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It is the first of March and I already 
have more than 20 flights under 
my belt!

More often than not, I have 
been shuttling between our 
Montreal and downtown Toronto 
offices. As you can imagine, I am 
a big fan of Billy Bishop Toronto 
City Airport and the pedestrian 
tunnel that connects the island 
airport to the mainland. I confess, 
I am a last-minute girl when I fly, 
and the tunnel saves me, and 
other business travellers much-
needed time when travelling to 
the downtown core. This month’s 
Experience feature, from Tunnel 
to Tarmac, captures the Billy 
Bishop experience. 

On one of my last trips to Toronto 
for PAX magazine, I had the 
unique opportunity to meet 
with the leaders of seven cruise 
lines during the first cruise summit 
organized by Air Canada 
Vacations. While there, the PAX 
team had the honor of hosting a 
roundtable discussion with major 
cruise line representatives where 
topics of discussion ranged 
from current issues and major 
trends to the valuable role travel 
agents play in selling cruises. You 
can read all about the summit 
on page 24.

This extraordinary event was 
held in an extraordinary venue –  

Air Canada’s Systems Operations 
Control Centre in Brampton, 
where all the carrier’s operations 
are managed in real time. 

A person who is always on the 
go is Transat’s Denise Heffron. 
She is everywhere! Denise is 
this month’s cover girl and she 
is no stranger to the industry. 
She has certainly earned her 
stripes throughout her career 
in the travel industry, which 
spans three decades. Her drive 
for business is truly fuelled by 
fascination, which is evident in 
her successful tenure at Transat.

After this initial flurry, I plan to stay 
at our Montreal office for the 
next three weeks to complete 
work on a new project that 
the PAX team in Toronto and 
Montreal have been working 
on for several months. There are 
several exciting initiatives we 
know you are going to love and 
we are excited to bring them 
to you.  Of course, you'll be the 
first to know what they are and 
we’re sure you’ll be surprised!

Marie-Klaude Gagnon
Publisher

marie@logimonde.com
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O n the day of the September 

11th terrorist attacks that 

hit New York City, Titus 

Johnson and his team of aviation 

professionals moved a mountain, 

so to speak. 

Johnson, a longtime professional in 

aviation marketing, was working for 

an airline at London City Airport in 

the UK at the time. While the world 

watched America grapple with the 

horror of terrorism, Johnson was 

faced with a challenge: what to 

do with the throngs of passengers 

scheduled to fly out of LCY that 

day. The UK government decided 

to close the airspace above the  

airport in response to the attacks, 

rendering it inoperable. 

It was the type of situation that 

could fluster even the most 

seasoned customer relations pro, 

but Johnson had a plan. 

Instead of succumbing to hours of 

announcing flight cancellations, 

he and his team moved their 

entire operation to London’s South 

End Airport some 50 miles away, 

which still had open air space, 

and operated every single flight 

scheduled for that day.

“We instructed passengers to arrive 

as normal at London City Airport 

and we bused them to Southend 

Airport,” recalls Johnson. “We 

were the only airline to keep the 

show going despite the significant 

operational challenges over 

several days.”

If that day taught Johnson 

anything, it’s that hard work pays 

off in challenging situations, and 

that anything is possible when one 

thinks outside of the box to make 

things happen. 

It’s the same mindset Johnson 

has brought to his new role as 

vice-president North America & 

Caribbean of Condor for Thomas 

Cook Group Airlines, which Johnson 

began in April of last year. 

Condor, which celebrates its 60th 

anniversary this May, is eyeing 

expansion in North America – 

Canada, in particular – and if 

Johnson has his way, Thomas 

Cook and Condor, both UK-based 

brands, will become common 

household names. 

“Thomas Cook and Condor have 

the reputation for ambitious 

planning and for having the guts to 

enter new markets,” says Johnson 

from his desk at Condor’s main 

U.S. headquarters in the village of 

Itasca, Illinois, a northwest suburb 

of Chicago, where PAX was invited 

to spend the afternoon. 

Johnson, a UK native, started  

his aviation career in Australia 

with Australian Airlines in 1991. 

He later moved back to his home 

continent to take on senior roles 

at VLM Airlines, Sabre and Air 

Berlin - which he set up in North  

America four years ago - a job that 

brought him to move to the United 

States. 

With Johnson’s vast experience in 

regional development, taking the 

reins at Thomas Cook/Condor was 

a natural fit.
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“The companies have always had 

interesting flight destinations and have 

a reputation for having the best value 

in the business,” says Johnson.

One could suggest that Canadians 

have yet to fully appreciate the value 

of the German-based airline, which 

currently operates only in select parts of 

the country – Halifax, Toronto, Calgary, 

Vancouver and, yes, Whitehorse – on a 

seasonal basis. 

“It’s a very interesting route network,” 

says Johnson, noting that Condor, whose 

main hub is in Frankfurt, is the only leisure 

airline to fly from both Fairbanks and 

Anchorage directly to Europe. 

But Johnson believes Condor’s small 

size, combined with its superior service 

and attractive fares, can in fact work 

to its advantage when increasing its 

market share. 

“We’re not part of a large airline alliance, 

so we can really focus on the markets 

where we fly to,” he says. 

Strategizing around emerging and 

niche markets has, so far, been key to 

Condor’s North American success. Case 

in point: Lufthansa used to fly directly 

from Frankfurt to Portland but stopped 

four years ago. The market was used 

for direct travel to Germany, so Condor 

swooped in and began offering two 

flights per week (this summer it increases 

to four). 

Finding room for expansion in Canada 

has been successful, too. This year, 

Condor’s Vancouver-Frankfurt service 

increases from four times a week to five; 

in Halifax, weekly inbounds from Frankfurt 

are increased from three to four with an 

added service to Munich. Condor's 

current four times daily service in 

Toronto will continue this year. 

Taking Condor’s Canadian services 

from seasonal-only to year-round will 

“hopefully” be the next step, Johnson 

says.  

And it pays to have good Canadian 

relationships too – Condor has an 

interline agreement with Westjet which 

allows through fares and seamless 

connections via Condor’s Canadian 

gateways in YVR, YYC, YYZ, and YHZ 

for passengers originating with WestJet 

from all over Canada to Europe.

“We take Canadians all over Europe,” 

says Johnson, noting that 60 per cent 

of Condor’s Canadian passengers 

transfer beyond the airline’s hub in 

Frankfurt.  

Johnson’s team heavily promotes both 

the Thomas Cook and Condor brands 

in North America and is always looking 

to Canada’s travel trade community 

for help. 

“We currently work closely with a 

handful of Canadian agents,” says 

Johnson, noting the airline has “an 

appetite to work with more” if the 

volume and return is there. 

The case with Condor is that you can’t 

always judge an airline by the size of its 

network. As big league airlines merge 

brands and form alliances, there’s 

opportunities for smaller airlines, like 

Condor, to focus on emerging markets 

and shine, says Johnson.   

“We’re big enough to matter but small 

enough to care,” he says.  
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I t’s easy to forget that amid Toronto’s skyscrapers, sports 

facilities and general buzz of activity, that there’s an airport 

within a few minutes of the city’s core.

Originally opened in 1939 – where it welcomed swing band 

leader Tommy Dorsey and his accompanying musicians among 

its first commercial passengers – Billy Bishop Toronto City Airport 

(BBTCA) has grown to welcome more than 2.3 million annual 

air passengers into the city’s downtown. The facility also serves 

as the home base for regional carrier Porter Airlines, who until 

recently, also owned and operated the airport terminal building.

With Porter spokesperson Brad Cicero as our guide, PAX recently 

spent an afternoon getting to and from the airport, exploring 

the facility’s many offerings – not to mention the many perks 

of Porter – for travellers flying out of downtown.

“I think once people experience it, it’s something they’re inclined 

to talk about because the experience is so unique and offers 

something you don’t get at other airlines,” he explains. “People 

feel confident that they’re going to get the same experience 

when they come back or if they tell someone else to try it.”

Travelling south along the Toronto Transit Commission’s Yonge St. 

subway line, passengers heading to the downtown airport can 

exit at Toronto’s Union Station, where less than a block away, a 

free shuttle service picks up Billy Bishop-bound travellers along 

Front St. (dropping off in-bound passengers at the same place).

Winding its way through the south end of Toronto’s downtown, 

the approximately 10-minute shuttle journey ends at the



shores of Lake Ontario, which travellers will traverse to reach 

their flight.

Often referred to by Torontonians and frequent flyers as  

the ‘Island Airport,’ BBTCA was previously only accessible 

via ferry service from the mainland. That all changed last 

July with the grand opening of the airport’s new pedestrian 

tunnel, an $82.5 million project which commenced in 2012 

and required engineers to bore through solid bedrock 100 

feet underneath the surface of the lake.

According to Cicero, while the tunnel transports more than 

75 per cent of passengers to and from the airport, travellers 

wishing for the brief boat ride can still opt for the ferry.

Inside a new entrance building, the short journey to the 

terminal building begins.

A bank of elevators await passengers taking the tunnel, 

lowering them 100 feet beneath the water to the brightly-lit 

passage. Four moving sidewalks quickly transport travellers 

past a series of digital screens providing travel information, 

while free WiFi allows for up-to-the-minute access to email 

and social media. A new app, appropriately dubbed Billy, 

launched last summer shortly after the tunnel’s opening, 

offering users content such as traffic, weather, directions, 

estimated wait times at various points in the airport, travel 

suggestions, restaurant recommendations and flight 

information.

“It’s really created a whole new level of convenience 

for the airport,” Cicero says. “From here, you can see the 

downtown skyline and now you can be there in under five 

minutes.”

At the other end of the 853-foot tunnel, travellers have a 

choice in how they return above ground; will it be one of 

Canada’s longest escalators, an elevator, or the 153-step 

staircase?

Regardless of how they get there, a display of Billy Bishop 

artifacts and memorabilia greets guests as they make their 

way up to the main check-in area before passing through 

security.

For the best travel industry news : PAXnews.com18   PAX







For the best travel industry news : PAXnews.com PAX   21

Before boarding, guests flying with Porter in and out of 

Toronto can unwind in the airline’s passenger lounge 

area, open to all travellers and offering a comfortable 

spot to check in on the day’s news before taking to the  

skies, with newspapers and WiFi both available free of 

charge.

Guests in search of refreshment need look no further than 

the complimentary coffee, tea and snacks offered in the 

lounge, while corporate travellers who need to check in 

on work can set up in the lounge’s Business Centre, which 

offers workspaces and desktop computers for anyone 

looking to catch up on their latest project.

But the perks don’t end there.

Upon boarding one of Porter’s Bombardier Q400 aircraft, 

travellers will immediately notice the absence of the 

dreaded middle seat.

After breathing a sigh of relief, passengers who missed the 

free refreshments in the lounge need not worry, as more 

complimentary snacks and beverages are not far behind; 

depending on the time of day, Porter customers can partake 

in items such as cookies and banana bread, while the 

complimentary beverage menu features Toronto-brewed 

Steamwhistle beer and Jackson Triggs wine from the Niagara 

region, along with coffee, tea and soft drinks.

“For people who are newer to Porter, they’re still surprised 

that’s part of the passenger experience,” Cicero says. “There’s 

usually at least one person surprised that they don’t have 

to pay if they want a beer while flying; the flight attendants 

have to politely inform them that’s not necessary.”

What does the future hold for Porter and BBTCA? While all 

the details aren’t ready to be revealed, there’s plenty going 

on behind the scenes, says Cicero.

This winter marked the third anniversary of Porter Escapes, 

the airline’s associated tour operator; after three years,

“There’s usually at least 
one person surprised 
that they don’t have 
to pay if they want a 
beer while flying; the 
flight attendants have 
to politely inform them 
that’s not necessary.”
— Brad Cicero



Cicero says that the brand is planning to 

establish a larger presence for itself in the 

marketplace, such as with themed 

packages centred around cuisine or 

concerts.

Last month, Transport Minister Marc 

Garneau discussed the possibility of 

introducing U.S. Customs preclearance at 

the airport, a move which could potentially 

allow Porter to increase its number of U.S. 

routes by having the option to fly into 

airports where no customs officials are 

currently stationed. The outcome of the 

discussion is yet to be announced.

And while a plan to introduce jets to the airport was finally 

cancelled in late 2015 after the federal government declined 

to amend the related legislation, Cicero says that growth 

of both Porter and the airport are inevitable: the airline’s 

recent sale of the terminal building – which was financed 

and designed by Porter – has enabled the airline to clear 

its debts and facilitate future plans.

“Given the last statement from the federal government about 

jets at this airport, we’re taking a step back and determining 

which direction we’ll go,” he says. “We’ve always maintained 

that there will be growth and whether or not that involves jets 

or just the turboprops, we definitely expect more people to 

be using the airport in the future.”

75%+ the number of 

travellers who 

access/depart from Billy Bishop 

through the new pedestrian tunnel

60/40 the percentage 

of business versus 

leisure travellers flying with Porter

23 the current number of 

Porter destinations in 

Canada and the U.S. accessed 

via BBTCA

26 the number of aircraft 

currently owned by Porter
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I n February 2016, Air Canada Vacations 

hosted its first inaugural Cruise Summit, 

and its Systems Operations Centre (SOC) 

was the port of call. 

Twelve representatives from seven major 

North American and European cruise lines 

assembled for a day of informational sessions 

and travel talk, with PAX taking the helm 

during a rousing round table discussion about 

the shipshape business of cruising.
Eamonn Ferrin, president & COO and Amr Younes, vice-president, sales - Air Canada Vacations
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The appeal of experiential excursions ashore 

is growing more than ever, but with the variety 

of onboard offerings, ships are becoming, in 

a way, a destination in themselves. What’s 

more important to cruisers?

“It’s a balance,” Lisa Connell, director 

of sales, Canada at Royal Caribbean 

International said of the subject. “We 

wouldn’t be where we are without 

destinations; they’ll always be a main 

driver to a consumer taking a cruise.”

“It’s the new cruiser who wants the 

destination, and the excursions,” Dana 

Gain, national director, sales – Canada 

at Norwegian Cruise Line added. “Then, 

after they’ve gone on a couple cruises, 

they want to stay on board a bit more, 

so they want to take advantage of the 

activities.” 

“Our job is to take people to places  

that are less-travelled,” Beverly Vickers, 

director of sales, Eastern Canada for 

Regent Seven Seas Cruises clarified, 

adding that while travellers are looking 

for exotic destinations, they also care  

a lot about where they lay their heads 

at night. 

“We all do a good job offering clients new, 

experiential opportunities,” she said, “but 

the ship becomes the comfort of home.” 

 
While both land and sea are in high-

demand, they are equally important, 

depending on the client’s needs and 

experiences – and one is not likely to ever 

surpass the other.

Mary Ogaki, Royal 
Caribbean International, 
national account 
manager, Canada

Marilisa Desimone, 
business development 
director, Carnival Cruise 
Lines

Lisa Connell, director of 
sales, Canada at Royal 
Caribbean International

Justin French, managing 
director of sales and 
marketing, Canada for 
Carnival Cruise Lines

Charles Dunwoody, 
senior director, national 
accounts, North America 
for Holland America Line

Christine Thurlow, 
director, national 
accounts, Holland 
America Line
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Is it possible to maintain a balance 

between consumers’ increasing 

demand for all-inclusive offers and 

their desire for attractive rates? Could 

service and experience become 

generalized as a result?

“Most cruise lines cannot necessarily 

afford to go all-inclusive,” Connell 

stated, explaining that the nature of the 

premium contemporary line’s product 

often dictates a balance between 

experience and value. “You can’t grow 

if you’re pushing the metal to the point 

where you’re not making money.” 

“We let the guests sculpt their own 

luxury,” Charles Dunwoody, senior 

director, national accounts, North 

America for Holland America Line 

said, explaining that optional beverage 

and dining packages are available 

for that purpose. “They choose what’s 

important to them, instead of us 

throwing everything in and raising the 

rates.”

“It really comes down to the travel 

agent,” Marilisa Desimone, business 

development director, Carnival Cruise 

Lines concluded. “They might sell 

what they think is a great product to a 

particular clientele, but if it’s a wrong 

fit altogether, it may deter that client 

from booking a future cruise – no matter 

what quality your brand is.”

“It also depends on the person, and 

what they deem to be ‘all-inclusive,’” 

Justin French, managing director 

of sales and marketing, Canada for 

Carnival Cruise Lines added, pointing 

out that Canada’s proximity to ports of 

call make flights and transfers a more 

important inclusion than drinks. 

“I think that one-stop-shopping 

for agents from a package price 

perspective – particularly when it comes 

to transportation,” he continued, “is 

more important than adding other 

components which, in some cases, are 

non-commissionable and create some 

rub in the industry from time to time.”

 
Value does not equal price. Choice 

is everything, and it all comes down 

to what ‘all-inclusive’ means to the 

client – as well as how travel agents 

sell the product.

Beverly Vickers, director 
of sales, Eastern Canada 
for Regent Seven Seas 
Cruises

Alycia Oliphant, 
manager, national 
accounts at Cunard Line

Dana Gain, national 
director, sales – Canada 
at Norwegian Cruise Line

Elena Rodriguez, director 
of sales, national accounts 
& charters & incentive 
sales with Princess Cruises

Sabrina Greca, business 
development manager, 
strategic accounts for 
Norwegian Cruise Line

Ian Patterson, director 
business development, 
Canada for MSC Cruises
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What impact has the state of the Canadian 

dollar had on cruise demand?

“It felt like a fast drop,” Gain 

said, pointing out that it typically 

takes five years for the Canadian 

dollar to move from one to 1.5 – 

and in this case, it happened in  

12 months.

“It’s a place we’ve never been 

before in terms of how quickly 

that change happened and the 

consumer needs to adjust. Once the 

consumer adjusts, we’ll see some 

pent-up demand.” 

“The drop has been so drastic and 

so fast,” Elena Rodriguez, director of 

sales, national accounts & charters & 

incentive sales with Princess Cruises 

agreed. “Now, the customer is 

stunned, and they’re changing 

behaviour - but they’re still booking. 

Has the business suffered some? 

Absolutely. But I think it’s going to 

make up over time, especially if the 

swings are not so big.”

 
It’s all ebb and flow. Give travellers 

time to catch their breath, and the 

bookings will come.



 

 
With Cuba poised to open its gates to the 

mass U.S. market, how quickly is cruising 

to that destination likely to change for 

Canadians?

“You cannot get a room in Havana,”  

Ian Patterson, director business 

development, Canada for MSC Cruises 

started off, adding that the European 

brand recently packaged an all-inclusive 

product targeted at land-based Canadian 

vacationers – and that it has done 

surprisingly well. 

“But I’m not so sure it’s going to happen 

overnight,” he continued, stating that MSC 

expects any noticeable changes to take 

about three more years. 

“It’s the infrastructure,” Connell chimed in, 

predicting drastic developments to take 

another five to 10 years. 

“You’re not going to see Cuba become a 

huge destination until that catches up – it 

can’t be done overnight.”

“The infrastructure will be built overnight,” 

Rodriguez countered. “Cuban ingenuity 

will build it and it’s just going to crack 

open. I think that within 36 months,  

there will be a huge variance in what it 

is today.”

 
Without a crystal ball, it’s hard to say – but 

Canadian clients with old-world Havana 

on their bucket lists may be better off 

pushing it to the top.
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With so much on offer at sea, the number of 

agents becoming cruising specialists are also 

on the rise. What are some ways Canada’s 

travel experts can ensure success in this sector? 

“Agents need to consider themselves 

consultants”, Dunwoody began, “and just 

like an occupational therapist, or a doctor, 

they should continuously be learning what's 

new; what’s trending. Things change, so they 

need to keep up with the times.”

“Invest in skills and sales, not just in 

product,” Sabrina Greca, business 

development manager, strategic 

accounts for Norwegian Cruise Line 

affirmed. 

“Selling is not just asking for a credit card; 

there’s a lot of elements about being a 

good salesperson to begin with… and I 

think this industry needs a little bit more 

focus on owning the fact that, at the end 

of the day, you’re all salespeople.” 

“We tell people not to learn all the Alaska 

cruise tours,” Alycia Oliphant, manager, 

national accounts at Cunard Line added. 

“Learn one. Get to know it, and then if 

a client asks for less days or a different 

destination, [adjust].”

“Repeat and referral business is the lowest 

acquisition you’ll ever get,” Connell 

continued. “If an agent can talk to their 

clients, and ask them about their friends 

and family, they’ll have the biggest 

opportunity to grow their database… 

because repeat and referral is critical.”

 
Don’t try to know all products – be a true 

expert at a few of them. And tell your 

friends.
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Hawaiian Islands  I  Mexico’s Sea of Cortés  I  Galápagos   I  Costa Rica  I  Panamá  
Alaska  I  Columbia & Snake Rivers  I  British Columbia  I  Coastal Washington

7- to 9-Night Tropical Adventure Cruises • 36 to 84 Guests
• EXCLUSIVE ENCOUNTERS —wildlife, rainforests, national parks, and marine sanctuaries

• GUIDED EXPLORATION—off-the-beaten path by kayak, paddle board, snorkel, skiff, and on hikes

• UNSURPASSED VALUE—included spirits, activities, camaraderie, the WOW! moments

888-862-8881
Un-Cruise.com

 
Unrushed. Uncrowded. Unbelievable.SM

Mexico’s Sea of Cortés  I  Hawaiian Islands  I  Costa Rica  I  Panamá  I  Galápagos  
Alaska  I  Columbia & Snake Rivers  I  British Columbia  I  Coastal Washington
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W ith more regulations being put in 

place by Mexico’s government 

to protect mangroves in the 

Riviera Maya, land in the area has become 

significantly more expensive. As such, for 

developers, opening a luxury hotel seems 

to be the most logical idea. 

Enter the Grand Velas Riviera Maya, 

a sprawling 205-acre luxury property 

that retains extensive mangroves and 

a reforested jungle area which is home 

to a diverse population of local wildlife. 

Nestled in the Yucatan jungle, and about 

a 10 minute drive from downtown Playa 

del Carmen, the resort sits along Mexico’s 

sandy Caribbean coast. 

Enjoy long walks on the beach? This place 

is for you. 

TripAdvisor currently rates the Grand Velas 

Riviera Maya as the number two hotel in 

Playa del Carmen; the hotel’s team hopes to 

hit number one this year and given the site’s 

A+ attention to detail, service and quality, it 

wouldn’t be surprising if they pull it off.  

Grand Velas Riviera Maya is an all-inclusive that offers fine dining 

at specialty restaurants with no additional fees – including 

Cocina de Autor, the only AAA Five Diamond restaurant at 

an all-inclusive hotel. Adults can dine at any of these with no 

additional fees (four of them welcome children), but reservations 

are required. Cocina de Autor, in particular, is a special treat with 

its multiple tiny courses and wine parings served over several 

hours. The result? Pure. Culinary. Bliss. 

The hotel is divided into three glamourous sections: “Grand 

Class,” which allows guests to experience paradise in 

90 elegant 1,300 square foot suites complete with 

Mexican artwork and overlooking the Caribbean sea; 

“Ambassador,” a family-friendly section of 195 spacious 

1,200+ square foot suites that surround a sparkling infinity 

pool, and “Zen,” another family-friendly section of 254 

elegantly exotic suites with over 1,100 square feet of 

living space. 
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The Zen section is nestled deep within the Mayan Jungle’s 

lush flora and fauna. It’s about one kilometre away from the 

beach, which at first can seem like a hindrance until you 

discover the resort’s on-demand shuttle service, which gets 

you to the sand in minutes. Zen, with its leafy surroundings, 

sparkling pool and Tiki hut-style bridges, is the type of luxury 

space in the trees the Swiss Family Robinson might have 

built if they'd had the budget.  

There is, however, an added benefit to staying in and 

around a jungle. It’s not unusual to see harmless coatis, 

adorable raccoon-like creatures, wandering the outdoor 

hallways. 

But what stands out most about Grand Velas is the round-

the-clock service. Every guest receives their own butler, 

which takes personal pampering to a whole new level. 

The staff-to-guest ratio is three-to-one, so the service is fast, 

efficient and extremely gracious. Want a shrimp cocktail to 

go with your margarita? Consider it done ASAP.

The hotel is already 75 per cent booked for the coming high 

season, with Canadians representing the second-largest 

source of guests from outside of Mexico. 

And inbound guests can expect a range of new upgrades, 

including Spa Corner – curtained cabanas that overlook the 

main Ambassador pool. It was designed to solve a simple 

problem: moms staying in the beachside Ambassador section 

felt guilty for heading to the resort spa – a kilometre away in 

the hotel’s Zen jungle section – because it interrupted time 

with family. Spa Corner lets Mom get a massage without 

leaving the family behind. 

Other new amenities include the resort’s newest restaurant, 

Chaká, which opened just last month in the Zen section



Book to win with Porter Airlines and Porter Escapes!
Only one month left.

Book by March 31, 2016.
Log onto flyporter.com agent portal to enter. 

Good luck!

*Packages include flight, hotel accommodation based on double occupancy, taxes and 
fees for two nights. Please see agent contest page for full terms & conditions.
IATA/TICO number required. 

- 2 night stay at the W City Center Chicago
- 2 night stay at Le Parker Meridien New York
- 2 night stay at The Westin Convention Center Pittsburgh
- Or, one of three $500 VISA prepaid gift cards

space formerly occupied by the Italian restaurant, Lucca, 

which has moved to the Ambassador section of the resort. 

Chaká highlights the cuisine of the Yucatan Peninsula, which 

includes the Riviera Maya. 

The property offers two Kids Clubs – one in each of the 

Ambassador and Zen sections, the latter of which now 

features a mini-golf course – as well as a Teen Club. 

And for those thinking of tying the knot along the Caribbean 

coast, look no further. The resort introduced several new 

wedding facilities last year, including a beach platform, a 

second-story terrace overlooking the beach and a chapel 

that seats 170 guests. The terrace, called the Terraza del Mar 

(Sea Terrace), offers 8,000 square feet of indoor/outdoor 

space and is also popular for meetings and groups.

There’s taking a vacation and there’s visiting paradise. 

Grand Velas Riviera Maya, in all its luxurious glory, will give 

you both.
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One traveler at a time.
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•  The Thinking Person’s CruiseTM 
Created for discerning travelers  
like your clients

•  The Small Ship Experts 
More time in port at historic & 
beautiful locations
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Quiet & light-filled; no onboard casino
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•   Dining in Your Destination 
Regional cuisine; American classics;  
the most al fresco dining at sea

•  Cultural Enrichment 
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every port 
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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  
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I nside the modest and orderly office of Denise Heffron, 

an Andy Warhol quote on the wall reads: Being good 

at business is the most fascinating kind of art.

“It’s sort of true,” Transat’s vice-president, national sales 

& commercial tells me. “Business is very creative.” 

It’s an attitude that has served Heffron well; once a 

writer and graphic designer with a degree in English 

literature, the executive has spent the last 22 years 

building a prominent career in the sales sector of travel 

tour operation – although she’ll be the first to tell you that 

was never part of her plan.

“It was a beautiful accident,” she explains, recalling that 

she happened upon the trade by attending an event 

with industry friend Nancy Jackson.

Apparently, that first introduction was enough to get her 

hooked – Heffron walked away from that event knowing 

she had to be a part of it.

“I don’t think I ever realized that work could be so much 

fun,” she says.

Using her background in the arts to secure a graphic 

design position with Sunquest, Heffron kicked off her new 

career with a series of marketing roles that brought her 

to Transat. From there, she moved into sales, stepping 

onto a swift incline of success, essentially growing – and 

thriving – right alongside the tour operator.

“Transat is a great success story in Canada,” she says, 

“and I feel like I've been part of that success because 

the company was quite young when I joined it.”

Describing Transat as a large organization with “the heart 

and spirit of an entrepreneurial business,” Heffron says 

the company’s empowering environment enabled her 

to learn and achieve at her own ambitious pace, while 

the unpredictable world of travel kept her on her toes. 

Shortly after transitioning from marketing to sales, Heffron 

was about to begin mentoring for a management role 

when the 9/11 tragedy struck, sending the travel trade 

into a tailspin.

“I was thrown into my job very fast,” she recalls, adding how 

the events brought about unexpected movement within 

Transat, resulting in her appointment as general manager, 

Ontario and national director of sales. 

“It was baptism by fire,” she continues, “where my planned 

learning path was expedited really fast. It was such a tough 

time in the industry, but in many ways it was an excellent 

opportunity to learn because I had no choice.”

As it happens, the sink-or-swim nature of the situation suited 

the determined professional, who eschewed her comfort 

zone in favour of advancement – and collected valuable 

lessons along the way. 

“The industry is so fast,” she shares. “There’s an adrenaline 

push all the time, and that is why you are never bored 

because you are always expanding, and challenging yourself.”
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One such challenge is Heffron’s quest for professional 

improvement – particularly in the realm of leadership. 

Now VP, national sales & commercial, she admits that 

while she’s always trying to improve herself, managing  

people is one of the toughest – and rewarding – parts 

of the job.

“People are complex,” she explains. “I’ve learned that 

everyone ticks differently, are motivated by different 

things – and what excites you may not necessarily excite 

them. So it’s important to listen to your people, and even 

more importantly, to understand them.”

According to Heffron, management and teambuilding 

is one of many lessons she picked up by watching other 

people in the industry, taking advantage of the benefits 

that come from growing within a business defined by 

collective evolution. 

“It’s a social industry,” she says. “I admire a lot of my 

competitors and friends, and am always interested in 

what others are doing, and why.” 

It’s an outlook Heffron feels she shares with a lot of her 

industry peers, where the ever-changing business of travel 

creates a sense of accomplishment and camaraderie 

that is tough to walk away from. 

“Once you're in, you're in” the self-described super 

achiever says. “It’s a certain kind of person who thrives 

on that for sure. It’s a fun business, but it's a tough business. 

We all work hard.”

“I think we are all a little bit crazy,” she adds with a  

laugh. 

And there’s no denying that Heffron is ‘in.’
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A long-time industry representative on both TICO and CATO’s 

boards of directors, Heffron has a keen interest in innovation 

as it pertains to her retail partners, and the fruition of the travel 

agent – from brick and mortar retailers to web- and home-

based specialists.

“I’m finding it more and more interesting because no two 

partners are alike anymore,” she says. “They all have very 

different approaches to business, marketing and value 

propositions to the point where years ago, all you would 

change on a contract is the name and numbers.”

“Now,” she continues, “they’re all different, because how 

we distribute travel is different, and the way people shop for 

travel is different as well.”

The business is essentially becoming more customized, Heffron 

clarifies, which in turn pushes Transat – as well as its partners – 

to be more creative in the way they approach sales.

This is especially true of the past year for the tour operator, 

which announced a three-year strategic plan to reduce 

operating costs by $100 million in March 2015.

The plan included the introduction of new European 

destinations (achieved through the addition of Croatia, 

Zagreb and Pisa to its 2016 summer season), exclusive 

partnerships with hotels for Transat’s sun destinations product, 

and continued improvement of its product by way of new 

destinations, programs (including Option Flex and Confetti) 

and its Collections (products designed to suit specific travel 

styles). 

Transat also underwent some retooling in 2015, consolidating 

its Transat Discoveries division to be marketed and maintained 

through Transat Holidays. 

“It was really a year of change,” Heffron says of the 

developments, which she argues speak to an endeavor of 

simplification for the purpose of  improving processes – as well 

as internal and external communication. 

“It’s been about integrating our national team and brands – 

TMR, Transat Discoveries, Transat Holidays and Nolitours – under 

centralized direction and leadership. I think we ended up 

finding a nice balance, and that’s not an easy thing to do.”

According to Heffron, there’s more streamlining and 

segmentation to come in the year ahead, with an emphasis 

on the importance of inventive marketing for Transat and its 

retailers.

“We [are aiming for] a more progressive approach to supporting 

[the agents],” she explains, “because they all have different 

needs. We don’t even call it marketing anymore.”

Instead, it’s called the Agency Support Fund, a term meant 

to symbolize the effort being applied to developing modern, 

mutually-advantageous promotional methods. 

“[Our partners] are really concentrating on their skill and 

expertise,” Heffron says of the practice, which is becoming 

less about sales and more about storytelling. “They know that 

travel comes down to experience. If you’re selling dreams and 

memories, you need to be a bit creative to do that.”

As for Heffron’s own future focus, the business leader maintains 

that while she is content to continue in her current role (“There’s 

still work to be done!”), her passion for pushing her own limits 

and taking on new challenges means that when it comes to 

her career, she will always keep an open mind.

“There is nothing I can say I wouldn't do, if they asked,” she says 

of future opportunities. “If the company saw it as an interesting 

fit, beneficial to the organization and to me, I’d do it – just to 

learn more.”

 “I mean, why not?”
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Whether it’s to celebrate a team or a sporting event, promote the launch of a blockbuster film 
or simply to thank the hard work of employees, opportunities abound to get the message out 
with specially-painted aircraft.

Here is a selection of planes which are making flying a more colourful experience.

To celebrate its sponsorship of New Zealand’s 
national rugby team the All Blacks, Air New 
Zealand flew planes literally dressed in black in 
2011, sporting the team’s silver fern logo on the 
tail of some of its aircraft. Six of ANZ’s aircraft are 
still flying the team’s colour today.

As part of a campaign promoting the Star Wars 
movie franchise between 2015 and 2016, Japan’s 
All-Nippon Airways flew three planes which looked 
like they came from a galaxy far, far away. ANA’s 
first Star Wars plane took on the look and colours 
of R2-D2 on the nose and forward fuselage, while 
a second aircraft was commissioned and decorated 
for flights on the airline’s domestic routes. A third 
plane – this one featuring BB-8, a character from 
the series’ latest film – will debut this year.



For the best travel industry news : PAXnews.com46   PAX

In 2009, Etihad Airways signed a three-year contract to be the title sponsor of the Grand Prix Formula 
1 Abu Dhabi. To mark the occasion, the national carrier launched aircraft painted with a racing theme, 
complete with a checkered tail. The partnership was renewed in 2014.

Marking its 80th anniversary in 2013, Air France 
deployed an Airbus A380 celebrating the 
milestone, which flew to Johannesburg on 
its maiden flight. The aircraft in its ’80 years’ 
livery was unveiled before 200 employees of 
Air France at Paris-Charles de Gaulle during a 
special event and was flown for a whole year.

As part of its "Next Generation Airline of 
Switzerland" strategy, SWISS opted to strengthen 
its attractiveness on the labour market. With 
special collages painted on the first SWISS 
Boeing 777 under the motto "Faces of SWISS," 
the aircraft will travel the world for a year by 
flying with the images of more than 2,500 of 
the airline’s employees affixed to the fuselage.
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In December 2015, St-Hubert and Air Transat launched a competition to spoil 124 people who had 
spent a week at a Punta Cana resort. The passengers were flown on St-Hub Air, a Transat aircraft in 
the colors of the famous Quebec-based rotisserie chicken restaurant. During the flight, the chain’s 
famous chicken was served to passengers and flight attendants could ask the famous question 
regarding coleslaw: "Creamy or traditional?”

WestJet launched its second Disney-themed plane in 2015, this time featuring the characters of Frozen: 
on the tail of the plane, Anna and Elsa celebrate the magic of winter while from back to front, the plane 
is brought to warmer climates, to a summer scene where snowman Olaf is lounging on the beach. 
The theme is reproduced inside the plane with images on the overhead baggage compartments, 
partitions, bathroom mirrors and headrests.
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I remarked to my colleagues as we toured Tenuta Al Parco 
farms in the rural vicinity of Treviso, Italy. 

By ridiculous I meant ridiculously delicious. Far 

too often does the purple and white, bitter 

and spicy vegetable wind up on the wrong 

plate at the wrong time. Is the radicchio 

leaf used strictly for presentation? Is its role 

to add colour and elegance to a dish? Oh 

radicchio – you’re so misunderstood. 

But not in Treviso. Here, radicchio rules 

and the locals get it. Treviso’s mild climate 

makes the region one of the world’s leading 

radicchio exporters. And the veggie hype 

spills into town, too, where finding grilled 

radicchio on a menu is common and 

vendors (perhaps in lieu of hot dogs) sell 

their best stems on the roadside. 

It was here, at a rural radicchio farm, where 

our tour of the Veneto region of Northern 

Italy began. The educational trip, called 

Treviso: The Art of Making, was organized 

by Treviso Glocal in collaboration with 

the Italian National Tourist Board North 

America and involved a small group of 

four travel writers, from both the U.S. and 

Canada. 

The trip was designed to highlight local 

Trevigian industries, celebrate the products 

that drive the region’s economy, and 

prove that fresh cheese and real  

Prosecco can go a long way when it 

comes to having a good time.
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About a 30 minute drive north of Venice, 

the province of Treviso is a charming region 

of rolling hills, tiny towns and neoclassical 

architecture. It’s similar to Venice due  

to the spring water rivers that roll 

through canals and under storybook-like  

bridges in downtown Treviso, the capital, 

which shares the same name as the 

province. 

Downtown, with its cobblestone roads, 

ivy-laden apartment balconies and public 

frescos, feels much like the setting of a 

Brothers Grimm fairytale, modernized by 

gelato cafes, trendy restaurants, restored 

cathedrals and flagship stores for big 

brands such as United Colors of Benetton 

and Stonefly shoes. 

We stayed at the Maison Matilda, a small-

but-glamourous boutique hotel in the town 

centre that felt like staying in someone’s 

designer townhouse instead of a traditional 

bed and breakfast. The dark and dramatic 

walls combined with a bold sculpture of a 

black horse galloping towards a spotlight 

lamp in the hotel’s lobby served as a chic 

reminder that we were in Italy: Design 

Capital of the World. 

What else is Treviso the capital of? Tiramisu. 

And no one in our group had a clue. 

Our guide, Gabriella, dropped the T-bomb 

as she led us on a walking tour through 

downtown and stopped outside a trendy 

restaurant called Le Beccherie, which is 

where the famous coffee and egg dessert 

was allegedly created.  

“But even that’s still up for debate,” she 

said, adding that rumour has it prostitutes 

served tiramisu to clients in bordellos as far 

back in World War II because the dessert 

was a quick pick-me-up. 

“It was the Viagra of its time,” said 

Gabriella. 

Treviso is full of happy discoveries like that, 

and part of that includes the tiny towns 

that surround the greater region. One such 

place is Asolo, an affluent and romantic  

spot referred to as the “City of a Hundred 
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Horizons” for its mountainous sunsets. It is 

lush with pencil-thin cyprus trees and was 

even once home to English poet Robert 

Browning.

And then there’s cheese. Treviso makes 

cheese. Damn good cheese. 

Nonno Nanni is a cheese company based 

in Giavera del Montello, a commune about 

a 15 kilometres drive from downtown. A 

family-owned business founded in 1947, 

they specialize in fresh n’spreadable 

stracchino and robiola cheeses. Their 

factory produces thousands of cheese 

blocks per day and is considered one 

of the largest cheese operations in  

Italy. 

It’s also where I had my first stomachache 

of the trip. After an intimate tour of Nonno 

Nanni’s fermenting facilities, we were 

offered samples of thick chunks of chilled 

stracchino and robiola, spread over  

crisp toasts. The “sample” quickly became 

a meal – I ate the entire product line  

and then some. Seconds, thirds, fourths  

and fifths. So much that I spent the 

remainder of the trip in a cheese-induced 

coma. 

Which is what you don’t want to happen 

in Italy, because as one might expect, the 

food there is like none other. You need an 

appetite when cruising the Treviso scene 

or else you’ll miss out. 

We lunched at All’antico Portico, a 

traditional downtown eatery, which stood 

out for its soft and chewy gnocchi – all 

handmade by the owner’s mother herself. 

We gorged at Osteria al Forno, a rustic 

eatery famous for ravioli in the Commune 

of Refrontolo, about 30 kilometres north of 

downtown. It’s also walking distance to the 

Molinetto della Croda, an ancient mill in 

the Lierza valley that’s so pretty it makes 

you feel like you’re walking into a real-life 

Instagram photo. 

But it was Laconda da Lino, a fine 

restaurant in the commune of Solighetto, 

that stole the foodie show for it’s fresh  
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spaghetti with spider crab – not to mention 

the funky décor of red walls and golden 

ceiling pots. 

Treviso is a hot spot for all things original. 

It is, for example, the founding region for 

producing Prosecco DOC, which is made 

in nine provinces spanning the Veneto 

and Friuli Venezia Giulia regions. Prosecco 

Superiore DOCG, alternatively, can only be 

produced in the Treviso province of Veneto. 

Two consortiums oversee the region’s 

Prosecco to protect its authenticity in 

global markets where Prosecco impostors 

are common. Both headquarters treated 

our group to a tasting seminar, and it 

quickly became clear we were sipping 

the best bubbly Italy could offer.  

Microclimate vineyards, too, such as 

Vincenzo Toffoli estates in Refrontolo, 

where all grapes are picked by hand, is 

big business in Treviso. And, surprisingly, so 

is panettone, which is like the love child 

of Christmas and coffee cake. In Treviso, 

panettone is mass produced by Fraccaro 

Spumadoro, a high-voltage, family-

run bakery in the town of Castelfranco  

Venteo. They package up to 12,000 loaves 

per day!  

Not every community embraces local 

creativity and entrepreneurship, but in 

the case of Treviso, it’s the local citizens 

who have used their talent and resources 

to build a community. Treviso scores high  

as a honeymoon destination, and it’s easily 

accessible to Venice travellers seeking  

an off-the-beaten path experience. 

So go. If only to try that radicchio.



Featured prices are per person, land only, based on double occupancy, departure dates as indicated and reflect the Globus 5% discount offer. Flights and travel insurance are additional.  †Savings 
based on The Best of Italy & Sicily vacation, September 4 – 25, 2016 departures with regular land only price of $4,629 per person, excluding international air.  *Book and deposit a 2016 Globus 
Italy vacation to save 5% per person on the land-only portion of the core tour not including extra night accommodations, extensions, taxes, fees, tips or supplements. Booking must be made and 
under deposit between September 16, 2015 and April 26, 2016 for travel in 2016. Offer not valid with any other offer except Journeys Club Repeat Traveller benefit. Applies to new 2016 bookings 
only. Offer reliant on space availability. Full cancellation penalties will apply. Additional restrictions may apply; see Travel Terms & Conditions for details. May be withdrawn any time.  Centre Tower, 
3300 Bloor St. W., Suite 2400, Toronto, ON M8X 2X3, TICO#1893755/50015835

WWW.AGENTLINGO.CA  |  RESERVATIONS: 800.268.1639  |  INSIDE SALES: 888.268.1928  
CANADIANGROUPS@GLOBUSFAMILY.CA

GLOBUS INVITES TRAVELERS TO TASTE THE COLOURS OF ITALY!
From north to south and heel to toe, travellers long to see the ancient cities, 

seaside villages and rolling vineyards of Italy. They dream about a taste of  

la dolce vita… Italy is one of those rare destinations; it offers an immense amount 

of diversity, from the ancient ruins of Rome and the fascinating sculptures in 

Florence to the scenic Amalfi Coast, romantic Venice, stylish Milan and the 

stunning coastline along the small Cinque Terre villages.  It’s a place travellers 

can visit over and over again and always discover something new.

Save  $464†up
to

per
couple

Book by April 26, 2016 &

SAVE 5% ON 2016 GLOBUS 
ITALY VACATIONS*

Many more Italy vacations and departure dates available, please inquire.

La DOLCE VITA…

 New!  SPLENDORS OF ITALY

7 days roundtrip from Milan

WAS: $2,379  |  NOW: $2,260
Based on Jun 25; Jul 9; Aug 27 & Sep 17, 2016 departures

Milan • Venice • Turin • Florence • Milan

NORTHERN ITALY’S HIGHLIGHTS & 
CINQUE TERRE

10 days roundtrip from Milan

WAS: $2,969  |  NOW: $2,821
Based on Aug 5, 2016 departure

Milan • Parma • Lucca • Cinque Terre • Portofino • Turin • Milan

ITALY’S GREAT CITIES

8 days roundtrip from Rome

WAS: $2,899  |  NOW: $2,754
Based on Jul 24 & Aug 7, 2016 departures

Rome • Pisa • Florence • Verona • Venice Island • Ferrara • Rome

HIGHLIGHTS OF SICILY & SOUTHERN ITALY

14 days from Rome to Palermo

WAS: $3,039  |  NOW: $2,887
Based on Nov 6 & 20, 2016 departures

Rome • Pompeii • Sorrento • Capri • Naples • Alberobello • 

Taormina Riviera • Agrigento • Palermo



AN EXTRA TOUCH OF LUXE
Be among the fi rst to experience this newly renovated resort! Its refurbished 
Junior Suites, One-Bedroom Suites and Honeymoon Villa Suites have all 
been updated with new bedding, revamped bathrooms and luxurious little 
touches. The Indian restaurant was also recently reopened and now o� ers 
gluten-free and vegetarian dishes, in addition to authentic South Asian cuisine.

Grand Palladium Lady Hamilton Resort & Spa, Jamaica

TRZ-16-0131 PaxMagazine_Palladium_EN-FR.indd   1 2016-02-12   9:09 AM
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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

H ave you ever shopped for 

tools like a drill, hammer 

or screwdriver?  Have you 

bought flour or sugar? Have you ever 

splurged on a fine pair of shoes, a 

luxurious outfit or a nicer-than-planned 

car?  There is a thread connecting all 

these seemingly unrelated items that 

provides a valuable lesson for travel 

consultants.

From tools to groceries to luxuries, 

there is almost always a deeper need 

or desire to be fulfilled. They are the 

inspiration for pursuing solutions 

and making purchases.  Ignoring 

those desires is to leave customer 

satisfaction to chance – a risky 

position indeed. To become future-

proof, you have to reduce that risk 

as much as possible. One way to do 

it is to listen less to what your clients 

request, and discover what they really 

want.

Harvard marketing professor Theodore 

Levitt once famously stated: “People 

don’t want to buy a quarter-inch 

drill.  They want a quarter-inch hole.”  

I would add that people don’t want 

a hammer or screwdriver either; 

they want to fix or build something!  

Nobody just wants flour or sugar; 

they want homemade cookies or 

cake. Ultimately, what they really 

want is the satisfaction of creating 

or experiencing something they 

enjoy, or perhaps doing it for others.  

It essentially comes down to being 

happy.

Buying the wrong tool could ruin a 

project and make you very unhappy, 

but you can usually return a drill.  

Buying the wrong cruise can cause 

a lot more damage since memories 

can’t be returned for a refund.  Some 

drills are better for making holes in 

wood versus metal.  Some cruises are 

better for culinary excellence versus 

beach time or shows. Either way, it’s 

not your customers’ job to know the 

difference; it’s yours. 

Most drill shoppers will just ask for a 

the tool and most travel shoppers 

will just ask for a price or supplier.  

Remember though, it’s not a drill or 

cruise they really want.  They want 

what they THINK those things will 

provide.  They might be right, but they 

might be wrong.  Repeat business 

does not depend on them being right.  

It depends on them being satisfied!  

Some experts say it’s just a matter of 

better qualifying. 

Qualifying is a time-tested strategy.  

In sales, its objective is to determine 

the likelihood of a prospect making 

a purchase in the short term, thus 

qualifying them as a potential  



Contact your District Sales Manager or call 800.468.5955*Restrictions apply; call for details. Travel Industry Council of Ontario Reg. # 3206405; B.C. Reg. # 23337

guided by travel

Book Collette!
Five Reasons Every Agent Should 

Hundreds of Guaranteed Departure Dates.

Lucrative Incentive programs like Book Your Own Bonus. 

A Travel Protection Plan that protects your commission.

Included Sedan Service to start your travellers off right.*

Special offers designed to help you share the joy of travel.

customer.  If you Google “qualifying 

questions” you’ll see that most are 

designed to help you get from lead, 

to prospect, to customer to sale as 

quickly as possible.  It filters out “tire 

kickers” to free up time, making it 

seem perfect for sales!  

Travel agents are indeed sales 

people, but they are a very specific 

type more accurately known as sales 

consultants.  A sales person’s goal is 

to close a sale.  A sales consultant’s 

goal is to provide advice, support and 

guidance, leading to the RIGHT sale.  

In other words, closing a sale is still the 

desired end result, but not the point.

This is more than just semantics. 

It represents the most important 

difference between human travel 

consultants and the countless 

electronic alternatives.  

Using browser tracking, post analysis 

and mobile device data mining, the 

“machines” have become masters of 

traditional sales qualifying.  Algorithms 

and click histories instantly calculate 

and facilitate the movement from 

lead, to prospect, to closing a sale.  

They display just the right ad, at 

just the right time, with just the right 

product – all designed for maximum 

sales closing potential.  

While the machines are very good 

at selling, they cannot consult.  They 

assume that every icon clicked, 

every video watched and every 

trip purchased provided what was 

really wanted. They are incapable of 

uncovering those unspoken deeper 

desires because desires are a uniquely 

human trait that only another human 

can truly understand.  

I can understand being skeptical 

about this subject.  After all, most 

people contacting a travel agency 

these days immediately ask for prices, 

deals and discounts, often armed 

with numerous competitive quotes.  

At risk of sounding repetitive, that’s 

still not what they really want.  They 

want what they THINK those deals will 

give them.  They want to be happy.  

Uncovering unspoken desires is easy; 

you just ask!  It’s how you ask that 

changes everything.

 
 
 
 
 
 
 

Find your own way to express your 

personality, but always include the 

most powerful word in consulting: 

why.  That word demonstrates the 

difference between machines that 

will sell anything to anyone, and 

humans who care enough to get it 

right.  Master that word, and closing 

more sales will naturally follow.



AIRFRANCE.CA

A BREATHTAKING NETWORK
Or more than 1,000 destinations thanks to one of the largest networks 

in the world with KLM and our SkyTeam partners.
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business sense

We’ve all been there.

It can stem from something as simple as dirty coffee 

mugs in the break room to a complex situation 

involving contrasting personalities or even breaches 

of company policies. 

The fact is, conflict in the workplace is a fairly 

common occurrence yet often, what started as a 

small problem can snowball into a larger issue if not 

addressed properly or dealt with at an early stage.

For businesses, there’s a tangible cost to unresolved 

workplace conflict: according to a report titled A 

Case for Mediation: The Cost-Effectiveness of Civil, 

Family, and Workplace Mediation by mediation 

services provider Mediate BC, the expenses incurred 

as a result of escalating disputes amongst co-workers 

in the U.S. alone is estimated to cost companies 

approximately $359 billion annually in wages, due 

to the resulting increases of employee absenteeism, 

lost productivity and staffing turnover.

However, when companies minimize and properly 

address the sources of dispute. However the opposite 

scenario comes to pass, the report states, with 

businesses witnessing increased levels of employee 

satisfaction – and therefore stronger work output 

– in environments where conflict is minimal and 

managed properly.

And while conflict should be avoided whenever 

possible, there’s even a positive angle to it, in which 

sometimes a solution to improving workplace 

operations beyond the initial cause for dispute can 

be uncovered as a result of the disagreement.

Here are some steps from the experts to quickly 

resolve workplace conflicts, as well as advice and 

guidelines to mitigate and even avoid disagreements 

before they begin.

 Jon Kiely of Tourism HR Canada 

says that a strong company policy regarding 

the resolution of disputes is the first step toward 

creating workplace harmony; by establishing a 

framework for conflict management and resolution, 

companies create precedent and avoid making 

ad hoc decisions based on particular situations. 

The more detailed the better, Kiely adds, advising 

that such a policy is “not just something arbitrary, 

you want something to hang your hat on,” which 

should be revisited from time to time and revised as 

needed. A policy should also include provisions for 

training management in proper conflict handling 

and resolution, he adds.

 Kiely says that with more and more 

of the workforce comprised of millennials, one of 

the strategies he recommends to businesses is to 

remind young workers of their future opportunities 

and potential role(s) in the company’s ultimate 

vision. While some managers may get nervous about 

sharing future plans with eager and ambitious staff, 

he explains that young employees simply want to see 

where they stand with the company in the future, as 

opposed to seeking opportunities to dethrone their 

current bosses.

 When a conflict is made known, 

management should consult with all parties and 

document the situation as much as possible.

 While this may be a 

difficult feat to achieve for even the most stoic of 

personalities in a heated situation, Kiely advises that 

by checking your feelings at the door, the nature 

of the conflict can be properly examined – and a 

resolution reached – without the distorting effects of 

strong feelings entering the mix.

  Monique Steensma of Mediate 

BC says that during a dispute, many individuals 

will “listen for an opportunity to break in” with 

an opinion or an attack; she encourages 

both staff and management to learn proper 

listening skills, which includes weighing the 

other person’s opinion and getting their side 

of the story. Kiely adds that a good strategy 

for mediators (whether they’re management or 

a third party from outside of the firm) is to ask 

questions as each side of the argument states 

By Blake Wolfe
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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.

their case – an inquiry here and there shows them you’re listening,  

he explains.

Timing is everything. While especially important for more complex or 

sensitive issues, Steensma says that when dealing with a conflict of any 

size, it’s important to schedule a meeting to discuss the problem and 

solution instead of ambushing someone off guard in the lunchroom.

 In cases where staff and supervisor clash, 

it’s important for the mediator – be they another manager, a human 

resources representative or a third party – to first meet with each side 

individually, then bring them together with an impartial party in the 

room to monitor discussion and craft a solution.  Strike a balance – while 

titles shouldn’t be weighed on their merit alone, their associated duties 

and responsibilities will come into play alongside the specifics of the 

dispute in question.

 According to Steensma, among the most 

important steps toward a successful conflict resolution is learning how 

to see the issue objectively as well as from the other party’s viewpoint. 

She explains that while it’s human nature to occasionally justify one’s 

own imperfect behaviour while condemning someone else for the 

same act, it’s a hurdle which must be overcome to achieve a positive 

result. Similarly, a dispute should be handled by focusing on the 

incident at hand, not the broader scope of “you never do this” or “you 

always do that.” Finally, each person’s interest in a situation should be 

considered ahead of their position, neutralizing the power imbalance 

in an employee-employer dispute, Steensma says; in the example of 

a messy meeting room, those interests could include one party not 

having enough time or help to tidy up following a meeting, while the 

other party’s interest would be the need for a clean environment

 High-conflict personality? Try a walking 

meeting. Steensma says that by removing the face-to-face interaction, 

it puts them at ease and allows for a better-flowing conversation. 

Similarly, she says that by asking them to draw a diagram or come up 

with a list, such activities pull the brain out of the fight-or-flight response 

and into a more logical mode. 

   Small agreements lead to bigger agreements, Steensma 

says; if people agree on one small thing, it builds trust and gets the 

momentum going. If you know there’s three or four things to discuss, start 

with the point they are most likely to agree on and build the resolution 

proposal from there.

   When crafting a resolution, Steensma says that proposals 

should be future-focused and restorative, not punitive. Once you reach 

an agreement, come back to it in a few weeks and review – check in 

and see how the system is working. Keep the conversation going.
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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.

IT’S OFFICIAL

TravelBrands has officially exited CCAA 
proceedings through the implementation of 
its Plan of Compromise or Arrangement, which 
was approved by the Ontario Superior Court 
of Justice on Jan. 14, 2016. The plan will see all 
creditors paid in full on or before Nov. 30, 2016.

CTA CHALLENGED

A court challenge has been launched 
against the Canadian Transportation 
Agency proposed policy of not requiring 
Indirect Air Service Providers (IASPs) to hold 
a licence. Halifax-based air passenger 
rights advocate Dr. Gabor Lukacs is 
asking the court to declare that the CTA's 
proposal cannot be implemented as a 
policy, but instead requires changing the 
law. 

NEW WJ FLIGHTS

WestJet is launching a new non-stop service 
from Toronto to Nashville and Los Angeles as 
part of its upcoming 2016 summer schedule. 
The airline hopes to operate more than 
120 flights per day from Toronto by this 
summer, including new services to Nashville, 
Los Angeles and Boston in addition to its 
previously announced daily service to 
London, England.

QATAR WEIGHS IN

Qatar Airways has joined a growing 
number of carriers in the race to launch 
the world’s longest flight, with the 
announcement of an 18.5 hour direct 
service from Doha to Auckland. According 
to reports, the Gulf carrier is planning to 
launch the new route sometime this year 
as part of its 2016 expansion plans.

news

MONEYBACK FROM  
SUNWING

Moneyback Mexico has entered an exclusive 
marketing partnership with Sunwing to promote 
its tax refund program to Canadian travellers 
making purchases on their vacation. The 
partnership with Sunwing will see the program 
advertised directly to Mexico-bound travellers 
in the company’s in-flight Wings magazine, as 
well as in an on-board video.

EXOTIK & ALBA TEAM UP

Exotik and Alba Tours have joined forces 
to offer travel partners and their clients a 
one-stop shopping experience, featuring 
a series of guaranteed coach tours and 
an extensive choice of products including 
over 90 departures. In addition to Italy, Alba 
Tours’ specialty, the selection of European 
destinations offered has been expanded to 
include Portugal, Ireland, England, Iceland, 
Spain, France, Croatia, Bulgaria and Malta.

AC CHECKS IN

Air Canada is enhancing the experience 
of Premium travellers with the creation of a 
new Business Class Check-in area at Toronto 
Pearson, located in the former Aisle 1 on the 
departure level at Toronto Pearson. Access 
to the area is available to all Air Canada 
Business Class, Premium Economy and 
Premium rouge customers, Altitude Elite 50K 
and higher members, as well as Star Alliance 
Gold members.

ANDERSON SOLD

Anderson Vacations has been sold by its 
previous owner, Corey Marshall, and in turn has 
merged with B.C.-based Adventures Abroad 
Worldwide Travel group. Anderson Vacations 
will continue to operate as a separate and 
independent company based out of Calgary, 
Anderson Vacations Management Team 
stated.

RM CHANGES

Rocky Mountaineer has appointed Dan 
Joyce as its director of sales development and 
e-commerce and Juna Ueda to the position 
of national sales manager, Canada. Joyce 
has held senior leadership positions within the 
organization in four different departments over 
the last 10 years, while Ueda has relocated 
from Vancouver to lead the national sales 
office in the Toronto region.

HAINAN FLIES YYC-PEK

Hainan Airlines plans to launch the first ever non-
stop service from Calgary to Beijing, starting 
June 30. The company's second Canadian 
route and its first from Western Canada, Hainan 
will operate a two-class Boeing 787 Dreamliner 
three days a week (later to be increased to 
four), on Tuesday, Thursday, and Saturday.

GLOBUS EXPANDS

The Globus family of brands has appointed 
Allison Ramos to the newly-created position of 
BDM for Vancouver Island and the Fraser Valley. 
Ramos has extensive experience at Expedia 
CruiseShipCenters (retail and corporate), as 
well as a background as a national sales trainer 
at Thomas Cook.

NEW CATHAY VP

Cathay Pacific Airways has appointed Nick 
Hays as vice president Canada. Hays will be 
based in the company’s Vancouver office 
where he will be responsible for the airline’s 
business and operations in Canada.
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PAX got an exclusive look at the very first cruise summit to be hosted by ACV; a day of presentations, 
tours and discussions arranged for 12 executives from some of Canada’s most prominent cruise 
corporations. Pictured: (From left) Justin French, managing director of sales and marketing, Canada 
Carnival Cruise Lines; Marilisa Desimone, business development director, Carnival Cruise Lines; Ian 
Patterson, director business development, Canada, MSC Cruises; Mary Ogaki, Royal Caribbean 
International, National Account Manager, Canada; Lisa Connell, director of sales, Canada - Royal 
Caribbean International; Eamonn Ferrin, president & COO, Air Canada Vacations; Amr Younes, 
vice-president, sales, Air Canada Vacations; Kathy Mooney, director, product development, Air 
Canada Vacations; Anna Innis, national manager, passenger sales - USA, Air Canada; Alycia Oliphant, 
manager, national accounts, Cunard Line; Elena Rodriguez, director of sales, national accounts & 
charters & incentive sales, Princess Cruises; Charles Dunwoody, senior director, national accounts, 
North America, Holland America Line; Christine Thurlow, director, national accounts, Holland America 
Line; Sabrina Greca, business development manager, strategic accounts, Norwegian Cruise Line; 
Dana Gain, national director, sales – Canada, Norwegian Cruise Line &  Beverly Vickers, director 
of sales, Eastern Canada, Regent Seven Seas Cruises.

Belize braved the cold to share the latest with 
industry partners this winter during a Canada-wide 
promotional tour hitting Vancouver, Calgary and 
Toronto throughout January. Of Belize Tourism Board: 
Karen Pike, director of marketing & industry relations 
& Deborah Gilharry, senior travel trade officer.

The charms of rural Pennsylvania came north 
recently, as representatives from the state’s Lodge 
at Glendorn met with Canadian travel media in 
Toronto. Co-general managers Stephanie Schafer 
and Joe Schafer (pictured here) welcomed guests 
with a Glendorn-inspired menu.

Transat brought its annual Europe training academy on the road in February, welcoming hundreds of 
travel agents to stops across Canada to mix and mingle with 50 suppliers from Transat’s 2016 Europe 
program. Approximately 45 of the suppliers in attendance flew directly in from Europe for the event.

Trafalgar took guests on a whirlwind tour of 
Eastern Europe in Toronto in January, exploring the 
company’s latest destinations and itineraries in the 
region. Of Trafalgar: Wolf Paunic, president; Maurizio 
Mazzola, sales manager, Ontario GTA region & key 
accounts; Sasha Rojnik, travel director.
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The 2016 Caribbean Travel Marketplace 
(CTM) took place at Paradise Island in the 
Bahamas on Jan. 23, welcoming nearly 
1,100 delegates from travel industries 
across the world. With more than 11,800 
pre-scheduled appointments having been 
made for the annual conference’s duration, 
the tradeshow floor was buzzing with talk of 
travel, business and the challenges facing 
the industry for 2016.

Bill Bowers, Decameron Hotels & Chris Stubbs, 

president, One World Marketing.

Jose Luis Ferrer, director of sales, Zoetry Agua 

Punta Cana, AM Resorts & Zoe Lara director 

of international sales & distribution, AMResorts.

Warren Solomon, general manager - 

marketing, Trinidad & Tobago Tourism 

Development Comany Ltd. & Avion Hercules, 

marketing manager, the Island of Tobago - 

division of tourism & transportation.

Philip Rose, regional director, Canada 

Jamaica Tourist Board, Paul Pennicook, 

director of tourism, Jamaica Tourist Board.

Peter Mayers, director, Canada, Barbados 

Tourism Marketing & Maureen Barnes-

Smith, director of sales and marketing for 

Canada, Sandals Resort.

William Griffith, CEO at Barbados Tourism 

Marketing Inc; Alvin Jemmott, chairman, 

Barbados Tourism Marketing Inc. & Peter 

Mayers, director, Canada, Barbados Tourism 

Marketing Inc.

Nicole Henry, director of sales & marketing, 

Jamaica Inn & Kyle Mais, general manager, 

Jamaica Inn.

Rose Cosentino, director of sales Canada, 

Playa Hotels & Resorts.

Christopher Stubbs, One World Marketing.
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NORWEGIAN'S  
FREE AT SEA

Hawaii 
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Book by April 10, 2016
Offers apply to new individual reservations booked between December 1, 2015 and April 10, 2016, greater than 30 days prior to departure. Valid on Pride of America sailings through April 29, 
2017 except the repositioning sailing on March 15, 2016. 1 night pre hotel : Promo code CHOHOTEL. 1 night pre hotel offer is for Waikiki Marriott Resort - City View. In the event that the hotel 
is unavailable, Norwegian Cruise Line reserves the right to substitute the hotel with other similar accommodations/services. 1 night pre hotel offer is available on reservations with 4 guests or 
less. Transfers from the hotel to the pier are included. Offer only valid for one night hotel stay. Specialty Dining Package : Promo code CHODINE.  The package is applicable for guests 1 & 2 in 

the stateroom and includes one main course per person at Cagney's and Le Bistro restaurants. Guest is responsible for 18% gratuities & service charges on the retail value of the Specialty Dining Package prior to cruise, except when booking a Suite. 
Specialty items in the Asian restaurant, Chef's Table, Special Occasion/Holiday menus (New Year's, Christmas, etc.), and beverages are not included. A la carte priced restaurants are excluded. Additional main courses will be charged at $10.00 per 
person. Prepaid gratuities : Promo code: CHOGRAT.  Prepaid gratuities are applicable to the 1st and 2nd guest in the stateroom 3 years of age and up. Guests are responsible for onboard gratuities applicable to all other shipboard purchases. $50 
Shore Excursion Credit : promo code CHOSHX. Credit is per stateroom. Limit of 4 ports. Shore excursion credit is applicable for each port, and is not transferable to other ports. Does not include embarkation and debarkation ports. Overnight stays 
count as one port. Shore excursion credit can only be redeemed by calling 1-866-625-1167 or booking onboard. Shore excursion credit has no monetary value, is non-refundable and non-transferable. To select all 4 Freestyle Choice options (promo code 
CHOALL) when booking a Suite, choose CHOICEHAW1NTPRE primary package. Singles paying 200% are entitled to full onboard credit value. Other restrictions may apply. IMPORTANT NOTICE: Norwegian Cruise Line reserves the right to charge a fuel 
supplement without prior notice. All references to Norwegian Cruise Line are: © 2016 NCL Corporation Ltd. All rights reserved. Ships’ Registry: The Bahamas and United States of America. For full terms and conditions, see 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. | A6810

−   1 night pre hotel   −
−   Specialty dining package   −

− Prepaid gratuities   −
−   $50 shore excursion credit   − 

per port

BOOK A cruise 
& chOOse 1 Offer

BOOK A suite & get All 4!
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THINK ECONOMY CLASS WITH 
A BUSINESS CLASS ATTITUDE.
Your clients enjoy more with Premium Economy – 
larger seats, added legroom and priority services.
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