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While loyalty programs have become 
big business in North America, 
merchants continue to search for 
innovative ways to engage new and 
existing shoppers. Toronto-based 
Drop, a mobile app that entered the 
loyalty and rewards market in late 
2016, set out to create a personalized 
and engaging rewards experience 
and has helped redefine the loyalty 
market in the process. 

Despite traditional loyalty pro-
grams being designed and marketed 
as ways to reward frequent shoppers 
for their loyalty, it’s typically di�cult 
for members to actually earn and 
redeem meaningful rewards — so 
di�cult, in fact, that many members 
become disengaged with merchant 
programs altogether. 

One program, many merchants
Drop sought to solve the “too hard to 
earn, too hard to redeem” problem 
for consumers by creating a platform 
that rewards its members for their 
everyday spending. Its mobile app 
uses banking APIs to securely read 
credit and debit card transactions, 
after which points are passed onto 
members whenever they spend with 
a partnered merchant such as Star-
bucks, Uber, and Walmart, to name a 
few. This process results in multiple 
opportunities for Drop’s members to 
earn points and redeem rewards to 

member favourites, all within the app.
Since it’s launch, 1.5 million 

people in the U.S. and Canada have 
signed up for Drop — the majority 
of whom are ages 18-34 and within 
the highly sought-after millennial 
demographic. For most Drop mem-
bers, their motivation to use the app 
has been the ability to bundle their 
purchasing power across many mer-
chants and discover new and exciting 
brands through the platform.

Leveraging data and analytics
While the consumer appeal of Drop 
is apparent, Drop’s CEO Derrick Fung 
says the app o�ers rewards for mer-
chants that partner with the company 
as well. “At Drop, merchants come to 
us to try and accomplish various 
goals they aren’t fulfilling in-house, 
whether it’s acquiring new custom-
ers or driving existing customers to 
spend more frequently or more per 
visit.”

After fundraising $21 million USD 
earlier this year in a Series A invest-
ment round, Drop has focused on 
building a truly personalized program. 
By leveraging consumer transaction 
and location data points, Drop aims 
to continuously improve the level 
of individualized experience for its 
members and partners alike.

Jamie Lincoln

LOYALTY&REWARDS

How this Canadian Company is 
Shaking Up the Loyalty Landscape

INDUSTRYANDBUSINESS.CA

CEO and Co-Founder of Drop, Derrick Fung.

Discover the hotel loyalty program 
worthy of front page news. See inside.
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When you think of the Caribbean, beautiful islands 
and beaches often come to mind, but did you know 
just how many you have to choose from? The Ca-
ribbean is filled with hundreds of beautiful islands, 
many of which make for great vacation destina-
tions. Just a few that you will want to examine in-
clude the Bahamas, Aruba, the Dominican Repub-
lic, Jamaica and Cuba. 

Rocked by music, rolled by change, lapped by tur-
quoise water, blown by hurricanes – the Caribbean 
is not a place anyone could call static. It’s a lively 
and intoxicating profusion of people and places 
spread over 7000 islands (fewer than 10% are in-
habited). But, for all they share, there’s also much 
that makes them different. 

Travel long enough in this region and you’ll soon dis-
cover there is no typical Caribbean.

THE CARIBBEAN, ONE REGION – 7000 ISLANDS
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Once of interest to the majority of 
travelers, generally because of its 
wildlife, Africa is today increasing-
ly recognized as a destination of 
great cultural richness. As travel-
ers look for new destinations and 
travel experiences, the attraction 
of Africa is spreading far beyond 
safari enthusiasts.

That isn’t to say that safaris are 
losing popularity or that the safari 
experience is any less spectacu-
lar. In Kenya, Tanzania, Uganda, 
Zimbabwe, Botswana, Namibia 
and South Africa, game drives re-
main among the most extraordin-
ary travel experiences available. 
In fact, increasing environmental 
consciousness and the growing 
endangerment of many species 
has only increased their popular-
ity and lent a sense of urgency to 
travelers considering a safari tour.

But once people arrive in Africa for 
the animals, the jungle and the sa-
vannah, they increasingly recognize 
that it also offers tremendous cul-
tural diversity. Many who first come 
here for the safari experience return 
later to explore a wide and robust 
range of visual and performing arts. 
Not surprisingly, a growing number 
of tour operators are moving to 
capture that demand.

For centuries, Africa was the prize 
for competing nations that col-
onized its shores and pushed ag-

gressively inland in pursuit of the 
continent’s vast resources. As a 
result, practically every European 
and most major Asian cultures 
have left strong legacies here. 
Their blending over the centuries 
has led to a rich cultural tapestry 
continually enlivened by abun-
dant cross-fertilization.

In addition to its main and diverse 
indigenous cultures, Africa has 
been touched since the 1600s by 
cultural influences from around 
the world. Those influences are 
manifested today in the cuisine, 
visual arts, architecture, music 
and the performing arts, dress, 
business and manners. 

Although Africa’s indigenous de-
velopment was fundamentally 
different from that of the Western 
world, its influence on world cul-
ture has been profound.

In painting, the impact of African 
art on Picasso and Matisse sent a 
shockwave through Western art 
that radically transformed painting 
and sculputre in the 20th century.

The same can be said of African 
music, the roots of syncopat-
ed American jazz and blues and, 
by extension, popular music the 
world over. Over the last six dec-
ades, Western musicans from jazz 
drummer Gene Krupa to trum-
peter Dizzy Gillespie to sing-

er-song-writer Paul Simon have 
made personal treks to Africa to 
re-energize their music with ex-
posure to the source culture.

BEYOND THE SAFARI 
AFRICA: Africa tourism traditionally has been about spotting 

the ‘Big Five’ – buffalo, lions, rhinos, leopards and 
elephants. More travelers are in search of another 
Big Five: culture, music, history, food and people



Vancouver International Travel Expo
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AFRICA – An Unforgettable Experience

Last September the grand prize at 
the Vancouver International Travel 
Expo was a South African adven-

ture arranged by Jackson’s African 
Safaris with their partners; Return 
Africa’s Pafuri Camp Lodge, Shan-
gani Trails,Montusi Mountain Lodge, 
Isibindi Zulu Lodge, Isibindi Rhino 
Ridge Lodge, and Isibindi Kosi Bay 

Lodge and compliments of the Van-
couver International Travel Expo and 
South African Airways.

“Prior to winning we had never con-
sidered Africa as a travel destination. 
Having just returned we can say our 
lives have truly been enriched” said 
prize winners Gordon and Linda 
McGougan.

The McGougans spent the first 3 
nights at the Pafuri Walking Trail 
in Northern Kruger National Park, 
hosted by Rhodes Bezuidenhout of 
Shangani Trails.

“His knowledge and passion for the 
land and wildlife made this an unfor-
gettable experience. We saw lots of 
big game but we also learned how 
to tell which direction an elephant is 
heading from their tracks, how many 
sets of teeth they have, how the fever 

Vancouver International Travel Expo 

Prize Winners Travel to Africa



tree got its name, how recent floods 
have forever changed the landscape 
and many other facts that made this 
trip more memorable” they said.

The trip began with the drive from 
Thornybush Game Reserve past the 
ever changing scenery, through the 
bustling town of Giyani, to the Pun-
da Maria Gate into Kruger National 
Park. A short drive further north 
brought them to Return Africa’s Pa-
furi Camp Lodge. By that time they 
had already sighted Bull Elephants, 
Giraffe, Impala, and Zebra, as well 
as a Kori Bustard, the heaviest fly-
ing bird in the world. The male of 
the species can stand close to 1.3 
meters tall with a wingspan of 2.75 
meters.

After a quick stop for refreshments 
they continued to their final des-
tination for the first 3 nights, Hu-

twini Trails Camp on the Luvuvhu 
River. A quick lunch and then it 
was time for the first walk into the 
Mayingani pan area on Rhino Boma 
Road. This walk yielded sightings 
of Baboons, Warthogs, more Zebra, 
Dwarf Mongoose, scores of differ-
ent birds, a large Kudu Bull, and a 
Black Backed Jackal. On the eve-
ning drive back to camp a Bush-

buck Ram was spotted near the riv-
er. Overnight the calls of the Hyena 
and the Wood Owl reminded them 
that they were in Africa.

The following morning took them to 
the Fever Tree Graveyard Area. The 
drive there was interrupted by many 
different bird sightings and oppor-
tunities to learn about various birds 
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and animals, how they lived and 
how to identify their signs. Plant 
life was not forgotten as they took 
a short walk to get up close to 
and learn about a giant Baobab 
Tree. The morning coffee break 
was under a Nyala Berry tree in 
the Fever Tree Forest. Several Ny-
ala Bulls made an appearance on 
the drive back to camp.

The afternoon drive to Nwambe 
Pan encountered a herd of Ele-
phant on both sides of the road. 
Several Buffalo Bulls and 4 Eland 
were also spotted. The beauti-
ful and tranquil Nwambe Pan 
is a large expanse of water sur-
rounded by Sycamore Figs, Nyala 
Berry Trees, Natal Mahoganies 
and Ana Trees. Hippos, Baboons, 

Impala, Kudu, Elephant, Buffalo, 
Jackal, and Large Spotted Genet all 
showed themselves before the ve-
hicle arrived back at camp.

The following morning took them 
to Limpopo River Valley at the 
Zimbabwe border where they en-
countered more Hippo, a Com-
mon Grey Duiker (seldom seen), 
Buffalo, Nyala, a small Crocodile, 
and many different bird species, 
including Lizard Buzzards, Turaco, 
Fish Eagles, a Saddle Bill Stork, 
and a Brown Snake Eagle.

The afternoon featured a drive to 
Mangala during which they saw 
a large Crocodile, Hippo, a herd 
of Waterbuck, more Eland, Wilde-
beest, Nyala, a Chameleon, Rock 
Hyrax, Elephant, a Genet, and the 
highlight of the trip to that point, 
a Leopard. 

After a short drive the following 
morning to spot more wildlife, 
the group left for Johannesburg, 
where their guide, Rhodes Be-
zuidenhout handed them off to 
Jackson’s African Safaris partner 
David Lynn for the second part of 
their adventure.

Part 2 covered a wide area with 
overnight stays at 4 different lodges. 
Along the way there were stops to 
interact with the locals and lots of in-
formation was passed on about the 
area, its people, plants and animals.
 

For more information 
on trips to Africa go to 

www.jacksonsafricansafaries.com
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Montusi Mountain Lodge

Zulu Lodge

Kosi Forest Lodge

Rhino Lodge

The first 2 nights were spent at 
Montusi Mountain Lodge. Waking 
up to a spectacular sunrise, there are 
plenty of options to pass the time. 
Choose to fly fish, horseback ride, 
walk the trails, have a massage, go 
for a swim or just relax and do noth-
ing. The restaurant menu gives you 
the opportunity to sample local cui-
sine. The Montusi Mountain Lodge 
is located at the Kwazulu Northern 
Drakensberg, halfway between Dur-
ban and Johannesburg. 

The Isibindi Zulu Lodge show-
cases the rich culture of the Zulu 
nation with the lodge built into a 
traditional beehive structure. The 
floor-to-ceiling thatched roofs are 
woven with local grasses to create 
comfortable temperatures inside, 
remaining cool in the summer and 
warm in the winters. 

The suites are decorated with Afri-
can art. The lodge includes a pool 
and massage treatment rooms. The 
1 night stay featured Zulu dancers 
and a traditional Boma dinner.

With a passion for conservation, the 
lodge has spent ten years planting 
and preserving the area. Indigenous 
plants were introduced to attract 
birds back to the area. Today the Isi-
bindi Eco-Reserve, over 2000 hect-
ares, is home to species which were 
once extinct in southern Africa. 

Isbindi Rhino Ridge Safari Lodge 
was so named for the Rhinos resi-
dent in the area, who show them-
selves on a regular basis. It is locat-
ed in Hluhluwe iMfolozi Park, the 
oldest proclaimed game reserve 
in Southern Africa with excellent 
birding and home to the Big 5. 
The park spans an area of 96 000 
hectares ranging from sub-tropical 
valleys and rivers to grasslands 
with a huge diversity of flora and 
fauna. It is best known for saving 
the white rhino from extinction 
through Operation Rhino. Morn-
ing and evening safari drives are 
available with highly experienced 

rangers in the heart of Big Five ter-
ritory, or guests can enjoy guided 
walks lasting 3-4 hours. Visits into 
the local Mpembeni Community 
can also be arranged.

Isibindi Kosi Forest Lodge was the 
final stop. This is the only private 
accommodation in Kosi Bay Nature 
Reserve. Accommodations are the 
ultimate in glamping made with the 
perfect mix of canvas, thatch and 
wood with unique bathrooms with 
an outdoor shower and wide baths 
under a canopy of leaves. The lodge 
is situated in a protected part of the 
Isimangaliso Wetland Park in North-
ern KwaZulu-Natal, famed for its di-
verse birdlife which includes forest, 
grassland and coastal birds. There is 
a lot to do to keep you as busy as 
you want to be. Go gliding through 
the still river in a canoe, bird-watch-
ing, fishing or snorkeling at the Kosi 
Bay river mouth. The staff will pack 
you a generous picnic lunch or or-
ganize a private, candle-lit dinner 
under the stars at the open fireside. 

The trip ended with a short drive 
to Durban, and a flight to Johan-
nesburg to connect to the South 
African Airways flight back to 
North America.

Be sure to attend 
the Vancouver 

International Travel Expo 
on Saturday, 

September 29, 2018, 
for your chance to win one 

of this year’s prizes.
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On July 18, 1918, a baby named Ro-
lihlahla Mandela was born into the 
Madiba clan in the Eastern Cape of 
South Africa. Given the name Nel-
son by a teacher when he started 
school, he would later become not 
only South Africa’s first democrat-
ically-elected president but also a 
world leader in human rights. 

While South Africa is commonly 
thought of as a safari and wine destina-
tion, visitors can now follow “Madiba’s 
Journey” and see sites commemorating 

Mandela’s life and legacy. They’ll likely 
bring tears of both sadness and hope, 
but also provide a rich understanding 
of the country and of the world.

There are 27 major Madiba’s Journey 
sites—one for each year that Mande-
la was imprisoned—and 100 sites in 
total in celebration of the 100 years 
since his birth. 

Memorials to Mandela, affectionately 
called Madiba, are everywhere in South 
Africa. Official Madiba’s Journey sites 

are concentrated in four provinces: in 
the southernmost province, Western 
Cape, which is home to the country’s 
legislative capital, Cape Town; in the 
Eastern Cape and Kwazulu-Natal prov-
inces, both along the Indian Ocean; 
and in the country’s smallest province, 
Gauteng, home to Johannesburg and 
where most flights from Europe and 
North America arrive. 

Start your journey in Johannesburg at 
the Apartheid Museum (get a preview 
until January 2019 at the Mandela ex-

Happy Birthday Nelson Mandela
Visit the Rainbow Nation to honour the contributions 
Nelson Mandela made to improve human rights in 
South Africa and around the world

By Johanna Read
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Happy Birthday Nelson Mandela
hibit in Winnipeg’s Canadian Museum 
for Human Rights). Visit Constitution 
Hill, a former prison where both Man-
dela and Gandhi were held, and stop 
by Mandela’s last house in Hough-
ton, where kids still leave stones with 
messages of hope. Outside Joburg, in 
Soweto, take a tuktuk or bike tour to 
see the house where Mandela and his 
family lived and learn about freedom 
fighters and current life in South Af-
rica’s most famous township. 

Robben Island is Cape Town’s best 
known Mandela heritage site. Here, 
former political prisoners show visi-
tors Mandela’s tiny cell and explain 
the conditions prisoners lived un-
der simply because they resisted 
the Apartheid government. Take the 
Footsteps to Freedom tour to several 
Cape Town sites linked to Mandela 
and to fellow Nobel Peace Prize 
winner Archbishop Desmond Tutu 
(there’s even a jazz club in the base-
ment of Tutu’s church). 

In Port Elizabeth, the Indian Ocean 
city famous for its dolphin and 
whale watching, tour Route 67—
an art-filled walk commemorating 
the 67 years Mandela dedicated to 
bringing freedom to South Africa. 
Climb 67 steps through a wide selec-
tion of public art up to the dramatic 
Voting Line sculpture and have your 
photo taken with Mandela, his fist 
upraised in determination and soli-
darity. He leads a line of Rainbow 
Nation voters who peacefully cast 
ballots in the country’s first demo-
cratic election in 1994.

The city of Durban, with its long 
beaches and excellent surfing waves, 
also has a number of Mandela sites. 
The Freedom Route takes you to the 
highlights. Don’t miss the Nelson 
Mandela Capture Site outside Dur-
ban near Howick. There’s a small 
museum marking the spot where 
Mandela, disguised as a chauffeur, 
was arrested on August 5, 1962, the 

beginning of his 27-year imprison-
ment and “long walk to freedom”. 

On the 50th anniversary of his 
capture, a stunning sculpture was 
unveiled at the site. Designed by 
Marco Cianfanelli, at first glance 
the sculpture simply looks like 50 
columns set in the ground. Walk to-
ward it down the path with plaques 
representing key events in the long 
walk to freedom. When you reach 
the perfect spot, the laser-cut steel 
columns suddenly snap into focus 
to form the profile of South Africa’s 
famous freedom fighter. 

To plan your visit, download the 
Madiba’s Journey traveller app. It 
helps you plot an itinerary and pro-
vides additional background on each 
of the sites. For more information on 
tourism in South Africa, visit South-
Africa.net. South African Airways 
had direct flights from New York’s 
JFK and from London Heathrow.
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February 16th,1945 was a cloud 
covered day in eastern Germany, 
but in Dresden, no one could tell. 
A thick pall of smoke had settled 
over the ruined city. The raging 
firestorms of the past 2 days had 
died down as they ran out of fuel.

Aside from a couple of small 
bombing raids centered on the rail 
yards in the fall, Dresden had been 
largely untouched by the war. De-
spite being a transportation cross-
road, most considered it of limited 
military value. It was a city of art, 
music and culture.

Over the past 2 days 4 bombing 
raids had targeted the city. Includ-
ing the previous October raids, 
and several additional small raids 
to come in March and April, close 
to 2500 aircraft dropped a total 
of more than 14 million pounds 
of high explosive and incendiary 
bombs, leveling 6.5 square kilo-
meters in the center of the city. 
Anything combustible was soon 
turned to ash.

After the war Dresden was part 
of the Russian controlled German 
Democratic Republic (DDR). While 

efforts were made to rebuild, 
progress was slow. Materials were 
in short supply and there was no 
money to buy materials from the 
West. Even so, 2 of the major Land-
mark buildings, the Zwinger Pal-
ace and the Semperoper (state op-
era house) were completed during 
DDR times.

On October 3rd, 1990, the reuni-
fication of Germany began a new, 
unprecedented era of reconstruc-
tion in Dresden. While the re-
building is still underway, much 
of the Altstadt (Old Town) has 

Story and Photos by Steve Klein



been restored to its former glory. 
Once again the steeple bell in the 
Frauenkirche tolls, the Green Vault 
displays a royal treasure, and the 
buildings surrounding Neumarkt 
Square echo the late Baroque era of 
the 1700s. Brühl´s Terrace, on top 
of Dresden Fortress, is once more 
the place to watch the Elbe flow 
by on a sunny afternoon. Except 
for the occasional pile of rubble or 
excavation, it’s hard to imagine that 
the entire area was utterly devas-
tated just over 70 years ago.

The best-known example of the 
renewal process has to be the 
Frauenkirche (Church of Our 
Lady). It has been an international 
effort like none before. The “Call 
from Dresden”, an international 
appeal, sought funds and help. 
The call was answered by thou-
sands of individuals from around 
the world allowing the 7 year long 
rebuilding to move forward.

Following the bombing raids the 
church stood for several days, 
leading many to believe it had sur-
vived, but the stresses built up by 
the burned away support columns 
caused the 200 year old structure 
to crumble. Throughout the DDR 
time the pile of stones was left 
as an anti-war memorial. When 

the site was cleared each piece of 
rubble was catalogued in an effort 
to find out exactly where it had 
come from and if it was reusable. 
3D computer technology analyzed 
every available photo of the origi-
nal building. Most stones had to be 
recreated but many of the originals 
were reused. 

The rebuilt church was conse-
crated in late 2005. Today you can 
still see the dark colored stones, 
roughly 275 years old, set between 
the new, light colored copies. In 50 
years you will not be able to tell 
the difference as the new stone 
naturally darkens with age.

The entire Old Town is walkable, 
although tours are available for 
those with difficulty walking. Oth-
er attractions you may want to look 
for include the home of one of the 
world’s oldest and best-known or-
chestras, the Saxon State Orchestra. 
Reconstruction of the Semperoper 
(Semper Opera House) was com-
pleted in 1985.

The Zwinger Palace now includes 
a number of museums and galler-
ies, among them the Old Masters 
Picture Gallery which many ex-
perts say contains the world’s most 
important collection of paintings 
from the Baroque to the Renais-
sance period. The world-famous 
Dresden Porcelain Collection and 
a collection of armor, weapons and 
ceremonial garments are also part 
of the Zwinger Palace tour.

Altmarkt Square, the town’s origi-
nal market square dates back to 
1370 and was the site of festivals, 
tournaments and markets. The east 
and west sides have been rebuilt in 
the same style as they had stood 
for centuries before the war and 
are now classified as a historical 
monument. The Dresden Palace 
of Culture makes up the northern 
edge of the square. It adds a social-
ist modern architectural element to 
the square and is now used pri-

marily as a concert hall. Altmarkt 
square is still used for festivals 
and events, the most famous of 
which is the annual Dresden 
Christmas Market.

The original Royal Palace, home to 
Saxony’s prince electors and kings, 
also dates to the 14th century. Its 
more than 500 rooms were de-
stroyed and rebuilt several times 
through the ages. The most recent 
restoration was completed in 2013. 
The Royal Palace is now a museum 
complex including the Dresden 
State Art Collection, the Turkish 
Chamber, the Collection of Prints, 
Drawings and Photographs, and 
the highlight, the Green Vault. The 
Green Vault is among the oldest 
museums in the world and houses 
the largest collection of royal trea-
sure in Europe.

The largest church in Saxony, 
Sanctissimae Trinitatis Cathedral, 
also known as the Catholic Court 
Church, contains the crypt with the 
remains of the Wettin princes and 
kings and their relatives. It is also 



the resting place of the heart of 
Augustus the Strong.

Across the river is the Neustadt 
District (New Town). Despite its 
name, it was already established 
at the end of the 14th Century. A 
fire destroyed the quarter in 1685 
but it was relatively untouched by 
the WW2 bombing raids. In this 
quarter there are a number of no-
table government buildings from 
the 1890-1900 era. Neighbour-
hoods with narrow streets feature 
restaurants and shops, includ-
ing Pfund’s Dairy, in the Guin-
ness Book of Records as the most 
beautiful dairy shop in the world. 
Its interior walls, floors ceilings 
and counters are decorated with 
hand painted tiles produced in 
the late 1800s by the artisans at 
Dresden based stoneware factory 
of Villeroy and Boch.

Dresden has always been known 
as a city of art, culture and music, 
hence its nickname, “Florence on 
the Elbe”. In Dresden you will find 
more than 50 museums, 60 galler-

ies, and 36 theatres, stages and 
concert halls. World renowned 
choirs and orchestras make their 
home in Dresden and no matter 
when you visit, there is likely to 
be a festival, concert, theatre or 
dance production.

But Dresden is more than art, cul-
ture and music. For 23 kilometers 
the Elbe winds its way through 
the centre of the city. Its banks 
are lined with cathedrals and 
palaces, promenades, parks and 
small village centres, vineyards 
and beer gardens. Bike paths fol-
low its shores. 

Even in the middle of the city 
there is plenty of parkland to en-
joy. The Grosser Garten Park is 2 
square kilometers of green space 
in the centre of Dresden. It in-
cludes a small lake with boat rent-
als, a zoo, an outdoor stage and 
a restaurant for the traditional af-
ternoon coffee and cake. Nearby 
a Botanical Garden features more 
than 10,000 different plants. Bike 
paths connect everything. You can 

take advantage of an organized 
tour or just rent a bike and go at 
your own pace.

One of Dresden’s top attractions 
is a fleet of paddle wheelers. 
These steam powered riverboats 
have been restored to perfection 
by Saxon Steamship Company 
and offer full and half day trips 
up and down the river. It’s a great 
way to see the city while enjoy-
ing lunch or dinner with a glass of 
wine or stein of beer.

If shopping is your thing, Prager 
Strasse in Altstadt and the Market 
Hall in Neustadt both offer end-
less opportunities at unique, one 
of a kind boutiques and famous 
brand name shops. For everything 
Christmas, Dresden’s Striezelmarkt 
is Germany’s oldest and largest 
Christmas market and opens in 
Altmarkt Square every December.

To find out more about Dresden, 
go to https://www.dresden.de/en/
tourism/tourism.php or visit www.
germany.travel/en/index.html. 
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It is synonymous with luxury, ingenuity, and reli-
ability. A pop star once wrote a love song about it. 
It has played a key role in building empires, lega-
cies, and the largest fleet of passenger ferries in 
the United States. 
 
In 2018, the Black Ball flag celebrates 200 years 
of service. The distinctive banner—with a black 
“ball” set on a red background—is the oldest U.S. 
nautical flag still in use, responsible for a revolu-
tion in how people travel even today. 
 
In 1818, the Black Ball flag was hoisted for the first 
time as the emblem for the Black Ball Line, which 
was the first shipping company to offer scheduled 
service; that is, its ships left on a specific date 
and time. Before that, ships would wait until their 
holds were full, which could leave passengers and 
freight stranded for weeks.
 
From there the reputation of the Black Ball Line, 
and the flag that served as its namesake, would 
only grow. Names synonymous with New York so-
ciety and wealth—Peabody, Marshall, Astor, and 
Folger (yes, like the coffee)—would play a role in 
its continued success. 
 
In 1897, fortune seekers flocked to the Klondike 
Yukon gold rush and Black Ball ships were there 
shepherding people and their treasures around the 
Puget Sound and into Canada. Soon after, the Black 
Ball Line would be among the first in the world 
to carry a new type of cargo: cars.  These ships 
weren’t made to carry automobiles so the earliest 
on-board vehicles (including that of then-Black Ball 
owner Charles Peabody) had to be partially disas-
sembled and reassembled after the journey. 
 
Soon, it became clear the future was in the auto-
mobile and Black Ball led the charge, retrofitting 
and giving new life to old ships. One of the most 

famous was the Art Deco-inspired Kalakala, which 
while it sailed under the Black Ball flag was the 
second most photographed object on Earth, right 
after the Eiffel Tower.

In 1951—the same year Bing Crosby & The An-
drew Sisters recorded “Black Ball Ferry Line”, 
name-checking some of Black Ball’s most famous 
ships—much of Black Ball’s fleet was sold to the 
state of Washington in what would become Wash-
ington State Ferries.

Today, the Black Ball flag still flies proud and true 
over one boat—the MV COHO, which, when it was 
launched in 1959 was the most expensive, private-
ly-funded ship ever built in North America. 

As the last privately-owned company offering in-
ternational service under an American flag, Black 
Ball Ferry Line has endeavored to carry on the 
traditions long established by generations of Black 
Ball service.

Today, the MV COHO runs from Port Angeles, WA 
to Victoria, BC.   The COHO really is a rarity—
strong and reliable, but with a great charm that is 
unlike any other ship.

One of the world’s oldest 
nautical flags still in service 

continues to fly on MV COHO 

news

For more information about 
Black Ball Ferry Line, please visit 

www.cohoferry.com
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The Cuba Tourist Board has an-
nounced  the start of a progres-
sive rollout of nationwide WIFI 
coverage. WIFI coverage is ex-
pected to be extended to 287 
additional hotels by the end of 
2018. Full coverage of every ho-
tel on the island is slated for 
2019.

“We’re thrilled to be able to ex-
pand our service on such a na-
tional scale” said Eloy Govea, Di-
rector, Cuba Tourist Board. “This 
initiative is the product of our 
continuing commitment to deliv-
er the best experience to the mil-
lions of guests who choose Cuba 
every year.”

In light of new agreements 
reached with global telecommu-
nications providers, Cuba will be-
gin offering visitors preferential 
rates for roaming service. This, 
along with the debut of 3G and 
4G networks in popular destina-
tions like Cayo Santa Maria and 
Cayo Largo—will enable visitors 
to communicate freely and stay 
in touch with family back home. 

This comes at a time of increas-
ing openness to foreign invest-
ment in the Cuban tourism in-
dustry, with 2,152 restaurants 

Nationwide WIFI in Cuba
and 23,185 hostel rooms now 
managed by non-state owners. 

“Ensuring that Cuba’s tourism in-
frastructure is both welcoming 
and reflective of our guests’ ex-

pectations has remained a guiding 
priority” said Govea. “With increas-
ingly diverse offerings in accom-
modations and now nationwide 
WIFI coverage, Cuba has become 
more accessible than ever before.”



Going on a trip for business or pleasure is supposed to 
be a wonderful event. People travel long distances to 
hear birds on safari, or whales sing, or even the New 
York subway. Many may be travelling to London in 2021 
to hear Big Ben chime for the first time in four years 
after being shut down for maintenance in 2017. We plan 
diligently the destination, how we will get there, where 
we will stay, and what we will do once we get there. 
But as the saying goes, half the journey is getting there, 
and many take for granted what is needed for the hear-
ing impaired to travel comfortably, with a minimum of 
discomfort, and being able to enjoy the trip to the fullest. 
According to the Western Institute for the Deaf and Hard 
of Hearing, the following steps can ensure that you ex-
perience the sights and sounds along the way.

Be Prepared 
Before booking a hotel or visiting an attraction, ask 
about any available accommodations for people with 
hearing loss. For example many hotels will have assis-
tive listening technology such as flashing lights for your 
phone and headphones for your TV.

Use technology to plan ahead
Most airlines and train companies now have smartphone 
apps that are available to download and will alert you 
of delays or changes to your travel plans. Apps such as 
Uber and Lyft will also be very useful by allowing you to 
prebook a taxi and your destinations from your phone, 
removing any difficulty in booking or hailing a cab.

FROM HEAR TO THERE Top Tips for Travelling with a Hearing Loss

TEL: 604-736-7391  |  TTY: 604-736-2527  |  EMAIL: info@widhh.com  |  WEB: widhh.com
CHARITABLE REGISTRATION NUMBER: 108200098RR0001

your hearing is 
our only priority
The WIDHH Hearing Clinic goes beyond just selling hearing aids.
We have been trusted with the hearing of British Columbians  
for over 60 years. Make your appointment with us today.

Remind people of your hearing loss
People often forget about hearing loss, so don’t be afraid 
to remind others of your needs. A small gesture like 
holding your hand behind your ear will help to remind 
and encourage others to speak up. 

Remember to take extra batteries
Finding replacement batteries for your hearing aids and 
other assistive technology may be incredibly difficult 
when travelling, so be sure to take a supply of batteries 
and any relevant chargers with you.

• Take advantage of any available discounts 
There are lots of discounts available for those with a 
disability, through schemes such as rail and bus passes. 
Contact the travel companies before you arrive or ask 
your travel representative at your resort for help and to 
discuss the options available. 

• Don’t be afraid to ask for help
If you encounter any problems, don’t be afraid to 
ask for help. Most places whether at an airport, 
train station or tourist attraction will have staff 
available or a customer help desk that will be more 
than happy to offer assistance. 

Always carry a pen and paper
These tips should help to overcome any difficulties 
you may encounter when travelling or on holiday, 
however it’s always wise to carry a pen and paper 
handy just in case.
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A SPECIAL INTEREST SECTION BY MEDIAPLANET

While loyalty programs have become 
big business in North America, 
merchants continue to search for 
innovative ways to engage new and 
existing shoppers. Toronto-based 
Drop, a mobile app that entered the 
loyalty and rewards market in late 
2016, set out to create a personalized 
and engaging rewards experience 
and has helped redefine the loyalty 
market in the process. 

Despite traditional loyalty pro-
grams being designed and marketed 
as ways to reward frequent shoppers 
for their loyalty, it’s typically di�cult 
for members to actually earn and 
redeem meaningful rewards — so 
di�cult, in fact, that many members 
become disengaged with merchant 
programs altogether. 

One program, many merchants
Drop sought to solve the “too hard to 
earn, too hard to redeem” problem 
for consumers by creating a platform 
that rewards its members for their 
everyday spending. Its mobile app 
uses banking APIs to securely read 
credit and debit card transactions, 
after which points are passed onto 
members whenever they spend with 
a partnered merchant such as Star-
bucks, Uber, and Walmart, to name a 
few. This process results in multiple 
opportunities for Drop’s members to 
earn points and redeem rewards to 

member favourites, all within the app.
Since it’s launch, 1.5 million 

people in the U.S. and Canada have 
signed up for Drop — the majority 
of whom are ages 18-34 and within 
the highly sought-after millennial 
demographic. For most Drop mem-
bers, their motivation to use the app 
has been the ability to bundle their 
purchasing power across many mer-
chants and discover new and exciting 
brands through the platform.

Leveraging data and analytics
While the consumer appeal of Drop 
is apparent, Drop’s CEO Derrick Fung 
says the app o�ers rewards for mer-
chants that partner with the company 
as well. “At Drop, merchants come to 
us to try and accomplish various 
goals they aren’t fulfilling in-house, 
whether it’s acquiring new custom-
ers or driving existing customers to 
spend more frequently or more per 
visit.”

After fundraising $21 million USD 
earlier this year in a Series A invest-
ment round, Drop has focused on 
building a truly personalized program. 
By leveraging consumer transaction 
and location data points, Drop aims 
to continuously improve the level 
of individualized experience for its 
members and partners alike.

Jamie Lincoln

LOYALTY&REWARDS

How this Canadian Company is 
Shaking Up the Loyalty Landscape

INDUSTRYANDBUSINESS.CA

CEO and Co-Founder of Drop, Derrick Fung.

Discover the hotel loyalty program 
worthy of front page news. See inside.
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From the Pump to the Produce Aisle, 
New Loyalty Program Gives You More

In our house, I’m responsible for our every-
day budget and, with the cost of living going 
up, a nice shopping experience and value 
for my money are important to me. Being 
busy, I’d prefer not to spend my time deal 
hunting, so loyalty programs are a great 

way to stretch my dollar. I am in a grocery 
store twice a week and fuelling up my car 
at least once a week, meaning combined 
loyalty programs o�er considerably more 
value than standalone programs. In general, 
women belong to more loyalty programs 
than men and with increasing spending 
power, these programs have become a 
great tool to compete for our business. In 
the loyalty industry, personalized o�ers 
have been a buzzword for a long time but 
technology is finally catching up. E�ective 

loyalty programs use their 
data to reward you for what 
you want to buy — not for what 
they want to sell you.  Redeeming 
points can really o�set your expenses 
in a meaningful way, especially when the 
rewards are things you need on a routine 
basis. As consumers we have a lot of choices 
on where to spend our money, so pick a 
program that you love, consolidate your 
spending at the participating retailers, and 
get rewarded!

Joanna Walker 
CEO & Co-Founder, 

Loyalty & Co.

Extracting the Most 
Value from Your 
Loyalty Program

Jim Noteboom
Senior Vice 

President, Loyalty & 
Analytics, Loblaws

Yan Côté 
Retail Fuels 

Manager, Imperial Oil

Cheryl Seaward
 Next Generation  
Loyalty Manager, 

 Imperial Oil

As companies compete for an increased 
share of the consumer’s wallet, strategic 
loyalty partnerships spanning multiple 
brands can provide benefits for both 
retailers and consumers.   

For retailers, loyalty partnerships 
can provide new opportunities to 
interact with consumers, leading to 
increased engagement with the partici-
pating brands.

For consumers, loyalty partnerships 
can be very attractive, especially when 
there is a good fit between the partici-
pating partners and the consumers’ 
regular purchasing patterns. These joint 
programs allow consumers to capture 
more value by earning the same loyalty 
currency at multiple retailers.

The newly launched PC Optimum 
program, formed from the merger of 
the PC Plus and Shoppers Optimum pro-
grams, is a recent example of a strategic 
loyalty partnership, with the Esso brand 
joining the program this summer, and 
the Mobil brand already participating in 
the program.  

Capturing loyalty program value 
from your fuels purchases 
“The expansion of the PC Optimum 
program to Esso and Mobil stations is 
attractive for consumers, with earn 
rates that are competitive in the fuel 
industry but in a partnership model 
that provides increased opportunity 
for Canadians to extract significant 
value across a broad range of everyday 

purchases,” says Cheryl Seaward, Next 
Generation Loyalty Manager at Imperial 
Oil, which manages the Esso and Mobil 
brands in Canada. “The ability to earn 
points on three top everyday purchase 
categories, with some of the nation’s 
largest retailers provides consumers 
with the exceptional ability to earn and 
redeem quickly.”

“With more than 19 million com-
bined cardholders prior to merging 
the Shoppers Optimum and PC Plus 
programs, we knew that getting cus-
tomer input would be essential,” says 
Jim Noteboom, Senior Vice President 
– Loyalty, at Loblaw Companies Limited. 
“They told us loud and clear that they 
wanted powerful earning ability and the 
addition of the Esso and Mobil brands to 
the PC Optimum program allows us to 
further deliver on that promise.”

Canadians can soon earn PC 
Optimum points at more than 
4,500 locations
Starting this summer, PC Optimum 
members will earn 10 points per litre on 
fuel, and 10 points per dollar on eligible 
convenience store or car wash services 
at Esso stations. Registered members 
may also receive targeted o�ers that 
allow for accelerated earning oppor-
tunities.  PC Optimum members can 
also continue to earn points at Mobil 
stations as they do today.

Customers using a PC Financial 
Mastercard® at Esso and Mobil stations 

will also continue to have the ability to 
accelerate their earnings on fuel with 
at least 30 points per litre, all in a single 
swipe.    

PC Optimum points can be re-
deemed for almost anything at close to 
2,500 Loblaw and Shoppers Drug Mart 
banner stores including Real Canadian 
Superstore, Atlantic Superstore, City 
Market, No Frills, Independent, Zehrs, 
Loblaws, Shoppers Home Health  
Care, and online at Loblaw-owned  
grocery websites, joefresh.com, and 
beautyboutique.ca.

“The introduction of the PC 
Optimum program at Esso and Mobil 
stations provides Canadians with a 
fantastic opportunity to accelerate their 
ability to earn points in one of Canada’s 
largest loyalty programs,” says Yan Côté, 
Retail Fuels Manager at Imperial Oil. 
“Members are excited about the addi-
tional value that earning PC Optimum 
points on their fuel purchases will 
bring, and Imperial is equally excited 
to provide Canadians with more oppor-
tunities to earn and realize more value.” 

Loblaw and Imperial are working 
together in earnest and will make 
consumers aware through advertising 
across all participating locations as 
soon as the program is available.  The 
program is anticipated to launch this 
summer.

Gavin Davidson

Starting this summer, PC Optimum members will be able to earn points at more than 1,800 Esso stations 
on eligible fuel purchases, convenience store products, and car wash services — that adds up quickly
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Loyalty programs have grown in sophistication to match 
with new technologies, and mobile apps are emerging 
as a convenient tool for members. As the needs of hotel 
loyalty members evolve, some brands are adapting to the 
landscape and o�ering their guests new ways to track 
their perks. 

One example is Choice Hotels, a hotel company 
with a portfolio of over 6,800 properties in 40 countries 
and territories — 325 of which are in Canada. Its Choice 
Privileges rewards program o�ers free membership and 
a free app for iOS and Android devices that allows guests 
to easily manage their accounts.

“We focus on making it seamless to book a prop-
erty with us and encourage loyalty through a variety 
of rewards incentives,” explains Julie Chan-McConnell, 
Senior Director of Marketing and Distribution at Choice 
Hotels Canada. “It’s about improving the customer 
experience when searching for hotels. Our technology 
is also about extending the customer experience at the 
hotel.” The app o�ers suggestions on attractions as well 
as helpful information about airports and local trans-
portation, becoming a handy guide for tourists and 
business travellers alike.  

Checking in
Using the app, members can check their profile, points 
balance, redemptions, history of hotel stays, and more. 
Chan-McConnell also notes that, through the app, guests 
can “see their progress to Elite status moving up each 

tier the more they stay at a Choice brand hotel.” They 
earn 10 points per U.S. dollar spent, with Canadian funds 
converted before points are tallied. Referring someone to 
the program can also earn bonus points for both parties.

The Your Extras program also rewards members 
with perks upon check-in for stays between Sunday 
and Thursday.  If guests stay mid-week, they get 
to choose between accruing bonus Choice Priv-
ileges points, airline miles, or gift cards for 
Starbucks, Tim Hortons or Amazon.ca. Mem-
bers can select which perk to receive right 
from the app and change their preference 
with each stay.  

A program was recently rolled out 
in some U.S. hotels to include out-
side food delivery in the app, and 
Chan-McConnell notes that in-app 
communication with guests will 
continue to increase. “The app 
is a way to stay connected 
with customers who are 
travelling for both busi-
ness and leisure.”

Ted Kritsonis

Trackable Earnings Give Hotel  
Loyalty Programs a Boost 

Steve Allmen
President & Co-Founder, 

Loyalty & Co.

Contrary to the saying, 
“You can’t get something 

for nothing,” sometimes 
you can. As airlines need 

to put bums in seats, hotels 
need to put heads in beds, 

and loyalty programs help 
accomplish this by encour-

aging repeat visits. 
But does one type of program 

o�er better value to the consumer 
over the other?

According to industry insider 
Steve Allmen, Co-founder and Presi-

dent of Loyalty & Co., hotel programs 
give you more ways to earn benefits like 

free stays, and often get you there faster 
than traditional airline programs.

“Hotels have done a really good job of integrat-
ing other earn methods, apart from a stay, into 
their programs. Credit card partnerships, ties 
with other loyalty programs — any way that they 
can create linkage back into their business, they 
do, and sometimes that means going outside their 
four walls. Hotels have done this better than any-
body in the loyalty space.” 

A range of choice
Hotel chains also have properties to suit a wide 
range of consumers so that you can find a fit that 
works. “There are di�erent levels of hotels in lots of 
locations,” says Allmen. “This o�ers value to regu-
lar customers and infrequent customers. Hotels are 
interested in the business traveller, but they’re also 
interested in people doing a staycation or family 
getaway.”

A good piece of advice from Allmen is to con-
solidate your hotel spend or loyalty earn. Not only 
will you earn rewards quicker, but hotel programs 
are able to better show their love for your loyalty. 
“What makes hotel loyalty programs unique is that 
they can better leverage their inventory, while 
o�ering more points at certain times, controlling 
the full guest experience, and running promotions 
like dine-and-stay,” he says. “Rewarding loyalty is 
a core tenet of their business.”

And when it comes to redeeming those hard-
earned points? “You might actually get better 
value staying in a hotel for a week with almost the 
same amount of spend as you would get to take one 
flight from Toronto to Vancouver,” says Allmen.

Janice Tober

 Finding It Hard To Commit? Hotel 
Reward Programs O�er Choice

Julie Chan-McConnell
Senior Director, Marketing and Distribution, 
Choice Hotels Canada



23

Discover a loyalty program that’ll make you want to pack your bags and hit the road. With the Choice Privileges® rewards 
program, travel is way more enticing because you get amazing perks like:

•Exclusive member prices
•Extra rewards for midweek stays  

It ’s no wonder it was voted the “Best Hotel Loyalty Program” for the 2nd year in a row by USA TODAY 10Best readers. 
Download the app and connect to a better travel experience now. 

•Book anytime, anywhere
•Redeem rewards
•Manage your account

©2018 Choice Hotels Canada Inc. All rights reserved. 

•Redeemable points for digital gift cards you can enjoy right away
•The chance to earn 10 points per $1 USD at over 5,500 Choice hotels

For travellers, it’s the feel-good
story of the year.

Get the full story at ChoicePrivileges.com
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ONE PROGRAM. ENDLESS INSPIRATION. 
This August, discover one powerful program with 6,500 hotels across 29 brands 
worldwide. Explore the exciting changes at members.marriott.com.

The merger of the Marriott 
Rewards and Starwood Preferred 
Guest programs is one that I 
imagine will be taught at universi-
ties around the world in the near 
future as a model of how to prop-
erly merge loyalty programs. 

This is not the first time we’ve 
seen programs come together — 
airlines buy other airlines and 
hotels buy other hotels, and they 
typically swallow up the smaller 
one’s loyalty program. What I 
would say is a first is how well 
Marriott has handled the complex 
integration of multiple programs 
with a combined membership of 
over 110 million people worldwide. 
They didn’t have to appease the 
SPG membership base who were 
accustomed to much richer bene-
fits, but they did. They gave instant 
status matches between the pro-
grams, brought elite benefits over 
to Marriott, and valued Starpoints 
handsomely at a one-to-three ratio 
with Marriott points. They took 
what is best from their programs 
and combined them into one. 

There is some give and take, 
but for the most part the new pro-
gram will be very rewarding. This 
will be especially true in the latter 
half of 2018 when many high-end 
hotels that would normally require 
a hefty amount of points to stay 

will be pricing rooms at nearly 
a 30 percent discount since 

the highest redemption 
category in the new 

program won’t come 
into effect until 

2019.

Patrick Sojka
Founder, 
RewardsCanada.ca

Getting the Most  
from Your Travel 
Rewards Program

Canadians love rewards pro-
grams.Hotel rewards programs, 
in particular, offer travellers 
much more than a free night 
or a room upgrade — they o�er 
unique experiences. So the 
announcement that three of the 
travel industry’s biggest loyalty 
programs will merge into a 
single program, come August, 
is a huge deal. 

The move, which will 
impact as many as 3.7 million 
Canadians enrolled in Marriott 
Rewards, Starwood Preferred 
Guest (SPG), and The Ritz-Carl-
ton Rewards, has been eagerly 
anticipated since Marriott 
acquired Starwood in 2016. 

For business travellers like 
Richard Wood, finding a good 
hotel rewards program is essential. 
“When you travel as extensively as 
I do, it’s important to find a hotel 
loyalty program that you can really 
benefit from,” he notes.  

With a portfolio encom-
passing 29 brands and 6,500 
properties in 127 countries, the 
new combined loyalty program 
will, in purely practical terms, 
simplify Marriott’s operations. 
Members, however, will benefit 

from receiving an even wider 
array of rewards.

“While the exact name of 
the new program has yet to be 
announced, it will be a single 
program with global earn and 
redemption capabilities,” says 
Paul Cahill, Area Vice President 
of Operations for Canada. “Come 
August, we’re moving to a single 
currency, which means mem-
bers with Starpoints today will 
convert at a three to one ratio.” 
All other reward members points 
will remain the same, but each 
member will have one account.

A simplified points system
For every dollar spent, mem-
bers will earn 10 points at all 
hotel brands with the exception 
of Residence Inn, TownePlace 
Suites, and Element — where 
they will receive five points per 
every dollar spent.  A total of 
7,500 points will deliver a free 
night at a Category 1 hotel, while 
a luxury property or Category 8 
hotel can be redeemed for 85,000 
points. There will be no black-
out dates for point redemption, 
meaning guests can claim a free 
night any day of the year includ-
ing holidays when available.

The company has also 
overhauled its Moments market-
place, which sells everything 
from zip-line excursions to sumo 
wrestling tutorials.  For the first 
time, loyal guests can both earn 
and redeem points by shopping 
for these experiences — 110,000 
of them in all, across 1,000 global 
destinations.

Moments that last a lifetime
An SPG member since 2000, Wood 
has stacked enough “once-in-a-
lifetime” moments for nine lives. 

In March, he watched the 
Toronto Maple Leafs play the 
Dallas Stars from an exclusive 
suite with other SPG members 
and guests.  Before the game 
he was invited to the Sheraton 
Toronto Centre for an exclusive 
meet and greet with former 
Leafs players Darcy Tucker and 
Shayne Corson, and a surprise 
appearance of the Stanley Cup. 
Wood redeemed a few more 
“moments”, giving him two 
platinum seat tickets for another 
game and two jerseys. 

Marriott will introduce a 
new single reservation system 
across all its brands. “The 
system will make the booking 
process easier, as you’ll be able 
to find accommodations within 
any brand,” says Cahill.  And 
that’s good news,  since the 
company is expanding its foot-
print in Canada. It has recently 
added the AC Hotel in down-
town Montreal and JW Marriott 
Parq in Vancouver to its list of 
properties.

“The ability to redeem my 
points at some of the world’s 
best hotels has definitely 
enriched my global travel 
experience,” says Wood, but it’s 
those Marriott moments he just 
can’t stop talking about.

Catherine Roberts

A Loyalty 
Program 
That Gives 
You More

The Douglas Vancouver, an Autograph Collection hotel.
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A SPECIAL INTEREST SECTION BY MEDIAPLANET INDUSTRYANDBUSSINESS.CA

In planning new loyalty programs, it’s 
essential to offer new ideas that will 
delight and retain loyal members and 
create new ones. SunClub Rewards 
is a Vancouver-based company with 
20 years of experience in the travel 
industry and significant insight into the 
value of loyalty programs that put the 
member first. “After many disappointing 
experiences with other travel loyalty 
programs, I knew that we could do it 
better,” says Wayne Hansen, Managing 
Director of SunClub Rewards.   

Historically, Canadians collect 
rewards points and sit on their point 
balances, so by the time points are finally 
redeemed, their value has decreased. The 
answer is to offer members monthly 
compounded interest on their point 
balances. If a rewards program is sitting 

on millions of dollars in prepaid points 
that are collecting interest, why not share 
the interest with members? 

With their innovative new program, 
SunClub allows members to earn points 
by booking travel with any airline, cruise 
line, hotel, or tour operator, as well as 
through online shopping at SunClub 
Mall. Additionally, SunClub points are not 
subject to travel restrictions or blackout 
periods, they never expire, and they can 
be instantly redeemed for travel, at select 
retailers or cashed out with a prepaid 
Visa card. “We listened to what the public 
said and created a new, more innovative 
program that o�ers customers real value 
and many di�erent opportunities to earn 
points,” says Hansen.  

The online space was launched 
with over 350 retailers in more than 33 

 categories 
including 
major online 
partners such as 
Amazon, Best Buy, 
The Bay, Walmart, 
and Home Depot. Brick-
and-mortar retailers are 
now joining the program, 
increasing ways to earn more 
points and the number of places 
to use points through instant 
redemption opportunities. 

With free membership and a high-
value o�ering, the company has created 
a convenient program for its members — 
one that customers will want to join, use, 
and grow with. 

A New Horizon in the Loyalty Space 

The most powerful platform for brands 
to attract and engage customers.

PA R T N E R  W I T H  U S  T O D AY
S A L E S @ E A R N W I T H D R O P. C O M

AVA I L A B L E  O N
EARN 100,000 PTS

Innovation in Loyalty

INDUSTRYANDBUSINESS.CA

CANADIAN SPOTLIGHT

A SPECIAL INTEREST SECTION BY MEDIAPLANET

For more information on the SunClub Rewards program 
and how it works visit sunclubrewards.com.

SPONSORED BY

TM

FUTURE
FESTIVAL

TREND HUNTER ARE YOU PREPARED FOR 
MARKET VOLATILITY?

September 14 - 15, 2018 
Metro Toronto Convention Centre

TorontoMoneyShow.com | Priority Code: 045439



26

A SPECIAL INTEREST SECTION BY MEDIAPLANETINDUSTRYANDBUSINESS.CA

RBC20414_05_Rewards_MacleansMagazineAd_EN (wellness)
20414_051

Half-Page Ad

RBC

DrH/Rob W

Tim Lynch

Jayne H

4/0 – CMYK

7.875” x 4.5”

+.375”

+.25”

100%

4 0
100%

PMS

05/17/18

PMS PMS PMS PMS FOIL

Points that pack 
a real punch.
When it comes to your rewards experience,  
we’re determined to make it the very best it can be.  
Earn points for staying fit with the Carrot Rewards‡ app, 
and spend them in-store on everyday purchases. 
 
See how we’re making every day more 
rewarding at rbcrewards.com

®/™ Trademarks of Royal Bank of Canada. RBC and Royal Bank are registered trademarks of Royal Bank of Canada.
‡All other trademarks are property of their respective owner(s).

Faster Rewards
RBC Rewards provides more ways for 
members to earn more points on their 
everyday purchases. Members can 
instantly receive cash back, discounts, 
and earn bonus points thanks to RBC’s 
partnerships with leading brands. RBC 
Rewards members can also earn points 
for living a healthier lifestyle through 
RBC’s latest partnership with Carrot 
Rewards.‡  

Simple and Personalized  
Redemption Choices  
Many Canadians struggle when it’s time 
to redeem their points — the process may 

be challenging, they may not have enough 
points, or they have limited choices. 

With RBC Rewards, members can 
choose to redeem their points for things 
that matter to them, like travelling the 
world, redeeming for the latest gadgets or 
gift cards for family and friends, investing 
in their future, paying down their debt, 
or buying everyday items — the list goes 
on and on.   

RBC Rewards members can even 
choose how to redeem their points. 
Whether they prefer to browse the RBC 
Rewards online catalogue at home on 
their computer, use the RBC Rewards 
mobile app to book their next adventure, 

or instantly redeem points in-store for 
day-to-day purchases like co�ee or lunch, 
redeeming is as simple as earning.

When it comes to travel redemption 
value, RBC Rewards delivers a knockout 
punch. In fact, thanks to the flexibility 
of the RBC Rewards program, members 
redeem for travel more than anything 
else. With the RBC Visa Infinite‡ Avion® 
card one of its most popular products, 
Avioners® have the freedom to fly without 
restrictions or blackout dates on over 130 
airlines. Those looking to use their points 
for something beyond travel can also 
browse the full selection of redemption 
options through the RBC Rewards app.

How Rewarding is Your  
Loyalty Experience?
Canadians expect their loyalty experiences to be simple and rewarding.  
RBC Rewards delivers a one-two punch with more ways to earn and redeem rewards.   

For more information, visit rbcrewards.com. 
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Where History Comes to Life

6501 Deer Lake Avenue  |  burnabyvillagemuseum.ca
Thanks to our partners:

Open until September 3

Bits & Pieces

Industry First Boat Swapping Program

eClip Saves Lives

Owning a boat can be a rewarding experi-
ence, but boat ownership can get expen-
sive, especially when most people only 
take their vessels onto open water a hand-
ful of times each year. 

Thanks to Boataffair all that’s about to 
change. 

Boataffair connects quality boat owners 
with boat renters and other boat owners 

eClip It is the first low-cost device that 
helps prevent parents from accidentally 
leaving a young child in the back seat 
of the car.  This innovative device is eas-
ily attached inside the car.  Using Blue-
tooth technology and an interactive app 

https://www.boataffair.com

www.elepho.com/eclip

through an a boat swapping program. Its 
unique services give you the freedom to 
experience life on the high-seas without 
any of the drawbacks.

With Boataffair boat owners post a short 
description of their boat along with pho-
tos, browse available boats for swap-
ping, reach out to other owners via the 
Boataffair messenger, confirm a swap, and 
set sail.

Boataffair will handle all the details of 
the transaction or give you full control. 
Boataffair’s Experience Page allows cli-
ents to discover unique local excursions 
and day trips on and around the water, 
crafted by boat owners themselves. 

Boataffair is currently in 30 countries 
worldwide and continues to grow.

Learn more at 

on your smart hone the device alerts 
you when you walk more than 15 feet 
from your car.  It also monitors the 
temperature in the back seat to ensure 
it is safe.

In the past 20 years more than 700 children 
across North America have died after being 
forgotten in cars. eClip was designed to be 
easy to set-up and use and can‘t be acci-
dentally turned off by the child.

Already home to five national parks, 43 
state parks, seven national monuments 
and two national recreation areas, Utah’s 
long list of protected natural sites for visi-
tors to explore is expanding with the addi-
tion of a 44th state park. 

Echo State Park opened in May 2018 so 
visitors to Utah this summer will be among 
the first to experience all it has to offer. 

Sandwiched between the communities of 
Echo and Coalville, Utah – only 45 min-
utes northeast of Salt Lake City – Echo 
State Park encompasses the Echo Reser-
voir and offers both water and land-based 
adventures to visitors. 

The Echo Marina rents power boats, jet 
skis, kayaks, paddleboards and mountain 
bikes as well as provides campsite reser-
vations.  

www.stateparks.utah.gov/parks/echo/ 

New State Park Opens in Utah



28

Directions:
Prep 15 minutes – Cook 15 minutes – Ready in 1 hour 30 minutes

• Place each veal cutlet between two pieces of plastic wrap, and pound with the 
flat side of a meat mallet until about 1/4 inch thick. Dip in flour to coat. 

• In a medium bowl, stir together the Parmesan cheese, eggs, parsley, salt, pepper, 
nutmeg and milk. Place bread crumbs on a plate. Dip each cutlet into the egg 
mixture, then press in the bread crumbs to coat. Place coated cutlets on a plate 
and refrigerate for 1 hour or overnight. 

• Melt butter in a large skillet over medium heat. Cook the breaded cutlets until 
browned on each side, about 3 minutes per side. Remove to a serving platter, and 
pour the pan juices over them. Garnish with lemon slices. 

Ingredients:
1 1/2 pounds veal cutlets 

1/2 cup all-purpose flour 

3 tablespoons grated Parmesan cheese 

2 eggs 

1 teaspoon minced parsley 

1/2 teaspoon salt 

1/4 teaspoon pepper 

1 pinch ground nutmeg 

2 tablespoons milk 

1 cup dry bread crumbs 

6 tablespoons butter 

4 slices lemon 

what’s cooking
in GERMANY
WIENERSCHNITZEL

1 hour 30 minutes  4 servings 515 cals
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Why The Best Values In Wine 
Are From South Africa

We should all be thrilled that wines from South 
Africa are starting to enjoy some serious pres-
ence on wine lists and store shelves here in North 
America.  Indeed, the word is out that these wines 
are seriously good values and South African wine-
makers have the exports (which have more than 
doubled over the past decade) to prove it. It’s also 
worth noting that according to The World Atlas 
of Wine (which is the definitive resource on wine 
IMHO) the Cape is actually home to the oldest 
“geology in the wine-growing world.” They also 
enjoy the extraordinary benefit of two significant 
sources of maritime influence: the Atlantic and In-
dian Oceans. These foggy, cooling influences help 
to cultivate wines that deliver an enviable combi-
nation of fruitiness and character. 

Three times the size of California, buffeted on 
each side by the climatic influence of two sepa-
rate oceans, and home to a vast array of distinct 
and different landscapes; South Africa is one of 
the most beautiful and fascinating wine produc-
ing countries on earth and - not surprisingly - 
South African red wines won over the hearts of 
wine lovers over the years.

It’s a country which many wine fans still find some-
what unfamiliar - a less-than-ideal reputation in the 
late 20th century resulted in many turning away from 
South African produce - and yet the past decade has 
proven that South African vineyards are more than 
capable of producing bold, complex wines with plen-
ty of finesse, and plenty to say about the land from 
which they come.

The finest South African red wines are often lauded for 
the fact that they seem to elegantly straddle the Old 
World and the New; their character tends to bring to-
gether the fruit-forward characteristics we associate 
with countries such as Chile and Argentina, with the 
complexity, earthiness and restraint of classic regions 
such as Burgundy in France. 

It’s a wine country packed full of surprises, hidden his-
tories, pioneering modern wineries, and brimming with 
personality and optimism for the future.

If your experience of South African red wines doesn’t 
extend much further than noticing bottles emblazoned 
with gazelles, zebra and other big game animals, then 
fear not: give them a try. 
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YOUR NAME COULD BE ON 
THIS TICKET TO BANGKOK

Receive Priority Hosting* Consideration!Source from the largest collection of leading MICE destinations, products and services, centered around Asia-Pacific
*Successful hosted buyers receive return flights reimbursement and complimentary accommodation

Dedicated Platform 
To Source
At Asia-Pacific’s largest 
showcase of MICE and 
Corporate Travel (via CTW 
Asia-Pacific) Suppliers!

Fulfil Knowledge & 
Networking Goals
Comprehensive 3-day 
programme including 
education sessions, 
exclusively hosted social 
events, and FAM trips

88% Buyer 
Satisfaction Record
With on-site business 
meetings, networking 
sessions, and pre-event 
appointment scheduling 
being the top 3 beneficial 
event features

Prioritise Who You 
Want To Meet
Up to 100% of your 
appointments can be 
pre-scheduled before you 
arrive

The Leading International MICE Event 
Centered in Asia-Pacific
www.itcma.com
itcma@ttgasia.com

Co-located with

Host CountryOrganised By Strategic Partner Official Airline Official VenueSupported By

THIS TICKET TO BANGKOKBANGKOKBANGKOK
BOARDING PASS
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ORGANISATION

EMAIL

EMAIL

ORGANISATION

18 – 20 September 2018

Fill in your name & details, take a picture, and email to buyers.itcma@ttgasia.com 

or register online http://www.itcma.com/hostme/talktravel

In Partnership with
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