplish a mission.”

Sergot says that the approach drives teammates  

to take ownership over various roles and responsibilities, 

though this is only one method of many used as  

motivation.

Another example is an internal program called ‘Ideas Count’, 

which rallies colleagues to suggest innovations and changes 

that could benefit the productivity or experience at FRHI, 

either internally or for guests. Regardless of what position 

individuals hold, everyone is encouraged to contribute ideas 

and chosen submissions are taken on as projects.

“No matter where you are in the organization, you have 

background, experiences and a frame of reference that 

we think is important, especially today when we have 

guests coming from all over the world,” Sergot says of the 

program. “Generally, we try to foster an atmosphere where 

colleagues are looking at any potential opportunity to 

improve a service or enhance something that’s going on 

within a hotel.” 

The concept, in effect, benefits from simply asking  

the question about what the company can do to improve.

This connectivity with colleagues – extending as well 

to guests and travel partners – becomes increasingly 

important as FRHI sets out with a strong focus on growth 

in Europe, Asia, the Middle East and Africa. The company 

still remains small compared to other key players in the 

luxury space but is mindful of demand as global travel also  

continues to increase, particularly among the world’s most 

wealthy. 
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“We have a significant number of repeat guests who like to 

stay with us no matter where they are in the world, and that’s 

one of our challenges: to make sure we aggressively pursue 

opportunities for growth so we can meet that expectation 

and continue to keep people with us no matter where 

they are going,” Sergot says, adding that FRHI is “looking 

forward to planting flags in as many places as we can 

around the world.”

Are executives closely observing the competition? 

Sure, he admits, but for the most part, they are focused 

on achieving FRHI’s corporate vision to be “the world’s 

preferred hospitality company,” strategically placing its 

various brands in appropriate markets.

“I think most of us (FRHI and its competitors) want  

to be in every major market and of course, the multi-brand 

players want to have multiple hotels and products across 

every market.... They don’t necessarily see limits; they  

see opportunity, as do we,” he says. “That growth doesn’t 

seem unrealistic when you think about how there are many 

places around the world that have very little in terms of 

hotels and a lot of people looking to travel.”

The advantage for FRHI is its size and progressive rate of 

growth, keeping a pace that allows for each opening to 

be a novel experience.

“While some of our competitors are opening a hotel  

a day or more and it just becomes the thing they do, for us, 

each one is an exciting opening and puts us in a new place 

in the world,” Sergot suggests, noting that expansion means 

new opportunities internally, for guests, and of course, for 

travel partners. 
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analysis

 

** N/A - not available

** Please note: Travel Counsellors & TPI were unable to provide submissions before publication deadline.
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vogue
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The dog days of travel are over; luxury pet hotels are popping up all over the world, allowing 
jet-setting pet owners to send their four-legged family on a fabulous furlough that is truly ahead 
of the pack. So whether your furry friend is a pampered pooch or an aristocat, these hotels will 
provide an experience so opulent, they’ll never be homeward bound.

Britney Hope

With amenities that include pawdicures, Reiki healing treatments and a doggie 

ice cream van, House of Hugo provides guests with the ultimate boarding 

experience. Loft-style suites feature king-size beds, complete with roll-down 

service, pajamas, and a bedtime cookie. The hotel spa offers hydrotherapy in its 

heated pool, Furjazzling services and blueberry facials. Its weight management 

program makes use of a 10,000 sq. ft. dog park, and guests checking out receive 

a photo album documenting their stay before being whisked off home by House 

of Hugo’s pick-up/drop-off service.

Photos courtesy of House of Hugo
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Established by a devoted cat owner in 2010, Longcroft Luxury Cat Hotels currently 

has nine locations throughout the U.K. – and is still growing. The boutique cattery 

features florally-themed suites, each appointed with a wrought-iron bed and a 

private activity area. Cheerful music is played throughout the hotel, and guests 

can send personalized postcards to their forgotten friends back home. Those 

with discriminating tastes can order lactose-free milk and a portion of king 

prawns from the hotel's “a la cat” menu, although customized meal options 

are also available.

Photos courtesy of Longcroft Luxury Cat Hotel Group Ltd.

Self-proclaimed to be the world’s first luxury dog hotel, the Canis Resort strives to 

provide organic and holistic canine care of the highest standard. The grounds are 

designed to convey an ambience of relaxation and well-being offering wellness 

treatments such as massages and aroma therapy. The resort’s dog lodges are 

outfitted with blankets made from hypoallergenic fibers, and each have their own 

fenced-in garden and doggy door providing guests with continuous access to the 

outside. Amenities at Canis Resort include individual human attention from trained 

staff, airport transfers via dog taxi, and a daily coat treatment. 

Photos courtesy of Canis Resort
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The private suites at Meadow Cat Hotel have heated floors, elaborate sleeping quarters, 

and provide panoramic views of wildflowers and bird feeders. Guests enjoy interactive 

play sessions that include catnip bubbles and laser lights, puzzle feeders to encourage 

their natural hunting instinct, and audio books played over the sound system. The hotel’s 

gourmet menu includes wheatgrass, Scottish salmon fillet, and a bedtime snack of milk 

and kibble sticks. Anxious pet owners can take advantage of a daily e-mail update 

service, or view their feline friends from afar using the hotel’s CatCam. 

Photos courtesy of Meadow Cat Hotel
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One of three locations throughout the U.S., D Pet Hotels in Manhattan is hospitality 

unleashed. The modern-style property boasts suites with queen-sized beds and 

flat-screen TVs, chauffeur service with a luxury fleet, and three dog parks. Guests 

can enjoy personal fitness training at Pant gym, private chef service with twice-

daily en suite dining, and a spa menu that includes everything from a basic 

bath to something called ‘gland expression’ (nail gloss application, ribbons and 

cologne are complimentary). 

Photos courtesy of D Pet Hotels
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escape

Text & photos: Alison Kent
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I t’s a pleasantly balmy early summer 

day when I arrive in the historic city 

of Porto. I’ve only just hit town, and 

already I’m struck by the vibrant colour 

and old world charm of this UNESCO-

designated northern coastal metropolis 

as we travel en route from the airport to 

our accommodations. 

Check-in complete, I drop my bags and 

head toward the hotel room window to 

get my bearings. Gazing down upon the 

bustling outdoor restaurants, cafés and 

pastelarias of historical Ribeira Square, a 

flurry of activity is underway, with servers 

delivering glasses of icy cool beverages  

to a profusion of thirsty patrons – and 

having a tough time keeping pace with 

demand. 

Intrigued, I head out to join the throng, 

and am soon sipping my own first porto 

tónico. Consisting of one part white port 

and two parts tonic water, this simple yet 

sublime thirst quencher is served over 

ice with fresh mint leaves and slices of 

lemon or lime. And, as I soon discover, 

it’s a surprisingly refreshing and unique 

way to enjoy this charming, lighter style 

of port wine. 

Interestingly,  this world-renowned fortified 

wine has been aged and distributed 

in Porto for centuries, having been 

produced in the nearby Douro Valley.

Ranging from white to ruby and tawny 

to vintage, ports may vary in sweetness 

levels, aroma and colour, yet they are all 

rich, complex and intensely flavoured, 

higher alcohol fortified wines – and most 

with seemingly inexhaustible potential for 

longevity. How many other wines can age 

40, 50, 60… up to 100 years in some cases, 

and still be entirely drinkable? Finer ports 

certainly can. 
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And thus, Day 1 of the Portuguese wine adventure is 

underway. Just past the outdoor patios, the colourfully tiled 

buildings of Porto and across the Douro River in Vila Nova 

da Gaia is where the port lodges are located, including  

W. & J. Graham’s 1890 Lodge and Sandeman’s Cellars. 

Lodges are the storehouses (or caves) where the oak  

cask aging of port takes place, traditionally done once 

port wines made in Douro Valley vineyards were shipped 

by boat along the river to Porto.

A visit to the cellars at Graham’s reveals bottles dating  

back more than a century, with the bulk of their  

extensive selection running the gamut from Six Grapes 

Reserve – one of Graham’s original port blends – to a 

stunningly good Graham’s 40 Years Old Tawny Port. Following 

the tour, I enjoy another porto tónico on the terrace as the 

sun goes down, followed by dinner of local fare paired with 

fine wines at the onsite Vinum restaurant. 
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Setting off to the Douro Valley – also UNESCO-designated – I 

see firsthand where port wine grape varietals are grown and 

harvested. It all begins with a guided tour at Sandeman’s 

Quinta do Seixo vineyards and tasting centre in the heart 

of the Valley. More than 26,000 visitors make their way here 

each year, many who come for harvest season in September.  

An extensive and revealing ‘port’folio tasting is led by 

George Sandeman, seventh generation of the Sandeman  

Port Wine family and current Chairman of the House of 

Sandeman. 

I stroll the short distance from tasting centre to picnic tables 

set amongst the fruit trees and terraced grape vines. Lunch 

is about to be served and beverages are being poured. 

Just to mix things up, cocktails and tapas include lovely ruby 

sparklers – half and half ruby port combined with chilled 

sparkling lemon or orange water served over ice with an 

orange slice – along with those refreshing porto tónicos. 

Local cured and smoked sausages and cheeses are on the 

menu, along with olives, figs, oranges and toasted almonds –  

all grown and picked right here on the grounds. 

I would be remiss to suggest that Portugal’s only noteworthy 

contribution to oenophiles is port wine. That’s far from the truth, 

as the country has a long and varied history in winemaking, 

dating as far back as the Bronze Age and spanning to the 

Dark Ages, when European communities became isolated 

and evolved their own distinct cultures.

Portugal’s development during this time served to create and 

cultivate its own particular terroir, coaxing optimal flavour 

nuances from their own grape varieties and working the land 

to best suit micro-climates, terrain and grape characteristics. 

The result? Floral, fruity and expressive whites like Alvarinho 

and Arinto, and big, bold red varietals like Trincadeira, Baga, 

Touriga Franca and, my favourite, full-bodied Touriga Nacional 

which, incidentally, is a favourite for blending into ports. 

In fact, there are 250 different indigenous grape varieties 

grown in diminutive Portugal amongst 14 distinct wine regions, 

from Vinho Verde in the north to Algarve in the south, as well 

as the islands of Azores and Madeira. Whatever I manage to 

sample and see during this journey will be but a drop in the 

bucket – or barrel, so to speak. 



For the best travel industry news : PAXnews.com56   PAX For the best travel industry news : PAXnews.com56   PAX

Today, I’m at Ramos Pintos’ Quinta do Bom Retiro – roughly 

translated as “a good place to relax.” Here, under a canopy 

of wisteria and next to perfectly manicured gardens,  

I meet João Nicolau de Almeida, whose grandfather 

wisely purchased this picturesque quinta back in  

1919 – around the same year its charming garden pool 

was built. A passionate and animated winemaker,  

de Almeida regales with interesting anecdotes and shares  

his wealth of winemaking knowledge over lunch  of bacalhau 

(salt cod), peppers, olives and Duas Quintas Reserva  

White. Following this is a luscious dessert of delicate orange 

flan accompanied by Ramos Pinto RP20 Tawny Port,  

and more of that incredible Serra da Estrela cheese. 

Heavenly. 
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The terrain becomes more rustic, rocky and forested as I reach 

Dão. Surrounded by mountains, vineyards here are located on 

rolling hillsides predominantly comprised of schist and granite. 

Visit, taste and tour at Quinta de Lemos – known as much for their 

exquisite textiles as their superb wines. If seeking solitude in an ultra-

luxurious modern design setting, enquire about an overnight stay. I 

venture forth, heading south to Tejo to take in an equestrian show 

at Casal Branco, featuring majestic Lusitano horses and a unique 

falconry display whilst sipping the aptly named Falcoaria White.  

Still in the Douro Valley, Quinta do Portal features guided tours 

through the cellars, plus wine tastings and classes. Nestled in among 

the Pinhao Valley vineyards, gourmet cuisine is accompanied by 

winemaker Paulo Coutinho’s expertly matched pairings. Along 

with the restaurant, an on-site event space and auditorium makes 

this serene setting a rather fine choice for a getaway, both for a 

larger gathering or more intimate retreat. Also on the property, 

cozy Casa Das Pipas features a dozen rooms in the main inn, 

boasting a large outdoor pool and wine library. 



A stop in Alentejo to sample the fine wines and olive oils at 

historic Herdade do Esporão is followed by a visit to Herdade 

da Malhadinha Nova – a massive property featuring a winery, 

hotel and spa. I then loop back around to end the adventure 

in Lisbon, Portugal’s largest city and second largest wine 

producing region. But what catches my attention there – 

even more so than the famous pastel de nata (custard tarts) 

from Pastéis de Belém – is the ginjinha (cherry liqueur) served 

at marble-topped stand-up bar tables outside the wee-sized 

‘bar’ Ginginha do Carmo. This intensely rich cherry libation 

keeps my energy up as I continue to explore this fascinating 

city – and begin planning a return visit to explore even more 

of Portugal’s wine regions. Saúde! 

Where rugged nature 

meets vibrant cities.

BOOK A BRITISH COLUMBIA PACKAGE BETWEEN JUNE 1st - JUNE 30th, 2015  
AND EARN 20% MORE ANDERSON VACATIONS REWARD POINTS
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of the Greek Islands, Cyprus, Montenegro, Croatia, Spain and Gibraltar.
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Find outstanding and friendly service on board. The staff and crew speak English and other major European languages as well.  
Dine in the tradition of fine French and European gastronomy. Each meal on your cruise will give you a delightful experience  

of French haute cuisine — the chefs having worked alongside Michelin-starred icons such as Paul Bocuse and Marc Haeberlin. 

EXPERIENCE AN INTERNATIONAL ATMOSPHERE WITH A FRENCH TOUCH 

Passenger capacity varies from 100 to 180 people, depending on the ship’s design. Each cruise starts with a welcoming cocktail  
reception to meet the captain, crew and staff on board.  All cabins are equipped with amenities such as air-conditioning,  

central heating, shower/toilets, satellite TV, safe, hairdryers, 220 V electrical outlets — and each offers a view of the river.  
Last but not least, enjoy complimentary Wi-Fi throughout the fleet.
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Per person, based on double occupancy, cruise only, in CAD, outside stateroom on the main deck,  
MS Renoir, October 16, 2015, 5-day cruise, Valley of the Seine
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business sense

While these changes often mean increases in productivity, 

convenience and a more progressive work environment, they 

can also present themselves as complications, which can mean 

a difficult adjustment for employees.

With the average workday lasting longer than previous 

generations and the retirement age slowly creeping back past 

65, workplace resiliency – the ability to adapt to change and 

rise to challenges – has become an essential job skill, providing 

opportunities to those who have it, and threatening to leave 

those who don’t behind.

According to workplace psychologist Dr. Jennifer Newman, 

although change at work comes in multiple forms, the changing 

structure and nature of work coupled with – or resulting from – 

advances in technology are particularly noteworthy. 

Mary Ann Baynton, program director for the Great-West Life 

Centre for Mental Health in the Workplace, says that on a 

day-to-day basis, it’s no surprise that stress at work is a factor 

requiring employees to be able to bounce back – even when that  

stress is considered “good,” such as challenging but rewarding 

tasks. 

While resilient employees may handle stressful workplaces for 

a longer time period, she says that without actually improving 

the working conditions, even these individuals may either leave  

or become disengaged.

The following advice can help ensure that workplace resiliency 

becomes an integrated part of the workplace.

- According to Newman, “psychological safety is akin 

to physical safety,” so by asking questions, relying on 

colleagues for support and addressing problems as soon 

as possible with the appropriate parties, employees can 

avoid internalizing stress and therefore build resilience in 

the workplace.

- With companies often having to do more with less due to 

shortages of employees and resources, a team approach to 

work is more important than ever before, Newman says. And 

while working as a team is essential, having those necessary 

leadership skills to handle increased responsibilities is just 

as important.

- Orla Castanien, senior vice-president, client relations  

for Karlin Sloan & Company, says that organizations need 

to be proactive by fostering a “culture of resilience”  

based on increased employee communication and 

transparency. She adds that businesses also need to  

“focus on the future” by addressing corporate goals, 

taking on a proactive rather than reactive approach to  

change.

- A 2015 workplace mental health survey by human resources 

consultant Morneau Shepell cautions that many companies 

are likely over-estimating the resiliency of their workforce. By 

engaging employees in discussion about how they are best 

able to do their job considering the changes and stressors 

Blake Wolfe

As the old saying goes, “change is inevitable.” Everyone knows this, 
and accepts it – however begrudgingly – as a necessary part of 
life, and in many cases, the workplace. In today’s fast-paced world 
where financial, societal and technological changes are constantly 
influencing the way we live our lives, it’s only natural that such 
developments would alter the way we do our jobs as well. 
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in the work environment, organizations can better gauge 

how their staff cope. 

- The Morneau Shepell survey also found that the number 

one recommendation among physicians was for better 

workplace communication and social support, with the 

second highest being the availability of counselling and 

guidance. Physicians also said these two factors are more 

important for their patients than reduced workload or time 

off work.

- Castanien says that levels of employee resiliency appear 

to increase with each level in the corporate hierarchy. While 

it’s unknown whether those employees developed better 

resiliency with increased levels of responsibility or if innate 

coping abilities allowed for their ascension of the corporate 

ladder, the data supports a top-down approach to building 

a resilient workplace.

- Since forces affecting business such as political or 

economic issues can’t be controlled, organizations should 

encourage employees to focus on personal attributes, 

including maintaining positivity and recognizing personal 

stress triggers rather than trying to tackle external factors.

- No matter how well an employee can cope in their current 

workplace, the changing economic landscape means 

anything can happen. With that in mind, employees need 

to have a constantly evolving back-up plan as part of their 

resilience strategy.

Taking these steps could pay off, as better employee 

resiliency results in less absenteeism: according to 

Baynton, Canadian companies that were highly effective 

experienced shorter disability periods of their employees 

and 1.2 fewer days of unplanned absences per employee 

per year.  
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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.

news

Contiki Holidays hosted a group of travel agents from Canada and abroad for an 
accelerated version of the company’s Peru Uncovered itinerary. Led by Contiki Canada 
President Brad Ford, Director of Sales Sheralyn Berry, and award-winning trip leader Jonathan 
Fernandez, participants were introduced to Lima, Cusco and of course, Machu Picchu.

Craig Thomas has been appointed Etihad 
Airways’ new general manager for Canada, 
effective June 16. Based in Toronto, Thomas 
will be responsible for all commercial activity 
for Etihad Airways, as well as further growing 
the airline’s relationships with trade and 
corporate partners. 

Flight Centre Travel Group (FCTG) has signed 
a preliminary agreement to acquire Mexico 
City-based corporate travel management 
business Koch Overseas de Mexico. The 
deal is expected to be finalized in the 
coming months, upon ratification by the 
FCTG board.

Celestyal has now taken full ownership of 
Cuba Cruise and as such, its sales network in 
Canada will market both Cuba Cruise and 
its Aegean and Adriatic cruise experiences. 
While the same vessel will be used, it has 
been renamed to Celestyal Crystal (formerly 
Louis Cristal). The official name of the brand 
is “Cuba Cruise by Celestyal.”

After nearly 30 years in the travel industry, 
Scenic Tours has undergone a significant 
brand update reflecting three decades 
of evolution. Now known as Scenic, the 
rebrand was launched with a new website 
and a new logo in black and gold.

InterContinental Hotels Group has appointed 
Yola Marshall to the position of regional director - 
sales & marketing, Canada. Marshall will oversee 
the Hotel and Sales Marketing Support (HSMS) 
and Distribution and Loyalty Partnerships (DLP) 
teams for IHG’s portfolio of 172 hotels in Canada 
and will be responsible for directing marketing 
and sales operations for all Canadian hotels as 
well as public relations and loyalty marketing.

CanJet has confirmed it will be closing its 
tour operator subsidiary, CanJet Vacations. 
According to Stephen Rowe, president of 
CanJet Airlines, the closure is due to “the 
highly competitive environment within this 
seasonal market segment.”

Canada has joined the growing list of 
countries eligible for electronic tourist visas 
to India, simplifying the application process 
for travellers. Canadians can apply online by 
uploading their photo and relevant passport 
pages and pay by credit card. 
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Choose Chicago invited partners to ‘experience something epic’ in 2015. Pictured: 
Melissa Cherry, VP, cultural tourism & neighbourhoods, Choose Chicago; Elena 
Grotto, manager, media & public relations, Museum of Contemporary Art Chicago; 
Nora Gainer, tourism marketing, Art Institute of Chicago; Timothy Speicher, marketing 
manager, Chicago Architectural Biennial; Tony Karman, president, director of EXPO, 
Chicago; Nick Polifemi, VP, partnership development, itravel2000; & Sana Keller, 
public relations account director – Canada, Choose Chicago.

Aeromexico celebrated the official launch of flights between Toronto and 
Mexico City with partners. Pictured are: John Sharp, associate director, air service 
development aviation services, GTAA; Craig Bradbrook, VP,  aviation services, 
GTAA; Anko van der Werff, chief revenue officer, Aeromexico; Mike Miguel, 
manager business development, WestJet; & Rodrigo Esponda, director - North 
America, Mexico Tourism Board.

Representatives showcased their products to 
travel professionals during a workshop presentation 
from Barcelona Turisme and Air Transat. Pictured 
are: Josep Anton, market development director, 
Barcelona Turisme; Cristina Gargallo, North America 
director, Catalan Tourist Board; & Laura Pena, 
director, Embassy of Spain in Canada.

Representatives from hotel chain Dan Hotels Israel paid a visit to Canada. 
Seen here: Ami Allon, consul - director for Canada, Israel Government Tourist 
Office; Rafi Baeri, VP - marketing & sales, Dan Hotels Israel; Rafi Sadeh, 
president, Dan Hotels Israel; Chef Massimo Capra; Eitan Sasson, director of 
marketing & sales - North America, Dan Hotels Israel.

At Sunwing & Signature’s cross-Canada road show, company representatives: 
Dave Wright, director of sales, Ontario and Atlantic Canada; Donna Giffin, BDM, 
Atlantic Canada; Jazmin Jimenez, BDM, Central & Eastern Ontario; Rod Hanna, 
BDM, Southwestern & Northern Ontario; Deana Murphy, VP, retail sales; Farole 
Kikkert, BDM, Southern Alberta; Lorraine Brisbois, corporate manager, Preferred 
Partners; and Scott Reid, BDM, Central Canada.

Collette marked the 25th anniversary of its Canadian 
operations in May. Of Collette: Brett Walker, GM - 
Canada; Dan Sullivan IV, VP sales; Dan Sullivan, Jr., 
president & CEO; Jaclyn Leibl-Cote, VP, product 
development; Ron Lonsdale, director of strategic 
accounts; and Christian Leibl-Cote, VP, service & 
international business.

Of NYC & Company: Peter Katz, senior sales 
manager, tourism development; Marsha  
Mowers, public relations, ConnectWorldwide; 
Reagan Stulbaum, VP, tourism development; 
Charmaine Singh, president, ConnectWorldwide; 
& Javier Fernandez, account manager -  
Canada.
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More than 25 Southern Alberta travel agents took part 
in a joint presentation on travel to Asia and China from 
Nexus Holidays and the China National Tourist Office. 
Pictured are: Julia Chen, marketing manager, Nexus 
Holidays; Danna Guo, GM, Nexus Holidays; Nathan 
Xu, director, China National Tourist Office, Toronto;  
and Barbara Huang, office manager, China National 
Tourist Office, Toronto.

In addition to being the official airline of the 
Vancouver Marathon, Air France fielded a team for 
the relay race. Pictured: Floris Sjer, market manager 
West Canada, Air France-KLM Canada; Jean-Noel 
Rault, VP & GM, Air France-KLM Canada; Steven 
Larkin, director of sales, Delta Canada; and Drew 
Pankrath, manager, customer care - guest relations, 
Vancouver Airport Authority.

Representatives from Anaheim/Orange County hotels, 
transportation companies, attractions, shopping and dinner 
shows invited a select group of Vancouver travel agents and 
media to join them at the Timber Room atop Vancouver’s 
Grouse Mountain and celebrate another successful Western 
Canada roadshow.

At Louisiana training sessions for sales and reservation staff in Vancouver: Mike Prejean, sales, international, 
contracts and missions, Louisiana Office of Tourism; Tracy Francis, destination sales manager, tourism, 
Visit Baton Rouge; Joanne Scalamogna, Access Marketing, representing Louisiana Tourism in Canada; 
Marc Becker, area director of sales & marketing, New Orleans Hotel Collection; and Eugenie Mitchell, 
VP of tourism sales, Lafayette Convention & Visitors Commission.

A group of travel agents joined India 
Tourism and Indus Travels for a special 
event in Calgary on Apr. 29. Pictured 
here: Anil Oraw, director of India Tourism 
Toronto, and Maryalice Golinsky, Western 
Canada BDM, Indus.

Manitoba will offer airlines a rebate on the 
province’s aviation fuel tax, for commercial 
passenger flights from the province to 
destinations beyond North America. Effective 
July 1, the rebate will allow qualifying airlines to 
save the provincial fuel tax of 3.2 cents/litre on 
fuel purchases made in Manitoba. 

The Canadian Tourism Commission has 
announced two additions to its executive 
team this spring, with the appointment of André 
Joannette as chief financial officer (CFO) and 
VP, finance & operations and Sarah Sidhu as 
general counsel and corporate secretary.

Cruise industry veteran Ming Tappin has 
launched a new Vancouver-based consulting 
service. Your Cruise Coach Consulting will 
provide services to help travel agencies by 
designing and implementing a customized plan, 
including staff training, mentoring and coaching. 

WestJet launched two new routes out of 
Calgary, with non-stop daily service to Terrace, 
B.C. and Yellowknife, NT. Flights between 
Calgary and Terrace will be operated by 
WestJet Encore’s Bombardier Q400 NextGen 
aircraft, while flights between Calgary and 
Yellowknife will be operated by WestJet’s fleet 
of Boeing Next-Generation 737s.

Indus Travels was recently honoured in 
the annual South African Tourism Ubuntu 
Awards, receiving the award for Outstanding 
Achievement in Strategic Partnerships. The 
sixth annual ceremony, held last month at 
New York City’s Museum of Natural History, 
recognized South African Tourism’s trade 
partners in business and leisure travel.
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PAX was on the ground at the 41st 

Germany Travel Mart, hosted in the region 

of Thuringia by the German National 

Tourist Board and Thüringer Tourismus. 

More than 350 German exhibitors  

and nearly 1,000 travel industry specialists 

from 45 countries came together for the 

three-day event, which reported hosting 

approximately 18,000 appointments.

Here are some snapshots:

Nadine Gassman, international account 

director, leisure, with Alexandra Brill, director 

of sales, Moevenpick Hotels & Resorts

Bärbel Grönegres, managing director for the 

Thuringia Tourist Board

Anne Baumeister, senior programme 

co-ordinator, OIK

Petra Hedorfer, CEO, the German National 

Tourist Board

Susann Kita, senior project manager & Tanja 

Enzler, project assistant, Compass Tours 

Incoming

Michael Heger, marketing, Mamberg 

Tourismus & Kongress Service

Ina Sirtl, sales and marketing & Phillip Sirtl, 

sales & marketing, DCS Touristik

Judith Gawel, director, general management, 

Best Western Premiere
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a l l  i n c l u s i v e  r e s o r t s

Call your Preferred Tour Operator or
800.720.0051

HYATT ZIVA  (All Ages)
MONTEGO BAY
PUERTO VALLARTA
LOS CABOS (August 15, 2015)
CANCUN (Fall 2015)

*Travel Agents may redeem 3 consecutive night maximum comp stay January 4 – June 30, 2016, subject to availability and eligibility. Limit of one comp stay per agent. Savings of 50% off published 
rates are valid for new bookings made now through December 15, 2015 for travel August 15 – December 15, 2015, subject to availability. Blackout, weekend, holiday and peak season surcharges 
may apply. Promotions are accurate at time of printing and are subject to changes, exceptions, cancellation charges and restrictions. Not responsible for errors or omissions. Only combinable 
with select promotions. Full details available upon request. The Hyatt Zilara™ and Hyatt Ziva™ trademarks and related marks are trademarks of Hyatt International Corporation. ©2015 Hyatt 
International Corporation. All rights reserved. ©2015 Playa Resorts Management, exclusive operator of Hyatt Zilara™ and Hyatt Ziva™.

HYATT ZILARA  (Adults Only)
CANCUN 
MONTEGO BAY

SAVE
UP TO
50%*

Hyatt Ziva Los Cabos is now back and better than ever with a distinct Baja flavor. From the dramatic lobby that will  
take your breath away, world class cuisine that takes you on a culinary world tour and now 21 new premium two bedroom 
suites for an evening of bliss – Hyatt Ziva Los Cabos will truly be unforgettable.

NEW 12 unique restaurants, bars & lounges

NEW 34 swim-up suites

NEW Italian restaurant on the beach

NEW Mexican plaza with an authentic Taqueria

NEW Kidz Club and Water Park

T he Evolution of All-Inclusive.™

UNSTOPPABLE. AND NOW UNFORGETTABLE.

PLUS – BOOK 2 GET 3 FREE NIGHTS 
Learn more at agents.playaresorts.com/3free

Guests Welcome August 15, 2015!
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WITH 190 DESTINATIONS WORLDWIDE, 2A IS 
THE MOST WELL-TRAVELLED SEAT IN THE WORLD.
With access to destinations all over the globe, Air Canada is the only choice for business travel needs. We offer the best network in 
Canada with the most destinations, the most fl ight options, and non-stop intercontinental fl ights from 8 Canadian gateways.

Through 1,500 scheduled fl ights each day, you’ll fi nd seamless connections and conveniently timed schedules, including many daily and 
non-stop fl ights. 

Together with its Star Alliance™ partner airlines, Air Canada offers service to 1,321 airports in 193 countries.

Explore stories of business travel and more at JourneysToSuccess.com
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