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That’s how I feel whenever I 
meet Hard Rock Hotel’s Ash 
Tembe and his rock star team of 
business development managers 
at industry events throughout 
the year. Tembe’s team, which 
oversees the hip hotel chain’s 
all-inclusive brand, are shining 
examples of forward-thinking 
relationship-builders. And if you’ve 
ever partied with them, they’re 
good hosts too!

Tembe’s team steals the spotlight 
of PAX’s February issue. Their 
passion and enthusiasm for 
networking is one thing they all 
have in common and they refuse 
to give into the pessimism that so 
often plagues our industry. How is 
this rocking travel team shaking 
up the travel industry? Find out on 
page 34.

Speaking of trailblazers, do you 
happen to know anyone who 
thrives at group sales? If so, it’s no 
secret that those who coordinate 
group trips have one of the most 
challenging tasks in the biz. From 
high-maintenance wedding 
parties to high school trips overseas, 
group experiences demand a lot 
time and patience. As part of this 
month’s PAX People column, we 
profile some of Canada’s unsung 
heroes in group travel, from why 
they got into it to the horror stories 
to the satisfaction of making big 
dreams come true. 

Group travel is a trend that 
isn’t slowing down. Neither 
is the need to maintain an 
online brand. In this issue, writer 
Frederic Gonzalo identifies five 
trends on page 16 that travel 
agents and hospitality markets 
ought to consider for 2016. 
From social media advertising 
to video marketing, Gonzalo’s 
tips will keep you and your 
business ahead of the curve 
moving forward.

We here at PAX have been 
paying close attention to 
our brand in cyberspace. 
Logimonde Media recently 
unveiled its latest auditing 
report made by the firm 
Deloitte LLP / srl. The report 
details the distribution of our 
products online and in print. 
To date, Logimonde Media’s 
online products reach 104,410 
subscribers.

It’s a database that we are 
extremely proud of and we 
have our dedicated readership 
to thank for our success.

Enjoy our latest issue.  We hope 
you are inspired.

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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makes a world  
of difference

change
How can we help?
With a national team of 
travel insurance experts, 
our goal is to ensure 
your business exceeds its 
potential.

Plus, with offices in 34 
countries, you and your 
customers also benefit 
from our global reach and 
international brand.

Find out today how one 
change can make a world 
of difference for your travel 
insurance business.

Visit us today at www.allianz-assistance.ca
Allianz Global Assistance is a registered business name of AZGA Service Canada Inc. and AZGA Insurance Agency Canada Ltd.



Destination

WEDDINGS
Stress-FREE

Valid for bookings made between Dec. 18, 2015 and Feb. 29, 2016 for travel from May 1, 2016 and completed by Oct. 31, 2017. New bookings only. Subject to availability at time of booking. Subject to change without 
notice. Offers expire at 11:59 p.m. ET on the date indicated. 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. ■ 1Minimum 7-night stay required. Select hotels. To a maximum $500 value. 2Non-refundable deposit for bride and groom is required ($300 per couple). 
Air Canada Vacations will hold a maximum of 30 seats, 15 rooms with no deposit for 90 days or up to 120 days prior to departure. Any additional rooms or seats will require $50 deposit per passenger. Not applicable 
when the hotel requires special  group contract. Restrictions apply. 3Select hotels. Contact our Groups Department for complete details. 4Valid for groups of 20 or more. Subject to availability. Valid on 
select fl ights 5Valid for groups of 30 or more. $500 travel credit is non-transferable, non-refundable and has no monetary value. Must be used within 14 months of the initial travel date. Must be booked 
at least 60 days prior to departure. Contact our Groups Department for complete details. ■ ®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. 11703

The SAFETY & RELIABILITY 
of Air Canada and Air Canada rouge

TRANSFERS 
at destination included

Connecting fl ights from 
66 CANADIAN CITIES

Stay from 
3 TO 30 NIGHTS

KIDS count towards your 
10-PERSON MINIMUM

Earn 1,000s 
of Aeroplan® Miles

NEW quote validity period!
30 DAYS for Sun bookings

MORE
ADVANTAGES Leave from

DIFFERENT CITIES

POINTS5X
EARN

A group of 30 =
$350 VISA Cash Card

Book Wedding Groups 
by February 29, 2016 and get

UPGRADE for the Bride 
& Groom1

›  No deposit for 90 days2

›  Fly & Stay FREE at select hotels 
starting at the 7th passenger3

›  2 FREE upgrades to Business Class 
or Premium rouge including access 
to the Maple Leaf™ Lounge4

›  FREE seat selection4

›  $500 future travel credit for 
your 1-year anniversary5

›  Flexibility to leave from different cities, 
even on different days of the week

A GUARANTEED ROOM

Call 1 877 752-7710 option #2 for groups
or email us for a quote at http://group.vacv.com aircanadavacations.com/agents
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HER STORY IS THE STUFF 
OF TRAVEL AGENT 
LEGENDS - PROVING THAT 
WITH ENOUGH SMARTS, 
GUTS AND LUCK, PLAYING 
BY YOUR OWN RULES 
CAN STILL BRING ABOUT 
SUCCESS – NO MATTER 
WHERE YOU START.

Text: Britney Hope
Photography: Michelle Lee

setting the stakes
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M ary Jean Tully knows that these days, travellers 

don’t need an agent to get a great deal.

“[Anyone] can find a ‘get the third night free’ 

promotion online for the Four Seasons,” the founder and 

CEO of Tully Luxury Travel tells me as we settle into a booth 

at Toronto’s Kasa Moto restaurant. 

“But when you call the hotel, you get put through to a 

bookings centre – they don’t know you. So you’ll get your 

third night free, and that’s about it.”

She smiles. “Or I can call. I’ll get you a full breakfast, a spa 

credit, and a room upgrade. I give them 3000 room nights 

a year, so who do you think they’re going to take care of 

– you or me?”

It’s not that the Four Seasons doesn’t want to keep their 

guests happy, Tully explains. 

“They just want to keep me happier.” 

Such is the incomparable influence of the travel agent, where 

expertise, service and relationships can still take the day - 

and no one knows it better than one of the most powerful 

women in the industry. 

In the 30 years since its inception, Tully has grown her business 

from a small boutique agency to a multi-tiered organization 

offering safari adventures, premium cruises and tailor-made 

travel experiences. 

Throughout its evolution, Tully Luxury Travel – originally known 

as The Cruise Professionals – is a preferred partner of Four 

Seasons Resorts & Hotels and Ritz Carlton Hotels, has been 

recognized as the top revenue producer for Uniworld, 

Silversea Cruises, Regent Seven Seas, Cunard and AMA 

Waterways in Canada, and has remained number one in 

sales for Crystal Cruise Lines worldwide for 15 years. 

Not bad for a little travel shop that got its start in a Mississauga 

strip mall – although Tully insists that the dollar sign isn’t what 

drove her.

“When I started this business, it was never about the money,” 

she says, explaining that travel is not a get-rich-quick 
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industry. “We’re not in it for the one-time business, and if you 

just focus on the service, the money will come.”

The U.S.-born entrepreneur had already built a career 

for herself as a sales manager in the travel and cruise 

industries when romance brought her to Canada in the 

late 1980s. 

The relationship dissolved three months after her arrival, 

leaving Tully living in a hotel by the airport with a new 

business and few contacts, but for the entrepreneur, it 

was only the beginning.

“What was I going to do, go back?” she says now of her 

less-than-ideal circumstances. “No. I took every penny I 

had and invested it, because I recognized there was a 

great niche opportunity for me in Toronto.”

Starting out with one employee (who is still with her today), 

Tully admits that she made some things up as she went 

along, often going against the grain when it came to 

certain Canadian trade norms.

“Everybody was dealing with tour operators on 

commission,” she recalls, “I came from the States and 

thought to myself ‘why would I want to deal with a third 

party? I can’t control it.’ So, I decided to deal with the 

cruise lines directly.” 

“I went to Norwegian Cruise lines and was told that to 

avoid working with the tour operators, I’d have to prove 

myself to them,” she continues, “and only take 10 per 

cent commission to start. I made less money, but I could 

control more of what I was doing.” 

“I bit the bullet for a year and came out on top. I’ve 

never looked back.” 

Tully has since been rewarded for her foresight – although 

she’s the first to admit that her travel expertise once 

outweighed her business acumen. 

“I knew how to make money,” she clarifies, “but I hired 

people to count it for me. I knew if I gave great service, 

and stuck with good product and sold with integrity, the 

business would grow. And it did.” 

So much so that in June 2015, the business underwent a 

significant expansion, adopting a new name (Tully Luxury 

Travel) and encompassing three specialized verticals 

beneath it: Cruise Professionals, African Dreams, and 

Private Travel Designers.

And while the agency’s services have not necessarily 

changed, its founder explains that the expansion was 

also a calculated move to become more definitive as a 

brand – in addition to meeting a rise in demand for more 

specialized forms of travel.

“All the suppliers have said ‘its about time’,” Tully says of 

the public reaction. “I used to hand people my Cruise 

Professionals card and people would say ‘oh, someday I 

might take a cruise’ when there was really so much more 

to us. Now, my card makes a statement.”

Regardless of the products on offer, Tully believes that 

at the end of the day, knowing – and more importantly, 

understanding – who she’s selling to is her secret to 

success.  

“I am the client,” she says. “The good, the bad and the 

ugly. Don’t assume that just because I have money, I want 

to pay the highest price for everything. I want options, I 

want convenience and I want choice.” 

Selection is key, Tully adds, especially considering the 

embarrassment of riches made available to travellers 

today, but her company’s ability to make those 

decisions on a client’s behalf – based on their personal 

understanding of both the customer and the industry – is 

what gives Tully Luxury Travel an edge.

“Consulting the Internet for a trip is like consulting the 

Internet for a stomach ache,” the business owner shares. 

“You’re going to find lots of tips, lots of ideas out there, 

but is that actually what you need?” 

The goal for Tully Luxury Travel, she continues, is to to be 

more than what the Internet can promise. 

“I want to be able to tell you what you’re going to feel 

when you’re there, not just what you’re going to see. And 

that’s where we win.”
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TRAILBLAZING 
IN THE TRAVEL 
WORLD

Another area where Tully seems to win is by 

wielding her professional influence to benefit 

her philanthropic passions. 

An ardent conservationist with a soft spot for 

Africa’s wildlife, Tully only works with suppliers 

who make a difference in sustainability, and 

is a shining example that a travel company 

can be extremely successful while still having 

values. 

“[Often, travellers] don’t even know that 

some things are wrong,” she says of the ever-

evolving list of bankable travel experiences 

being deemed unethical. 

“I’ve swum with dolphins, I’ve ridden 

elephants. It was never meant to be greedy 

or cruel; it was ignorance. That’s why 

education and awareness are so important.”

And who better to spread awareness, she 

adds, than travel professionals and their 

sought-after, valued expertise? It’s yet 

another way agents can have the upper 

hand when it comes to offering unique, 

personalized services in the trade – but it 

takes resolve.

“You have to take a stance and say ‘this 

is what I’m not going to do’” Tully says of 

reconciling personal values and the ABC’s of 

business. “I won’t book hunting, ever. I don’t 

care if I would make a fortune.”

Her advice to agents who may be conflicted 

by ethics versus the economy? 

“Have a moral compass,” she shrugs. “It’s 

that easy.”  
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technology

W hen it comes to online marketing, there is plenty 

happening - some may even say too much happening, 

too fast! Nevertheless, here are five trends travel agents 

and hospitality marketers ought to consider for 2016.

Even though most popular social networks remain free when it comes 

to opening an account, the “pay to play” model is becoming the 

norm for brands wanting to stand out from the crowd. Yes, it’s still 

possible to have a dynamic presence on Twitter or Pinterest without 

reverting to ads, and many hotels, restaurants and attractions do a 

fine job of managing their accounts on TripAdvisor, Yelp or Google 

Reviews without giving into paid options. But let’s not kid ourselves: 

when it comes to Facebook, brands must now include some level 

of marketing dollars in order to reach their target audience. And 

organic engagement levels are also on the decline on Instagram.

In 2016, we can expect more and more travel agencies to include 

marketing dollars for social media paid initiatives. Rather than 

increasing online marketing budgets, I suspect many will consider 

transferring funds from costly Google AdWords campaigns or tactics 

with very little return on investment or measurement possibilities.

Let’s get one thing clear right away: mobile is not a trend. In the 

travel sphere, mobile has clearly disrupted the online distribution 

ecosystem, along with customer service, marketing and the overall 

decision-making process. 

Frédéric Gonzalo
Speaker & consultant specializing 
in e-tourism
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This past November, eMarketer published an article predicting 

that in 2016, three quarters of online travel search will come from 

mobile, generating 51 per cent of online travel revenues! Yes, 

you read this correctly! So if your website is not mobile-optimized 

and have no clear strategy on how to target a clientele that is 

more and more connected AND mobile, you are falling behind.

In fact, we are seeing travel agencies, such as Pockettour in 

Ukraine, operate solely on mobile messaging applications, like 

Viber. Expect more of this in 2016 and beyond!

We are seeing today how much content is being shared across 

various digital outposts and it is becoming increasingly difficult 

to break through the clutter and noise. On YouTube alone, 

there are now more than 300 hours of content downloaded - 

every minute! There are also more than 8 billion video views on 

Facebook every day, and more than 350 million photos shared 

every day on Whatsapp. And on, and on, and on...

The reverse effect of this content overload is that consumers  

have less patience and attention span, since they are exposed to 

so much content on a constant basis: ads, promotions, humorous 

pictures, sad videos, TV show, web series, news, etc. How can 

travel brands get their message across in this environment? 

Pertinence will remain key, as it always has. But brands won’t  

be able to rely solely on their own content, as dynamic and 

original as it may be. Paid and earned media will become 

pivotal to a successful digital marketing approach, in 

particular using other people’s content (OPC), which is often  

considered trustworthier than traditional advertising or editorial 

content.

Storytelling, using compelling images and videos, is one of 

best tools in the travel marketer’s kit. In particular when brands 

embrace stories created by employees, locals or clients. Various 

brands, especially destinations, have jumped on board with 

this concept, monitoring photos and videos shared by users on 

Instagram, Pinterest or Facebook and then repurposing across 

other platforms such as newsletters, websites, other social media 

accounts.

A great example? Just look at how Westjet uses content, and 

in self-produced videos, to tell its brand stories. Ever since their 

“Real-Time Giving” stunt for Christmas 2013 was seen more than 40 

million times, they have doubled their efforts on content creation.  

Why? Because it had led to 100 per cent increase in traffic to their 

website, with bookings increasing by 77 per cent and revenues 

increasing by 86 per cent.

Yeah, but videos are expensive to create, right? Not so true 

anymore. Drones cost a fraction of a helicopter rental if you  

wish to get some spectacular aerial footage. And there are 

plenty of apps and software allowing for quality slideshows,  

with or without narration, with or without special effects and music. 

It doesn’t have to cost a fortune to produce quality video content.

Last but not least, how will you keep visitors returning to your 

website in 2016? Did you know that despite of all your best 

efforts, it’s estimated that 92 per cent of visitors will never return 

to your website? Remarketing is the process of advertising to 

these visitors once they have left your website, with a creative 

and/or offer to bring them back. While this is not a new  

marketing tactic, it used to be mostly handled by third-party 

agencies dealing with AdRoll - or, if you were savvy enough to load 

your own campaigns, in Google AdWords. Now, with Facebook's 

native advertising manager, it's child's play.

And if you don’t use remarketing, there are also tools such as Ve 

Interactive, which creates a pop-up offer that remains open on 

your computer. When a user closes his Internet browser later on 

during the day, the pop-up is still there with an offer to bring the 

user back to your site. 

What tools are you using to bring back visitors to your site? 



Offers are based on promo codes: KD/KE/JE and are applicable for new individual bookings only, made between January 18 and February 29, 2016. Valid on select 2016 and 2017 departures, for 1st and 2nd guests in the stateroom 
only. 1. Free upgrade offer is available in select stateroom categories and is subject to availability of the staterooms in the higher category. 2. Up to 10% OFF Shore Excursions offer applies only to select shore excursions, purchased 
before departure and prior to March 15, 2016. 3. Up to 25% off Collectors’ Voyages is based on select sailings. 4. Onboard spending money is based on promo ZH and is available on select cruises in the following amounts: cruises 
7-9 days: interior and ocean-view staterooms receive US$50 per person (US$100 per stateroom); lanai and verandah staterooms receive US$100 per person (US$200 per stateroom), and suites receive US$150 per person (US$300 
per stateroom); cruises 10-14 days: interior and ocean-view staterooms receive US$75 per person (US$150 per stateroom); lanai and verandah staterooms receive US$150 per person (US$300 per stateroom), and suites receive 

US$200 per person (US$400 per stateroom); cruises 15 plus days: interior and ocean-view staterooms receive US$100 per person (US$200 per stateroom); lanai and verandah staterooms receive US$200 per person (US$400 per stateroom), and suites receive US$250 per person (US$500 per stateroom.) 
Onboard spending money is not transferable, refundable, or redeemable for cash. Offers are not combinable with any other offers/promotions. Offers are subject to availability, capacity controlled and may be withdrawn at any time without notice. Other restrictions may apply. All references to Holland 
America Line are: ©2016 Holland America Line. All rights reserved. Ships’ Registry: The Netherlands. For full terms and conditions, see HYPERLINK “http://www.encorecruises.com” www.encorecruises.com. © 2016 Encore Cruises is a wholly-owned division of TravelBrands. B.C. Reg. # 3597. Ont. 
Reg. # 50012702. Quebec permit holder # 702734. 5450 Explorer Drive, Suite 300, Mississauga, ON L4W 5N1 | A6716
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You are an 
Agent of Change
You don’t just sell vacations. You present opportunities. 

A chance to do something great. Travel changes people. 

And people change the world.

Let’s change some lives together.

1 877 390 9050
gadventures.com/travelagent



pax people
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What led to your decision to manage 
groups in the travel industry?
For me, developing my skills to help 

increase group sales for all my employers 

was what motivated me. I realized that as 

I moved into roles of greater responsibility, 

such as managing a group sales team, 

being a good leader and mentoring 

people was what I was meant to do.

What is something about groups managers 
people may be surprised to learn?
The best way to describe a typical day 

in the life of a groups’ manager is that 

it's like being in a play; there are several 

costume changes. A group sales manager 

is expected to be a team leader, have 

strong sales, staff management skills, as 

well as excellent communication and 

operational abilities. Industry knowledge, 

understanding revenue management, 

recruit ing, planning and good 

organizational skills are also all expected.  

What is the most challenging group 
booking you’ve ever handled?
The group was Du Show au Chaud 

featuring Quebec rock star Éric Lapointe 

and other Quebec artists. It was a hotel 

buy-out at the Braco Village in Jamaica. 

The challenge was that the group moved 

as one body on a daily basis, which meant 

all restaurants, show set-ups and events 

had to be prepared to 

receive approximately 500 

guests at one time - at all 

hours of the day and night. 

The first impression clients 

have is in regards to how 

well a trip is organized; 

specifically concerning 

transfers and the efficiency 

of hotel check-ins.  Proudly, 

we did it!

What is the largest group 
you’ve ever coordinated?
A medical group, consisting 

of 800 passengers on board 

four planes, departing the 

same day from Montreal to 

Cancun.

What is your greatest success story?
We saved a couple from a potential 

wedding disaster. The clients almost 

arrived at the destination thinking that their 

wedding was confirmed when it wasn’t. 

Thankfully, by asking the right questions, 

one of my savvy team members caught 

on that something wasn’t right during a 

phone conversation with the travel agent. 

In the end, a destination wedding was 

planned in less than one month prior to 

departure during high season.

What does it take to be a successful 
groups manager in travel?
It’s important to be self-motivating, 

positive, optimistic, confident, calm, 

flexible and dependable.  Also, building 

relationships with internal and external 

clients is extremely important. 

Which living person do you most admire?
My Dad. He had a successful career as 

a produce manager for major grocery 

chains in Montreal for more than 30 

years.  He would say things to me like: 

“Have goals, persevere, be polite, always 

treat people with respect, share your 

knowledge, be humble, communicate, 

listen, never judge or assume, and always 

give it 100 per cent.”  
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What led to your decision to manage groups 
in the travel industry?
Looking after groups is right up my alley.  I love 

the fast pace and variety. Each day is new 

and different.

What is something about groups managers 
people may be surprised to learn?
I think people would be surprised at how typical 

back office skills are required in groups. From 

costing, invoicing, working with the payload 

team, groups do it all. 

What is the most challenging group booking 
you’ve ever handled? 
I really can’t narrow it down to one. I will say 

though, when issues arise, I rely on relationships 

I’ve built over the years to help me find solutions. 

Relationships are the secret to my success.

What is the largest group you’ve ever 
coordinated? 
I’ve coordinated groups as large as 1,000 

passengers.

What are some other day-to-day challenges 
of being a groups manager? 
Keeping on top of email. What used to be a 

phone call or two now takes many back and 

forth emails with multiple senders and recipients. 

I prefer the phone. I love that personal contact.

What is your greatest success story? 
One time I worked on a wedding group where 

the bride was beside herself due to insufficient 

space in the hotel she wanted. Using the 

amazing relationships I’ve built over the years 

I was able to help her.  She was ecstatic and 

her trip ended up being one of the best she’s 

had. Results like that make my job so rewarding.

What does it take to be a successful groups 
manager? 
You need to be very patient, extremely 

organized and a multi-tasker. Ambition and 

determination grow the business. 

Which living person do you most admire? 
Crystal Conway. She worked for me during 

my days at SellOff. She is the best example of 

someone who does not quit, who is determined, 

courageous and faces all challenges with an 

“I can do it!” attitude.

 
 

What led to your decision to manage groups 
in the travel industry?
I was looking for a more sales-oriented role 

and the opportunity presented itself. 

What is the most challenging booking you’ve 
ever handled?
It was during the swine flu virus a few years 

ago.  Wedding groups were particularly 

challenging as flights to Cancun and Puerto 

Vallarta were postponed.  I was able to 

change planes and the weddings groups 

were rebooked to new destinations. It was a 

very difficult and emotional situation for our 

customers, but a very happy ending for all. 

What is the largest group you’ve ever 
coordinated?  
A few years ago we did a San Diego charter 

for 1,200 passengers. 

What are some other day-to-day challenges 
of being a groups manager?  
The ever-changing world of travel, external 

issues (fuel prices, U.S. exchange rates, 

weather or acts of God) and always ensuring 

that staff are up-to-date while ensuring the 

expectations of our travel partners are met. 

What does it take to be a successful groups 
manager in travel?  
The ability to listen and hear what is being 

said in the marketplace, pass on feedback 

and react when necessary.  

Which living person do you most admire? 
Malala Yousafzai.



For the best travel industry news : PAXnews.com26   PAX

 
 
 
 

What led to your decision to specialize in 
group travel?  
There was a huge need for it! Contiki 

travellers are students and young 

working professionals – a highly social 

group of people who often have 

friends, acquaintances, and community 

organizations they want to travel with. 

Agents love that they can work with a 

dedicated groups specialist to help their 

clients’ trips run smoothly. 

What is something about groups specialists 
people may be surprised to learn?
Exceptional time management and 

organizational skills are crucial. 

What is the most challenging booking 
you’ve ever handled?
I’m currently customizing a Contiki Europe 

trip for a 40-student high school band from 

British Columbia and they’re all bringing 

their musical instruments! This is the first 

time we’re booking air and land together, 

all with a tight 30-day turnaround. I worked 

with our global operations team to ensure 

the group got an amazing rate. While 

logistically challenging, it has been one 

of the most fun bookings I’ve done. 

What is your greatest success story?
Our greatest success story would be a 

college group from Alberta I am working 

on for May 2016. They have travelled 

with us every year for the past while. Our 

sales manager for that region does a 

tremendous job in making sure they have 

everything that meets their curricular goals. 

We have also built that relationship with 

the school on a personal 

level so when they contact 

us we know what they are 

looking for and can work 

accordingly to meet their 

timelines. 

What are some other day-
to-day challenges of being 
a groups specialist?  
I  am a one-person 

department so I wear many 

hats. I work with cross-

country sales managers 

and their agents who bring 

us group bookings and help 

travellers understand their 

needs. It’s about doing 

whatever is needed to 

ensure trips are successful 

and I’m pleased to say that 

they always are!

What does it take to be a 
successful groups specialist 
in travel?  
Product knowledge is 

crucial. You want to 

emphasize the value your 

trip has for travellers.

What qualities do you most 
admire in your agency 
partners?
Their passion for travel 

and proactivity in giving 

groups amazing customer service and 

doing things like calling me before their 

clients come in so they are prepared to 

answer questions. I also admire their level 

of persistence in finding discounts and 

promotions clients would otherwise not 

be aware of.

Which living person do you most admire?
Justin Trudeau, because he is young, 

intelligent and optimistic about the future 

of young Canadians. 
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What led to your decision to 
specialize in groups travel?  
As I grew within the organization, 

group sales were becoming more 

in vogue. The destination wedding 

market was expanding as were 

leisure and corporate group sales. 

It was exciting to be a part of it. 

Overseeing a team appealed to 

me, too, as I enjoy coaching through my 

experience and making a difference within 

the organization.  I thrive on a fast-paced 

environment and putting out fires … and 

there’s always a fire!

What is something about groups managers 
people may be surprised to learn?
This job allows me the amazing opportunity 

to be in the center of it all! It’s one of the 

only departments that allows you to work 

with every single area of tour operation. 

What is the most challenging booking you’ve 
ever handled?
During my first year as a group sales rep, 

I managed a corporate group whose 

mandate was a trip to Rome for five days 

full of tours and dinner theatres, followed 

by a Mediterranean Cruise that included 

specialty dinners, award banquets and 

cocktail receptions with me as their tour 

leader. It was my first stab at leading 

customers I didn’t know, in a city I have 

never been to and on a ship I’ve never 

sailed. I was accountable, in person, if 

anything went wrong. I organized myself 

on paper and met all 80 guests in June of 

1998 at Toronto Pearson International Airport. 

We had 12 days of great weather, visited 

amazing cities and ports, and had good 

fun and festivities that went off without a 

hitch. I am proud to say this group is still my 

customer today. 

What is the largest group you’ve ever 
coordinated?  
Eight hundred glorious guests that I both 

coordinated and escorted.

What does it take to be a successful groups 
specialist in travel?  
Start by building a solid team of passionate 

individuals who are obsessed with customer 

service and understand what it takes to 

close a sale. Ensure they are able to walk in 

another person’s shoes. Then, pair this with 

true, long-lasting and trusting relationships 

with customers and suppliers. Add 

experience, knowledge, integrity and love 

for the product and your recipe is complete!

What qualities do you most admire in your 
agency partners? 
They’re so engaged in their roles as travel 

specialists. Once they love a product, it 

shows. Our partners are meticulous and 

driven. They understand the importance of 

relationship-building and its effects on repeat 

business. They are our bread and butter.

Which living person do you most admire?
Both my brother and Bono, frontman for the 

musical group U2. Their humble beginnings 

and achievements are true testaments to 

what desire and positivity can do for any 

individual. 
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What led to your decision to manage 
groups in the travel industry?
I fell into it. I was working in the airline 

industry at the time and an opportunity 

came up to transfer into the groups area. I 

took the chance and stayed in it for all of 

these years. It touches so many aspects of 

the industry, from airlines to tour operations 

to sales to destinations. It gives you a lot 

of variety.

What is something about groups managers 
people may be surprised to learn?
That there’s not a lot of technology geared 

towards groups. We’ve had to customize 

a lot of our internal software. 

What is the most challenging booking 
you’ve ever handled?
About five years ago, before starting with 

WestJet, I chartered a full Holland America 

cruise ship.  It was complex working 

out every aspect of the cruise, from 

contracting to reservations to payments 

to ticketing to check-in to the menu to 

entertainment.  

What is the largest group you’ve 
ever coordinated?  
That cruise ship. It involved 2,000 

people. 

What are some other day-to-day 
challenges of being a groups 
manager?
The constant changes in the 

groups environment and being 

flexible. The requirements of 

each group are so different and 

the challenge is keeping up to 

date on how to manage the 

constant changes. 

What is your greatest success 
story? 
Putting that cruise ship together. 

It was so successful we did it the following 

year. 

What does it take to be a successful groups 
specialist in travel?  
The ability to stay ahead of the change and 

maintain a customer focus while being easy 

to do business with.

Do you have any tips for anyone wanting to 
get into group travel sales?
Never forget who your customer is.

Which living person do you most admire?
Bill Clinton. He’s just a really cool guy. 
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Looking out over the ocean from 300 feet above the Playa 

Manzanillo, it may feel like you’ve died and gone to heaven. 

But really, you’re just in Nicaragua.

Located on the country’s Emerald Coast, Mukul Beach, 

Golf & Spa at Guacalito de la Isla offers a variety of 

accommodation, including 23 of these Bohios, which are 

nestled like tree houses in the lush rainforest canopy.

From each room with floor-to-ceiling windows and posh 

amenities and design, a sliding glass door leads onto a 

sweeping wooden deck with a private plunge pool and 

separate lounging veranda with custom daybed.

How does it get any better than this?

Mukul opened its doors in February 2013, just as Canadians 

were really starting to realize Nicaragua’s tourism appeal.

The property is the product of Don Carlos Pellas, a prominent 

local entrepreneur, who says it’s his way of establishing a 

family legacy. 

With that in mind, visitors to Mukul are not just guests of the 

resort; they are guests of the Pellas family and thus treated 

as such. Breakfast and lunch are included with the price of 

a room, not to mention, gourmet snacks are offered during 

the day around the pool and on the beach.

Mukul has been built as a natural sanctuary where visitors 

can enjoy luxury and pampering while connecting to the 

land, culture and people of Nicaragua in authentic ways.

A staff of Aventura Rangers familiar with the native flora and 

fauna is on hand to introduce Mukul guests to the nature 

within the 1,670-acre reserve that is Guacalito de la Isla, plus 

Óolal Journeys (óolal means “happiness” in Mayan) offers 

opportunities such as cooking lessons at a local’s home, 

group crafting and pottery lessons in the community of 

Higueral, eco-voluntourism through plastic bag weaving or 

marimba lessons with a local master.

Back at base, there is plenty to indulge in, notably a plethora 

of experience at Spa Mukul. Among the options are: a secret 

garden (complete with a therapist to administer a variety of 

treatments); hammam (a Turkish sweat bath); a healing hut 

(offering a fusion of traditional Asian and international healing 

rituals); and Casita Mukul (where treatments incorporate 

ancient indigenous healing practices and traditional 

Nicaraguan medicinal plants grown on property).

In terms of accommodation and aside from the Bohios 

throughout the property, there are also 12 one- and two-

bedroom Beach Villas, boasting nine-foot ceilings and walls 

of glass and facing the rolling surf of Playa Manzanillo. The 

“barefoot chic” indoor-outdoor setting is complete with 

swimming pool, wrap-around deck, outdoor-lounging palapa 

and secret garden with an outdoor shower.

For those really looking to splurge, Casona Don Carlos – the 

Pellas’ private beach house, available for booking when the 

family is not in residence – features an expansive indoor-

outdoor living area with a soaring 80-foot-high palapa ceiling, 

six bedroom suites, a wrap-around stone terrace and a large 

private swimming pool. 

A David McLay Kidd golf course fits naturally into the 

environment and offers golfers of all levels challenging play 

– not to mention breathtaking views.  

“MUKUL” IS THE MAYAN 
WORD FOR “SECRET”

The Pellas family businesses include transportation, 

computers, sugar, ethanol, Flor de Caña Rum and the 

world-class Vivian Pellas Hospital

An outfitter casita by the beach provides surfboards, 

paddle boards, snorkeling gear, kayaks and a full variety 

of water toys for guests.

The Mukul Beach Club features a separate area for 

children. The Mukul Kids Club offers a pool, playground 

and activities specially geared to different age groups.

Visitors can hike or ride mountain bikes with resort rangers 

or on their own throughout the 12 kilometres of nature 

trails, home to wildlife like monkeys, sloths, iguanas and 

tropical birds.
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Paula Aguila, inside sales support; Ash Tembe, vice-president of global field sales &  
Natalie Hernandez, inside sales support
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THE CANADIAN BDM TEAM COMES FROM ALL 
WALKS OF LIFE, BUT ONE THING THEY HAVE IN 
COMMON IS THEIR PASSION FOR SERVICE. 
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vogue

Of the original seven wonders of the world, which exemplified the most extraordinary 
architectural and artistic works of the ancient world, only the Pyramid of Cheops made it 
through the ages to the present day. On the auspicious date of July 7, 2007, the New Seven 
Wonders Foundation unveiled its updated list of awe-inspiring architecture, as decided by 
popular vote via phone or email. Here’s what the world chose:
Text : Benoit Schmautz

The exact dimensions of the Great Wall of China are unknown – while some estimates state 

nearly 6,700 kilometres a review by the Chinese government includes an additional 8,851.8 

kilometres including trenches and natural barriers such as mountains. Nonetheless, the 

Great Wall of China is impressive. Built, destroyed and rebuilt between the third Century BC 

and 17th Century, the structure, the largest ever built by man, was to define and defend 

the northern border of China. Since 1987, this construction of stone and earth has been 

deemed UNESCO World Heritage Site.
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Located at a height of 710 metres, measuring 38 metres high and weighing almost 1,150 

tons, the statue of Christ the Redeemer (Cristo Redentor in Portuguese) resides on 

Corcovado, one of the peaks overlooking the city of Rio de Janeiro. Towering over the 

Tijuca Forest and welcoming tourists – literally with open arms – this religious statue quickly 

became one of the main icons of the city, alongside Carnival, Sugar Loaf, Copacabana 

and Ipanema. Completed in 1931, the monument is a collaboration between Brazilian 

engineer Heitor da Silva Costa, sculptors Paul Landowski and Gheorghe Leonida and 

the French engineer Albert Caquot.

Who hasn’t dreamed about the images of these buildings, carved into the rock of the 

surrounding mountains? Welcome to Petra, a Nabataean caravan city inhabited since 

prehistoric times and one of the most important commercial hubs between Arabia, 

Egypt and Syria-Phoenicia. At the ancient capital of Amman, dwellings were sometimes 

integrated into the mountain, which remain as a priceless mirror of all the civilizations 

that have settled there, from prehistory to more recent times. The Khazneh and its 

façade, carved in sandstone, are revealed after meandering about Siq, the Urn Tomb, 

the Palace Tomb, Tomb Corinthian and Deir El. There are many splendours to discover 

in Petra, which was placed on the UNESCO World Heritage list in 1985.



Mexico’s Yucatan state contains many splendours of the Mayan civilization. Among 

them, the city of Chichen Itza, located on the road from Valladolid to Merida and not 

far from Cancun, was built from two cenotes; natural cavities containing water. The 

archaeological site of Chichen Itzá houses treasures of world architecture, merging the 

Mayan and Toltec styles. While the Kukulkan terraced pyramid may be the site’s main 

emblem, one can also visit the Astronomical Observatory (Caracol), the Great Ball Court, 

the Wall of Skulls, the Group of a Thousand Columns, the market, or the tomb of the high 

priest. Chichen Itzá entered the UNESCO World Heritage registry in 1988.

A fantasy destination for many travellers Machu Picchu (which means “old mountain” 

in Quechua) has become the icon of an entire country. This ancient Inca city from the 

15th Century is now crumbling under the onslaught of tourists from around the world, 

welcoming over a million visitors annually. Perched at an altitude of 2,430 metres in the 

hollow of a natural rocky promontory formed by the Machu Picchu and Huayna Picchu 

mountains, the site is the most important piece of tangible heritage left behind by the 

Inca civilization. Revealed to the whole world in 1911 and named a UNESCO World 

Heritage site in 1983, Machu Picchu was abandoned during the Spanish conquest of 

the Inca Empire in the sixteenth century. 
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Located in the city of Agra, the Taj is a must-see during a visit to India. This mausoleum 

of white marble and precious stones impresses the eyes of all who gaze upon its walls. 

Construction began in 1631 under Mughal emperor Shah Jahan and was completed 

17 years later; the emperor ordered the construction of this monument in memory of his 

late wife, who died giving birth to her 14th child. Surrounded by an ornamental garden, 

the structure exudes a mystic and enchanting atmosphere. The Taj Mahal joined the 

UNESCO World Heritage list in 1983.  

It’s very difficult to go to Rome and not visit the Colosseum. This Roman amphitheatre, 

located in the center of the Italian capital, is one of the jewels of Roman architecture, 

measuring more than 50 metres high and 524 metres in circumference. Begun in the 

reign of the Emperor Vespasian in 70 AD, it was completed in 80 AD under Titus, still within 

the Flavian dynasty. Known for the infamous fights between gladiators, wild animals – 

or both – along with other public events and spectacles, the structure could contain 

between 50,000 and 75,000 people.
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CST # 2052644-40 

One traveler at a time.

Start earning on 2016 now!  
Call 1-855-908-4546.

As Cruise Critic’s best new five-star ocean ship and Berlitz’s #1 ship of her class,  

Viking Star has arrived. And the reasons are many — from immersive onboard  

cultural experiences and regionally influenced cuisine to our destination-rich  

itineraries and exciting shore excursions. In fact, everything we do at Viking is  

extraordinarily well designed. And with no non-commissionable fees, you’ve  
got every reason in the world to book Viking.

PENTHOUSE JR. SUITE

THE EXPLORERS’ LOUNGE

CHA NGING THE  

WOR LD OF CRUISING

•  The Thinking Person’s CruiseTM 
Created for discerning travelers  
like your clients

•  The Small Ship Experts 
More time in port at historic & 
beautiful locations

•  Elegant Scandinavian Spaces 
Quiet & light-filled; no onboard casino

•  All Veranda Staterooms 
Among the largest suites & bathrooms 
on the seas

•   Dining in Your Destination 
Regional cuisine; American classics;  
the most al fresco dining at sea

•  Cultural Enrichment 
Onshore & onboard experiences,  
with an included excursion in  
every port 

•  The Viking Way 
Brings your clients Local Life,  
Working World & Privileged Access

•  Viking Inclusive Cruising 
Small ship experience at big  
ship value

•  No NCFs 
Earn commission on every aspect  
of your clients’ bookings.
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WHAT WILL 2016 HOLD IN STORE FOR TRAVEL AGENTS?

WHILE CONSUMERS ARE WILLING TO PAY MORE FOR LUXURY 

PRODUCTS - A PRACTICE EXPECTED TO RESULT IN BETTER 

COMMISSIONS - THE CANADIAN DOLLAR IS VERY LOW, WHICH 

COULD RAISE PRICES, LOWER DEMAND AND BRING CHANGES 

IN THE DISTRIBUTION PROCESS - ULTIMATELY OFFSETTING THOSE 

INCREASES.

IN THIS REPORT ON MAJOR INDUSTRY TRENDS IN 2016, WE’LL 

EXAMINE EVERYTHING FROM THE PUBLIC’S PERCEPTION OF THE 

ROLE OF TRAVEL AGENTS TO DESTINATIONS AND PRODUCTS 

THAT HAVE EVERYONE TALKING.

 
trend
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Major multinational online sales have far exceeded the revenues 

generated by giants such as American Express and Carlson 

Wagonlit.

In 2014, the sales volume of Expedia and Priceline – at $50 billion 

each - exceeded both of those traditional agencies by $20 

billion. Since then, Expedia has acquired Orbitz, pushing up its 

annual revenue by $12.4 billion. And another giant is also gaining 

ground in the select group of the 10 largest global agencies: 

Fareportal/Travelong, which operates sites such as Cheapticket. 

With sales of $4.1 billion in 2014/2015, it now exceeds AAA Travel, 

the largest U.S. leisure travel agency.

In Europe, online agencies now account for 45 per cent of all 

sales, with 75 per cent of those transactions taking place on 

sites owned by either Expedia or Priceline.

 

Of all the hot destinations, Croatia appears to be drawing the 

most attention from the industry. 

In Quebec alone, 15 wholesalers are offering programs to 

the Eastern European destination, with several agencies also 

hopping on the trend. Transat is launching a flight from Toronto 

/ Zagreb (June 15), with connections in Montreal. Fifteen agents 

contacted as part of an informal survey confirmed that Croatia 

is definitely the rising destination in Europe. 

Within this same group, there appears to be strong demand 

for Spain and Central Europe, thanks to direct flights made by 

Transat to Budapest and Prague.

Italy remains another trendy country where once again, Transat 

took note by offering direct access to Pisa, its third gateway to 

the destination. 

Meanwhile, service to Iceland will increase in May with two 

airlines connecting to Montreal by direct flights: Icelandair and 

low-cost carrier Wow Air. Both airlines will offer four flights a 

week in peak season; Wow Air will feature 180-200 seats on its 

Airbus A320 and A321 while Icelandair will carry travellers on its 

180-220 seat (depending on the number of service classes) 

The mobile 

Another challenge awaits traditional 

travel agents: that of mobile 

technology, which has become the 

primary online shopping tool and 

information source for millennials.

According to PhocusWright, in 2016, 

travel bookings in the U.S. made via 

smartphone or tablet will increase to 

18 per cent; in Europe, that number 

will rise to 22 per cent and in China, 

31 per cent.

In North America, 40 per cent of 

online searches are already done on 

mobile. On average, these users visit 

38 websites before booking and half 

of these (47.2 per cent) are online 

agencies.

The advent of mobile technology 

threatens the profession: in the U.S., 

the Department of Labor (Bureau of 

Labor Statistics) estimates that mobile 

technology will be responsible for the 

loss of 12 per cent of travel agent 

jobs by 2024.

Traditional agencies 

that are trying 

to carve out 

market share 

on the web must 

now adapt their 

websites to the 

formats required 

by mobile 

tech.
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Boeing 757. Unlike its low-cost rival, Icelandair will not maintain 

the service in winter. While the new flights will inevitably boost 

demand for Iceland, it’s questionable (even if they offer a 

matching network to a significant number of European cities) 

if there is room for two players in this air corridor.

In Asia, agents are reporting that Myanmar will see the highest 

growth in supply and demand, while direct flights between 

Montreal and Beijing by Air China will certainly make an impact 

on supply for China, particularly in light of the carrier’s recent 

announcement that it would serve the Shanghai/Montreal 

route on a daily basis. 

Morocco continues to resist the threat of rising terrorism incidents 

in North Africa. The Tourism Observatory indicated that the 

country had recorded 9.4 million foreign visitors during the 

first 11 months of 2015, roughly the same number as in the 

corresponding period in 2014 (9.5 million) and a slight increase 

over 2010 (8.5 million).

However, not all countries in the region are as resilient. An 

unprecedented wave of attacks in Tunisia (including those at 

the Bardo Museum in March, the Riu Imperial Marhaba in June 

and in the capital city of Tunis this past November) has resulted 

in decreased travel to the country. The latest figures released 

by the Ministry of Tourism show 4.9 million arrivals for the first 11 

months of 2015, nearly two million less than in 2014 (6.7 million) 

and 2.4 million less than during the same period in 2010.

On a lighter note, Barbuda, a Caribbean island mostly unknown 

to tourists, is expected to emerge as one of the four or five best 

destinations for the ‘one per cent’ crowd. With a permanent 

population of only 1,600, the “little sister” of Antigua currently has 

three properties attended by a wealthy but discrete clientele. 

Actor Robert de Niro and his Australian business partner, 

billionaire James Parker, are currently investing $250 million to 



While it could hardly be considered a 

rising destination in the Canadian travel 

industry, Cuba is a much different story 

south of the border, where U.S. trade 

media have deemed the island as among 

the top travel hot spots for 2016. Condé 

Nast Traveller propelled the homeland 

of Fidel Castro to its Top 10 (alongside 

Ecuador, Boracay Island, Philippines, 

Lisbon and Iceland), with the headline 

“It’s finally here!” 

Following a survey of its members, the 

U.S. Tour Operators Association (USTOA) 

gave Cuba the same assessment (ranking 

the island alongside Myanmar, Iceland, 

Colombia and Ethiopia) with USTOA 

President Terry Dale stating that “one third 

of our members already offer Cuba” and 

that “39 per cent of those who do not 

offer the destination want to incorporate 

it into their programming for 2016.”

Frank del Rio, president of the Norwegian 

Cruise Line Holdings Ltd., confided: “I am 

convinced that at least one American 

ship will enter Havana on its list of ports 

of call in 2016.”

While some Canadian agents may 

chuckle when seeing U.S. wholesalers 

and agencies offering travel to Cuba 

at exorbitant rates, the fact is that the 

Obama administration has only just 

opened the door and that U.S. demand 

will be felt more and more strongly - and 

will inevitably lead to a spike in prices in 

the Canadian market.

revive the K-Club, a former upscale resort featuring 45 units once 

frequented by the international jet set (Princess Diana stayed  

there four times). The K-Club’s return is expected by year’s end.

The industry appears to agree that the customer is becoming 

more discerning and the demand for luxury accommodations 

and exclusive enclaves at popular properties are seeing a 

continuous growth curve.

The trend is expected to be accelerating, according to a survey 

conducted by TripAdvisor amongst 44,800 travellers and hoteliers 

worldwide last October.

The results indicate that one in three travellers  

(33 per cent) plan to spend more on travel in 2016. 

Half of them (49 per cent) justified their response by 

stating that “my family and I deserve it,” while a third of  

them said that “it was important for my health and well-being.”

In short, travellers are more likely to embrace luxury and investors 

interested in major resort centres should take note. 

The number of luxury service levels continues to increase, 

including Paradisus Royal Service in the Diamond Club at 

Royalton, the Butler Elite service at Sandals, Melia’s The Level 

and Jade Suites at Club Med. In recent years, services have 

emerged that even the most finnicky consumers could not 

have imagined a decade ago: a la carte pillow services; 

the provision of cellphones to directly call a butler; unlimited 

access to reservation-only restaurants and even the elimination 

of buffets. This is all in addition to the ultra-connected WiFi 

environment, free phone calls anywhere in the world and 

other inclusions. Resorts are even turning away from describing 

the features found in such accommodations – from branded 

toiletries to flat screen televisions with access to limitless channels 

and other amenities – as they are all are simply expected by 

today’s traveller.

Marketing gurus throughout the travel industry are constantly 

hard at work developing the next great travel app, allowing 

travellers’ phones and tablets to become true mobile 

concierges. Currently, many are geared toward exploring 
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new cities, with features such as detailed maps, restaurant 

suggestions, bars, nightclubs, museums, spas, and directions to 

authentic or exclusive experiences, with links to booking and 

arranging privileged access in some highly sought-after 

institutions, such as the gladiator school offered by Rome’s 

Cavalieri Waldorf Astoria.

Resorts and restaurants everywhere are making their kitchens 

more kid-friendly. Paving the way is Club Med with its Petit Chef 

Chief Program, which teaches kids how to prepare a different 

recipe daily. Select restaurants at Walt Disney World offer a similar 

experience, and even Blue by Eric Ripert restaurant at the Ritz 

Carlton Grand Cayman is getting youngsters in the kitchen. 

“Discerning travellers want to discover things they cannot find on 

Google,” said Geoffrey Kent, chairman of Abercrombie & Kent. 

All-inclusive resorts are typically a luxurious option for the middle 

class due to their personalized service, space and privacy and 

gourmet culinary offerings. 

However, true luxury travel is still available only to the rich. 

According to the World Travel Monitor, the average luxury 

traveller is someone who spends at least 750 euros ($1,127 CAN) 

per night for short-to-medium getaways and 500 euros ($750 

CAN) per night for longer trips. In 2014, some 46 million consumers, 

representing 4.6 per cent of all international travellers, matched 

this profile.  That’s a significant increase from five years ago, 

when luxury travellers accounted for roughly 3.9 per cent of 

global tourist traffic.

 

River cruises have taken off in a big way. CLIA (Cruise Lines 

International Association) announced this year that its members 

will set sail with 18 new river boats in 2016, which will increase 

the number of units by 10 per cent. Viking River Cruises (not a 

member of the CLIA) will deploy six new models by the end of 

the year, bringing it to a fleet of 60 boats. 

The popularity of river cruises has influenced other sectors in 

the travel industry to get into the river business. Such is the 

case with Crystal Cruises, which deployed its first riverboat on 

The international luxury traveller...

SPENDS $1,127 / NIGHT 
ON AVERAGE ($750 / NIGHT 
FOR TRAVEL 15 DAYS 
OR MORE)

54% SPEND 
BETWEEN $7,500 

AND $15,000 PER TRIP

18% SPEND MORE 
THAN $15,000/
TRIP

THERE WERE 46 MILLION 
LUXURY PASSENGERS IN 
2014 (4.6 PER CENT OF 
GLOBAL TOURIST TRAFFIC)

9.2 MILLION WERE 
AMERICANS 

(THE LARGEST MARKET)

6.2 MILLION WERE 
CHINESE 

CANADIANS RANKED 
FOURTH AFTER JAPANESE 
TRAVELLERS

THE BIGGEST SPENDERS  
ARE AMERICANS (MORE 
THAN $1,500/NIGHT) 
FOLLOWED BY INDIANS, 
KUWAITIS, BRAZILIANS, 
AUSTRALIANS, CANADIANS 
AND CHINESE
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services on European rivers,” according to Crystal River 

Cruises. 

Even Disney has decided to get its feet wet in 2016. Beginning 

July 7, the Adventures by Disney subsidiary and AmaWaterways 

will offer a series of packages for seven days on the Danube, 

aboard the brand new AmaViola. Adventures by Disney will 

feature eight guides on board to supervise the activities and 

excursions for clients of these packages, starting at $1,794.

Canada’s G Adventures, a leading tour operator in adventure 

travel, is also an up-and-coming player in the river cruise industry.  

In 2016, it will offer cruises on the Mekong, Ganges and Amazon 

rivers and the inland waterways of France’s Burgundy region. 

In Burgundy, the company will lead an eight-day itinerary 

that begins with one pre-cruise night in Lyon, France, on the 

24-passenger Danielle - a canal barge French river cruise line 

CroisiEurope is launching in 2016. G Adventures will also offer 

eight-day cruises from Siem Reap, Cambodia, to Ho Chi Minh 

City and Vietnam. 

CroisiEurope is launching four new boats with a capacity of 80 

passengers: Elbe Dawn Princess is a boat designed to sail on 

the Elbe river with shallow waters. The Deborah and Danièle 

barges are much smaller (24 passengers) and are designed 

to sail the French canals and river. Finally, the Apsara Princess, 

which holds up to 60, will cross the Mekong.

 

CLIA forecasts that by 2016, its members will sail 24 

million passengers – one million more than in 2015 and 

nearly two million more than in 2014. The demand is  

exploding in Asia and despite some challenges, the economy 

is going well in the United States. However, it’s not all smooth 

sailing. “The weakness of the euro and the Canadian dollar 

worry me,” said Frank Del Rio, chairman of the Norwegian 

Cruise Line Holdings Ltd.

Cruising remains the main sector to which travel agents flock 

in order to compensate the cuts to commissions. But for how 

long? CLIA’s 2015 report states that 70 per cent of cruise 

bookings are booked by travel agents. There was a time when 

more than nine out of 10 cruise lines would never have 

considered consulting a travel agent.

July 13 – the Crystal Mozart. Referred to as a “river yacht,” 

the Mozart is the completely revamped reincarnation of 

the namesake ship launched in 1987 by pioneer cruise 

company Peter Dielmann. Crystal ordered four additional 

models, due to be delivered between June and August 

2017, and all of them reference a geographic location: 

the Debussy on the Seine, the Bach on the Rhine and 

Moselle, the Ravel on the Dordogne and the Gironde and 

Mahler on the Rhine and Danube. The 70 cabins are suites 

ranging in size from 203-800 square feet, “the largest set of  
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• According to CLIA, nearly half of cruise passengers said 

that the ship was the destination.

• Ships dock for longer periods of time so passengers can try 

local restaurants and nightclubs.

• All-inclusive is becoming the norm: Luxury companies 

already include wine and beer; others include drinks in 

the suites or luxury enclaves (such as the MSC Yacht Club, 

for example) while many offer beverage packages at an 

additional charge (Celebrity, MSC, etc).

• Big companies are turning to the Chinese market: 

Royal Caribbean, for example, is anchoring more ships 

in Asia (such as the Quantum of the Seas in Shanghai 

and the Ovation of the Seas in Tianjin). In 2012, 775,000 

people boarded a cruise in an Asian port. In 2014, there 

were 1.4 million. At this rate, it is estimated that there 

will be 2.5 million Asia-based cruise travellers in 2016.  

Carnival expects to sail one million Chinese customers this 

year alone.

• New categories: Until recently, cruise companies were 

divided into three categories: contemporary (entry level), 

premium and luxury. The arrival of new players (especially 

Azamara and Oceania) into the market have, in turn, 

dispersed these categories. In the U.S., for example, there 

are now five categories: contemporary (Carnival, Costa), 

contemporary plus (Upscale: MSC, NCL, RCI and Viking 

Ocean), premium (Celebrity, Princess, Holland America), 

ultra premium (Azamara, Cunard, Windstar and Oceania) 

and luxury (Crystal, Regent Seven Seas, Seabourn, Paul 

Gauguin, Ponant, Silversea). Small vessels simply fall into 

the category of “yacht.”

• More private ports: For the most part, apart from Labadee, 

Haiti (ROI), most of the islands and private ports have been 

built in the Bahamas - until now. Norwegian Cruise Line, 

which already operates the exclusive island Great Stirrup 

Cay, Bahamas, has inaugurated new private facilities on 

the island of Harvest Caye in Belize. Carnival, too, opened 

a private port near Puerto Plata, Amber Cove this past 

October. 
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APRIL

Harmony of the Seas (Royal 

Caribbean): 5,400 PASSENGERS

MAY

Carnival Vista: 

4,000 PASSENGERS

MAY

Ovation of the Seas (Royal 

Caribbean): 4,180 PASSENGERS

JULY

the Mein Schiff 5 (Tui)

2,500 PASSENGERS

JULY

the Explorer (Regent Seven Seas)

738 PASSENGERS

OCTOBER

the Genting Dream (Star Cruises) 

3,364 PASSENGERS

DECEMBER

the Encore (Seabourn)

602 PASSENGERS

27,614 beds. Not included 

here is the Sirena, the fifth 

ship that will join the fleet 

of Oceania this spring. 

It is the former Ocean 

Princess, now completely 

renovated.

FEBRUARY 

the Koningsdam (Holland America) 

2,650 PASSENGERS

MARCH

the Sky (Viking Ocean Cruises)

930 PASSENGERS

MARCH

a new currently-unnamed ship 

from Aida: 3,250 PASSENGERS

* Illustrations only used as information purposes



escape

Text and photos: Benoit Schmautz
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S ince its grand opening in 2005, the Château 

Beauvallon Mont-Tremblant has quickly become 

one of the most famous places to stay and ski in 

the Laurentian mountains.

The traditional all-suite hotel, located just more than  

three kilometres from Tremblant ski resort, was named  

Best Company of the Year by the Chamber of Commerce 

of Greater Mont-Tremblant last year, an accolade  

which complimented the hotel’s 10th anniversary last 

December. 

A rich history and a different positioning

While the Château Beauvallon Mont Tremblant recently 

celebrated its 10th birthday,  the hotel’s building itself has 

a deeper roots in history. The original structure was built 

in 1942 by Joe Ryan, an entrepreneur from Philadelphia 

who fell in love with Mont-Tremblant for the first time in 

1938 after an unaided climb to the peak. The Château 

Beauvallon in 1942 was meant to be a clubhouse for a 

golf course that was never built, but nevertheless became  

an iconic destination for tourists in the Mont-Tremblant 

area.

This historical legacy is everywhere on the walls of the 

Château Beauvallon. Stepping inside the hotel feels like 

going back in time. It’s wooden finishings sing in perfect 

harmony with hotel’s surrounding nature and emit a warm, 

cozy appearance. 

"Customers are increasingly looking for authenticity 

and atmosphere everyday," says Montreal-based Alain 

Labarre, who has been CEO of Château Beauvallon 

since 2008.

The hotel’s close proximity to the pedestrian Village of 

Mont-Tremblant is also a huge advantage.

"With us, you are at peace in an enchanting place that 

is never far from the action. It can accommodate a family 

who is looking for tranquility and also wants to enjoy the 

vibrant ambience of the resort. People today need to 

reconnect together and the Château Beauvallon is the 

perfect place to do that, " Labarre says.
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An offer for all

For guests who enjoy the pleasures of skiing, a free shuttle 

is available to and from the village. During the summer 

months, one can swim or fish in the lake adjacent to 

the property. For keen golfers, Château Beauvallon is 

close to Le Diable golf course, which features a private 

green for beginners. There are also several rooms for  

business meetings that can accomodate groups of up to 

50 people.

Want to relax? No problem. An outdoor hot tub at Four 

Seasons welcomes guests with an indoor pool. It’s small, 

but still worth the visit. It is supplemented by another pool 

and waterfall, this time outdoors, and is only available 

during the summer. For a total relaxing experience, there’s 

Scandinave Spa, with which the hotel has a partnership, 

located a stone’s throw away.

The 70 suites at Château Beauvallon have one to four 

bedrooms, with a private terrace, kitchenette, fireplace, 

Murphy bed, free WiFi and a continental breakfast per 

night. The site also has a restaurant, Prime Steak Sushi Bar, 

which ensures that guests never go hungry.

Customer service, the key to success

"Anyone can build a similar institution to mine. But nobody 

can clone my team, which is 100 per cent dedicated  

to the welfare of customers," Lebarre says of his team 

of 45 professionals, who are trained to offer customers  

the red carpet treatment, and adapt to individual  

needs. 

Labarre lives in Montreal and works from home several 

days a week.

"When I am not on site, the Château Beauvallon works 

exactly the same way. My name may be at the top of the 

chart, but my employees do not need me. I need them. "

"We do not control the weather of the exchange rate," 

he adds. "So let's be the best at what we can control: 

customer experience."

It’s no wonder customers keep coming back. 



  

•  

•  
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Air Canada offers daily non-stop flights between Toronto and Mont-
Tremblant, Quebec. The service for Mont Tremblant is offered four times 
a week by Air Canada Express with Bombardier Q400 74-seat. Flights are 
operated until March 30, 2015.

Porter Airlines connects Billy Bishop Toronto City Airport with Mont Tremblant 
until April 6, 2016. This connection is offers up to 12 flights per week during 
the high season.
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future proof

Nolan Burris

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

By mid-January the cardio floor will 

be packed with “resolution-makers” 

intent on turning their lives around 

once and for all!  By the end of 

March, things will become blissfully 

quiet again as most of them drift back 

into their old unhealthy but comfy 

habits until the next annual fitness 

frenzy rolls around. 

And then, I see them: Those who 

have been there all year, all along.  

The ones that show up regularly to 

keep themselves fit enough to enjoy 

an occasional eggnog without the 

annual frantic sweat fest. They’ve 

traded bad habits for good ones.  

They are forging their futures while 

strengthening themselves for the 

challenges and seductions of today.  

Most of them will be able to enjoy 

the fun of the season in ways their 

unprepared friends and family 

cannot.  

Lessons Learned For Travel

After almost four decades in the 

travel industry, I’ve seen a similar 

pattern repeat itself with greater 

frequency and intensity than treats 

versus treadmills. The parallels 

between holiday goodies and travel 

industry issues are remarkable.

I immigrated to Canada from the 

USA in November of 1996, settling 

into a cozy seaside apartment in 

Vancouver’s West End. I found a nice 

little neighbourhood gym one block 

away and have been working out 

there ever since.  

There’s a familiar pattern that starts 

taking shape there around this time 

of year. It peaks in January and fizzles 

out by March. You see, it’s holiday 

party season.  

It starts with tree-shaped cookies 

and sticky sweet cupcakes in office 

break rooms along with invites to 

calorie rich festivities lasting through 

the end of the year. Then, just as 

the carbohydrate craziness begins 

to wane, the New Year’s Eve binge 

arrives with chip, dip, table-sized 

cheese trays, and pepperoni party 

platters for everyone!

While all this is going on, the treadmills 

at my little gym start to fill.  Some 

people come to burn off a feast 

from the night before. Some are on 

a proactive mission to squeeze into 

the perfect outfit for an upcoming 

soirée.  Others are trying to balance 

self-imposed guilt for indulging in too 

many mango margaritas. 



Everyone knows that gobbling down 

too much triple layer chocolate cake 

can be temporarily satisfying, yet 

leave you regretting the decision for 

days or weeks to come.  

In travel, everyone knows that 

marketing yet another price-focused 

sun destination bargain blast can 

make the phone ring in a satisfying 

way. However, it can also leave 

you regretting it as you watch the 

margin between cost and revenue 

get dangerously small.  In a growing 

number of cases, the cost can 

outweigh the revenue forcing you 

into a travel fitness frenzy. Worse than 

the problem of digging the discount 

hole ever deeper, is the long term 

impact and damage to your image.  

Once you become known as a 

discount provider, the platters full of 

profitless packages will keep coming 

your way.

Just like the post-holiday surge at the 

gym, I now anticipate the January 

jump in calls from travel pros who 

have over-indulged in bad business 

habits and need help in recovering. 

And, like the fitness trainers at my  

gym, I have a standard set of 

recommendations.  

My agency fitness plan always 

includes the fundamentals like 

branding, image development, 

focusing on profitable products, 

and especially professional fees.  

Fees are like squats and crunches.  

It hurts and it’s uncomfortable at 

first, but eventually becomes easier.  

Once you’re really good at it, they 

strengthen your core and protect 

you.  

I watch every January as the fees and 

consulting skills courses in our video 

collection suddenly spike in number of 

views. It’s also when meeting planners 

tend to call asking me to speak on the 

subject at upcoming events.  

Then, just like at the gym, the frenzy 

dies down by March and the travel 

treadmills start to empty. And 

then, I see them:  those that were  

there all year, all along. The ones 

workout regularly to keep their skills 

up to date.  

They are the ones who keep their 

businesses and themselves fit enough 

to sell discount sun destinations  

but charge fees to make it profitable 

and even enjoyable. They also 

proactively market the “healthier” 

destinations and products they’d 

rather sell while everyone else is 

pushing cheap cupcakes.  

Of course, there are the doubters 

who say that it can’t be done.  The 

fit ones are used to hearing it, and 

it doesn’t bother them.  They know 

that the ones complaining the most 

are usually the ones with the worst 

habits.  It’s sad however, because it 

seems that each year, there are fewer 

and fewer of the frenzied crowding 

the treadmills.

Wouldn’t it be wonderful if there  

were so many travel fitness lovers, 

that they had to expand the gym?  

Maybe it’s time to have a bite of cake 

instead of a slab, or better yet; learn 

how to make a healthy treat yourself 

that’s good for you and your clients 

alike.  
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IN THE CITY THAT HAS EVERYTHING, 

THERE’S SOMETHING FOR EVERYONE.

ENTERTAINMENT

Las Vegas is known for 
entertainment; no other 
city can compete. With an 
amazing variety of shows, 
and new ones constantly 
added, there is something 
here for every taste.

DINING

Dining in Las Vegas 
can be one of the most 
unforgettable experiences 
of your client’s trip. With 
some of the biggest 
names in food, their meals 
are sure to be memorable 
and, of course, delicious.

SHOPPING

The best shopping from 
around the world is all in 
Las Vegas. From high-
end offerings to amazing 
discounts, your clients will � nd 
all the shopping they could 
want. And a great reason to 
come back. 

ATTRACTIONS

From kayaking to zip lining 
to car racing to watching 
the Bellagio’s world-famous 
fountains, Las Vegas gives 
clients a roller coaster of 
experiences – including, 
you guessed it, actual roller 
coasters.

LasVegas.com
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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.

NEW POST FOR LANDRY

GUARANTEE DROPPED

Air Canada has appointed Craig Landry as president of the Air Canada Leisure Group. In 
his new position, he will be responsible for the integrated leisure group, which consists of 
the Air Canada Vacations tour operator business and the leisure airline Air Canada rouge. 
Landry will take over the position vacated by Michael Friisdahl earlier this fall.

WestJet has ended its price drop guarantee 
effective Jan. 5, citing low awareness 
amongst travellers and little impact on 
bookings. The program, put in place 
in September 2014, was designed to 
encourage guests to book early.

NEWLEAF ON HOLD

Less than two weeks after launching 
as Canada’s newest ultra-low cost 
carrier, Winnipeg-based NewLeaf Travel 
Company said that it will be postponing 
sales of airline tickets pending a Canadian 
Transportation Agency (CTA) review of 
licensing regulations for Indirect Air Service 
Providers. According to NewLeaf CEO 
Jim Young, thousands of bookings were 
made since sales began on Jan. 6 to seven 
Canadian cities.

TRANSAT SELLING ASSETS

Transat is looking to sell its tour operating 
businesses in France and Greece, citing its 
2015-17 strategic plan. The company has 
initiated a process to seek “indications of 
interest” from third-parties; at this time, no 
negotiations have yet been entered into, 
Transat said.

AC BREAKS RECORDS

Air Canada generated greater traffic in all 
markets served, and surpassed previous 
records for passengers boarded over the 
month of December 2015. The airline broke 
records on two occasions that same month, 
serving more than 131,000 passengers on Dec. 
18 and 134,000 passengers on Dec. 30.

MSC IN CUBA

MSC Cruises will double its presence 
in Cuba with the addition of the MSC 
Armonia, which will sail two separate, 
culturally diverse, eight-day itineraries 
starting November 2016.

RIO 2016

With the 2016 Rio Olympic Summer 
Games less than a year away, Brazil is 
taking steps to capitalize on the expected 
spike in tourism by increasing its presence 
amongst the travel trade in the Toronto 
area. The committee will be a joint effort 
between the Consulate of Brazil in Toronto, 
the Brazilian Ministry of Tourism, and some 
significant Canadian travel partners, such 
as Air Canada.

TRAVELBRANDS EXITS 
CCAA

The Ontario Superior Court of Justice 
has ruled in favour of TravelBrands in a 
recent court hearing, denying a claim 
from Gibralt Capital Corporation which 
will allow TravelBrands to continue with 
exiting from CCAA protection. A Plan 
of Compromise or Arrangement, which 
would see all Affected Creditors paid 
in full, was approved at a Meeting of 
Affected Creditors on Oct. 30, 2015.

news
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Carlson Wagonlit Travel’s leisure supplier management and leadership teams hosted their second 
annual Curling Bonspiel to thank partners and colleagues for supporting the company’s ongoing 
efforts to grow in the leisure market. Of CWT: Michael Kulbak, senior director Finance, Americas; 
Jocelyne Faucher, MBA, director, associate program - Canada; Karen Salviato, manager, supplier 
relations North American leisure;  Anne Relph, CA director, program management; Tina De Luca-
Festas, senior advertising specialist, marketing, North American leisure;  Sherry Saunders, senior vice 
president and general manager, CWT Canada and North American leisure; Úna O'Leary, senior 
director, marketing and supplier management, North American leisure; Christine Ufniak, director, 
marketing North American leisure; Meg Murgatroyd, director, supplier management North American 
leisure; Brie Angus, manager, digital & social media, North American leisure.

Goway Travel and the Mexico Tourism Board welcomed 
the trade in December for a comprehensive overview 
of Mexico’s diverse cultural and historical offerings, the 
focal point of Goway’s new product line. Pictured: Don 
Forster, product and marketing manager, Latin America, 
Goway Travel; Kajal Gadhia, Latin America expert, Goway 
Travel; Ben Stasiuk, general manager, Latin America, 
Goway Travel; Alejandra Rincon, Latin America expert, 
Goway Travel; Susana Moreno, business development and 
marketing marketing manager, Mexico Tourism Board; Ellen 
Lainez, Latin America expert, Goway Travel; Sam Cottar, 
business development manager, Eastern Canada, Goway 
Travel; Maria Kozachuk, Latin America expert, Goway 
Travel & Aubrey Schmidt, business development manager, 
Eastern Canada, Goway Travel.

Air Canada celebrated the holiday season with a 
few close travel partners, capping a strong 2015 
for the airline. The annual tradition topped off a 
banner year for the carrier, while providing travel 
industry members with a chance to catch up after 
the busy fall season. Of Air Canada: Caroline Johnson, 
manager - business development, Western Canada; 
Duncan Bureau, VP - global sales; Bambina Marcello-
Weinberg, director - business development; Tracey 
Bellamy, director - global accounts; Nadia Lefebvre, 
manager - corporate sales.

On the heels of successful touring services to 
Prague and Budapest in recent years, Transat 
will be debuting direct routes to Zagreb, Croatia 
in 2016, as well as six new cycling tours through 
France, Portugal and Spain - just a few of the 
talking points from the company’s 2016 Europe 
VIP cocktail event in Toronto. Of Transat: Denise 
Heffron, vice-president, national accounts and 
sales; Nicole Bursey, commercial director; and 
Dan Prior, sales manager, Ontario and Atlantic 
Canada.

Vacation.com followed up a successful year 
of conferences, new memberships and growth 
within the Canadian team, releasing findings 
from their latest member survey and advising 
what agents have to look forward to in 2016. Of 
Vacation.com: Stephen McGillivray, CTC, chief 
marketing officer, Travel Leaders Group; Christine 
James, vice-president, Canada, Vacation.com 
& Jose Ferreira, chief technology officer for 
Travel Leaders Franchise Group, Leisure Group 
& Vacation.com.
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Trafalgar’s Travel Talk series came to Vancouver 
in January, part of a cross-Canada series 
of presentations for travellers, exploring the 
company’s new destinations and itineraries in 2016. 
Of Trafalgar: Tony Cacace, tour director – Italy; 
Anita Emilio, vice president of sales; Liesa Bissett, 
Trafalgar product manager; Quentin Lemmer, 
regional sales manager – B.C. and Manitoba.

Air Canada rouge launched its inaugural flight 
to Kona on the Island of Hawaii at Vancouver 
International Airport on Dec. 19. The twice-weekly 
flights boost the airline’s Hawaii-Vancouver service 
to 20 flights a week, which include nine flights to 
Honolulu and nine flights to Maui. Pictured are 
Amr Younes, vice president of sales, Air Canada 
Vacations and Janet Wallace, managing director 
- customer experience, Air Canada rouge.

WestJet's Blue Santa made the rounds on Dec. 
9, handing out free plane tickets and warm 
hugs across Canada. The gesture was part of 
WestJet’s 12,000 Mini-Miracles Day, a country-
wide event intended to spread a little holiday 
cheer through random acts of kindness within 
a 24-hour period, which resulted in 31,793 Mini-
Miracles taking place.

Destination Quebec welcomed more than 150 
Vancouver travel agents and tour operators to 
the Discover Quebec Vancouver 2015 showcase 
at the Pan Pacific Hotel yesterday to share the 
latest news and developments. Pictured is Juan 
Pablo Suarez, representative - Destination Quebec, 
VoX International.

Transat introduced its 2016 European line-up to a select group of Vancouver travel agency owners 
and executives in January. The company announced Zagreb, Croatia as its newest destination, flying 
out of Toronto on Tuesdays from June 14 to Oct. 4. It also announced the launch of direct flights from 
Vancouver to Rome starting June 17 and continuing through to October. Of Transat: Dean Neville, sales 
manager – Western Canada and Fatima DaSilva, business development representative - British Columbia.

VISION ACQUIRES TRAVEL TST

Vision Travel recently acquired Vancouver-

based Travel TST, which has served the 

greater Vancouver area since 1969. Vision 

Travel will be integrating Travel TST into their 

existing Vancouver-based business in the 

first quarter of 2016.

WESTJET RECORD

WestJet flew 74,247 passengers across its 

network on Jan. 3, surpassing its previous 

single-day record of 72,240 guests set on 

July 31, 2015. WestJet also flew its 20 millionth 

passenger in a single year on Dec. 27, 2015.

PARADA REMEMBERED

The travel industry was saddened by the 

passing of Bert Parada, SkyLink’s regional 

sales manager for Western Canada, who 

succumbed to his illness following a brave 

fight in early December. Parada was a 

familiar face in the travel industry in Western 

Canada, most recently serving with SkyLink.

NEW RM PRES

Rocky Mountaineer has appointed Steve 

Sammut as its new president. Based 

in Vancouver, Sammut joined Rocky 

Mountaineer in 2012 as executive vice 

president and chief financial officer.

FOND FAREWELL

Top executives from Goway Travel flew to 

a special retirement dinner in Vancouver in 

December, to wish farewell to Marilyn Bryson, 

who retired from the company on Dec. 17 

after 43 years. She joined Goway in 1973 as 

the first employee of Bruce Hodge, current 

president and founder of Goway. 
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A well-known influencer in the airline miles 
sector of the travel industry, The Points 
Guy blog is penned by a crack team of 
globetrotters whose expertise in loyalty 
programs makes them the authority on flying 
first class all the way. An ideal resource for 
anyone looking to travel extravagantly without 
whipping out their wallets.  thepointsguy.com

This handheld personal flight assistant is a 
great tool for agents who like to keep tabs 
on their airbourne clients. With handy 
flight info updates, personalized airport 
information and the ability to take a 
record of the countries, airports and 
airlines travellers have frequented, 
App in the Air (free and available on 
iTunes and GooglePlay) allows travel 
experts to keep an eye to the sky - 

and fix flight-related issues before 
your clients even know what’s up. 
appintheair.mobi

It may be old news to people of the 
the travel trade, but CBC has finally 
seemed to recognize the incred-
ible emotional capital to be had at 
Toronto’s Pearson Airport with its 
brand-new series, Hello Goodbye. 
Showcasing some of life’s most 
heartwarming moments from YYZ’s 
arrival and departure gates, this show 
is sure to bring a much-needed dose 
of humanity to the bustling chore that 
is visiting the airport. 

For the best travel industry news : PAXnews.com66   PAX

While the dining scene in Manhattan is overflowing with options, a restaurant such 
as Tasty Hand-Pulled Noodles in Chinatown perfectly embodies what it means to truly 
‘experience’ the city. The incredible shabbiness of this hole-in-the-wall dining spot 
belies the sheer aptitude of its talented and tradition-focused chef, and though it loses 
points for brand creativity, the chewy, flavourfully fresh fare more than delivers on its 
namesake, making the lineup out the door totally worth the wait - and the air conditioner 
draining into the restroom sink all part of its quirky charm. tastyhandpullednoodlesnyc.com

Your days of juggling carry-ons, personal items, 
coats and hats are over with the NUA Robotics smart 
suitcase - or at least it will be. This Bluetooth and 
smartphone-controlled invention only technically 
exists as a prototype, with its developer NUA 
Robotics, aiming to launch in the coming year. 

Features are expected to 
include proximity 
detection, anti-
theft alarm, and 
USB ports. 



AZUL FIVES, A GOURMET INCLUSIVE® 
HOTEL BY KARISMA
Just minutes from Playa del Carmen, this AAA Four Diamond 
resort o� ers modern facilities, personalized concierge service and 
accommodations ranging from Deluxe Rooms to Sky Suites, plus the 
Karisma Gourmet Inclusive® Experience in the form of innovative 
cuisine at 9 gourmet restaurants. And that’s just the beginning.
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from the familiar to the unexpected

introducing more non-stop destinations 
with Air Canada rouge – beginning in 2016.
Toronto to Budapest/Prague/Warsaw/Glasgow/Gatwick
Montreal to Casablanca
Vancouver to Dublin
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