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YOUR RECOGNITION 
MEANS THE WORLD
From all 33,000 of us at Air Canada, thank you for voting us 
Best Airline in North America again — a distinction we are 
honoured to receive for the 8th time in 10  years.



Long live summer! This is my absolute favourite 

time of the year. I have had it with these harsh  

and never-ending winters we've been seeing  

lately.

Summer is often synonymous with moving. 

And it just happens to be the case with 

my company as well, because PAX Global  

Media's head office will be moving to a more 

conveniently-located building in the heart of 

Laval this summer. I'm very excited!

And summer is also a time for vacation. It's 

a time for recharging our batteries for the 

challenges that lie ahead in the autumn. 

Speaking of which, I'd keep an eye on your 

inbox during the month of September if I 

were you... you may receive surprising and 

groundbreaking news regarding our industry 

in the coming months. Stay tuned!

Summer is a time to relax with friends and 

family, near the lake or at the pool, with a  

glass of rosé or a cool lemonade; all options 

are good as long as you disconnect. Clear  

your mind, bask in the sun (after the winter 

we had, this should go without saying!);  

laugh and have a good time with those you  

love. Whether here or elsewhere, there’s 

nothing better than to really let go for a 

few days.

Because sometimes you must stop in order 

to start again.

On that note, PAX will take a break in August  

in order to prepare for September’s mega-

issue, which, this time around, features a 

special edition devoted entirely to the South.

In the meantime, I’ll leave you to read our  

July-August issue, which profiles Tourisme 

Montreal’s President & CEO Yves Lalumière, 

from his time at American Express and  

Transat Distribution Canada to his current 

role. After more than 30 years in travel, he 

has plenty of insights to offer!

Further on, you’ll learn a few tricks that will  

let you start travelling more responsibly,  

thanks to a special report that highlights "zero- 

waste" journeys, written by our editor-in- 

chief (and eco-friendly traveller) Marie-Eve  

Vallières. 

Our cruise specialist Ming Tappin discusses 

the topic of solo cruises and all the subtleties  

of this growing trend. Finally, you will also 

travel to Taiwan, the Channel Islands, the 

Riviera Maya and Martinique thanks to stories 

written by our experienced journalists.

Happy reading and have a good summer!

The summer of discovery
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lthough most people under 40 likely know him as Montreal’s top ambassador,  

Yves Lalumière has been making his mark in tourism since graduating in 

business administration in the mid-1980s.

Starting out with Quebecair for two years – a role where he worked alongside a certain 

François Legault – he was quickly hired by American Express. Responsible for the  

Quebec market, Lalumière was in charge of the company’s business and leisure  

tourism divisions, air deal negotiations and dealings with the Canadian government.

"I stayed there for 20 years," Lalumière recalls. "[American Express] was an excellent 

school where I was able to develop my leadership and reach a wide range of 

major sectors."
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"My pan-Canadian experience at American 

Express gave me a deep understanding 

of cultures across the country; there’s a 

world of difference between Vancouver 

and Halifax.”

The role prepared him to become vice-

president of operations and business 

development at Transat Distribution 

Canada, just six years before TDC acquired 

Thomas Cook's retail franchise and affiliate 

network. The deal to unite agencies under  

the Thomas Cook and Marlin Travel brands 

would make TDC the largest travel agency 

network in the country.

The purpose of the operation: to integrate 

these different banners under a single 

strategic proposal that would energize the 

TDC corporation and, in turn, generate 

additional revenue for Transat.

"Frankly, it was one of the most beautiful 

moments of my professional life. We 

grew from 200 branches to 600, totalling 

some 2,500 consultants. My job was to 

consolidate the Travel Club with the 

acquisition of Marlin Travel to create a 

more homogeneous corporate culture."

In 2013, he won the coveted position of 

president and CEO of Tourisme Montréal, 

a role that he still occupies with passion to 

this day.

"TDC's challenge, especially at the 

distribution level, was to be present in 

smaller communities,” Lalumière explains. 

"Many people expected it, as the key to  

Club Voyages’ success is that they are 

franchisees who know their customers."

Does this mean that each agency became  

a standard-bearer of the Transat brand,  

with each agent now the face of Transat's  

expertise?

"Absolutely," he agrees. "Being part of  

such a well-known network gives the 

agents a pledge of quality by association.”

Naturally, the topic of service fees are  

raised during the conversation and 

Lalumière does not hesitate to weigh in.

"If one is confident in his or her skills,  

it should go without saying," he says. 

His opinion on the subject, which is 

currently stirring fierce debates within 

the travel agent community, is firm and has 

not changed one iota since TDC agencies 

adopted the practice.

"We were the first network to charge 

them. Well, not only has the turnover  

not declined, it has gone up," he exclaims. 

"We have gained a new clientele."

While service fees can help solidify agency 

profit margins by creating a source of 

additional revenue (which, in the best of 

all worlds, guarantees the sustainability 

of an agency), Lalumière insists that in 

a profession without any true form of 

government certification, the concern 

over service fees among some agents 

points towards a larger issue beyond 

potentially scaring away clients.

"It's the professionalism of the travel 

advisor business that is at stake. Offering 

your expertise for free is not indicative of 

its value. Would you accept the services  

of a so-called professional who offers  

them for free?"

Lalumière strongly refutes the premise  

that travel agencies are doomed to  

disappear.

"It's no coincidence that there are more 

travel agents today than there were  

20 years ago – yet everyone predicted  

the extinction of the trade!" he says.

Is he looking at the trade through rose-

coloured glasses? It’s hard to say. He 

continues: "The raw material is there. 

There are always more consumers who 

want to travel; the challenge is to pick 

them up and keep them returning to  

the agency. It's no longer just a question  

of advertising, but also word of mouth, 

often through client-ambassadors."
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However, he nuances his remarks: "We 

must invest heavily in the development of 

resources, because there is a real shortage 

of manpower. This is the number one issue 

right now: the renewal and retention of 

staff in the travel industry. Human capital 

is a real problem."

While he concedes that consumers have  

profoundly changed their buying habits,  

Lalumière argues that agencies who 

can’t draw new clients are sorely lacking  

perspective.

"I would not necessarily say that the 

agencies that closed did not know how  

to adapt. It is rather that the agencies  

that have succeeded were those that were 

able to implement a consumer strategy. 

Too few agencies take the time to sit down  

and look at the study of competition and 

strategic planning over one, three and five 

years," he laments.

But between external agents, consortia, 

traditional agencies and independent 

banners, he himself does not know where 

to turn.

"The industry is fragmented in its 

definitions. An order or association  

would unify all professionals through 

provincial validation. Many issues would  

be resolved via some form of governing 

body," he says, pointing again to the 

example of professional fees.

A skilled analyst at heart, Lalumière is not 

the type to make incendiary statements 

without supporting them with statistics 

and evocative figures.

"There is a lot more money available for  

travel right now than there was 10 years 

ago, partly because baby boomers are  

retiring and have large sums of   



money available to them. These days, each  

of the major consumer demographic 

groups is a potential traveller," he insists.

According to Lalumière, it is no coincidence 

that carriers are renewing their fleets, 

hoteliers are building new complexes and 

tour operators are offering more exotic 

products: it’s all about meeting the growing 

needs of travellers with increasingly 

specific tastes.

Of course, it would be inconceivable to 

conduct this interview without Lalumière 

taking pride in Montreal's entrepreneurial 

dynamism. In his capacity as a "Montrealer 

of service," he’s all too happy to speak 

proudly of his hometown and its ties to  

the travel industry.

"No other city in America has such a  

strong aerospace cluster as Montreal. 

Two carriers were founded here. It was 

in Montreal that the first all-inclusive 

packages were sold and we now know  

the tremendous effect it has had on the 

market, not only in Canada, but around 

the world," he says. "It has transformed  

the industry. Each new Montréal-Trudeau 

link leads to the creation of a hundred jobs, 

at all levels of the economic spectrum."

To illustrate his point, he says that there 

will be 570 million Europeans and 535 

million North Americans travelling in the 

next 10 years, while the 25,000 planes in 

the air right now will reach 40,000 within  

15 years.

"The numbers continue to grow by five 

per cent a year. The financial potential 

of tourism is underestimated not only 

at present, but also for the future. 

There are still so many opportunities  

to discover!"

"When 2100 arrives, tourism and travel 

consultants will always be there. Can the 

same be said of all other industries,  

with the rise of artificial intelligence?" 

he concludes.

 
• Growth of 43 million tourists per 

year (+ 3.3%) – that’s slightly more 

than Italy’s current annual total of 

42 million tourists

• Overall 1.8 billion tourists, or one 

in five people worldwide

• Northeast Asia will become the 

most visited region in the world, 

surpassing the Mediterranean basin  

by 30 million visitors

• 58% of trips will be made to emerging 

destinations such as those in Asia, 

Latin America, Eastern Europe 

and Africa, which will experience 

stronger growth (+ 4.4% per year), 

especially South Asia (+ 6%); by 

comparison, 64% of trips in 1980 

were to Europe 

• Of the total, 531 million will be from 

Asian countries

Source: United Nations World Tourism Organization / ourism Towards 2030



ON SALE NOW

JUST RELEASED

2020
EUROPETRIPSFor a limited time only, secure 2020 Europe trips at 2019 

prices. There is no better time to help your clients plan 
ahead and save.

For more information call 1-800-387-2680  
or visit trafalgar.com/agents

Terms: *For a limited time only. Trafalgar’s 2020 Europe & Britain Pre-sale pricing is available on itineraries identified as “Pre-sale 2020” only, and is valid for bookings until September 22, 2019. 
A non-refundable deposit is required per standard booking conditions to lock in this price. If the vacation price is higher once the main brochure is released in late September, Trafalgar will honor 
the lower Pre-sale rate; if it is lower, Trafalgar will refund the difference. Final payment for early payment discounts will be December 18, 2019. Not combinable with Costsaver, custom groups 
or any other offers. Subject to availability and may be withdrawn at any time. Please note additional products such as (but not limited to) extra nights, pre-paid gratuities or transfers cannot 
be added to the booking until the 2020 itineraries are on sale in late September. Note that itineraries, hotels and prices are subject to change until the release of the 2020 Europe brochures. 
Where there are any major itinerary changes (number of days, cities visited or number of overnight stays in each city location) Trafalgar will advise you accordingly. TICO #W1583987.

Market conditions today 
make travel uncertain.

Book your clients with 
confidence on travel’s most 

awarded brand. 

Book now to get next year’s 
trips at 2019 prices.* 
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everal workplace trends have 

emerged in recent years. "We are 

having a great time, with several 

innovations in the way we organize and 

furnish the workspace," says Jean Barbeau, 

director of research and development,  

Artopex.

As an example, he points out the concept  

of biophilic design, an approach that  

stems from the observation that all human 

beings seek to get closer to nature and 

benefit from it. 

Therefore, it becomes a question of  

building a working environment that 

integrates natural elements such as 

living trees, natural light and water; or  

mimicking nature by incorporating  

features such as textured carpets 

resembling a forest’s undergrowth or  

walls painted in earthtones.

"The old function-centered, usage-centered  

rule argued that form follows function, 

but it gives way to a new rule that form 

follows emotion, generating much more 

self-centered designs," notes Barbeau.

The new approach is partly in response  

to the expectations of millennial workers, 

who will make up 50 per cent of the 

workforce in 2020.

Now, more than ever, millennials are 

seeking the comfort derived from a home 

office, since the border between the two 

tends to fade. 

  
  

  
 

  
  

 
By Jean-François Venne



Millennials don’t always enjoy the nine-

to-five office life or juggling more than 

one project at a time. As such, workrooms 

reflect this, mixing workspaces, games, 

and areas to relax and meditate.

Assigning a personal office is also taboo 

these days, as many workers prefer  

to choose their workspaces on their  

own, while taking into consideration 

what they need to get the job done: a  

closed room for a meeting, a large table 

for collective work, or a small isolated  

space for writing or making calls.

To ensure that these spaces promote  

work, certain factors must be monitored 

and controlled.

Noise has often been criticized by those 

working in open areas. To alleviate 

distraction or discomfort, noise-cancelling 

materials can be integrated into the walls 

or ceilings, or carpets can be installed to 

ensure that a more sound-proof space  

is maintained.  

Self-employed workers and entrepreneurs 

can benefit from shared workspaces,  

which offer many services. Take for 

example L'Atelier Coworking in Vancouver, 

District 28 in Toronto, OBuro in La Malbaie, 

or Crew Collective and Montreal Cowork 

in Montreal. 

These spaces can even serve as official 

workplaces for a small team.

Up to 200 people use the Montreal Cowork 

shared spaces daily, which opened in 

October 2017. Just one year after opening, 

the 20,000 sq. ft. of shared meeting 

space was completely occupied following 

renovations – and the space continued 

to grow.

No less than 31 nationalities are represented 

among the members, who can choose 

between different packages according to 

the services they need.

"The goal is to create a community and 

break the isolation, especially in the case  

of the self-employed, in addition to  

fostering innovation," said founder Francis 

Talbot. "Through discussions, people 

discover new ways to approach certain 

aspects of their work or business."

Users have access to shared services such  

as Internet, reception, a cafeteria and 

conference rooms, but also to private  

workspaces. 

Montreal Cowork offers them many other 

benefits, such as conferences, often free, 

or resources for advice on marketing, 

insurance and incorporation. No wonder 

some people prefer this type of solution  

to their office in the basement!

  
 
  

  
  

 
  

 

The number of co-working spaces in the world will increase 

to 30,000 in 2022 – with 5.1 million members – compared to 

14,411 in 2017. (Source: INTUIT 2020)

40% of the workforce in developed countries will be freelancers, 

independent contractors and contractors by 2020. 
(Source: INTUIT 2020)



40 The percentage of Canadians 

surveyed in the 2019 Expedia 

Family Travel Report who 

indicated that they would be willing to  

spend eight hours or more travelling by  

plane or car to their destination for a family 

vacation. One in five respondents were eager 

to explore far-flung destinations such as 

Australia or New Zealand with their families.

The approximate number of vacation days not 

taken by Canadians in 2018, according to the 2018 

Expedia Vacation Deprivation Report. Fifty-four 

per cent of Canadian respondents in the survey 

said that they feel "vacation-deprived," with 45  

per cent stating that they have a hard time leaving 

work behind when taking a vacation.

The planned family vacation spend of 30 per cent 

of Canadians surveyed in the 2019 Expedia Family 

Travel Report.

The number of trips taken by Canadian residents to the U.S.  

in 2018, up 4.7 per cent from 2017 and the second consecutive 

annual increase, according to Statistics Canada. While most of 

these trips were made by car – 75.3 per cent – the proportion 

has declined over the last 18 years, from 82.5 per cent in 2000. 

Meanwhile, air travel from Canada to the U.S. has increased  

from 12.4 per cent in 2000 to 21.7 per cent in 2018.

0-6 The number of days out 

from time of travel that 

last-minute Canadian 

travellers are booking the following ‘quick 

vacation’ destinations: Toronto, New York, 

Los Angeles, Montreal and Las Vegas.

Source:  2019 Expedia Family Travel Report; 2018 Expedia 
Vacation Deprivation report; Statistics Canada.
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ine-themed events are becoming increasingly 

popular. Find out how to add a splash of red  

or white to your next function! 

 
Sparkling wine, champagne, organic wine, local wine, 

imported wine, white wine, red wine, and even orange 

wine – and don’t forget about beer and cider too! The choices 

are endless and you can thus please a very wide clientele.

A good tasting will surely go over well with your guests!

To make your wine-themed event a little livelier, you  

could opt to host it in one of the following venues:

• the heart of a vineyard;

• in a museum exhibiting a particular wine region;

• in the private room of a restaurant in the presence 

of a sommelier;

• on a pleasant terrace;

• in a private cellar by candlelight.

In order to show your professionalism, organize the tasting 

with the following considerations: 

• Choose a room with neutral or minimal fragrance  

that won’t distract or cause discomfort to your guests;

• Make sure the wines are served at their correct  

temperatures;

• Taste the lighter wines first and finish with the 

most full-bodied.

It’s also a good idea for the person facilitating the wine  

tasting to get other people involved - it will be more fun!

Planning a wine-themed trip is easy enough to do. You can 

put together a group package that highlights wine regions 

of your chosen destination, including sightseeing tours.

You can organize oenological stays in the following  

destinations:

• France, where you can plan your trip  

around harvest season;

• Argentina, in the beautiful region  

of Mendoza at the foot of the Andes;

• South Africa, in the heart of the Stellenbosch 

region, where you’ll find plenty of wine thanks  

to the mild climate and ocean breeze;

• Australia, known for its Shiraz vineyards,  

the oldest in the world;

• French Polynesia, to taste the Pineapple Brut 

from Moorea.

Obviously, you can aim for all of your wine-loving clients  

by holding such an event. But you can also hold focused 

events that target clients according to their interest in 

specific wines.

Safety should be your top priority when organizing any  

event where alcohol will be consumed. Offer a ride  

service or provide your guests with taxi fares to ensure  

they arrive home safe and sound.
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By Marie-Eve Vallières

he UNWTO estimates that in 2030, 1.8 billion tourists will travel the world 

aboard 40,000 aircraft, releasing between five and 10 per cent of global 

CO
2
 emissions.

Assuming the numbers do not lie, it's hard to keep your spirits up after reading  

that grim statistic.

Between the Pacific Ocean’s infamous ‘plastic continent,’ the shocking images of 

beaches strewn with waste and the undeniable effects on wildlife already weakened 

by global warming, it would seem, at first glance, that tourism and sustainable 

development do not get along well.



"Knowing that tourism is in the process of 

achieving the greatest economic growth across 

all sectors, adherence to real sustainable goals 

is paramount, especially through the Paris 

Agreement or the imposition of carbon taxes," 

explained Arunima Malik, a doctoral student 

specializing in sustainable development, in a 

report by U.K. newspaper The Independent.

Thus, the challenges are many for the world of travel 

when considered from an environmental point 

of view. More and more travellers – particularly 

the younger generations – realize that by taking 

just one trip by plane, they may undo all efforts 

made throughout the year to reduce their carbon  

footprint.

While everyone is of course responsible for their 

own actions, the fact remains that the ecological 

efforts of travelers at the individual level are very 

small in scale.

But what about the accountability of mass tour 

operators, carriers and cruise lines?

In partnership with the United Nations, the 

International Air Transport Association (IATA) 

established its CORSIA (Carbon Offsetting and 

Reduction Scheme for International Aviation) 

program last May, the first carbon offsetting 

program for international airlines.

Its goal? Capping international aviation emissions 

by the year 2020 to reduce, if not all, at least the 

growth of this environmental scourge. Through 

its efforts, the organization hopes to avoid the 

production of 2.5 billion tons of CO
2
 while 

generating more than $40 billion, a tidy sum  

that will be used to finance various ecological 

initiatives around the world.

"Carriers know that they cannot hope to keep  

their licenses – and thus meet the growing  

demand for connectivity – if they do not comply 

with strict emission reductions. They have every 

interest in becoming a part of CORSIA," said 

Alexandre de Juniac, IATA’s president and CEO.

Some big names in the industry, aware of the 

environmental counterweight to their activities 

as well as their global influence, have therefore 

put their shoulder to the wheel with very concrete  

actions.

With growing numbers of travellers looking to 

explore the world in a more sustainable manner, 

many travel businesses have responded by offering 

responsible tourism products and embracing 

a corporate philosophy of giving back to the 

destinations in which they operate. 

If you have clients that fit this profile, consider 

suggesting a package with one of the following  

companies:

 
  

  

 



On its expedition cruises in North America, Central America 

and Europe, Adventure Canada brings travellers to a number of 

environmentally-sensitive regions – such as national parks, bird 

sanctuaries, and marine protected areas — for an up-close look 

at nature. During these visits, the company adheres strictly to all 

guidelines regarding wildlife and wild areas in these destinations.

With its business model described as having "responsible tourism 

central to our ethos," Exodus Travels’ international itineraries 

and teams operate with the welfare and benefit of destinations 

and local inhabitants in mind, including standards such as minimal 

energy consumption, ongoing education of staff in local matters 

and the promotion of positive cultural exchanges between 

travellers and locals.

Exodus has also partnered with several local projects around the 

world with an emphasis on Africa and Asia, including ongoing 

support for India’s Bandhavgarh Tiger Reserve.

Offering hundreds of itineraries around the globe – including 

those conducted in partnership with organizations such as 

National Geographic and the Jane Goodall Institute – G supports 

its host destinations in part via the Planeterra Fund, a non-profit 

that manages dozens of social enterprise projects supporting 

community and environmental initiatives around the world, 

many of which are included on G’s trips.

When crafting its itineraries, the company also takes into 

consideration the welfare of local residents – particularly 

women, children and indigenous communities – along with the 

region’s animals.

Certified as a carbon-neutral business since 2010 – including  

42 carbon-neutral offices and offering more than 2,000 carbon-

offset trips – Intrepid Group was recently named the world’s 

largest travel B Corp, a designation achieved following a rigorous  

assessment of a company’s social and environmental performance, 

accountability and transparency.

The non-profit Intrepid Foundation has raised more than $6 

million for international grassroots projects and the company 

was also the first tour operator in the world to end elephant rides 

on its itineraries.



  
  

• Aeromexico

• AMResorts

• Disney

• IBEROSTAR

• Meliá Hotels International

• MSC Cruises

• Royal Caribbean Cruises

Operating its tours in some of the most sensitive ecosystems of  

British Columbia and Alaska (including custom yacht charters), 

Maple Leaf Adventures puts sustainability at the front and centre 

of its operations, including environmentally-conscious tours  

and protocol agreements with local First Nations. 

Recently, the tour operator also made a 10-year pledge of $100,000 

toward supporting conservation efforts in BC’s Great Bear 

Rainforest, a protected region where the company operates tours. 

Through its multiple brands – including Contiki, Insight Vacations, 

Lion World, Luxury Gold, Trafalgar and Uniworld – The Travel 

Corporation has introduced a number of environmental initiatives 

through The TreadRight Foundation, the TTC’s charitable arm 

which gives back to "people, wildlife and the planet" through 

dozens of projects around the world.

Initiatives introduced on TTC tours include the use of fuel- 

efficient tour coaches in Europe; the elimination of avoidable   

NATIONAl survey sAys:

What Agents 
Love & Hate 
about their Jobs.

More that Agents Love.

Clients: 
Love ’em or Hate ’em.

15.8 percent of Home Based
Agents listed that their clients
are why they love being an
agent while 33.2% of Non-
Home Based Agents said they
hated when some clients waste
their time and then book 
elsewhere. 

What Agents Love 
about their Jobs.

Passion! The survey showed
29.1% of Home Based agents
and 34.3% of agents who work
in agencies listed a passion for
travel and a joy of selling travel
as the #1 reason why they love
being an agent. 

Ongoing training & learning 
opportunities and the 
opportunity to travel are
among the top reasons why
travel agents love their jobs. 

In the recent national survey of almost 
700 travel agents, agents were asked what they most 

liked – and disliked – about their jobs, and to 
give the top three reasons for each.

What Agents Hate 
about their Jobs. 

Agents often run into major
difficulties dealing with 
suppliers, and hate long wait
times at reservation 
departments. 



single-use plastics; and the introduction of an e-docs 

program, which sees a tree planted for every time  

a traveller chooses to receive their travel documents 

via email.

Sailing in Alaska, the Pacific Northwest, Hawaii, Mexico 

and the Galapagos, UnCruise has enacted several eco-

friendly policies on its itineraries. These include the use  

of local food and supplies (including sustainably sourced 

seafood as certified by Monterey Bay Aquarium's Seafood 

Watch program), along with the elimination of plastic 

bottles aboard its vessels, including bottled water and 

bath amenities in disposable containers.

The cruise line is also a member of the U.S. Passenger 

Vessel Association’s Green WATERS Program (We Are 

Taking Environmental Responsibility/Stewardship), 

which includes cruise lines that are taking steps to reduce 

their environmental impact. On sailings involving wildlife 

encounters, the company also adheres to the standards 

of U.S. animal welfare legislation including the Marine 

Mammal Protection Act and the Endangered Species Act.

Taking travellers on a range of itineraries from Africa 

and Asia to Central and South America, Calgary-

based Worldwide Ecotours offers a mix of FIT, family 

and small-group tours that focus on nature, culture 

and adventure. The company is also a member of  

the International Ecotourism Society, the world’s longest 

running eco-tourism organization which also helps 

develop guidelines and standards for tour operators 

specializing in this niche.

The French flag carrier intends to remove 210 million 

single-use plastic items by the end of 2019, to be replaced 

by the following sustainable alternatives on all flights:

• 100 million plastic cups replaced by cardboard cups

• 85 million plastic utensils replaced by bio-based  

materials

• 25 million plastic stir sticks replaced with wooden  

mixers

As of last November, Air France has replaced the plate 

and cutlery set used for the second meal of long-haul 

flights with a ‘Bon Appetit’ bag and in 2015, the airline 

discontinued the use of plastic straws on board; by the end 

of the year, these innovations will result in the elimination 

of more than 1,300 tonnes of plastic.

Notably, the airline also ensures the reduction of its 

environmental footprint through eco-friendly piloting 

techniques: by optimizing the flight route according to 

the weather and weight of the aircraft, Air France pilots 

can achieve a controlled fuel consumption of about 2.7 

liters per passenger per 100 kilometers.

The actions carried out by the Air France Group since 

2011 have already resulted in a 20 per cent reduction in 

CO
2
 emissions per passenger and in 2018, the airline had 

already achieved its 2020 reduction targets.

In 2020, staff at Club Med’s Villages will be sporting 

uniforms made of recycled plastic, with updated polos, 

dresses and hats made from more than 200,000 plastic 

bottles. Club Med claims that the creation of uniforms 

from recycled plastic uses 40 per cent less energy than  

polyester.

Transat has become the first major international tour 

operator to achieve Travelife certification, by meeting 

more than 200 criteria related to its work practices, 

product line, partners and customers.

On the ground, the head office has eliminated the majority 

of single-use plastics (including straws, stir sticks, 

Styrofoam containers, utensils, etc.). A recycling program 

was also set up at the company’s head office in Montreal.

"We invite employees to bring certain items from home 

(electronics, ink cartridges, prescription glasses, cigarette 

butts, cork, for example) to participate in recycling 

programs in our offices," says Marie-Claude Savard, head 

of internal communication at Transat.

It should also be noted that non-perishable food items 

that are left over on flights serving YUL and YYZ are offered 

to Montreal’s Le Chaînon women’s shelter.



  

• Get a zero-waste travel kit: get a cloth bag and pack it 

with a reusable straw, metal water bottle and utensils. 

It's lightweight, compact and gentle on the environment!

• Bring your own toiletries: this will prevent the use of 

dozens of small ‘travel-size’ plastic containers during 

your trip.

• Say no to the amenity kit on the plane: bring your own 

eye mask and headphones (they will be better than 

what’s handed out on the plane, anyway!)

• Bring back only what’s necessary: do you really need to  

transport all those brochures, notebooks and trinkets 

back home? Zero-waste is first and foremost reduction 

at the source.

• Learn to say no: No to plastic bags, no to disposable 

utensils, no to all these single-use conveniences that 

flood the planet with waste.

Named Air Transport World's 2018 Eco-Airline of the Year, Air 

Canada has partnered with Less Emissions to offer its passengers 

the opportunity to purchase "the best carbon offsets available."

By 2020, Air Canada also plans to reduce the waste generated by 

its offices, facilities and airport lounges by 20 per cent - the 

equivalent of two Boeing 787-9 Dreamliners! - and to recycle 50 

per cent of on-board items.

"We have made great strides, increasing our energy efficiency 

by 44.5 per cent since 1990. Fifteen per cent of Air Canada’s 

powered ground equipment now runs on electricity and 12 per 

cent on low-emission propane," explains Calin Rovinescu, CEO of  

Air Canada.

Air Canada also reuses the uniforms of crew members, as stuffing  

for punching bags donated to community centers across the 

country. They are even suspended by old Air Canada Cargo straps!

 
 



While it’s usually best to explore a new destination by slowing down  
and taking it all in, themed marathons allow active travellers to stay fit while exploring  

the world in the fast lane. Lace up your sneakers and grab some water – these are  
five unique marathons that go the distance!

Walking on the wild side is one thing – but the Big Five Marathon lets you run there! 

Taking place every June in South Africa, the Big Five leads runners through the varied 

terrain of Entabeni Game Reserve, where Africa’s Big Five – namely elephants, Cape  

buffalo, rhinoceros, leopards and yes, lions – and other animals make their home.

Participants also have several unique accommodation options to choose from, ranging 

from bush camps to five-star safari lodges where they can take a well-earned rest.

A few times a year, Disney fans can exchange their glass slippers for cross-trainers 

and race through some of the happiest places on earth!

Operating at Walt Disney World Resort in Orlando and Disneyland Paris, Disney’s 

runDisney program offers races catering to runners of all skill levels with a variety 

of themes based on Disney movies, from Mickey Mouse and 101 Dalmatians to Star 

Wars and the Marvel Comics Universe.

To get into the spirit of the race, runners are encouraged to dress up as their  

favourite Disney characters.
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When the sun permanently hangs in the sky over Norway’s far north,  

it’s time to go running! 

Each June, thousands of runners descend on the Norwegian city of  

Tromsø for the Midnight Sun Marathon, which celebrated its 30th 

anniversary this year. 

Participants begin and end their run at Tromsø’s city centre with plenty 

of opportunities to take in the Scandinavian scenery along the route,  

all of it illuminated by a sun that won’t set until late July.

While the architects of the Great Wall of China may not have envisioned  

a race along its ramparts, they provide the perfect setting for the annual Great 

Wall Marathon.

Now in its 20th year, the May event is the first and longest-running marathon 

held entirely on the Great Wall. Three distances are offered to participants, 

ranging from an 8.5 km ‘fun run’ to the full 42-km marathon.

With loose or missing steps, steep inclines and rough terrain, it’s considered 

among the most challenging marathons in the world.

There’s few races where you can sample a recent vintage after stopping at a  

water station, but it’s possible in Le Marathon Des Châteaux Du Médoc!

Held each September in one of France’s most renowned wine regions, the annual 

marathon takes active oenophiles on a tour of Medoc’s many estates.

Of course, there’s also plenty of opportunity to sample the output of Medoc’s 

vineyards before, after and even during the race!

Photo courtesy of Albatros Adventure Marathons

Photo courtesy of Yves Mainguy
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o millennials (18-34), Gen X’ers (34-54) and boomers 

(55-70) use social media in the same way? A study by 

SproutSocial illustrates several differences that are 

somewhat surprising.

Say what you want, but Facebook remains the undisputed king  

of social media, no matter which generation is using it. Is Snapchat 

popular with millennials? Of course. But not as much as Facebook.  

Could Instagram surpass Facebook in terms of popularity?  

Perhaps with millennials, but Facebook is also the most popular 

social media platform with that demographic, too. 

If you’re trying to get a millennial’s attention, SnapChat, Instagram, 

and YouTube are your best bets – after Facebook, of course.

The millennials and Gen X’ers are twice as likely to follow a  

brand on social media as baby boomers.

The underlying reasons as to why we follow brands on social  

media are quite interesting.

The study conducted by SproutSocial shows that:

• Millennials follow a brand for entertainment (38 per  

cent) and information (42 per cent);

• Generation X is more likely to follow for contests (41 per 

cent), offers, or promotions (58 per cent);

• Boomers fall between the two, seeking a blend of deals and 

promotions (60 per cent) and information (53 per cent);

• Millennials interact twice as much as other generations 

with brands on social media.

While it’s no surprise that we all unfollow brands for specific 

reasons (or never follow them in the first place), these reasons 

vary across each generation.  

   

By Frédéric Gonzalo

Network Preferences by Generation
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Percentage Currently Following Brands on Social

Millennials

Baby Boomers

Generation X

Source: Sprout Social

24.5%

48.8%

48.6%

Generation X users are 160 per cent 

more likely than other generations to 

unsubscribe from a social media brand 

account if it publishes offensive content 

or projects personal values.

Millennials unsubscribe mainly because of 

a bad experience (21 per cent) or because 

they find brand marketing annoying or 

see disturbing content (22 per cent). Baby 

boomers especially hate spam or any form  

of unsolicited communications, which 

causes 29 per cent of them to unsubscribe 

from an account on social media.

  

When comparing boomers and millennials, 

Generation X demonstrates the most 

interesting spending habits, with seven 

out of 10 Gen X’ers willing to buy a brand 

that they follow on social media.

That being said, it’s important to note 

that this indicator is also very strong 

for millennials (60 per cent) and for 

boomers (51 per cent), which confirms  

the undeniable value of maintaining a 

strong community on the key platforms 

where your customers are. 

These survey results should always be 

taken with a grain of salt and not be used 

to generalize an entire generation.

Nonetheless, the data is useful for 

comparing one group to another, providing  

a benchmark to compare with the results 

within your own company, your social 

media platforms and your target  

clientele.

Brand Behaviors That Cause People to Unfollow
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Explore Southern France on an Emerald Waterways river cruise sailing from Lyon to Arles. A 
land of elegant culture and fine gastronomic cuisine, set against dramatic backdrops of rolling 
countryside, rustic villages and metropolitan cities. Book today and fly for $295 per person on 
any cabin plus receive our launch bonus of $400 savings per couple. Bonus ends July 15, 2019.

Emerald Waterways
Best Value For Money, 

River Cruise

Emerald Waterways
Best River Cruise Line 

for Value

Emerald Waterways
Best River Line 

for Value

Award-winning deluxe river cruises

Contact us to book at 855 444 0161 
or visit emeraldwaterways.ca to learn more

*Terms and Conditions: Offer applies to new 2020 Europe river cruise bookings with Emerald Waterways only made May 15 – August 31, 2019 or until sold out. France river cruises: Fly for $295 per person; any cabin; or receive 
$800 air credit in lieu of flights. Launch Bonus: Save $200 per person. Launch bonus savings valid from May 15 – July 15, 2019. Prices in Canadian dollars, based on double occupancy and lowest cabin category available. 
Availability is limited and subject to change. Port charges and taxes are included in the price. Offer may be changed, cancelled or withdrawn at any time without notice. A non-refundable initial deposit of $500 per person is 
required within 48 hours of booking with full payment required 90 days prior to departure. A secondary non–refundable deposit of $1,500 per person is due prior to air ticketing. Maximum flight included is $1,350 per person. 
Emerald Waterways reserves the right to ticket the airfare upon receipt of deposit. Economy Air only on Emerald Waterways choice of airlines from specific Canadian gateways: YHZ, YYZ, YOW, YUL, YQR, YXE, YWG, YEG, YYC, 
YVR, YYJ, & YLW. All other gateways receive air credit savings. For full terms and conditions visit emeraldwaterways.ca. © EMERALD WATERWAYS | ALL RIGHTS RESERVED | BC CONSUMER PROTECTION #40178. ECAMA050

France  
cruises 

FLY FOR $295* 
Plus Launch Bonus

SAVE $400
per couple*
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By Ming Tappin

ruising is a befitting way for solo travellers to explore the world, as it  

provides a safe and secure environment, social onboard ambiance, 

and hassle-free transport. Here is a look at the realities and intricacies  

of solo cruising.

Onboard each sailing, a solo guest meet-up is scheduled on the first evening  

the cruise. Hosted by cruise staff, this mix-and-mingle event is a great way for 

solo travellers to meet each other and make new friends right away. Subsequent 

social gatherings will be scheduled throughout the cruise, which are announced  

in the ship’s daily program. Once solo travellers get to know each other, they may 

also arrange to dine together, as well as participate in activities and excursions  

with each other.

On longer voyages with premium and luxury lines, solo ladies also enjoy the  

presence of ambassador hosts. Employed by the cruise line, these congenial 

gentlemen act as social hosts, dining mates, dance partners, and may also   
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accompany solo guests on excursions. Cruise lines 

such as Holland America Line, Crystal Cruises, Cunard 

Line, and Silversea Cruises offer ambassador hosts 

during extended voyages such as world cruises or 

ocean crossings. 

As cruise ship staterooms are priced for two, a solo 

traveller wanting to occupy a stateroom alone will 

need to pay a single supplement. Mass market  

and premium cruise lines charge 200 per cent of  

the double fare, while luxury cruise lines charge 

between 110 and 150 per cent on standard suites  

and up to 200 per cent on the top suites. 

There are ways to avoid the single supplement through 

the single share program, or by selecting ships with 

solo staterooms.

 
A small number of expedition cruise lines such as 

Adventure Canada, G Adventures, Lindblad, and 

Quark Expeditions offer a single share program to help 

offset the cost of travelling alone. A solo traveller pays 

the double occupancy rate, and the cruise line will  

match him/her with another solo cruiser of the same 

sex. If there isn’t a match, then the traveller will receive 

single occupancy in the stateroom at no extra charge. 

Until a decade ago, solo staterooms onboard ships 

were only found on smaller, older vessels. In 2010, 

Norwegian Cruise Line reinvented the solo stateroom 

concept by introducing the Studio category onboard 

the Norwegian Epic. A cluster of specially-priced solo 

staterooms measuring up to 100 square feet are 

centered around the Studio Complex and Lounge. 

Travellers have their private accommodations with 

their own bath and can socialize in the living space of 

the Studio Complex and Lounge, which is outfitted 

with comfortable seating, beverage stations and 

large-screen TVs. The concept has proven to be so  

popular that Studio accommodations are now available 

onboard the Norwegian Breakaway, Norwegian Getaway, 

Norwegian Escape, Norwegian Bliss and Pride of America.

Other cruise lines with solo staterooms include  

Holland America’s newest ships Koningsdam and Nieuw  

Statendam; Royal Caribbean’s Quantum class ships   

NCL Studio cabin
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Discover the 
Fred. Olsen  
Difference

Contact GLP Worldwide today!
                1-866-760-1987 
                info@glpworldwide.com 
                travelfortravellers.com  
                26 – 1211 Denison St. Markham,  
                ON. Canada, L3R 4B3 
                  TICO#: 50008899

Our elegant, stylish fleet
We take immense pride in our smaller-sized,  
understated ocean-going cruise ships, which is why  
we are continuously enhancing the fleet to ensure  
that they are at their best for many years to come.

Friendly, attentive staff
Our number one priority will always be the  
enjoyment and satisfaction of our guests. We  
want you to feel comfortable and welcome from 
the moment you board any of our vessels.

Get closer to the world’s  
greatest destinations
Our smaller cruise vessels can take you closer to 
some of greatest destinations on earth and help 
you discover towns, cities and scenic wonders that 
may be out of reach to larger ships and boats.

Award-winning cruises
There’s never been a better time to cruise with  
Fred. Olsen and we will strive to give you the  
holiday of a lifetime. This has been recognised 
by Fred. Olsen winning a number of high profile 
awards over the past few years.

Taking you even closer with RIBs
Our Rigid Inflatable Boats (RIBs) can take you even 
closer than ever before to spectacular landscapes, 
magnificent natural wonders, inspirational waterways 
and much more that regular cruise line guests 
never see.



and Harmony of the Seas; and all three of Cunard’s  

Queens. In addition, Europe-based cruise lines Costa 

Cruises, Fred. Olsen, and P&O Cruises offer solo 

staterooms on select ships.

River cruising is also excellent for solo travellers, as 

small ships of less than 200 guests foster a very social 

onboard ambiance. Since guests dine open-seating 

style, attend lectures and participate in excursions 

together every day, solo travellers can quickly meet 

and get to know fellow guests.

Almost all river cruise lines have some form of reduced  

or waived single supplement promotion on select 

sailings throughout the year. Tauck in particular waives  

the single supplement on the entry-level category  

on all European sailings fleetwide. 

Riviera River Cruises also waives the single supplement 

on a limited number of staterooms on every sailing  

and offers numerous solo-only departures throughout  

the year. As river ships are small, and staterooms 

allocated to solo offers are limited, it is essential to 

book at least 12 months or more in advance. 

Know the difference between the two. A single traveller 

may be looking for a lively cruise experience on a ship 

designed to attract other singles, or a singles-themed 

cruise. A solo traveller is not necessarily single –  

they choose to travel alone because their partner  

isn’t interested or available. 

Ensure to ask the right questions during your qualifying 

process in order to recommend the appropriate solo 

cruise experience.
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As the O �  cial Cruise Line of the James Beard Foundation, Windstar’s onboard dining 
options are tempting and tantalizing, and deliciously capture the fl avor of the local 
culture, whether it’s lunch al fresco at Veranda, fi ne dining in Amphora, or dessert in 
Candles … all with open seating. Carrying less than 350 guests, Windstar’s ships take 
your clients to the heart of old-world cities, pristine tropical islands, and places few 
will ever see.

Visit AdvisorHub.WindstarCruises.com or call 855-816-1448 for more information.

YOUR CLIENTS DIDN’T COME ALL 
THIS WAY FOR THE BURGERS.

19-0411 Pax Magazine.dining ad.indd   1 5/29/19   3:46 PM



espite being British Crown land, 

the Channel Islands are actually 

much closer to the shores of 

Normandy than England.

This geographic location has ensured  

that Jersey and Guernsey, the two main 

islands, experience a clever combination 

that blends the charms of England with  

the French way of life.

Among these islands’ many inhabitants, 

one famous name stands out, one that 

symbolizes the convergence of England 

and France: Victor Hugo.

Forced into exile in 1852 after having 

opposed Louis-Napoleon Bonaparte, the 

writer found refuge there for 18 years –  

first in Jersey, then in Guernsey.

"What I like in Jersey, I'll tell you, I love 

everything," Hugo once famously said, 

speaking of Jersey. But what exactly was  

it that caught his eye?

It most certainly would have been the 

diversity of landscapes: large sandy 

beaches; cliffs covered with heather 

and wild rose, where hikers can enjoy 

an abundance of trails; a lush interior 

reminiscent of the English countryside 

with its caramel-tinted cows easy to spot 

as you cross tiny roads.

The pubs scattered throughout the villages 

are also quite charming.

Jersey, although English, keeps a vivid 

imprint of its Norman past, with many 

street names and villages still written 

in French.

In 1855, Victor Hugo moved to the 

neighboring island of Guernsey. 

For 14 years, he lived on the heights of 

St. Peter Port, the capital of the island, 

in Hauteville House. Here, he wrote 

some of his greatest works, including  

Les Misérables.

Today, this sumptuous villa is now home  

to the Victor Hugo Museum, which recently 

reopened to the public after closing last  

April.

Observation tower used by the German army during the Second World War 
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The writer had only good words for 

Guernsey. In the dedication of his book  

The Toilers of the Sea, he describes the island 

as "severe yet kind."

Castle Cornet, for example, is no fairy  

tale castle, but instead an austere 

fortification attached to the island and 

St. Peter Port by a dike that also serves as 

a breakwater. 

Nevertheless, like Hugo in his day, 

Guernsey still has enough charm to soften 

anyone’s heart.

It’s a paradise for flowers of all kinds that 

adorn not just cozy cottages and gardens, 

but the entire island. Homes and trails  

are lined with wildflowers, surely the 

reason why Hugo once said Guernsey  

was just like one big flower.

This luxuriant vegetation – including 

hydrangeas, clematis, rhododendrons 

and even the famous lilies of Guernsey 

(the national emblem) – is the result of 

the Gulf Stream, which provides an ideal 

growing climate.

More recently in literary history – 2008  

to be exact – The Guernsey Literary and 

Potato Peel Pie Society was written by Mary 

Ann Shaffer and Annie Barrows to much 

acclaim. Taking place on the island just 

after World War II, the novel reminds 

visitors that the Channel Islands were not 

spared the torments of war, despite how 

beautiful they appear to be.

The novel was so successful that guided 

tours of the charming city of St. Peter Port 

were made available to visitors, allowing 

them to wander through its lively streets 

and pastel-coloured houses.

Guernsey is the only British territory 

to have undergone German military 

occupation from 1940 until May 9, 

1945. To commemorate its liberation, 

May 9 is marked with festivities across  

the island.

From its occupational period, Guernsey 

has also maintained its 700 bunkers and 

other military memorabilia that visitors to 

the island can see, through guided tours 

or visits to various local museums.

By air: Jersey Airport (JER) is served by 

several airlines from 23 U.K. airports, 

including London Heathrow (with Flybe)  

and Gatwick (by British Airways and  

easyJet).

It’s also possible to land at Guernsey Airport 

(GCI) thanks to numerous connections 

from London, whether from Heathrow 

(Flybe) or Gatwick (Aurigny Air Services).

By boat: thanks to several maritime 

connections operated by Condor Ferries 

(pedestrians and cars), Manche Islands 

Express (pedestrians only) from several 

cities in Normandy, Brittany and the 

United Kingdom.
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Hauteville House, Victor Hugo's House

The flower town of St Peter Port in Guernsey



rom majestic mountaintops to 

soaring cliffsides to gorgeously 

g r e e n  n a t i o n a l  p a r k s ,  t h e 

landscapes of Taiwan open exciting doors  

to outdoor adventure, natural beauty  

and discovery.  

Taiwan is a leaf-shaped island full of 

delightful contrasts; the capital city of 

Taipei is a modern metropolis of more 

than 2.5 million people, bustling with 

one-of-kind attractions, such as Chinese 

art museums, temples, Japanese colonial 

laneways, public hot springs, shoulder-to-

shoulder night markets (notably, the Shilin 

market, the pride of Taipei’s street-food 

scene) and world-renowned landmarks, 

such as the 509 metre-high, bamboo-

shaped Taipei 101 skyscraper.  

Taipei is an exciting kaleidoscope of 

cultural sights, tastes and sounds, and 

a trip to Taiwan would be incomplete 

without visiting there. 

However, two-thirds of Taiwan is actually 

covered by lush, green mountains and 

sprawling countryside, basins and 

coastal plains. 

Taiwan lies on the western edge of the 

Pacific "ring of fire" – an area in the 

basin of the Pacific Ocean known for  

its earthquakes and volcanic eruptions.  

As a result, Taiwan’s landscapes takes 

on many interesting shapes and forms. 

There are many ways to experience this 

unique form of geography, starting with 

visits to nine of Taiwan’s national parks 

or 13 national scenic areas; empirically-

speaking, Taiwan has more than 280 

mountain peaks that surpass the 3,000- 

metre mark. 

In the narrow depths of Taroko Gorge,  

a 19-km long canyon complemented by  

the beauty of the Liwu River, visitors 

can hike along marked trails that weave  

around the northern section of Taiwan’s 

Central Mountain Range, which lead them 

deep into rocky canyons, past waterfalls 

and over iconic bridges, such as the red-

painted Cimu Bridge. 

Other destinations to discover include 

Yangmingshan National Park, known  

 
 

By Michael Pihach

The Eternal Spring Shrine in Taroko National Park



for its volcanic craters and lakes; tropical 

Kenting National Park; Kinmen National 

Park, famous for its white coral, shell 

beaches and diverse bird population; and 

Taijiang National Park, home to Taiwan’s 

lagoons, mangroves and wetlands.

Cycling is a popular pastime promoted  

on the island, starting with Taiwan Cycling 

Route No.1, a 968-km cycling route 

around the island of Taiwan inaugurated  

in December 2015.

The Yuetan Bike Path around Sun Moon 

Lake is another recommended excursion. 

From a leisurely 12-km, in-and-out section 

to a full 29-km route, the path sends cyclists 

soaring around the lake’s turquoise waters, 

passing picturesque sights ranging from 

colourful boats to bamboo and palm trees 

to modernly-beautiful bridges. There’s 

attractions waiting along the way, too, such 

as Xiangshan Visitor Center, Longfeng 

Temple and the Shui she Dam.

What’s also unique about Taiwan is the 

region’s booming indigenous tourism 

scene, which immerses visitors into an 

outdoor world of tradition, adventure and 

fresh air.

Taiwan’s Cidal Hunter School, for instance, 

is a retreat centre nestled deep within a 

forest near peaceful Hualien County's Ji’an 

Township, which is about a three-hour 

drive south of Taipei. 

Here, guests are taught customs central 

to the local Amis tribe, from survival 

skills (such as fire-making, straw-plaiting, 

trap-setting, archery and river tracing) 

to recreational activities, such as rock 

climbing, snorkeling and deep-sea fishing. 

On-site chefs cook meals – fresh spinach 

soup, being one – in a pot with water  

heated by scalding-hot stones. Guests are 

even taught how to make traditional 

headdresses out of bamboo; a telling 

example of how Mother Nature has blessed 

Taiwan with a range of natural wonders.

Not only Taiwan but Northeast Asia’s 

highest peak is Yu Mountain —Yushan for 

locals, Jade Mountain for tourists— which 

looms 3,952 metres above sea level. 

Due to its soaring height, this is one of 

Taiwan’s more famous attractions. And 

with the proper guidance and right level 

of physical fitness, one reach the top and 

earn some serious bragging rights (not to 

mention some sensational photos).

To get started, though, visitors will need a 

climbing permit and it’s advised to apply 

for one far in advance. 

Cidal Hunter school

Lungshan Temple of Manka in Taipei's Wanhua District



hen travelling in the Caribbean and 

elsewhere, I like to be surprised by 

authentic experiences and excursions. 

In this regard, I wasn’t disappointed with my last 

stay in Martinique, where I encountered two of my  

now-favourite experiences that have only enhanced 

my curiosity for the island.

Located on the heights of Saint-François, the 

Habitation Clément rum distillery is one of the most 

famous on the island. The visit is worth the detour  

and I truly enjoyed exploring the grounds, walking 

with my audio guide in hand, all at the risk of missing 

the actual rum tasting!

Some 15 contemporary art installations have been 

placed throughout the site by the Clément Foundation,  

an organization that was created in 2013 specializing 

in Caribbean art. 

Each year, a new sculpture appears, blending 

beautifully into the surrounding environment. The 

garden unfolds from the edge of a river to a sugarcane 

field and two lakes. The space is very airy, and palm 

trees and other forms of vegetation emerge from 

the lawns.

Colonial house at Habitation Clément
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The first sculpture I saw was a huge, patinated bronze 

face by Catherine Ikam and Louis Fléri. I barely had  

time to enjoy it before there I went running off towards  

tall, oak sentinels, standing up like totem poles. 

Past the installation of Christian Lapie, I climbed to 

the edge of the sugar cane field to discover a piece 

created by Christian Bertin using cans and recovered 

metal materials. Seeking a little shade in the back of 

a palm tree, I found it charming that the work itself  

was called "Shadow."

Near one of the lakes, other works were waiting for me:  

a feminine army of thin, iron statues with touches of 

white, blue, and red, signed by Luz Severino. Each time  

I encircled the sculptures, I saw them from a different 

angle, gaining a new perspective for their presence 

alongside the natural scenery.

I finally strode up the estate to visit the stables and main 

house of Habitation Clément, a Creole lifestyle model 

from the early 20th century. 

Then, I made a tour of La Case at Leo, a former garage 

converted into an art gallery. The last stop before the 

shop and tasting was at the Foundation itself, a large 

building adjoining the distillery, which also houses 

several exhibitions each year.

Leaving Gros-Morne, I entered a lush forest surrounded 

by majestic landscapes.  

A simple wooden sign marked the entrance to the 

Lakou A site. A large tin roof covered a few picnic 

tables and a small stage on raised cement in an  

open space. 

Renaud Bonard is the master of ceremonies of this  

"place of sharing on the rural culture of Martinique,"  

open to tourists and residents of the island.

Sculpture garden at Habitation Clément



Somewhere in between drinking a cane 

juice with lime and a punch, I became 

engrossed in this peasant culture where 

tasty pleasures and music mix. When it’s 

time to eat, everyone puts their hand in 

the dough to prepare a "Creole dipping," 

a typical dish of the the island’s northeastern 

region, called "garoché."

First, banana leaves are spread out on the 

table after a good washing. Stale bread and 

fish scraps are crumbled next. On this bed 

of leaves, pieces of avocado and banana 

are placed, and a thick and spicy broth 

completes the meal, which I ate with my 

fingers while standing. 

To complete the scene, Bèlè music was  

played.

Specific to Martinique, it’s a style that’s 

closely linked to the time when former 

slaves came to settle in Gros-Morne, when 

drumbeats and chants punctuated the 

work of the fields. 

 

 

• Euro

 

• Air Canada – year-round, 

every Sunday

• Air Transat – twice a week,  

December-April

 

• Heart of the Islands   

(www.coeurdesiles/travel) 

• Igwatours  

(www.igwatours.com) 

 
 

• www.lamartinique.ca 

 

• Villa Suite (Trois-Îlets): 

suites and villas; features 

a gourmet restaurant that 

looks like an art gallery.

• Hotel Bambou (Trois-Ilets);  

147 rooms; beach and view 

of the Bayof Fort-de-France.

• Club Med Buccaneers 

(Sainte-Anne): 338 rooms 
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†Savings is valid on new individual bookings, based on double occupancy in a Premium Room - Adult Section and applies to specific gateways and departures; September 20 and 27, 2019 from Toronto and September 20, 2019 from Montreal.  
Applicable savings is based on the regular package price and calculated before taxes and fees and reflected in system prices. Offer is subject to availability at time of booking and subject to change without prior notice.

SAVE up to 
$600 

per couple†

Summer 2019 - 4 flights a week to Holguin from Toronto and Montreal.

Hotel Playa Pesquero Resort, 
Suite & Spa Premium Service HHHHH
Holguin, Cuba
Guests can take pampering to the premium level at the adults-only section 
of Hotel Playa Pesquero Resort, Suite & Spa, set on the white-sand Pesquero Beach.

> 56 premium rooms in 2-storey villas

›  5 à la carte dinners a week

›  Mini-bar restocked daily

›  Concierge service

›  24-hour room service

›  Unlimited Premium brand drinks

›  Access to all services and facilities 
of the Playa Pesquero

Adults-only oasis in Holguin



eyond the superb facilities and unparalleled service, 

Grand Velas Riviera Maya presents an opportunity  

to explore a world of sensory delights.

With four gourmet restaurants on site certified as either  

four- or five-star, careful consideration is given to ensure  

every sense is catered to. 



Three different experiences can be found 

within Grand Velas Riviera Maya, which 

rests amongst 38 hectares of protected 

jungle. Here, guests can experience luxury 

without ostentation.

The hotel's Zen Grand Ambiance section, 

hidden in the heart of lush nature, offers 

incredible privacy and peace. Long wooden  

corridors on stilts wind through the local 

flora, leading guests from one point to 

another while protected from the sun and 

weather by palm roofs. 

The triple infinity pool is breathtaking, as 

is the spa, which measures more than  

8,000 square metres, and offers a thoughtful  

treatment menu and numerous wellness  

facilities. 

There are 254 spacious suites which allow 

families to meet in a soothing setting. 

A terrace invites guests to relax, while taking 

in views of the greenery that surrounds  

the property.

But the ultimate escape is Sen Lin. This 

AAA Four Diamond restaurant offers Asian 

cuisine, with a menu that was carefully 

curated to blend the sights, flavours, and 

colours in a harmonious balance.  

Chef Wayu Wattanakamin offers a menu 

inspired by the best of Asian cuisines, 

including Chinese, Korean, Thai, Japanese, 

Vietnamese, Malaysian and Cambodian.

Fresh vegetables and spices blend with 

sweet and sour or bitter, salty sauces. 

A few minutes by shuttle, guests will reach 

the Ambassador and Grand Class sections  

of the property, both facing the sea.

The U-shaped building is covered with 

vegetation and mauve flowers on all four 

floors, providing perfect privacy for the 

89 suites. The magnificent palm roofs 

are reflected in the peaceful waters of  

the two pools.

Nestled on the fourth floor is Piaf, a French-

inspired restaurant that has earned the AAA 

Four Diamond Award. French chef Michel 

Mustier's menu inspired by traditional 

French cuisine offers inventive dishes  

and a fresh approach to dining.

As for the Grand Class section that welcomes  

families, it offers a luxurious yet accessible 

escape, where fresh flowers and the smiling,  

courteous staff can be found. 

The 196 suites are spread across four  

floors and each feature a terrace facing  

the sea. Once again, the vegetation brings  

a subtle touch of nature and discretion  

to those who stay here.

As colorful and eclectic as the artist herself, the carefully 
curated menu at Frida delivers exceptional Mexican cuisine.



Named in honour of the famous Mexican 

painter, the AAA Four Diamond restaurant 

Frida offers traditional Mexican haute 

cuisine with a touch of modern culinary 

flair. Each dish is an ode to the colours  

and the inventiveness of the chef who 

remasters tasty local fare.

And, as if that were not enough, the Cocina 

de Autor restaurant invites travellers to 

enjoy an incredible culinary experience. 

Cocina de Autor’s molecular cuisine is a 

tasty creation of internationally renowned 

chefs Mikel Alonso and Nahùm Velasco. 

Their ingenuity and know-how earned 

the restaurant a well-deserved AAA Five 

Diamond – the only restaurant in an all-

inclusive hotel to receive this recognition 

anywhere in the world.

The Velas brothers had a vision: to create  

a collection of all-inclusive luxury hotels  

in Mexico to meet all the desires of its 

guests, a clientele that could be defined 

as a discreet Epicurean.

What exactly differentiates Grand Velas 

from its competitors?

Sophie Raymond, sales manager, Velas 

Resorts, Canada says, "Our guests place  

a premium on gastronomy. We are known 

for our AAA Four and Five Diamond 

restaurants as well as for our chef at 

Grand Velas Los Cabos, who holds two 

Michelin stars. Not to mention the fact  

that each gourmet restaurant has its own 

chef and that each hotel also benefits from 

an executive chef."

An impressive wine list that incorporates 

wines from all over the world is also offered 

in the restaurants of Grand Velas Resorts, 

curated by an in-house sommelier.

The wine cellar of Grand Velas Los 

Cabos is the largest in Baja California 

and its sommelier, Don Pedro Poncelis, is 

renowned in Mexico.

A visit to the Grand Velas Riviera Maya 

guarantees a sensory overload. You’ve 

been warned!
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SUPERIOR COMFORT ON SELECT 
INTERNATIONAL FLIGHTS. 
CHOOSE DELTA PREMIUM SELECT.
Enjoy a quiet cabin with wider, adjustable seats, 
dedicated service, and delightful meals.



 

very day, thousands of Canadian 

flight attendants wake up at home 

or on the road, don the uniform 

of their respective airline and take to the 

skies for another journey.

And with so many flight hours logged 

per year, Canada’s flight attendants have  

plenty of insight into making your clients’ 

flights – and the job of cabin crew – go as 

smoothly as possible.

Bringing more than 30 years of experience 

to the role, Air Transat’s Bernard Richard 

knows a thing or two about flying – and it 

goes without saying that in the age of rising 

checked baggage fees, packing lightly is 

a must. 

While some items can be left at home and 

bought in-destination – or just forgone 

entirely – clothing is a different matter. 

When it comes to packing clothes, two 

schools of thought often clash: folding 

versus rolling. Although a stack of neatly 

folded shirts and pants may be a pleasing 

sight upon opening the suitcase, Richard 

strictly adheres to the rolling technique.

"By far, 100 per cent, roll your clothes!" he 

jokes. "I’ll roll multiple outfits – I’ll take 

a pair of jeans, pick a shirt and then put 

socks and underwear on top and roll it all 

up. You’ll have a lot more room in your 

suitcase that way."

If the hotel has laundry facilities, it’s 

possible to make even more room in  

a suitcase by taking fewer outfits and 

packing a few detergent pods and dryer 

sheets instead.

Which seat is the best seat? The truth is 

that while there isn’t one perfect spot to sit, 

the front of the plane has several notable 

advantages, Richard says. 

  

These are just a few of the mobile apps that can make air travel a smooth 

process from beginning to end:

• Apps like PackTeo, PackPoint and Packr can assist with the packing 

process, by generating lists of packing recommendations based on 

factors such as destination, the duration and purpose of the trip.

• The SeatGuru mobile app can help travellers pick the ideal seat ahead 

of time, by providing more than 800 seating plans for aircraft and 

airlines around the world.

• Plenty of apps are available to help travellers fight jetlag, including 

Chronoshift and Timeshifter, which generate sleep plans for travel 

along with alerts, such as when to get extra sun or to dim the lights.



In addition to being the first to deplane, 

travellers in the front half of the aircraft 

won’t experience the worst sensations of 

turbulence, which is felt more strongly in 

the middle and especially the rear seats.

"The back of the plane will always feel 

rougher than the front, because if there’s 

turbulence, it will fishtail," he says. "The 

bigger the plane, the bigger the difference; 

when I worked on the A330, I would get a 

phone call from the back saying ‘it’s really 

rough!’ I’d be at the front and not even 

realize it – until I walked back there."

If sleep is important, the front is also 

generally quieter (although Richard 

acknowledges that some travellers pick  

the seats near the wing in order to fall  

asleep with the hum of the engine); Richard 

also recommends that these travellers 

consider sitting 10 rows away from the 

galley or bathroom, with a window seat 

the natural choice for sleepers.

While business class seats may convert 

to a lie-flat bed, what’s an economy-class 

traveller to do on an overnight flight?

Although economy seats don’t always 

provide the best sleep, Richard says that 

if a traveller is able to shut their eyes for 

a few hours, he advises that they buckle 

their seatbelt over the blanket, which will 

spare them the inevitable wake-up from a 

flight attendant in the event of turbulence 

or landing preparation.

"If I see that your seatbelt is on, I’m going 

to walk right by you," he says.

The bane of the international traveller 

– especially on eastbound transatlantic 

flights – jetlag can hamper even the most 

seasoned flyer.

While altering sleep and dining patterns 

before flying can help, falling and staying 

asleep can still prove difficult. Sharing a 

tip from a retired military pilot, Richard 

always travels with a hot water bottle which 

he fills with ice, placed between the base of 

his head and the pillow to help induce sleep 

without the aid of medication. According 

to Richard, the trick works so well that he 

often uses it to fall asleep at home.

"I’ll be asleep within minutes," he says of 

the technique. "You’ll probably wake up 

and throw it on the floor, but chances are 

you’ll fall right back asleep after."

The back of the plane will  
always feel rougher than  
the front, because if there’s 
turbulence, it will fishtail.

- Bernard Richard, flight attendant at Air Transat



  

Hydro Flask is one of the most popular 

brands for vacuum insulated stainless 

steel water bottles, which keep drinks at 

the perfect temperature all day long.  

Its double-insulated wall can keep 

liquids cold for up to 24 hours, or hot 

up to six hours. The wide range of 

colours will make everyone happy, too! 

hydroflask.com   

starting at $40 «

 
As the name suggests,  Travel 

Listography lets travellers manage 

lists while they travel. But much like 

those choose-your-own-adventure 

books, they’ll be guided through the 

pages by 70 thematic topics: which 

countries or cities they’ve already 

visited, future travel plans, the 

dishes they’d most like to try, or the 

memorable people encountered 

during their adventures. 

amazon.com   

approximately $24 «

Ever heard of a gum that banishes jetlag? It sounds 

strange, but it’s real! Fly Gum contains energizing 

ingredients, including vitamin-rich liquid vitamin 

B and natural caffeine extracted from green coffee 

beans. Talk about an energy boost! 

flyenergygum.com    

$11 USD for two packs «

  
 

Despite sunscreen’s ability 

to  shield your skin from 

harmful UV rays, some brands 

can inevitably damage the 

environment once the chemicals 

absorb into the water. This isn’t 

the case for Thinksport's SPF 

50+ sunscreen, which contains a 

water-resistant formula that’s free 

from nanoparticles, carcinogens, 

and hormonal disruptors.  

gothinksport.com  

approximately $20 «
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Must call in to book and request for Encore $50 OBC. The prices are per person, cruise only, based on double occupancy in Canadian dollars, include taxes and were available at time of print, June 5, 2019. They are 
applicable to new individual reservations only, made at least 180 days prior to departure. The categories indicated above are subject to availability. 1. Onboard credit is per stateroom in USD, has no cash value, is not 
redeemable for cash, not transferable and will expire if not used by 10:00 pm on the last evening of the cruise. Offer is subject to availability; capacity controlled and may be withdrawn at any time without notice. Offer 
may be withdrawn at any time without notice. Other restrictions may apply. All references to Princess Cruises are: ©2019 Princess Cruises, Ltd. All rights reserved. Ships’ Registry: Bermuda. .For full terms  
and conditions, see www.travelbrandsagent.com or contact us. 

Red Label Vacations Inc – d.b.a. .© 2019 Encore Cruises, B.C. Reg. #3597, Ont. Reg. #50022275, Quebec permit holder #703376, with offices at 5450 Explorer Drive, Suite 400, Mississauga, ON L4W 5N1 • 2355 Skymark Ave, Suite 200,  
Mississauga, ON L4W 4Y6 • 1050 West Pender Street, floor 22, Vancouver, BC V6A 3S7 • 325-1257 Guy street, Montreal, QC H3H 2K5.

Regal 
Princess 
7-NIGHT  
Eastern  
Caribbean  
From Ft. Lauderdale 

$1273
February 16, 2020 
Inside, Cat. ID 

Enchanted 
Princess 
7-NIGHT  
Mediterranean  
From Barcelona 
to Rome 

$2150
July 25, 2020 
Inside, Cat. ID 

Emerald 
Princess 
7-NIGHT  
Alaska Inside  
Passage  
From Vancouver 
to Seattle 

$1390
May 17, 2020 
Inside, Cat. ID 

Caribbean 
Princess 
7-NIGHT  
Western  
Caribbean  
From Ft. Lauderdale 

$1299
April 25, 2020 
Inside, Cat. ID 

Royal 
Princess 
7-NIGHT  
Alaska Inside  
Passage  
From Vancouver 

$1520
September 19, 2020 
Inside, Cat. ID 

Sky  
Princess 
11-NIGHT  
Scandinavia  
& Russia  
From Copenhagen

$3444
August 2, 2020 
Inside, Cat. ID 

Prices are per person, cruise only, in double occupancy, Canadian dollars and include all taxes ∙ Other categories available upon request

Exclusive Reduced Rates 
+

Bonus! $50 Onboard  
Credit per stateroom 

OUR BEST  
SELLERS

Book by August 31, 2019

Find us on Facebook
Your TravelBrands BDM

Access Bookings: TravelBrandsAccess.com
OR CALL: 1-844-5-TBRAND (827263)

DEBUTING
2020
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WE’RE IN THE BUSINESS OF YOU
Enjoy the ultimate end-to-end experience in Business Class.

At Air Canada, we believe in catering to all kinds. Whether you’re a wine aficionado, art lover,  
movie buff, or all of the above, we have something special for you. Enjoy an extensive range of 
priority services, exclusive access to our Maple Leaf Lounges, a wine list curated by our sommelier 
Véronique Rivest, 1000+ hours of entertainment on your personal screen, and much more.  
Our network connects you to over 220 destinations worldwide, and we always make sure you  
arrive refreshed and inspired. That’s how we’re in the business of you. 

aircanada.com/businessclass


