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IDENTITY GRAPHICS Brand standards
Brand standards manual for Tru Earth Laundry Strips

1          TRU EARTH BRAND GUIDELINES    

B R A N D  S T A N D A R D S

VERSION 2.8

2          TRU EARTH BRAND GUIDELINES    

MISSION STATEMENT

Tru Earth is a leading eco-friendly household 
product company committed to eliminating 
plastic from landfills and oceans. But at its core, 
you’ll discover Tru Earth is actually a movement 
(#TruEarthMovement™). The Tru Earth team 
joins more than a quarter million equally 
committed people in more than 58 countries 
to combat the 645 billion plastic household 
containers dumped in landfills and oceans 
globally each year.

Our customers are #TruChangeMakers™, 
disrupting the multi-billion-dollar household 
product industry, reducing carbon emissions by 
up to 94% and caring for the health of the planet 
and their families.

Tru Earth’s suite of products comes with our 
pledge to provide #TruChangeMakers with 
laundry, bathroom and kitchen products they 
need to make a substantial impact on the health 
of our world.

Masterbrand: Tru Earth™

8          TRU EARTH BRAND GUIDELINES    

LOGO USAGE

GREY SCALE LOGO 
If the media does not allow for a full-colour 
application of the Tru Earth logo use the  
grey scale Tru Earth logo. The grey scale  
Tru Earth logo should only be placed on  
a solid white or very light background.

WHITE LOGO 
When placing the Tru Earth logo on a solid, dark 
background use the White Tru Earth logo.

BLACK LOGO 
When placing the Tru Earth logo on a solid, light 
background use the Black Tru Earth logo.

10          TRU EARTH BRAND GUIDELINES    

PRIMARY COLOURS

Colour is a primary identifier for  
Tru Earth product packaging, 
advertising and marketing. 

These colours identify distinguishing 
scent and purpose for the product 
range with energy and brilliance.

They are used to provide accessibility, 
simplicity, and consistency throughout 
all brand communications. 

TRU EARTH GREEN
4C – 55C 0M 92Y 0K 

PANTONE – 360 
HTML – 73BF2E

TRU EARTH PINK 
4C – 1C 56M 0Y 0K 

PANTONE – 210 
HTML – F095CD

TRU EARTH BLUE
4C – 70C 0M 5Y 0K 

PANTONE – 311 
HTML – 4DBCCE

TRU EARTH ORANGE
4C – 2C 25M 100Y 0K 

PANTONE – 7408 
HTML – FABDO2

10          TRU EARTH BRAND GUIDELINES    
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IDENTITY GRAPHICS Brand standards
Editorial style guides for TORONTO magazine

Magazine 2013 template guide presented to

Meals with a View 
Sit window-side at these unique eateries to watch the  
city shimmer and shine, day or night. 

Crystal clear: At the c5 Restaurant 
Lounge, located in the pinnacle of the 
Royal Ontario Museum’s Michael Lee-Chin 
Crystal, visitors dine under a soaring, 
peaked aluminumand- glass structure that 
offers stunning vistas of Toronto’s skyline. 
Daytime dwellings: The Roof Lounge 
at the Park Hyatt Toronto is the site of many 
a celeb-fuelled party (especially during the 
Toronto International Film Festival). Not to 
be outdone, the TIFF Bell Lightbox recently 
partnered with powerhouse resto brand 
Oliver & Bonacini to create Luma, which 
overlooks Toronto’s west-end theatre 
district. 
High-in-the-sky: Located on the 54th fl 
oor of the TD Bank Tower, Canoe (Oliver & 
Bonacini) is a favourite dining spot for local 
and visiting members of the elite. At 351 
metres, 360 The Restaurant at the CN 
Tower is in the Guinness World Records for 
having the world’s highest wine cellar. 
Home to two of Canada’s highest patios, 
180 Panorama is set atop the 51st fl oor 
of the downtown Manulife Centre. 
Day at the races: With its three 
restaurants, Woodbine Racetrack o ers 
exciting ways to dine, cheer and view, 
either near the fi nish line at Champions 
Bar and Patio or overlooking the track at 
the Woodbine Club or Favourites Dining 
Room. —A.S.

 DID YOU KNOW•

Tech City 
Toronto looks to the 
future with the 
2012 Microsoft 
Worldwide 
Partner 
Conference. The 
city’s mission? To 
create the most 
inspired and 
technologically 
advanced 
conference in 
Microsoft history. 
Scheduled to run 
from July 9–13 at 
the Metro Toronto 
Convention Centre 
and the Air Canada 
Centre, the event 
celebrates the best 
and brightest of the 
international 
Microsoft family. 
But for many 
die-hard tech fans, 
it’s all about the 

numbers: 640,000 
(Microsoft’s global 
technology 
partners), 15,000 
(people expected 
to attend the 
conference), 130 
(countries 
represented) and 
500 (events that will 
be taking place 
throughout the 
city). —A.S.

Street Smarts
We asked 

knowledgable 
locals which food 
truck snacks they 

will never pass

Jennifer, 29
We asked 
knowledgable 
locals where 
to find the 

Baxter, 31
We asked 
knowledgable 
locals where 
to find the 

Andi, 26
We asked 
knowledgable 
locals where 
to find the 

Jim, 76
We asked 
knowledgable 
locals where 
to find the 

History Class 
Fort York marks the 200th anniversary 
of the War of 1812. 
Toronto is known as a modern city, but 
the roots of the past run deep. Nestled 
downtown is Fort York, an historic 
gem that boasts the largest collection 
of War of 1812 buildings in Canada. 
With 2012 commemorating the 
bicentennial of that war, Fort York 
serves as a hub for events and 
activities, like re-enactments of military 
traditions from that time. Its role in 
Canadian history was pivotal. In April of 
1813, the fort was engulfed in flames 
as U.S. forces attacked and occupied 
it. Later that year, it was rebuilt and 
successfully defended York (later called 
Toronto) from attack, securing its role 
as the capital of Upper Canada and 
ensuring that it stayed part of the 
British Empire. —M.S.  

 DID YOU KNOW•

To Americans, the 
burning of 
Washington by 
British troops was a 
shocking act by 
barbaric invaders. 
But the burning 
was payback for a 
similar torching by 
American forces 
the year before. 
After defeating 
British troops at 
York (today’s 
Toronto), then the 
capital of Upper 
Canada, U.S. 
soldiers plundered 
the town and 
burned its 
parliament. The 
British exacted 
revenge in Aug. 
1814 when they 
burned the White 
House, Congress, 
and other buildings.

100 • ToronTo 2013  l   @SeeTorontoNow  l   VisitToronto

Luma, TIFF Bell Lightbox

Steve Ballmer,  
Microsoft CEO

360 The Restaurant at the CN Tower

Relaxing after the battle

Canoe

News and Views
There are two font families used for body 

and side bar copy in the document: 

Helvetica Nue:

The quick brown fox  
jumps over the lazy dog

Warnock Pro :

The quick brown fox  
jumps over the lazy dog

One font is included for call outs  

and running heads:

Mexcellent :

The quick brown fox  

jumps over the lazy dog

Type Specifications

Section Head_Mexcellent _16/16

News Head 01  
Helvetica Neue Bold_24/23

Kicker_Helvetica Neue Bold_6/8.5 
All Caps_White_TO Red Rule

Cutline 01_Helvetica  
Neue Medium_6/6.5

News Head 02  
Helvetica Neue Bold_11.5/10.5

Incopy By Line  
Helvetica Neue Medium_5/8.5

News Deck 02  
Helvetica Neue Roman_7/8.5

News Deck 01  
Helvetica Neue Roman_13/15

Side bar lead in copy_Helvetica Neue 
Bold_7.5/8.5_TO Medium Red

Side bar body copy 
Helvetica Neue Light_7.5/8.5

Side bar bold face 
Helvetica Neue Bold_7.5/8.5

Side bar body copy_Helvetica Neue 
Light_7.5/8.5__TO Medium Red

All document colours are specified as CMYK 

TO Colours:

TO Rich Black
C25 M25 Y25 K100

TO Light Grey
C18 M15 Y10 K0

TO Dark Grey
C45 M40 Y28 K0

TO Light Sand
C17 M25 Y40 K0

TO Dark Sand
C27 M50 Y77 K7

TO Red
C0 M100 Y100 K0

TO Medium Red
C15 M100 Y80 K5

TO Dark Red
C30 M100 Y95 K37

TO Brown
C40 M80 Y90 K60

TO Orange
C0 M64 Y100 K0

TO Yellow
C3 M14 Y100 K0

TO Pink
C5 M100 Y39 K0

TO Light Blue
C50 M0 Y0 K0

TO Blue Grey
C66 M42 Y10 K22

TO Dark Blue
C100 M100 Y0 K50

Colour Palette & Object Specifications
Type Specifications continued

Food and Drink

C
elebrate the 
cuisine of 
Canada’s largest 
city, highlight-
ing Toronto’s 
world-class 
chefs, restau-

rants and signature dishes. “Toronto 
is a cosmopolitan city with a rich, 
culinary tradition, and chefs there are 
carving a niche in the world of fine 
dining,” said Producer Andy Grant.  
“This program showcases the people 
and places that make Toronto an 
internationally renowned food scene.” 
The program goes “into the kitchen” 
with 10 chefs as they prepare a dish 
or two while demonstrating their 
individual cooking styles.

Several dishes feature fresh, local 
foods or draw from Canadian 
traditions. Jason Bangerter roasts 
fresh cod from Nova Scotia and adds 
“very earthy flavors.”  Anne 
Yarymowich’s cream sauce features 
“good Canadian mustard grown out 
West.” Jamie Kennedy’s braised beef 
with a gourmet version of poutine, a 
hearty fried potato dish with its roots 
in Quebec’s truckstops. “When we 
choose our ingredients, we’re always 
choosing what’s in season, what’s 
available,” says Ted Corrado, whose 
salad features Asian greens from 
nearby Cookstown.

“They all had unique, interesting 
ideas,” said Grant, who spent about a 
month researching Toronto’s 

restaurants prior to selecting the 
program’s chefs, with input from food 
critics and “well-known foodies.”

Several dishes feature fresh, 
local foods or draw from 
Canadian traditions. Jason 
Bangerter roasts fresh 
cod from Nova Scotia 
and adds “very earthy 
flavors.”  Anne Yarymowich’s 
cream sauce features “good 
Canadian mustard grown out 
West.” Jamie Kennedy’s braised 
beef comes from his own farm. He 
pairs it with a gourmet version of 
poutine, a hearty fried potato dish 
with its roots in Quebec’s truckstops. 
“When we choose our ingredients, 
we’re always choosing what’s in 
season, what’s available,” says Ted 
Corrado, whose salad features Asian 
greens from nearby Cookstown.

“They all had unique, interesting 
ideas,” said Grant, who spent about a 
month researching Toronto’s 
restaurants prior to selecting the 
program’s chefs, with input from food 
critics and “well-known foodies.”

Several dishes feature fresh, local 
foods or draw from Canadian 
traditions. Jason Bangerter roasts 
fresh cod from Nova Scotia and adds 
“very earthy flavors.”  Anne 
Yarymowich’s cream sauce features 
“good Canadian mustard grown out 
West.” Jamie Kennedy’s braised beef 
comes from his own farm. He pairs it 
with a gourmet version of poutine, a 

Jason Bangerter

The Black Hoof

Life 
on the Line

ToronTo 2013 • 97  
96 • ToronTo 2013  l   @SeeTorontoNow  l   VisitToronto

Jason’s
Signature Dish: 
Spring Tornado 
Salad
There’s a happy, 
healthy green spot 
where several of 
this year’s food 
trends align. 

A new crop of chefs give us a fresh insight to the    
creative and competitive world of Toronto’s top kitchens 

by Jason Bangerter

Column Divider Rule_.25 pt_Black

Feature Deck 01  
Helvetica Neue Roman_13/15

Horizontal Rule_3 pt_TO Light Sand

Feature By Line  
Helvetica Neue Light_11/15

Body Copy 
Warnock Pro Light_8.5/10.5

Feature Head 01_Helvetica Neue 
Heavy_56/45
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IDENTITY GRAPHICS Style Guides
Editorial style guides for the Ontario Ministry of Aboriginal Affairs

External Reports > User Guide
Ministry of Aboriginal Affairs 

Produced and designed by  
Gordon Alexander Creative Services

6 Ministry of Aboriginal Affairs – External Reports User Guide

The document has a 2 and 4 column text grid 

allowing copy and graphics to flow in a wide and 

narrow width. Copy should not be allowed to 

span from the outside to the inside margins.

The body copy styles;

002. Body Copy_No Indent_Helvetica Nue 

Light_10/13

are locked to the baseline grid at 13 pt 

increments. 

All efforts should be made to keep text and 

graphics with the set margins and guidelines.

MAA External Report Place Mat –  
Document Grid

Wide Column Width

Narrow Column Width

13pt Baseline Grid

Submitted by Gordon Alexander – www.galexander.ca             7

Narrow Column Width

Do Not Use: Full Span

8 Ministry of Aboriginal Affairs – External Reports User Guide

QUUNT ESCIT QUI ULLIGNISI SEAUM ESCIY DES  XXXXX 20XX

MINISTÈRE DES AFFAIRES AUTOCHTONES
MINISTRY OFABORIGINAL AFFAIRS

OdipsaItatur soluptatus netur aut ea eicium dit esequiatur?

Evel ilignim agnihil lestios nus reiusam que nusciatemqui utatia 
quaspistis voluptiam explab iusae min pore, tem dollabo restia 
nis eossi beru volorro ipis que everfero dolupti ntotati umenis 
ide m et qui nos dolest rerrora nosserum es venitiunt, testiunt.

Eheniet elisciae et aut esti sam qui cor sit prest, corest que 
nectur, suntorum ilictum cus duntin nem quiae sam andelesti 
beat dellab incimi, sit fuga. Nam re ipsam re res ratem nihit 
reptae et as est officia et ut imus ut lab inientiosant volorpore 
idi sit quaerum necto volorro ipis que everfero dolupti ntotati 
umenis ide volorro ipis que everfero dolupti ntotati umenis ide 
volorro ipis que everfero dolupti ntotati umenis ide sam fugia 

Everoviderum  
et Enim eossi beru volorro

Um quae vendem auditia explaborepro blautest         Um quae vendem auditia explaborepro blautest
Um quae vendem auditia explaborepro blautest         Um quae vendem auditia explaborepro blautest

Um quae vendem auditia explaborepro blautest
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POSITION 
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Highlights

LIQUAE SOLORIT OMNIMUS quasimodit aut 
utemqui ipiciae et aut eaque esequi dunti te dest, 
orumetur?

  LIQUAE SOLORIT OMNIMUS re pore dus quia 
dolupti tet aut hiligen ienient volum sit volor res 
secus, odipsa sinctae num aut quo berio vitatur 
soluptas eumenet di ommolore odis eossinis

LAM ES SEQUIA EOS INT FUGA. Um quae vendem 
auditia explaborepro blautest, que plique plabore 
mpedigenimus endessi modicabo. Ita iliquam,sum 
sintemo autatiandis mi, aut eruptaquide velesti 
aernatem dundit latem doloriost, enem ex est 
voluptatur? At a doluptatem re vendaec tusapelique 
nam, volorec eptatus doleniam, sint.

Quassum  
Simaior
Uta sitiustio magnate dolorib 
ustrum rest, as rem id est, ad et 
odigentio. Ut milloru mquaeped 
ma sectiost, opta volore earunt.

Sacnsa cxmxs mx m 
snax,as
officip ictiam quam, velia qua-
simodit aut utemqui ipiciae et aut 
eaque esequi dunti te dest, simo-
luptae eos volorpo recabori sedit 
laccus aut dolut abor rera nonsed 
unt fugiam nobit, eatusapici dis 

0

5%

10%

15%

20%

2001

Pedigenimu            Non-Pedigenimus   

2006

Um quae vendem auditia explaborepro blautest

24.3%

11.6%

20.8%

11.9%

FOR 
POSITION 

ONLY

Explaccae Omnitatium 
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis 

Explaccae Omnitatium 
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis 

Explaccae Omnitatium 
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis 

Explaccae Omnitatium 
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis  

Odis a Plaboru
  Evenimol orest, utat 

facearum qui dolupta 
temque ni dolum ex elis 
expedio. Et essum exerrum 
qui blamet veles ex explac-
cae omnitatium aut 

  Et essum exerrum qui 
blamet veles ex explaccae 
omnitatium aut omnis 

Lupta comnis 
everoviderum et 

dem enim rat

Dolupta vendit 
que dolupta quae 

ditatatur apis a

Assim voluptur 
atemodi aturio. 
Itature mquunt

Bore, int occab 
ilit volorion nos 

quassum simaior

Volorest ioreserit exceaqui dit que corrum veniendande

FOR 
POSITION 

ONLY

FOR 
POSITION 

ONLY

FOR 
POSITION 

ONLY

There is one font family 

used in the document: 

Helvetica Nue:

The quick brown fox  
jumps over the lazy 
dog

Paragraph and character styles 

are created for convenient text 

formatting and are highlighted  

in the following sample >

MAA External Report Place Mat – 
Type Specifications 001. Report Title_Helvetica 

Neu_Bold_31/31

002. Report Title Small_Hel-
vetica Nue Light_14/31

002. Body Copy_No Indent_
Helvetica Nue Light_10/13

001. Graph Head
(Illustrator Style)

004. Graph Percentages
(Illustrator Style) 005. Graph Percentages_

SMALL (Illustrator Style)

002. Graph Key
(Illustrator Style)
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cae omnitatium aut 
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IDENTITY GRAPHICS Style Guides
Style guide for animated TV series, Almost Naked Animals

™

™

™

™

™

™

™

™

ANA_Master_Logo_Vertical.ai

ANA_Master_Logo_Vertical_PMS.ai

ANA_Master_Logo_Horizontal_Line_Art.ai

ANA_Master_Logo_Vertical_Line_Art.ai
ANA_Master_Logo_Horizontal.ai

ANA_Master_Logo_Vertical_Boxers.ai

ANA_Master_Logo_Vertical_Boxers_PMS.ai

When possible the 
master logo with the 
type gradient must 

always be used.

Third party logos must never overlap 
any elements of the logo.

International versions of  
the logo may be found in the 

accompanying asset pack,  
“in the “Logo” folder.

Pantone
478 C

C:50 M:85 
Y:100 K:35

C:0 M:827 
Y:76 K:0

C:70 M:0 
Y:38 K:8

C:55 M:0 
Y:27 K:73

C:100 M:83 
Y:46 K:13

C:40 M:30 
Y:0 K:0

C:55 M:19 
Y:0 K:0

Pantone
WarM red C

Pantone
3265 C

Pantone
330 C

Pantone
534 C

Pantone
658 C

Pantone
284 C

Please match the logo to the Pantone references below. When spot colours are not 
available use the provided CMYK values.

ANA_Master_Logo_Horizontal_PMS.ai

The logo is not to be used 
smaller than 50mm wide.

When using the logo at this 
size please make sure that the 

TM is still readable.

24 25

AlternAte
WArDrobe
DeSIGnS

OU_Howie_Parachute.ai
OU_Howie_Cowboy.ai

OU_Howie_Camping.ai

OU_Howie_Luau.ai

OU_Howie_Makeup.ai

OU_Howie_PlungerHands.ai

OU_Howie_asVasquezDeLaPompadore.ai

OU_Howie_Loincloth.ai

OU_Howie_DirkCostume.ai

OU_Howie_Warden.ai

OU_Howie_PartyHats.ai
OU_Howie_Waterski.ai

OU_Howie_SwimGear.ai

OU_Howie_BattleCostume.ai

OU_Howie_CrazyToothbrush.ai

OU_Howie_BattyCostume.ai

OU_Howie_RocketGlider.ai

OU_Howie_Young.ai

OU_Howie_DirkDangerCampOutfit.ai

OU_Howie_Camouflage.ai

60 61
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SOCIAL MEDIA Paid advertising
Social media posts for Tru Earth Laundry Strips

5 Million Jugs 
Saved 
from Landfills 

J O I N  T H E  T R U  E A R T H  M O V E M E N T

10 Million 
Laundry Eco-Strips

Donated
 
 
to North American Non-Profits

Holiday SALE

20%
save

USE CODE BFF

Tru Earth 
sample 
packs 
are
here!
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SOCIAL MEDIA Paid advertising
Social media posts for Jamieson natural health products



www.galexander.ca 10

SOCIAL MEDIA Paid advertising
Social media posts for ICON legacy hospitality

WEDNESDAY 

half-priced  
tequila shots

MONDAY  
TO FRIDAY

HAPPY  
HOUR 

4PM-7PM 
HALF-PRICED  

APPETIZERS,  
PATIO DRINKS  

& SELECT COCKTAILS

WEDNESDAY 

$2 tacos &  
half-priced 

tequila shots

MONDAY TO FRIDAY

HAPPY HOUR 
4PM-7PM 

HALF-PRICED  
APPETIZERS
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SOCIAL MEDIA Advertising
Social media posts for Canadian Traveller magazine

Experience
fworldExperience

fworld

A new subscription box 
that delivers  
destinations  
right to your door   

Experience
fworld

A new subscription box 

that delivers 
destinations  

right to your door   

californiahighsierra.com

California’s 
All Season 
M o u n t a i n  

Playground

www.myPassionMedia.com

SELL MORE
TRAVEL TODAY
A sales guide for the
Ambitious travel advisor
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PACKAGING Consumer packaged goods
Consumer goods packaging design including  
logos and branding for Tru Earth Laundry Strips



www.galexander.ca 13

PACKAGING 
Consumer  
packaged goods
Consumer goods packaging design  
for Mountain Lab Gear

H E AT E D  S O C K S
C H A U S S E T T E S  C H A U F FA N T E S

H E AT E D  S O C K S  C O N T R O L L E D  B Y  R E M OT E  C O N T R O L

C H A U S S E T T E S  C H A U F FA N T E S  C O N T R Ô L É E S  PA R  T É L É C O M M A N D E

H E AT E D  S O C K S  C O N T R O L L E D  B Y  R E M OT E  C O N T R O L
C H A U S S E T T E S  C H A U F FA N T E S  C O N T R Ô L É E S  PA R  T É L É C O M M A N D E

The heat settings of the Mountain Lab Remote Control Heated Socks can be adjusted 
conveniently using the included small remote control fob, or manually at the cuff of the socks.

They provide warmth on demand, right where you need it. A low-profile heating element 
completely encircles the toes and forefoot area. The element is powered by a lightweight battery 
housed at the top of the cuff, where it won’t interfere with tall boot cuffs. 

The socks material is knit from a soft 50% wool, 50% polyester blend for continuous warmth and 
comfort, even in damp conditions or when the socks are not powered on.

Left and right markings on the socks help with easy identification.

Le réglage de la température des chaussettes chauffantes télécommandées Mountain Lab peut 
être facilement ajusté à l’aide de la télécommande, ou manuellement, directement sur la 
chaussette. 

De la chaleur sur demande! Un élément chauffant discret englobe les zones des orteils et du 
talon. L’élément est alimenté par une légère batterie située dans le haut du mollet afin de ne pas 
être inconfortable lorsque utilisé avec des bottes hautes. 

Les chaussettes sont faites d’un doux mélange 50% laine et 50% polyester pour assurer chaleur 
et confort, même dans des conditions humides ou lorsque les chaussettes sont éteintes. 

La gauche et la droite sont identifiées afin de faciliter l’identification. 

C O N T E N T S

 One Pair of 50% Wool-50% Polyester Heated Socks
 5V 2600 mAh Rechargeable Lithium-Ion Remote Batteries
 Remote Control Fob
 Dual Battery Charge Cable and Adapter
 User Manual

C O N T E N U

 Une paire de chaussettes 
     chauffantes 50% laine 50% polyester

 Batteries rechargeables 
     5V 2600 mAh Lithium-Ion
 Télécommande
 Cable de chargement double et adaptateur
 Mode d’emploi
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SALES SUPPORT Catalogue
Clothing and equipment catalogue for Mountain Sports Distribution

183182

SNOW 22/23     |     OUTERWEAR     |     ALLIED MONO SUIT

Applied Technologies

ALLIED MONO SUIT

 + Triple-stitched, hybrid construction featuring 5TECH™ material with 5Tech 
Stretch panels in the seat and across the shoulders. Cordura® HP 300D 
polyester face, and 10k/10k membrane

 + Waterproof Main zipper for easy in and out
 + Internal suspenders for easier in and out and keep things in place
 + Gusseted crotch for improved fit, lower stress on the seams. Triple stitched 

for increased seam strength  
 + DWR coating for industry leading Water Repelling fabric surface
 + Asymmetric cuffs and wrist gaiter
 + Hand, chest, internal and thigh pockets
 + Arm pit, side vent, and thigh ventilation system
 + Water proof coil zippers throughout
 + Removable hood
 + 600D reinforcements
 + Leg zips for easy on and off
 + Internal boot gaiters
 + Insulated models come with 100 gram Thinsulate™ insulation

Features

Re-designed to improve comfort and style, and increased durability the Allied 
Mono Suit Shell is built for the biggest and deepest snowmobile adventures. 
Aggressively styled and technology packed, this is a must have if you seek the 
ultimate in protection and mobility. Hybrid construction featuring 5TECH™ 
Shell fabric that is combined with 5Tech Stretch Shell fabric in the seat and 
across the shoulders for a noticeable, and welcomed stretch and improvement 
of fit. The Allied Mono is built with a relaxed fit so that you can get as rowdy 
as you want. The one-piece design, while obviously super fashionable, also 
eliminates the gaps that exists in a traditional two-piece getup, meaning you 
won’t have to worry about snow or drafts distracting you while you’re sending 
it. The Allied Mono Suit uses our established 5TECH™ material, a Cordura® 
HP 300D face and 10k/10k membrane. Boasting three sets of vents—inseam, 
outseam, and underarm—to let you feel the breeze when you’re hucking 
or digging out. With more pockets than you have things to put in them—
internal, chest, thigh, and hand—as well as an updated helmet-compatible 
hood. Burly Cordura® instep and lower-leg reinforcements fight off sharp 
running board attacks.

Overview

Terrain & Flow Meter: INSULATED

TRAIL CROSSOVER MOUNTAIN

LOW-FLOW MID-FLOW HIGH-FLOW

Terrain & Flow Meter: SHELL

TRAIL CROSSOVER MOUNTAIN

LOW-FLOW MID-FLOW HIGH-FLOW

 + Material: 5TECH™ 
 + Style: Shell/Insulated
 + Riding: Backcountry/Crossover

Specifications

INSULATED XS-XL  INSULATED 2X-3X
SHELL XS-XL  SHELL 2X-3X

BLACK OPS

SHELL: F03000902-XXX-051
INSULATED: F03001002-XXX-002

SHORT SIZES AVAILABLE:
SHORT MD  |  SHORT LG  |  SHORT XL    

SHORT 2X  |  SHORT 3X

STEALTH

SHELL: F03000902-XXX-003
INSULATED: F03001002-XXX-003

INSULATED XS-XL  INSULATED 2X-3X
SHELL XS-XL  SHELL 2X-3X
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DESTROYER TRUCKER (BLACK)
SLED-HDTBK-00

DESTROYER TRUCKER (RED)
SLED-HDTRD-00
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S

AGGRESSOR 
SLED-AGHBK-SIZE

S-2XL

SUPERSTEALTH (DEEP RED)
SLED-SSHDR-SIZE

S-2XL

SUPERSTEALTH (BLACK)
SLED-SSHBK-SIZE

S-2XL

CUT LINES (DEEP RED)
SLED-CLHDR-SIZE

S-2XL

CUT LINES (BLACK)
SLED-CLHBK-SIZE

S-2XL

WARRIORS 
SLED-WRHBK-SIZE

S-2XL

DIAMOND (GREY)
SLED-DMHGY-SIZE

S-2XL

DIAMOND (BLACK)
SLED-DMHBK-SIZE

S-2XL

OG
SLED-OGHBK-SIZE

S-2XL

Men’s  ho od ies

hat s

SIZE CHART 
ONE SIZE 00

XS 02

SM 03

MD 04

LG 05

XL 06

2XL 07

4948 MOUNTAIN SPORTS DISTRIBUTION 2022-2023 DEALER CATALOG

802 9 ST N, GOLDEN, BC  V0A 1H2

PLACE YOUR ORDER:
ONLINE: MOUNTAINSPORTSDISTRIBUTION.COM
BY E-MAIL: ORDERS@MOUNTAINSPORTSDISTRIBUTION.COM
BY PHONE: 1.888.987.7533 (SLED)
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SALES SUPPORT Sales pamphlets
Sales pamphlet for Jamieson natural health products

 

HERE FOR YOUR HEALTH

About Jamieson
Voted Canada’s most trusted brand of vitamins year 
over year, we set ourselves apart with our industry-
leading commitment to providing consumers with 
the purest, safest and most effective natural health 
solutions available. 

360 Pure Promise
Our products have a worldwide reputation for purity 
and potency. Our industry-leading commitment to 
quality, through our 360 Pure promise, guarantees that 
our products are of the highest quality available. 

*Always read and follow the directions on the label, if in doubt  
please speak to your registered health care practitioner.

A healthy lifestyle doesn’t have  
to compromise on fun or flavour.  
So when it comes to taking your  
essential supplements, why not  
make it the highlight of your day?  
Jamieson Gummies, Chewables,  
Sprays and Liquids are the perfect  
way to get your daily dose of vital  
nutrients. These fun formats are  
easy-to-take and will be sure 
to please every palate. 

From multivitamins to probiotics, 
omegas to immune support, our fun 
formats are available in a wide array 
of fun flavours so you can always 
look forward to your daily dose.

For more information about Jamieson Vitamins,  
visit jamiesonvitamins.com 

Jamieson Vitamins

@JamiesonCanada 

@Jamieson_Canada 

Use code:  
Tasty25 to 

 SAVE 25% OFF 
your order*  

at jamiesonvitamins.com 
*valid 03/01/20 - 4/30/20

SUPPORT 
GOOD HEALTH
WITH GREAT 

TASTE

JAMIESON Pamphlet_6panel_trifold.indd   1JAMIESON Pamphlet_6panel_trifold.indd   1 05/03/2020   11:19 am05/03/2020   11:19 am

 

SPRAYSSPRAYS

 LIQUIDS LIQUIDS
Liquid Glucosamine 
Looking for some relief from your  
joint pain? Jamieson Maximum Strength 
Glucosamine comes in an easy-to-take, 
tasty Wild Cherry flavoured liquid to help 
maintain healthy joints and cartilage 
without having to swallow multiple pills! 

Liquid Collagen Anti-Wrinkle 
A tablespoon of Jamieson Liquid Collagen 
a day keeps the wrinkles away! This all-
natural strawberry flavoured liquid helps 
reduce fine lines and wrinkles in 28 days.

B12  
Jamieson Vitamin B12 Spray is a 
convenient way to get 500 mcg of vitamin 
B12, a nutrient many adults don’t get 
enough of. A lack of B12 can lead to 
lowered levels of red blood cells causing 
difficulty concentrating and fatigue. This 
delicious raspberry flavoured spray is 
perfect for life on-the-go and is formulated 
with methylcobalamin, a source of B12  
that allows for faster absorption.

Melatonin 
One quick spray of Jamieson Sleep Spray 
will deliver 1 mg of Melatonin to help 
you sleep easy. This Natural Mint spray 
helps you fall asleep faster and improves 
the quality of sleep for adults suffering 
from sleep restrictions or altered sleep 
schedules, like shift work and jet lag. This 
spray is available in a travel-friendly size 
for added convenience! 

Multi Gummies (Adults) 
Adult MultiVitamins from Jamieson helps to 
support your immune system. Our delicious, 
Juicy Orange flavoured multi gummy delivers a 
nutritionally balanced formula containing vitamins A, 
B3, B5, B6, B12, C, D3, E, Biotin and Folic acid  
plus important minerals. 

Probiotic 
A probiotic you could share with other members of 
the family...but you’ll probably want to keep these 
delicious gummies all to yourself! This tasty all-
natural raspberry flavoured gummy provides 1 billion 
active cells to support the maintenance of digestive 
health. It is suitable for adults and children 3 and up. 

Vitamin C
Take Jamieson Vitamin C Gummies twice daily  
for a tasty and convenient way to meet your 
vitamin C requirement. The delicious tangy orange 
flavoured formula is made with gelatin-free fruit 
pectin, making it suitable for vegetarian diets. 
It’s also free of aspartame, artificial colours and 
artificial flavours. 

Vitamin D3
Not only is this little gummy great tasting, but it 
goes a long way in supporting a healthy immune 
system and in maintaining good health. Take 
one daily to help promote the development of 
bones and teeth, as well as help the absorption 
of calcium. Enjoy your D3 in 3 sweet flavours: 
Orange, Strawberry and Lemon!

CHEWABLESCHEWABLES
Chewable Multi  
Jamieson’s complete Multivitamin is an easy way 
to get 100% of your daily vitamin needs in just 
one serving. This tasty Citrus Twist tablet can be 
taken without water and helps to support immune 
function and energy metabolism by helping to 
convert food into energy. 

Chewable B Complex 
Our Berry Bliss B Complex chewable tablet  
will help your body form red blood cells and 
metabolize carbohydrates, fats and proteins.  
Get your essential daily B vitamins without  
the worry of having to swallow any pills! 

Chewable Vitamin C  
Help support your immune system and maintain 
that feeling of good health with Jamieson  
Vitamin C chewable tablets. Not only does it 
support a healthy immune system, but it also 
comes in 6 delicious flavours: Tangy Orange, 
Tropical Fruit, Citrus Fruit, Mixed Flavours,  
Wild Blueberry and Grape Juice. 

Chewable Vitamin D3 
Jamieson’s Chewable Vitamin D3 makes it  
easy to maintain your overall health. It helps  
the body to absorb calcium and phosphorus 
which affect bone growth and maintenance. 
Enjoy this delicious chewable in 3 flavours:  
Exotic Tropical Fruit, Rich Natural Chocolate  
and Natural Tangy Orange.

Taking your supplements  
shouldn’t be a drag. That’s why  
we offer a delicious selection  

of Gummies, Chewables, Sprays,  
and Liquids to suit your needs.  

Our diverse collections offer  
a fun alternative to pill formats, 

without compromising  
nutritional support.

GUMMIESGUMMIES
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Sales pamphlet for Jamieson natural health products

Women’s Health
Women’s bodies continue to grow and change 
throughout the different life stages of adulthood;  
from pregnancy to breastfeeding to perimenopause 
and menopause, each with different nutritional 
requirements. To help you achieve optimal health at 
every life stage, we’ve created a diverse collection 
of Women’s Health supplements that offer nutritional 
support in a variety of key areas. Whether taking 
supplements for bone health, skin health, or gut health, 
our line of products was designed to ensure your body 
is always getting the nutrients it requires so that you 
can look and feel your best from the inside, out.

Voted Canada’s most trusted brand of vitamins 
year over year, we set ourselves apart with 
our industry-leading commitment to providing 
consumers with the purest, safest and most 
effective natural health solutions available. 

For more information about Jamieson Vitamins  
visit, jamiesonvitamins.com 

Jamieson Vitamins

@JamiesonCanada 

@Jamieson_Canada 

FIND US ON SOCIAL 

Multivitamins  
for Women 
Jamieson Women’s Multivitamins help support your 
overall health, including immune function, metabolism, 
and healthy skin. These vitamins provide additional 
nutritional support to address common women’s 
health concerns, including vitamin D for bone health. 
Jamieson offers a different multivitamin for women of all 
ages and life stages, from prenatal to Women 50+. 

Probiotic Complex  
for Women
Jamieson Women’s Probiotic Complex is good for your 
gut, helping with intestinal and digestive health while 
containing 5 specific probiotic strains that support women’s 
health. Easy to take with only one vegetarian capsule daily, 
it’s also TRU-ID® certified for ingredient authenticity!

Advanced Hair,  
Skin & Nails
Beautiful, healthier hair, skin and nails begin within. 
Jamieson Advanced Hair, Skin & Nails is a multivitamin 
that features a high potency dose of biotin, as well 
as 21 key ingredients used to support beauty from 
the inside, out. Only one caplet daily promotes 
thicker hair, healthier skin and stronger nails.

Gorgeous Hair 

Jamieson Gorgeous Hair combines two powerful ingredients 
that will make your hair feel healthier and more beautiful 
than ever before thanks to biotin and organic, extra-
virgin coconut oil. They work together to supply nutrients 
to help strengthen hair and promote hair growth.

Collagen  
Anti-Wrinkle Liquid
A tablespoon of Jamieson Liquid Collagen a day keeps 
the wrinkles away! This all-natural strawberry flavoured 
liquid helps reduce fine lines and wrinkles in just 28 
days, plus it helps maintain healthy hair and nails. 
Perfect for those who don’t like swallowing pills. 

Iron + Vitamin B12 
Chewables
Iron deficiency is common in Canada, and women up to 
age 55 are at the highest risk. While feeling tired is the 
main symptom of an iron deficiency, Jamieson Iron + B12 
Chewables will help you feel energized the natural way! 
Iron helps prevent iron deficiency fatigue and B12 converts 
food to energy. Jamieson B12 is formulated exclusively 
with methylcobalamin, which allows for faster absorption 
so you can be naturally energized, faster. Get all this from 
one tropical mango lime flavoured chewable tablet!

Menopause Relief
Jamieson Herbal Complex - Menopause Relief helps 
alleviate menopause-related discomfort in a safe and 
natural way. This one-a-day formula contains a blend 
of natural herbs including Black Cohosh to help relieve 
the pain associated with menstruation and Chaste Tree 
Berry to help stabilize menstrual cycle irregularities and 
help relieve hot flashes. Not only does this formula help 
maintain healthy bones with the addition of vitamin D, it’s 
also TRU-ID® certified for herbal ingredient authenticity, 
which means you can be guaranteed that the herbs 
listed on the label are what’s inside the bottle.

*Always read and follow the directions on the label, if in doubt 
please speak to your registered health care practitioner.
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SALES SUPPORT Sales brochures
Sales brochure for AmaWaterways river cruises

FOOD & WINE 
EXPERIENCES

$300 SHIPBOARD CREDIT  
PER STATEROOM

EXCLUSIVE
ONLY WHEN BOOKING WITH US!

Toasting to the  
good life aboard an 
AMAWATERWAYS  
RIVER CRUISE

Imaging drifting along one of Europe’s majestic rivers 
amid a backdrop of Europe’s most regal castles, historic 
ruins and vineyard-laced hills, all the while tasting world-
class wines sourced from the very spots you’re traveling 
through. AmaWaterways has redefined the art of wine 
cruising by curating voyages escorted by a wine hosts 
and sommeliers that share their passion for viticulture 
through discussions and wine tastings on board. On shore, 
the insightful wine host—always a professional winery 
owner, winemaker, wine instructor or certified sommelier 
from renowned North American wineries—will lead 
guests through discussions and wine tastings on board, 
accompanying you to local wineries and vineyards where 
you’ll learn first-hand from regional European experts.

And all of this comes at no extra cost. Whether guests 
are a wine novice or a self-described oenophile with 
their own home wine cellars, this is the perfect chance to 
indulge in one of the world’s most perfect pairings: travel, 
wine and elegant cuisine. From romantic cities to foodie 
havens, the Douro Valley to the Wachau Valley, France’s 
iconic Bordeaux region to the brilliant wines of the 
Rhine—AmaWaterways will bring you into the very heart 
of Europe’s most exciting and legendary vineyards. Enjoy 
sparkling champagne from France, dessert wines like Port 
from Portugal, dry Rieslings from Germany and Austria, 
strong reds and crisp whites and the perfect apéritif.

The AmaWaterways wine cruises also offer a smorgasbord 
of exciting epicurean tours designed for travelers who 
relish the idea of honing their culinary skills. Go in 
search of the “Black Diamond” truffles, learn how to pair 
chocolate with wine, visit the historic mustard mill in 
Cochem or enjoy German bratwurst in Nuremberg.

This special catalogue highlights some of the special 
voyages available with AmaWaterways. Our dedicated 
team of cruise experts are available to help you plan the 
perfect food and wine vacation. 

2

*See terms & conditions for more details

EXCLUSIVE ENSEMBLE OFFER EXCLUSIVE ENSEMBLE OFFER 
CRUISE FROM  
Vilshofen to Budapest

PORTS OF CALL
•  Vilshofen, Germany  

(overnight) 
• Passau, Germany 
• Linz, Austria 
•  Weissenkirchen, Austria  

(overnight) 
• Vienna, Austria 
•  Budapest, Hungary  

(overnight)

SHIP 
AmaViola

DEPARTURE 
November 10, 2019

PRICE 
CAD $3,872
STATEROOM  
Category E Stateroom

FOOD & WINE 
EXPERIENCE 
Visit one of Austria’s 
greatest wineries, Schloss 
Gobelsburg, dating back 
to the 12th century. Get 
a glimpse of the wine 
collection as you tour the 
cellar and taste some of the 
most magnificent Riesling 
and Grüner Veltliner wines 
in the world.

CRUISE FROM  
Budapest to Vilshofen

PORTS OF CALL
•  Budapest, Hungary  

(overnight), 
•  Vienna, Austria  

(overnight), 
•  Weissenkirchen, Austria, 
•  Grein, Austria, 
•  Linz, Austria, 
•  Passau, Germany, 
•  Vilshofen, Germany  

(overnight)

SHIP 
NEW AmaMagna

DEPARTURE 
November 10, 2019

PRICE 
CAD $4,108
STATEROOM  
Category E Stateroom

FOOD & WINE 
EXPERIENCE 
Exclusive AmaWaterways 
Oktoberfest Party in 
Vilshoven and enjoy a 
pint of refreshing Pilsner, 
delicious pretzels, great 
music and dancing.

ROMANTIC DANUBE 
7-NT VILSHOFEN - BUDAPEST CRUISE

Those longing for the romance of Old World Europe will get 
to travel into the very heart of the continent and visit grand 
European cities like Vienna and Budapest. From grand abbeys 
and fortresses perched high above the Danube to plentiful 
iconic UNESCO World Heritage Sites visitors will be romanced 
by the Danube with all her regal and romantic splendor.

MELODIES OF THE DANUBE 
7-NT BUDAPEST - VILSHOFEN CRUISE 

Journey along the Danube and see firsthand why this storied river has 
inspired generations of artists, poets and musicians. Indulge your passion 

for timeless architecture and art in three magnificent capitals Budapest, 
Bratislava, and Vienna. Let the hills come alive with the sounds of music 

in Salzburg and the Austrian Lake District. Cruise through the enchanting 
Strudengau Valley and let the melodies of the Danube carry you from 

one gem to another on a regal journey through time.

Receive $300 USD Onboard credit per staterooms Receive $300 USD Onboard credit per staterooms

AmaViola

*See terms & conditions for more details 54

AmaViola AmaMagna

Budapest, Hungary  Vienna, Austria
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SALES SUPPORT Sales brochures
Sales brochure for Princess Cruises

Sail on a culinary journey 
with Princess Cruises ®

2

Discover the world of  
come back new ® 
– a promise that Princess® takes you away from daily life  
while immersing you in the local life of the places they sail. 

From the time you step aboard, you’ll find 
yourself on a magnificent floating retreat 
where each day is an adventure. 

On board, the possibilities are just as 
amazing as the places you’ll visit. Dine 
on sumptuous cuisine inspired by world-
class chefs and thrill to live entertainment, 
including lavish production shows created 
by Broadway legend Stephen Schwartz, the 
composer of Wicked. And with special re-
gional programs, you'll have the opportunity 
to experience the color, culture and flavors of 
each destination, through local fare, folkloric 
performances, and expert presentations.

Perhaps, there is no better way to con-
nect with new worlds than through food. 
Discover the unique flavors of a storied 
city or savor a locally-sourced dish right 
on board, Princess makes it possible to try 
dining experiences that you’ll never forget. 

Princess specialty restaurants feature 
menus from Michelin-star chefs Curtis 
Stone, Richard Chen and Emmanuel Renaut, 
as well regional dishes from Princess’ 
international culinary team. Enjoy SHARESM 
by Curtis Stone, an exquisite six-course 
fine-dining experience, with main courses 
from land and sea and punctuated with a 
decadent dessert. At Bistro Sur La MerSM, 
Chef Emmanuel Renaut brings a modern 
twist to classic French dishes prepared 
and developed exclusive form Princess. 
HarmonySM features Chef Richard Chen’s 
interpretation of contemporary Chinese 
cuisine. 

Made-from-scratch cuisine tempts with 
fresh-baked bread, hand carved steaks, crafted 
salads and indulgent chocolate desserts. To 
Princess, fresh is a flavor. They believe in bring-
ing you the best taste from the freshest sources. 
Princess is passionate about delivering exquisite 
culinary offerings to the table and crafting 
delectable dishes that come from the heart. 

Regionally sourced ingredients bring 
local flavors on board so you can experience 
them more fully. Princess’ chefs and mixol-
ogists draw inspiration from each locale, so 
you can experience the flavors of the land 
while you’re on board. Sip bold red wines 
as you sail through South America. Dine on 
fresh sushi and a variety of noodles while 
cruising Asia’s waters. Savor creamy seafood 
chowder and salmon in Alaska and enjoy 
zesty Jamaican jerk chicken in the Caribbe-
an. Satisfy every craving and discover new 
flavors on every voyage. 

Because you can’t have too much of a good 
thing — and food is always a good thing — 
Princess has partnered with Bon Appétit to 
offer immersive experience shore excursions 
with a culinary point of view. Bake the perfect 
scone in a Dublin inn, prepare a Greek feast in 
a Corfu restaurant, or go on an insider’s food 
tour in Juneau. 

Princess creates unforgettable dining 
experiences, punctuated by the freshest, most 
exquisite dishes that are crafted to exceed 
the expectations of even the most discerning 
appetites. Sail with Princess and the world 
comes to you. 

3

ANG07A_Voyage of the Glaciers_R1_CD

In
sid

e P
assage

Juneau

Ketchikan

Vancouver

Skagway
Hubbard
Glacier

College Fjord

Alaska CANADA

British Columbia
Gulf of Alaska

Anchorage
(Whittier)

7-DAY 
Small Ship 
Cruising 
Voyage of 
the Glaciers

4

Sail with Princess® and the world comes to you. The regional flavors that tempt you  
on land appear on board, along with culinary demonstrations and cooking classes  
to complement your culinary journey.

 

SHIP: Royal Princess®  DEPARTURE: May 16, 2020

PRICE: $3393 CAD 

STATEROOM: BF  TAXES & FEES: $300 CAD Included

EXCLUSIVE OFFER: $100 USD per 
person cruisetour CASH (up to 
4 passengers) and $60 USD per 
stateroom onboard credit 

Gulf of Alaska
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National Park
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Fjord
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Denali

Alaska019_(FA4, FB4)_Denali Explorer_R2_CD_eps
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e
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Mt. McKinley Princess
Wilderness Lodge

Denali Princess
Wilderness Lodge

Icy Strait Point

11-DAY  
Denali 
Explorer 
Cruisetour 
FA4

SHIP: Pacific Princess®  DEPARTURE: June 3, 2020

PRICE: $2892 CAD 

STATEROOM: BF  TAXES & FEES: $293 CAD included

Alaska 
Princess® offers countless ways to experience Alaska’s 
seafood without leaving the ship. Imagine the tender texture 
of a wild-caught salmon filet or the buttery flavor of a sweet 
King crab. Enjoy regional fish options in the main dining 
rooms or seafood favorites in the specialty restaurants on 
board. For a hands-on experience, try Cook My Catch. With 
this exclusive culinary program, you can catch a fish on a 
Princess excursion and have it prepared by one of Princess’ 
talented chefs that evening. Princess also brings the best of 
local dives on board. Savor specialty dishes from Alaska’s 
hotspots in our top deck grill, including crab cakes from 
Tracy’s King Crab Shack in Juneau, fish tacos from the 
Alaska Fish House in Ketchikan and seafood chowder from 
the Bonanza Bar and Grill in Skagway.

EXCLUSIVE OFFER:  
$50 USD per stateroom  
onboard credit

NORWAY

ENGLAND

Arctic Ocean

Atlantic
Ocean

Arctic Circle

Honningsvåg
(for North Cape)

Trondheim
Hellesylt/Geiranger

Tromsø
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(Southampton)

RSR16A_16-Day Summer Solstice & Spitzbergen_R2_CD
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Skjolden/Sognefjord
Haugesund

16-DAY 
Summer 
Solstice & 
Spitzbergen 
roundtrip  
from London
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             NEW SHIP  
SHIP: Enchanted PrincessSM  DEPARTURE: July 1, 2020

PRICE: $3490 CAD 

STATEROOM: BF  TAXES & FEES: $176 CAD included

EXCLUSIVE OFFER:  
$60 USD per stateroom  
onboard credit

ENR10B_10-Day European Explorer_(SOU-ROM)_R1_CD
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FRANCE

ENGLAND
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PORTUGAL
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(La Seyne)

Rome
(Civitavecchia)

London
(Southampton)

Lisbon

Bilbão

10-DAY 
European 
Explorer 
Maiden 
Voyage

SHIP: Island Princess®  DEPARTURE: June 9, 2020

PRICE: $4887 CAD
STATEROOM: BF  TAXES & FEES: $208 CAD Included

EXCLUSIVE OFFER:  
$60 USD per stateroom  
onboard credit

Europe
Enjoy some of Europe’s authentic flavors 
on board — from linguine with seafood 
and basil to Moroccan vegetable ragout 
and homemade limoncello. Embrace the 
smooth European charm of Sabatini’s™ 
Italian Trattoria, offering handmade pastas 
inspired by Chef Angelo Auriana. Or relax 
with a British pub lunch, including local 
favorites such as bangers and mash or 
shepherd’s pie. And for foodies, explore 
more on shore with Bon Appétit culinary 
excursions that immerse you in local flavor, 
from scone making in the Irish countryside 
to a traditional Greek feast in Corfu.
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Media kit for EXPERIENCE, Bombardier's business aircraft magazine Bombardier Business Aircraft Magazine

Media Kit 2013

P U B L I S H E D  B Y

2013 Advertising Rates
FULL PAGE $8,970
DPS $13,449
OBC $10,770
IFC $18,299
 
All rates are Gross USD $

2013 Closing Dates
 Space Material Impact Date
SPRING 2013 Mar. 22, 2013 Mar. 26, 2013 May 10, 2013 
FALL 2013 Aug. 21, 2013 Aug. 26, 2013 Oct. 11, 2013

Page Specifications  

FULL PAGE 
Ad size: 9.5” x 13.125”
With bleed: 9.75” x 13.375”
Type safety area: 9” x 12.625”

DOUBLE PAGE SPREAD
Ad size: 19" x 13.125"
With bleed: 19.25" x 13.375"
Type safety area: 18.5" x 12.625"

Technical
Details
File Formats:
PDF/X-1 with fonts embedded, all 
pictures saved in CMYK.

Ad file details:
Font: Black text at least as bold 
as Helvetica 6 pt Regular, reverse 
and coloured text at least as bold as 
Helvetica 8 pt Regular

Rules: Do not use any hairline rules 

Black rules: 1/4 pt minimum 

Color rules: 1/2 pt minimum

Photos: 300 dpi CMYK mode.  
Maximum density 300.

Colors: CMYK colors only. NO 
PANTONE COLORS!

Crop Marks: Crop & registration 
marks and colour bars must be 
offset by .25".

Rich blacks: Use 100K combined 
with 40C to provide rich black

Proof: SWOP-certified color 
proofs. Proofs should include 
color bars with 25%, 50%, 75% and 
solid areas for each color. Provide 
same size (100%) as file submitted. 
Include bleeds and trims.

Spafax Canada will not be responsible 
for color reproduction or any other 
deviation from original proofs without 
a SWOP color proof.

Delivery Procedures
SPAFAX CANADA
1179 King Street West, Suite 101, Toronto, ON, M6K 3C5
Phone: 416-350-2426
Attention: Mary Shaw, Production Manager

Files can be delivered electronically to our FTP site. A SWOP proof is still required. 
Please compress all files prior to transmission to minimize potential corruption errors.

Address: ftp2.spafax.com   //   User Name: bombardier    //    Password: bn5996  

Upon posting ad file to FTP site, please email the file name and low-res PDF 
(for placement only) to: mshaw@spafax.com.

SPAFAX SALES CONTACTS
NATIONAL SALES 
MANAGER 
Laura Maurice
416.350.2432
lmaurice@spafax.com

SALES MANAGER,
QUEBEC 
Lysanne Boileau
514.840.5292
lboileau@spafax.com

WESTERN CANADA 
Barb Welsh
Welsh Sales Solutions
604.656.2291
bwelsh@spafax.com

UNITED STATES
James Henderson, 
212.210.6118
James.Henderson@
spafaxnetworks.com

ADVERTISING SPECIFICATIONS

73% ARE HIGH NET 
WORTH INDIVIDUALS 
AND OWNERS OF 
PRIVATE COMPANIES.

 98% Male
 71% Private Companies
 21% Public Companies
 6% Individuals
 1% Government

AVERAGE INDIVIDUAL 
WEALTH GREATER THAN  
$3.05 BILLION.

THEY ARE THE WORLD’S BUSINESS ELITE.
Average revenue for corporations is over $14.46 billion.

Bombardier Business Aircraft Magazine
Media Kit 2013

59% 
UNITED 
STATES

8% 
LATIN 

AMERICA

21% 
EUROPE

3% 
ASIA  

PACIFIC

4% 
MIDDLE 
EAST & 
AFRICA

5% 
CANADA

The readers of  
Experience magazine  
have the financial freedom 
to enjoy the best that the 
world has to offer.

The magazine enjoys one of the wealthiest demographics in the world 
– from Hollywood producers to Fortune 500 CEOs. The editorial and 
design of the magazine reflect the global savvy of this readership, 
exploring the best kept secrets in the world and the “newest of the new” 
in culture, travel, gastronomy, fashion and philanthropy. This is an 
international magazine that speaks to an elite readership, one with the 
financial capacity to acquire the best that the world has to offer.

Get the Experience experience and reach the world’s most highly 
sought-after audience.

GET THE

EXPERIENCE
Targeting the world’s wealthiest and most 
influential people, Experience is a travel and 
lifestyle magazine created for Bombardier 
private-jet owners – individuals who can go 
anywhere, do anything, buy anything. 

Bombardier is a world leader in aviation, 
producing the Learjet, Challenger and Global 
business aircraft. Owners of these celebrated jets 
receive Experience mailed directly to their doors. 

DISTRIBUTION

92 COUNTRIES 
AROUND THE 
WORLD.

Bombardier Business Aircraft Magazine
Media Kit 2013
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Media kit and rate cards for Canadian Traveller magazine

www.myPassionMedia.com
adsales@myPassionMedia.com
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THE NUMBERS

READERSHIP 
150,000+ readers

DISTRIBUTION - PRINT   
25,000 COPIES consumer 

12,000 COPIES trade

DISTRIBUTION - DIGITAL   

7,000 consumer 
14,000 trade

WEBSITE STATS   
Pageviews 253,587 

Unique visitors 156,267 

Time spent on site 2:19 
 *Sourced from 3 month averages in  

Google analytics

 E-NEWSLETTER   
24,000 subscribers

FACEBOOK   
24,000 followers

INSTAGRAM   
12,000  followers

OUR READERS 

 CONSUMER EDITION PROFILE  
40-65 years old  

$150,000+ household income  
Home owner

mission &  statistics
Canadian Traveller was established to provide high quality destination editorial for the travel industry and has developed into 
a fully integrated, multi-faceted travel communications company.  We are dedicated to building upon the 25-year history of 
Canadian Traveller to help educate and motivate both travel agents and consumers. Inspired by both our products and our 
industry, we will achieve our goals through editorial excellence, exceptional customer service and an unfaltering commitment to 
our motto: Effectively Delivering Quality Destination Information by Integrating Trade and Consumer.
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IN PRINT

As the only Canadian travel trade magazine with a 
dedicated focus on education, CT Magazine is strutted 
to be a go-to resource for travel professionals. With 
a 35-plus-year history, CT knows the importance of 
change and evolution, which has been part and parcel 
to our success. As part of our mandate, articles include: 
business and career development pieces on topics such 
as marketing, technology, social media, and networking, 
and as of 2018, we are working to also address issues 
that are important to the travel community in an in-
depth manner with a critical eye. In offering value to 
our partners, our real differentiator is our Collaborative 
Features, which allow suppliers to offer sales tips and 
insight that travel advisors cannot find online; consider 
them an extension to sales and business development 
managers. CT’s print edition is distributed monthly to 
12,000 travel professionals in print / 14,000 digitally, 
and is complemented by a robust and intuitive web 
platform, CanadianTraveller.net.

IN EVERY ISSUE

Product Education
Showcasing sales tips for travel products  
and experiences.

Office Life
Insight to creating & managing a  
productive work environment.

Technology
Content focusing on social media, e-mail strategies  
and other relevant technological support.

Business Development
Addressing top sales challenges travel advisors face  
and presenting unique strategies and opportunities.

CT’s ear to the ground
The who, what, were, when and why  
updates on the industry

CT’s exposé
Evaluating industry issues of importance  
to travel advisors with a critical eye

TRADE

SPECIAL THEMED ISSUES

APRIL (May Cover) - Collaborators
New for 2018, this issue will focus on BDMs, call centre 
representatives, and others who support travel advisors on a daily 
basis.  This is an opportunity to recognize those who help advisors 
through creative marketing initiatives, educational opportunities and 
client events.

OCTOBER (November cover) - Inspire!
Focused entirely on telling the stories of advisors and agency 
owners. This issue puts the spotlight on those who are building their 
businesses through novel marketing, specialization and supplier 
relations.

DECEMBER (December cover) - [R]evolution 
Focused not only on what changed in our industry this year, but the 
at Hows and Whys that drove them.  We also look at the year’s shit 
list and hit list – factors from outside of the industry that changed the 
big picture for us all, and how we reacted to, and grew from, them.
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Indeed, a solid, reliable client list can be the lifeblood of 
any travel counsellor and agency in general, especially 
when compared to the uncertainty of attracting new 
clients, many of whom may be subject to the influence of 
competitors or only interested in the lowest possible price.

BUT HOW CAN YOU BUILD THAT LIST?
Value, trust and relationships are buzzwords that are 
constantly used by experts when it comes to establishing a 
loyal customer base (i.e. clients who will return again and 
again) and it’s no wonder why.

“The goal of the travel consultant is to provide the 
right product for the right person at the right price,” says 
Lindsay Pearlman, co-president, Ensemble Travel Group. 
“That’s how a long-term consultant-customer relationship 
is built. From that positive relationship comes loyalty. 
People continually buy travel from advisors they trust and 
who have provided them with a strong value proposition, 
which is based on how the individual defines value. A 
successful travel consultant knows, understands, and sells 
to those respective preferences and values.”

Christine James, vice-president Canada, Travel Leaders Network 
(TLN), points out that “it costs more to gain a new client than it 
does to retain existing business, so clearly the priority has to be on 
the latter.”

She says that some of the strategies used by TLN members 
include:
�Offering existing clients an incentive if they refer their friends 

and relatives.  
�Hosting events at clubs or associations they belong to; or 

approaching their kids’ teachers to see if there’s interest in 
leading a student group.

�Using social media to promote and build their business by 
posting special offers and pictures of their own travels that could 
inspire clients to experience the destination themselves. 

SPECIALIST PROGRAMS
Agents can also build loyalty with travel partners through 
participation in agent specialist programs; these days, almost
all suppliers and tourism offices have one. Not only do successful 
program participants increase their knowledge, but credentials, 
certificates, marketing tools and FAM trips help position the agent 
as an “expert” in a particular destination or niche. Better still, many 
programs refer potential clients to their specialists.

“One of the benefits of being a Premier [Aussie specialist] is that 
they get to post a profile on our consumer website and they can 
also get leads sent to them,” says Paul Larcher of Tourism Australia 
in Canada. “There have been some recent large bookings generated 
by the leads from our website – a single reservation worth over 
$100,000, for example.”

Some agency groups provide their own specialist programs, 
for example The Travel Agent Next Door offers “SME” (Subject 
Matter Expert) programs that help its agents become specialized in 
certain destinations and products, including small group training, 
marketing, FAMs and special project pages on their website.  

For its part, Ensemble agents have access to online marketing 
tools, social media strategies and traditional print pieces, along 
with increasingly easier and more efficient booking engines; B2B 
platforms that offer more options for the clients and additional 
revenue opportunities for members. 

“We provide travel professionals with products and services 
that allow them access to knowledge and resources that help build 
relationships and drive value to their customers,” Pearlman says. 
“If the knowledge isn’t there, then products become commoditized 
and there will never be relationships, loyalty or repeat business.”

As for TLN, the organization’s Agent Profiler delivers new leads 
to members on a daily basis and includes writers who help agents 
improve their profiles, leading to more prospects.

GET PERSONAL
But selling travel isn’t all tech and tickets. And buying travel isn’t 
like buying socks; it’s an emotional experience (besides costing a 
lot more than basic hosiery). As such, it’s a good idea to get deeper 
into the sales experience. Trafalgar Canada, for example, has gone 
so far as to create a five-step “emotional selling technique” that’s 
based on appealing to a client’s “emotional and aspirational” needs 
rather than simply their budget. Get to know your client, urges 
Trafalgar. They’ll appreciate it, and you!

Please, madam,  
can I have some  
MORE?
How to build client loyalty and repeat business

Like the wisdom of the old proverb, “A bird in hand is worth two 
in the bush,” retaining clients and building repeat business is a 
smart and efficient way to ensure success.

CAREER DEVELOPMENT
By Michae l  Bag insk i

TAKE 5 
WITH FLEMMING FRI ISDAHL 

Pres ident  &  Founder, The Trave l  Agent  Next  Door

1. What  t ips  can you of fer  for  help ing to  bui ld  loyal ty  and 
repeat  business amongst  cl ients? 
It’s a combination of many key items and I believe it is the same no 
matter the business you are in:
�Value for money, whether your client is booking a one-star or 

five-star.
�Empathy: Everyone wants to have someone who is there for 

them no matter what, even when the answer is, ‘No, we cannot 
do this.’

�Consistency: Many agents don’t offer the same service over and 
over, no matter what the client is buying; give everyone the same 
service or don’t take them on.

�Honesty: Tell them how it is, no matter the news. Make it as 
positive as possible, but don’t BS them. Most of all, be yourself!

2. Do you focus more on ensur ing past  cl ients  return, or 
seeking new ones? 
Both. Clients by nature will drop off, move, they may pass away, 
have a bad experience with you, or simply stop travelling. So, 
you always need to be a sales person. But a great travel agent will 
always ask their customers for referrals and get them. 

3. Do you encourage your  members to  sol ic i t  organizat ions as 
wel l  as  indiv iduals , such as schools , clubs (sports , ar ts , e tc . ) , 
associat ions, etc .?
Yes, yes, yes! You work within your circle of influence and proudly 
go and ask, “How can I help?” People love to travel in groups as it 
gives them a sense of safety, and they particularly love to travel in 
groups to far away places that sell at a higher price point. But, most 
importantly, you offer things that OTAs cannot: knowledge and 
service!

4. Do your  agents  use e-mai l  or  socia l  media  (Facebook, 
Twit ter )  to  help  bui ld  a  fo l lowing and post  regular  news/
offers?
It is very important to use free media platforms to get the word 
out; and it is so easy if you have a little idea of how to do it. We 
train agents on how to use hash tags and how to post effectively 
on social media. All agents have their own personal website that 
allows them around 8,000 pages of content; they can post their own 
blogs and product.

5. Do you give  a  g i f t  to  returning cl ients  or  arrange something 
specia l  in  dest inat ion ( f lowers, bot t le  of  champagne, etc . )?
Everyone loves to get a huge thank you. The reality is, it does not 
have to be a lot; but, who does not like to receive a personal note 
from their travel agent?
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EXCLUSIVE SPONSORSHIPS AVAILABLE

An opportunity to get your product into the hands  
of affluent avid travellers.

 500 highly engaged subscribers!

EXPERIENCE THE WORLD EXCLUSIVE SPONSORSHIP

Each season subscribers receive your logo  
and product listing in:

1.  Postcard in Experience the World subscription box 
with product breakdown

2.  Full Page Experience the World ad in  
Canadian Traveller magazine

3. Facebook posts to Private Group

4. Video description in Unboxing Video

5.  Sponsorship recognition in all Experience the World 
social media promotion 

SPONSORSHIP COST $2500+ PRODUCT 

* Sponsorship will be waived with  
$15,000+ advertising package

** Advertiser to supply quantity  
of product to fulfill subscription list (est. at 500)

EACH SEASON EXPERIENCE THE WORLD 
SUBSCRIBERS RECEIVE:

  5-7 items that reflect the styles, tastes  
and decor of the featured destination

 Latest issue of Canadian Traveller magazine

  Fun, weekly challenges in the members-only 
Facebook Group designed to engage and  
inspire our members

Contact your Account Manager today  
to discuss sponsorship opportunities!

www.myPassionMedia.com
adsales@myPassionMedia.comPAGE 1 

S P O N S O R S

P R E S E N T S

A destination-themed subscription box of of specially curated 
items for curious and adventurous people who want to bring 
more of the world into their home and to inspire their next 
vacation. Delivered quarterly to 500 avid travellers each quarter.

View previous destinations &  
some of the products on PAGE 2

www.myPassionMedia.com
adsales@myPassionMedia.com
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BUNDLE 3
I LOVE  

CANADIANS 
includes:

8 eNewsletter ads  
(size 300x250)

150,000  
Online Banner Ads  
(Run of Network)

1 Month  
Trade Online  
Banner ads

1 Online  
Mini-Pillar  

Article  
(12-16 items)

3 Print Ads 
in publications  

of your choice –  
Canadian Traveller,  
Key Notes on Travel  
or Explore magazine

Cost is dependent on print ad size

 Full  -  $12,085 (value: $27,548)
 Half  -  $10,053 (value: $21,555)
 Third  -    $9,063 (value: $18,307)
 Sixth  -    $7,950 (value: $15,349)

BUNDLE 1
TRADE 

includes:

6 eNewsletter ads  
(size 300x250)

1 Month  
Trade Online  
Banner Ads

1 Online  
“How to Sell” Article  

(500-600 words)

1 Print Ad  
in Key Notes on Travel magazine

Cost is dependent on print ad size

 Full  -  $5,153 (value: $9,070)
 Half  -  $4,547 (value: $7,715)
 Third  -  $3,989 (value: $7055)
 Sixth  -  $3,497 (value: $6,113)

BUNDLE 2
CONSUMER 

includes:

4 eNewsletter ads 
(size 300x250)

100,000  
Online Banner Ads  
(Run of Network)

1 Online  
Storytelling Article  
(500-600 words)

1 Print Ad  
in Canadian Traveller magazine

Cost is dependent on print ad size

 Full  -  $4,989 (value: $10,214)
 Half  -  $4,500 (value: $8,645)
 Third  -  $3,950 (value: $7,351)
 Sixth  -  $3,359 (value: $7,343)

STORYTELLING  
BUNDLE PACKAGES 2019

My Passion Media, publishers of 
Canadian Traveller, Key Notes on Travel 
and Explore magazines, is pleased to 
offer Storytelling Bundle rates to our 
destination clients. 

We have created deeply discounted 
Storytelling Bundles in order to help our 
clients reach today’s diverse audience 
of print and online readers with a focus 
on storytelling content. Our content 
is consumer-written, from a Canadian 
perspective to inspire our readers to 
visit your destination. 

There is still the option to purchase a 
1x ad in any of our print publications, 
however we recommend considering 
a complete storytelling campaign that 
will truly maximize your reach and 
offer ADDED VALUE. Bundle cost is 
dependent upon the size of the print ad 
that you choose.
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Special  
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2018                  $8.95 
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SPECIAL
EDITION

CANADIAN

FROM
ROAD TRIPS  TO  

BEACH VACATIONS,
& EVERYTHING

IN BETWEEN

Top American  
Trips 2018

KEY 
NOTES 
on travel

STORYTELLING BUNDLES | 2019

A LA CARTE  
PRINT RATES

 Full Page  -  $4,000 
 Half Page  -  $2,800 
 Third Page  -  $2,000 
 Sixth Page  -  $1,450

TRADE
Key Notes on Travel

 Full Page  -  $3,295 
 Half Page  -  $2,275 
 Third Page  -  $1,770 
 Sixth Page  -  $1,035

JAMES MOHR
National Director, North America

jamesm@myPassionMedia.com
1-604-619-8281

www.myPassionMedia.com
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INFOGRAPHICS Data Visualization
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INFOGRAPHICS Data Visualization
Information graphics for the Ontario Ministry of Aboriginal Affairs

COMMUNICATION COORDINATION COOPERATION COLLABORATION

REASON FOR 
PARTNERSHIP

Specific Topic of 
Communication

Activity or Output Common Goal/Outcome Achieve Impact

PARTIES ARE Participants Members Partners Collaborators

ACTIVITIES  
PERFORMED  
TOGETHER

Information  
Sharing

Produce a  
Workplan

Produce a  
Strategic Plan

Produce a 
Comprehensive Plan

STRUCTURE OF 
PARTNERSHIP

How Often  
To Share Information

Clear Goals,  
Identify Resources

Mission Statement, 
Accountability,  
Identify Risks,  

Commit Resources

Vision, Mission, 
Objectives, Priorities, 
Policies, Governance, 

Administration,  
Use Resources

PARTNERSHIP MATURITY INDEX
LESS MATURE           MORE MATURE

Aboriginal Affairs and Northern Development Canada, Regional Operations Branch.  
“Performance Measurement Strategy: Urban Aboriginal Strategy 2013-2014”, pgs, 20-22.

April 2015
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Berries 
When it comes to brain food, you can’t beat berries, which are 
brimming with disease-fighting antioxidants. “Antioxidants are 
linked to brain function and development,” says Karie Cassell, a 
registered dietitian in Grande Prairie, Alta. A recent Harvard study 
found that women who ate several weekly servings of strawberries 
and blueberries delayed cognitive aging by more than two years. 
Researchers think it’s the powerful plant pigments (a.k.a. flavonoids) 
in berries that prevent brain-cell breakdown.

Walnuts 
Have a tough decision to make? A handful of walnuts may help. 
Researchers in Michigan studied students who snacked on half  
a cup of walnuts every day for eight weeks and found that the  
nut noshers performed better on critical-thinking tests involving 
inferential reasoning, or the ability to distinguish true from false. 
“These nutrient-dense nuts are not only full of antioxidants but also 
contain alpha-linolenic acid, a plant-based omega-3 that protects 
brain cells,” says Anar Allidina, a registered dietitian in Toronto. 

Gum 
Here’s something to chew on: sugarless gum freshens breath, 
relieves heartburn and may help you think faster. Several U.K. 
studies found that gum chewers were more alert and less anxious 
than non-chewers. One study also found that students scored 
better on an IQ test when they had gum in their mouths. If you’re 
picking up a pack, look for sugar-free flavours that contain xylitol,  
a natural sweetener that, in studies, has been shown to fight 
tooth-eroding bacteria.

milk
A daily dose of dairy may sharpen your reasoning skills and  
help you get straight As. Researchers at the University of Maine 
challenged 900 men and women with a series of brain tests.  
They discovered that people who drank milk or consumed other 
dairy products such as cheese at least once a day scored signifi-
cantly higher on the brain-function tests and were five times  
less likely to fail compared to non-milk drinkers.

CoFFee 
Good news for java junkies: three cups of coffee a day may  
help lessen memory loss and decrease the risk of dementia by  
65 percent. Researchers have found that even decaffeinated  
coffee may help stave off cognitive decline. Another reason  
not to feel guilty about your love of lattes: “Studies show that 
moderate coffee drinking may also reduce your risk of Parkinson’s 
disease, Type 2 diabetes and stroke,” says Allidina.

eGGs
It’s the yoke that counts, since that’s where the vitamin D is.  
A recent French study found that women who ate foods high  
in vitamin D reduced their risk of developing Alzheimer’s  
disease. “Vitamin D is also necessary for bone growth, immune 
function and reducing inflammation,” says Allidina. Not up  
for an omelette? Start the day with a tall glass of vitamin-D- 
fortified OJ instead.

Water 
Water is your brain’s best friend. There are many benefits to  
being properly hydrated; for instance, not only does water carry 
oxygen to all the cells in your body (brain included) but it may  
also help you remember important information during the day,  
says Allidina. A study in the European Journal of Nutrition shows 
that drinking water could help you perform valuable short-term 
memory feats, such as not forgetting people’s names two minutes 
after you’ve been introduced. 

salmon
Ah, omega-3s. These famed fatty acids are essential for helping  
lower blood pressure, prevent heart disease and reduce  
inflammation. As it turns out, they may help ward off dementia,  
too. The best way to get more omega-3s is from fish such as 
salmon, tuna and halibut, says Cassell. A recent study found  
that people who eat baked or broiled fish every week have  
more grey-matter volume, which is crucial for brain health.  
“If you aren’t a fish fan, flaxseeds, nuts and chia seeds can  
also increase your omega-3 levels,” says Cassell.

Whole Grains
“Studies show that starting the day with a healthy breakfast 
improves short-term memory and attention,” says Cassell. “Foods 
that top researchers’ brain-fuel lists include high-fibre whole grains.” 
These healthy carbs fuel your thinking and also increase levels of 
serotonin, the brain’s natural mood-lifting chemical. “Snacking on  
a slice of whole-grain bread, low-fat crackers and high-fibre bars may 
help sustain your brain, plus it will rev your metabolism and help with 
appetite control by making you feel fuller longer,” she says.

Green veGetaBles
A plateful of vegetables high in vitamin E might just be the ultimate 
mind meal. Studies show that both leafy green veggies and the 
cruciferous kind (think broccoli, cabbage and brussels sprouts)  
may slow memory decline and keep your mind focused. The folic 
acid found in these vegetables may be another factor: one study 
found that eating a diet high in folic acid (broccoli, spinach and 
green peas are good sources) for five weeks was associated with 
faster information processing and memory recall.
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D I S C O V E RN U T R I T I O N

Sure, you may feel fine, but 
somewhere in your body, 
something is inflamed. 
“Inflammation crops up constantly,” 

says Sacha Elliott, a Vancouver-based 
naturopathic doctor. “Wherever there’s 
tissue damage, an infection, toxins, irritants 
or even in the process of making cellular 
energy, your white blood cells spring into 
action and inflammation kicks in.” But 
sometimes your body’s natural defence 
mechanism gets a little overzealous, 
causing chronic inflammation that can 
contribute to everything from allergies and 
arthritis to heart disease and dementia.

While it’s important to see a doctor or  
a health practitioner to help you determine 
and, if possible, treat the underlying cause 
of any chronic inflammation, the right food 
can also help.

“Because more than about 70 percent of 
our immune-system cells are found in the 
lining of the digestive tract, you can deal 
with a lot of inflammation through diet,” 
says Julie Daniluk, a Toronto-based 
registered holistic nutritionist and the 
author of Meals that Heal Inflammation. 

“In general, eating foods that are fresh, 
decreasing your reliance on red meats and 
full-fat dairy and opting for more lean 
protein sources, as well as watching your 
refined-carbohydrate intake, will help with 
reducing inflammation,” says Anar Allidina, 
a registered dietitian in Toronto. Here are 
some key foods that may help fight 
inflammation and some to help prevent  
the problem in the first place.

No, you can’t get high from hemp 
seeds, but what you can get is  
a healthy dose of protein, fibre, 
omega-3s and manganese. A few 
studies have shown that manganese, 
a mighty mineral important for bone 
and brain health, may reduce joint 
paint caused by arthritis when taken 
with glucosamine and chondroitin. 
Hemp seeds are also highly 
flavourful. “I love the creaminess 
they add to shakes, stews and 
pureed soups,” says Daniluk. 

Nutrient-dense kale has a newfound coolness factor thanks to its 
high antioxidant content. “Dark leafy vegetables that contain large 
amounts of antioxidants help quench any inflammatory fire in 
your body,” says Elliott. “Antioxidants help repair the oxidative 
damage that inflammation is famous for.” And because kale  
isn’t as bitter as leafy greens, you can eat it in a variety of ways, 
including sliced for coleslaw, steamed and as a healthy addition  
to soup and sauces. “Using heat to cook kale will degrade some of 
the vitamins and phytonutrients,” adds Elliott, “so for full health 
benefits, cook it for a shorter time, if cooking is needed at all.”

Crack open a tin of these tiny fish for  
a hearty dose of the anti-inflammatory 
properties in omega-3 fatty acids.  
“The omega-3s found in fish oils may 
help lower the risk of heart disease, 
hypertension, autoimmune disorders, 
cancer and diabetes by altering the 
inflammatory process,” says Elliott.  
And researchers at the University of 
Pittsburgh found that fish oil was as 
effective as anti-inflammatory drugs for 
relieving arthritic neck and back pain. 
“I’ve learned to enjoy smaller fish, such 
as sardines and mackerel, because they 
have less toxicity than larger fish and 
contain more omega-3s,” says Daniluk.

Daniluk is a big fan of this versatile veggie; the bulb, 
stalks, leaves and seeds are all edible. “Anethole, a 
phytonutrient in fennel, may reduce inflammation.  
In studies, it has been linked to a reduction in the risk  
of cancer,” she says. The bulb is also high in vitamin C,  
an antioxidant that helps protect cells from the 
free-radical damage that can cause inflammation.

“Extra-virgin olive oil is loaded 
with polyphenols, which have 

properties that decrease 
inflammation,” says Allidina.  

For more on the benefits of olive 
oil, see Heart-y Fare (page 43).

Olive oil

Fennel

Cherry juicée

Kale

Sugar

Milk

Hemp seeds

Sardines

Bad news if you’re saddled with a sweet tooth. 
“Table sugar is one of most inflammatory 
foods you can eat,” says Daniluk. “Sugar and 
artificial sweeteners dampen the immune 
system and trigger inflammation.” She 
recommends switching to natural sweeteners, 
such as raw honey, which can be soothing for 
people with inflammatory bowel disease.

If you’re feeling bloated, you may need  
to back away from the bread. “Bloating 
could be a sign that grain is contributing  
to localized inflammation in your small 
intestine,” says Elliott. She advises those 
suffering from bloating to experiment  
by reducing or fully eliminating breads 
made from wheat for a trial period. Those 
who have a tough time digesting wheat 
products should try grains such as kasha, 
millet and brown or wild rice.

Wheat 

People who have to pop pills for arthritis 
pain or gout may be better off downing a 
glass of sour-cherry juice instead. A new 
study by researchers at Oregon Health and 
Science University in Portland found that 
women with inflammatory osteoarthritis 
reduced inflammation by drinking 
tart-cherry juice twice daily for three weeks. 
Another study found that runners who drank 
cherry juice for a week before and on the 
day of their race had less pain and 
inflammation after they crossed the finish 
line. Sour cherries contain anthocyanins, 
which are powerful antioxidants that block 
the production of the same enzymes as 
over-the-counter anti-inflammatory drugs 
such as ibuprofen block, says Elliott.Ph

ot
og

ra
ph

y,
 iS

to
ck

ph
ot

o.
co

m
.

If you have a lactose intolerance or an allergic response to  
milk, milk may contribute to inflammation, says Elliott.  
Allergic reactions may surface as skin rashes, acne, hives, 
breathing difficulties or constipation. Speak to your doctor 
about taking an allergy test if needed.
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Craft crawl

Breweries are popping up in 
neighbourhoods all over the city. 
And the outfits that started the 
city’s craft-beer boom are opening 
newer, bigger hubs, too. Take our 
crawl to sample the wares in a 
range of settings, from brewery 
tours to waterfront views to cozy 
pubs where rarities and one-offs 
are always flowing. 

BAR HOP 
391 King St. W.,  
barhopbar.com 
With 36 ever-
changing taps and two casks, this 
friendly hipster haunt serves up  
refined pub fare and curates the  
best beers from Ontario.

TRY: Sample a seasonal brew from  
Toronto’s Bellwoods, Left Field or 
Kensington breweries.

AMSTERDAM BREWHOUSE 
245 Queens Quay W., 

amsterdambrewhouse.com 
Take a seat on a Muskoka chair on the 

lakefront patio, order a pizza to soak up those 
suds, and gaze out at the Toronto Islands. This 
location holds a large brewpub, a small on-site craft 
brewery and a retail beer store. This fairly new brewpub 
was opened by Toronto’s original microbrewer. Tours 
and tastings three times daily on weekends. 

TRY: Testify Brett Pale Ale, refreshing and tart,  
made with a different type of hop every time.

From Steam Whistle, 
walk east on Bremner, 

go south on Lower 
Simcoe Street toward 

the lake, then walk  
west on Queens  

Quay to Amsterdam 
BrewHouse  

(a 10-minute walk). 

From LCBO, walk east  
on Front to Parliament, go south 

on Parliament to Mill Street,  
then walk east to The Distillery 

Historic District. Go south on 
Trinity, then east on Tank House 

Lane to Mill St. Brew Pub  
(a 15-minute walk).

Taste the city in five beers. Here’s where to sample  
some must-try local brews, plus a step-by-step  
guide to getting there by TTC or on foot. By Crystal Luxmore

STEAM WHISTLE 
BREWING
255 Bremner Blvd., 
steamwhistle.ca 
Housed in a former railway roundhouse, this 
indie brewer has been perfecting its Pilsner 
since 2000. Take a brewery tour to see how 
the barley gets from the sacks to the 
trademark green bottle. Tours start at $10, 
scheduled every half-hour daily; reserve online. 

TRY: Unfiltered Steam Whistle is Pilsner 
taken before the full process is completed. 
It’s a superfresh lager that’s only available 
at the brewery.

From Bar Hop, walk 
south on Spadina,  

then go east on 
Bremner, past the  

CN Tower, to Steam 
Whistle Brewing  

(a 15-minute walk).

THE BEER HALL AT  
MILL ST. BREW PUB 
21 Tank House Lane,  
beerhall.millstreetbrewpub.ca 
With two or more taps dedicated to 
Beer Hall-only brews, this modern take 
on a German beer hall also boasts one 
of the best patios and the biggest, 
juiciest duck wings in the city.

TRY: Hopfenschnaps. The Beer Hall is 
the only place in Canada that makes 
its own version of bierschnaps, a 
traditional German-style dry spirit 
distilled from beer.

ROUND 1

ROUND 3

C’EST WHAT? 
67 Front St. E., cestwhat.com
Serving nothing but craft beers 
and global pub grub, this cozy 
subterranean craft-beer hub has 
been in business for 26 years. It 
boasts 57 taps from breweries 
across Ontario and Quebec. 

TRY: Venture outside Toronto to 
try some killer ales from Ontario 
breweries such as Gravenhurst’s 
Sawdust City and Collingwood’s 
Side Launch.

ROUND 4 ROUND 5

ROUND 2

From Amsterdam 
BrewHouse, take the  
509 Harbourfront East 
streetcar and get off at 
Union Station. Walk east  
on Front to C’est What?  
(a 15-minute ride and walk).

The TTC 

 has a “Trip 

Planner” that can 

show you which  

route to take. ttc.ca

LCBO
87 Front St. E., lcbo.com 
This craft beer-rich liquor store is a great 
place to pick up a few souvenir bottles. 
Look for T.O.’s Junction Craft Brewing  
and Great Lakes Brewery selections. 

From C’est What? 
walk half a block east 
on Front to the LCBO 

(a five-minute walk).

QUICK 
STOP
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TA M E K A  W H A R T O N
SALES AND MARKETING MANAGER,  
ANTIGUA & BARBUDA TOURISM AUTHORITY

WITH DAILY PICTURES OF IDYLLIC POOLSIDE  
cabanas and pearly white beaches, there’s no denying 
that Tameka Wharton’s Facebook profile is a classic and 
veritable Caribbean love letter. 

Wharton’s page is all about destination education, and 
in addition to her unending feed of inspirational 

travel quotes and quips promoting Caribbean 
culture, Wharton offers her followers an 

invaluable supply of travel tools, including 
info on island weather, packing tips and 
Antigua and Barbuda promotional videos.

“Friends” of Wharton can find details 
on resort sales, property openings and 

niche-specific product training geared toward 
romance and wedding specialists. Wharton 

also posts on-the-road updates featuring industry 
pals, info sessions and trade shows, and tends to instigate 
professional dialogue with her agent network, posting 
questions such as “What’s your specialty?” and getting 
involved in the conver-sation herself.

www.facebook.com/profile 
php?id=100012946320081

T I M  M O R G A N
VP, TRAVEL PROFESSIONALS  
INTERNATIONAL (TPI)

AN ENTHUSIASTIC COLLECTION OF EXCITING EVENTS 
and familiar faces, Tim Morgan’s Facebook profile reads  
like a yearbook for the travel agent community’s movers  
and shakers.

A long-time advocate for travel advisor success,  
Morgan’s approachable and relatable profile reflects a 
constant appreciation for the world of travel while providing 
the resources on how to excel within the business. From his 
regular postings of top agent success stories to cheering 
on fellow TPI teammates, Morgan’s page is a one-stop-
shop for industry developments, events and colleague 

accomplishments.
Some of Morgan’s content has been repurposed 

or reposted for titles such as CT and The Globe and 
Mail, which can be found on his profile along with 
updates on trade-facing programs and incentives. 
He’s also never shy about lauding the growth 
of agent success in his posts, often inciting a 

certain feel-good professional engagement from 
his followers which brings the industry community’s 

supportive attitude into the digital world.

www.facebook.com/TPITimMorgan

S A R A H  S M I T H
BDM, CENTRAL CANADA,  
AIC HOTEL GROUP 

SARAH SMITH’S FACEBOOK PROFILE 
is one big, scrollable party, and everyone is 
invited. The business development manager for Hard Rock Hotels is always 
promoting her brand in some enviably cool way or another, but what’s even 
more impressive is how her wall is a testimony to her relationship with the 
travel community, often going beyond the Hard Rock glitz and glamour to 
reveal a very real dedication to agent partners.

Followers of Smith’s page can find information on Hard Rock events and 
property openings, product promotions and trade show appearances, and 
stay updated on Smith’s editorial interviews, famed agent FAM getaways 
and training session happy hours.

Smith is also the first to post useful agent-specific booking deals and 
contests, and is quick to respond to any queries in her comments, which 
can prove useful for agents who are on-the-go and need fast answers.

Warning: Following Smith may result in an urgent desire to start selling 
Hard Rock vacations.

www.facebook.com/SarahHardRockAIC

AS THE TRAVEL BUSINESS CONTINUES TO GROW AT TOP SPEED, 
it’s more important than ever to stay on top of your game. Digital 
networking on platforms like Facebook is a way to connect with like-
minded professionals, and the right list of “friends” can mean having 
useful product updates, promotional news and even motivational 
boosts delivered right to your daily feed. 

We’ve rounded-up some industry pros who have mastered the art of 
mixing business with social media, so you know who to follow and 
perhaps even learn a thing or two from for your own online musings.

P H I L I P  R O S E
REGIONAL DIRECTOR - CANADA,  
JAMAICA TOURIST BOARD

FOR TRAVEL PROFESSIONALS WHO LIKE A 
dose of realism with their daily Facebook 
feed, there’s the page of Philip Rose. The 
informative, oft-plainspoken regional 
director for the Jamaica Tourist Board 
can always be counted on for an upfront 
insight on the Caribbean destination, 
along with weather news, travel tips and 
tourism updates. 

Rose’s page is also a useful spot to learn 
about interesting trade events, new properties 
and attractions, along with clever reasons why Jamaica 
is the best place to enjoy an escape from Canada’s 
relentless winters. An ardent promoter of all things 
Jamaican, Rose uses his profile as a means to candidly 
connect with agents on everything from luxury travel to 
in-destination charity work and why Jamaica is the only 
island worth visiting.

www.facebook.com/philiprose.ja

S H A L E N E  D U D L E Y
DESTINATION WEDDING SPECIALIST, 
LATITUDE CONCIERGE TRAVELS

A CERTIFIED ROMANCE AND DESTINATION 
wedding specialist for Canadian couples, Shalene 
Dudley’s profile is everything a travel advisor’s social 
media page should be, with valuable information on 
new properties and promotions as well as reposts 
and personal thoughts on travel concerns such as 
Zika and the Canadian dollar. She’s also an active 
industry participant, posting from nearly every big 
trade event in the Greater Toronto Area, making hers 
a good page to follow for updates on where to be 
and when.

Dudley’s page has some excellent examples 
of how to creatively engage with clients as well; 
she communicates directly with customers in her 
comments section, and routinely sees clients off at 
the airport in-person, posting live for all to see. Best 
of all, Dudley’s posts are thoughtful and targeted, 
proof positive that when social media is done 
correctly, less is always more.

www.facebook.com/SNDudley

D I A N A  W I N T E R S
BDM, PALACE RESORTS  

DIANA WINTERS IS CONSTANTLY SNAPPING SHOTS 
of her Palace Resorts escapades with co-workers and 
agents; she posts updates on product offers, video 
streams her FAM trips, and conducts both in-person 
and remote Q&A sessions with agents in real-time 
using Facebook Live.

Winters also loves putting her travel advisor 
partners on a pedestal, posting shout-outs to big bookers, 
interviewing agents on their product experiences at trade shows, 
and creates a very reciprocal feeling of community – all online.

The BDM’s profile is also an excellent resource for all things Palace 
Resorts. She goes to great lengths to feature all sides of the Palace 
experience, including spotlighting impressive property staff, unique 
dining experiences, and relays valuable information from her own 
training sessions for her followers.

www.facebook.com/dianawinters.bdm

WHO ARE YOUR  
FAVOURITE TRAVEL INDUSTRY  

PEERS TO FOLLOW ON FACEBOOK? 
Send us a note to let us know, and they  

could be featured on CanadianTraveller.net!  

terrilynk@mypassionmedia.com.

6    travel professionals  
      you should be following  
       on Facebook

Looking  
ahead to 2o17

EARLY INDICATIONS SHOW 2017 AS A BANNER YEAR ACROSS ALL TRAVEL 
segments, according to the results of an Ensemble Insights Survey; in fact,  

62 per cent of respondents expect sales to increase for overall bookings.  
The questionnaire, conducted by Ensemble Travel Group in September, reflects  
the input of nearly 200 members across the U.S. and Canada. Here are a few  

key take-aways looking to the year ahead compared to 2016:

LAND
 

61%  
see land bookings  

increasing for 2017.

The largest gains are reported with  
FITs at 57%, groups at 26%  
and escorted tours at 17%.

20   DECEMBER 2016      CanadianTraveller.net

CRUISE
 

65% 
expect bookings to increase.

 49%  
forecast an increase in  
river cruise bookings.

WHAT PRODUCT  
GENERATES THE MOST  

CUSTOMER LOYALTY?

66%
Cruising

17%
Air

11%
Tour

6% Hotel

42% indicate the premium segment  
to have the largest gain, followed by  

30% in the contemporary segment and 
28% in luxury.

42%
premium

30%
contemporary

28%
luxury

57%
FITs

17%
tours

26%
groups

EUROPE

Europe is rebounding  
next year for  

46%  
of respondents. 

Other than traditional  
favourites (such as Paris and Rome), 

Croatia, Iceland, and Ireland were  
chosen from a list of international 

destinations as places in which clients are 
showing a new or renewed interest.

TRAVEL INSURANCE

 65%  
forecast an increase  

in travel insurance bookings.

THE TOP TWO REASONS  
FOR PURCHASING TRAVEL INSURANCE 

61%
General medical  

concerns/accident-illness.  

36%
Older age of traveller  

or companion.  
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Maintain eye contact
But don’t be a freak about it – it’s not a 
staring contest, tough guy. You just want to 
show them that you’re engaged and listening. 
You want to connect, and if you’re talking to 
the floor, that’s going to be difficult.

Relax (a little)
Not that it’s a bad thing to be a little nervous. 
This is big stuff, and a little nervousness shows 
them that you’re taking it seriously. But you 
don’t want to be so nervous that it becomes 
uncomfortable for everybody else in the room. 
So take a breath.

Be comfortable
Sure, you have to dress appropriately, but if you spend 
all your time thinking about how much that collar is biting 
into your neck, it’s going to show.

Sit up straight
You’re not on the couch at home, and 
slouching in the chair will make them think 
you’re bored or uninterested.  
One trick I use is to never let my back actually 
touch the chair. It can be a little much if it’s a 
long interview, but in the short term, it keeps 
me on point.

Be confident
Obviously you’ve got something they’re looking 
for, or you wouldn’t even have made it to the 
interview. So be confident, not cocky. You never 
know how long the line behind you is.

Sit still
Save the drum solos for the stage, rockstar. 
If you’re tapping your toes or fingers, or 
mindlessly clicking a pen, they’re going to think 
you have all the focus of an over-caffeinated 
ferret. So plant your feet, put your hands 
together, and don’t fidget!

Remember to...
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15-year-old Janet Finley is a girl that everyone wants 
to be around. Socially, she floats effortlessly between 
groups, both academic and athletic. It seems that 
nothing can faze her. Nothing except the discovery that 
she’s an ALIEN! Now, given Janet’s new reality, all bets 
are off. In fact, if she uses her alien powers wisely, she 
may be able to make her high school experience even 
more fun than before.

Janet Finley

Janet Finley 
seems like your 
typical 15 year old 
girl: strong-willed, witty, 
and constantly at war with 
her younger brother Stevie. But, a 
few days before Janet’s 15th birthday, a strange 
boy named Bean walks into her life and delivers 
some shocking news that turns her world upside 
down… Janet is an alien! 

JANET FROM ANOTHER PLANET is a hilarious 
new series that follows Janet as she discovers 
how to deal with an ever-growing laundry list 
of quirks and powers, all the while keeping her 
secret from her friends and family. The arrival 

of Bean, the quirky 
extraterrestrial from 

Planet Xograb, makes 
this much harder than she 

ever imagined. 

Bean reveals to Janet that she is actually an 
alien Princess, and he has come to Earth to 
bring her back to her home planet of Xograb.  
Unfortunately, after a slight mishap with Bean’s 
spaceship, he is now stranded on Earth! A true 
fish out of water, Bean may be charming, but his 
shocking misinterpretations of human customs 
are a constant source of embarrassment for 
Janet. Plus, his misguided use of his own powers 
constantly threatens to blow her cover!

Dasha (15) is the self-righteous school gossip and major 
do-gooder. Along with her minions (“The Dashettes”), Dasha 

always speaks out against a perceived injustice, no matter 
how small or ridiculous. While Janet never cared much about 

her before, Dasha now represents a legitimate threat to 
Janet’s secret, which means Janet will have to use some of 

her alien powers to try and keep this nosey parker at bay.

Dasha (and the Dashettes)

Stevie Finley (13) is Janet’s younger brother. A social media 
junkie, Stevie’s life revolves around pulling skateboard 
tricks to get hits on his MyTube page. Never looking before 
he leaps, Stevie lives on the edge…which usually gets him 
in trouble. Janet has sworn him to secrecy regarding her 
alien-ness, but Stevie’s constantly trying to convince Janet 
to upload cool alien pics on the web. And she’s constantly 
trying to keep his big mouth shut!

Stevie Finley

Janet’s 
School

Bean Stringfield (15) has arrived from Janet’s home planet of 
Xograb to act as her mentor and guardian. He’s got a big heart 
and the noblest of intentions, but Bean is incredibly clueless 
when it comes to acting human! As much as Bean drives Janet 
crazy, they’re in this together. And Bean is still the most lovable 
Xograbian Janet’s ever met.

Bean

Janet and Kat Crespo (15) have been best friends 
since the 1st grade, and Kat is as loyal as they 

come. Unfortunately, this makes it really hard for 
Janet to hide her alien-ness from her! Kat is a self-

proclaimed relationship guru, and thinks she knows 
everything about the opposite sex. She’s also never 

shy about dispensing advice – especially if it’s 
unsolicited! But, Kat means well and when push 

comes to shove, always has Janet’s back.

Kat

Luca Lovritch (15) is Janet’s crush. A gifted artist and 
musician, they would seem to be a match made in heaven, 
except for one problem. Whenever Luca so much as smiles 
at Janet, crazy alien things start to happen! Whether it’s 
hot-iron hands or electro-static hair, Luca’s mere presence 
brings out the worst of Janet’s alien powers. Until Janet 
can learn to rein them in, these star-crossed lovers may 
never get together!

Luca

Janet’s 
House

Noah Greenbaum (13) is one of Stevie’s best friends. Being 
that Noah is usually the top student in his class and Steve is 

usually the bottom, they make a decidedly odd pair. But Noah 
likes having Stevie around to make him feel all that much 
smarter. And Stevie likes hanging with Noah because he 

figures some of Noah’s smarts might rub off on him.

Noah

“Can You Hear Me Now?”
Thinking she has her powers under control, Janet is determined to go on 
a second date with Luca. But it proves to be much more difficult than she 
imagined when nearby cell phones “interfere” with Janet’s Xograbian brain 
waves and make her say strange things. Meanwhile, Stevie teaches Bean the 
art of pulling practical jokes. Thinking it’s great, Bean tries his hand – and 
inadvertently turns Dasha into a zombie. Just when Janet is finally making 
headway with Luca, she has to duck out to help save Dasha. But it won’t be 
easy. If Dasha remains in her zombified state for more than one hour, the effects 
will be irreversible and her brain will be fried forever. And, more importantly, if 
Janet leaves Luca sitting by himself for too long, their date will be ruined!

“Heavy Handed”
When Janet tries sushi for the first time, she experiences an odd allergic 
reaction, causing her hands to swell to FIVE TIMES their normal size. Bean 
can’t believe her foolishness, since everyone knows Xograbians are allergic 
to sushi! Meanwhile, Janet can’t believe her bad luck, since she has a softball 
game that afternoon! So, while Janet scrambles to come up with creative ways 
to conceal her puffy hands, Bean frantically works on an antidote. To do this, 
Bean enlists Stevie’s help, sending him to obtain a test subject -- the earth 
creature whose digestive system bears the closest resemblance to that of a 
Xograbian – a frog! Janet is starting to panic, but Bean and Stevie assure her 
that everything will be fine. What could possibly go wrong?

“What Might Have Bean”
Maya is the new girl at school and she’s only got eyes for… Bean! 
Thinking it’s cute (and relieved to have Bean’s attention diverted away 
from her), Janet encourages Bean to ask Maya out. With Kat’s help 
(thinking Bean is an exchange student), Janet gives Bean a crash course 
on the “local” customs for dating. But, once the date begins, Bean 
discovers that Maya is actually an alien he dated – and dumped – 762 
years ago! Now Maya has tracked Bean down and intends to embark 
on revenge! Meanwhile, Stevie’s curiosity gets the better of him when 
he opens a mysterious package at the house addressed to Bean and 
unwillingly unleashes a strange space pet. 

23 Fraser Ave, Toronto, ON M6K 1Y7
Tel: (416) 530-9900    9story.com

Audience: Tweens
Genre: Comedy

Format: Live Action
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How much good could a woodchuck  
do if a woodchuck could kung Fu?  

…not much!

Woodchuck brothers Dilweed and Fungus have devoted 
their lives to protecting the bustling woodland city 
of Ding-a-Ling Springs and its citizens using their 

imaginary “kung fu” skills. It was during a late 
night TV infomercial marathon that their lives were 
forever changed when they ordered mega legend 
WoodChuck Morris’ mullet-fueled motivational 
kung-fu video “The Way of the Chuck!” 
 
After watching the tape two and a half times, 
the woodchucks strapped on their “free with 
purchase” fake kung-fu belts of justice and 
transmorph-ified into THE NUMB CHUCKS! 

Following the motto “What would WoodChuck 
Morris do?” these fur covered brothers made 
it their mission to become as awesome at life 
as their kung fu mentor!
 
Whether they’re sloppily in pursuit of the 

infamous pot hole bandit, or “helping” their 
neighbor Hooves by trimming his hedges with 
their fists, everything the Chucks do is peppered 
with a spicy kung fu flavor. With an endless 
supply of confidence but a limited supply of 
knowledge, this dimwitted duo fumble their way 
through life’s absurd adventures with hands a 
blur and feet a flyin’! 

Get ready  
Ding-a-Ling Springs, 
youre about to be 
Numb-Chucked!

Numb Chucks is a fast 
paced comedy about two 
half-witted woodchuck 
vigilantes, Dilweed and 
Fungus, who use their 
non-existent kung-fu 
skills to protect (and make 
awesome!) the lives of all 
the citizens in Ding-a-Ling 
Springs… whether they 
need it or not!

SYNOPSIS

Fungus
Fungus is a lovable, hyperactive attention-seeking showboat who is very trusting of 
everyone, especially brother Dilweed. This power pack of enthusiasm gets pumped up 
at the drop of a hat - then he trips and stumbles head first into DANGER! When he isn’t 
accidentally inflicting pain upon himself, he’s compulsively gnawing on anything and 
everything but his annoying habit can sometimes make a bad situation worse. 

WoodChuck Morris
Legendary 80’s kung-fu motivational dynamo Woodchuck Morris is 
everything the Numb Chucks try to be – charismatic, black belted 
and mustached. Although he is only ever seen on the brothers’ TV, 
this over-confident manly man’s teachings play back in their minds to 
aid them in their daily dilemmas.

Buford G. Butternut
Buford is a brainy arrogant sheep who lives with his grandmother, but they 
tend to get along like an old bickering couple. Having the Numb Chucks next 
door causes him daily frustration as Grandma treats them like the grandsons 
she always wanted. Buford’s envy drives him to spend every waking hour 
plotting to expose Dilweed and Fungus for the simpletons they are.

Grandma Butternut
Grandma Butternut is Buford’s grandmother and the Numb Chucks oldest and only fan. Whether 
she’s painting another portrait of them, or knitting them socks with wool from Buford’s back, she 
always gushes with affection over their awesomeness. She is sweet and generous with everyone - 
except with her own lazy grandson whom she thinks is a nincompoop.

Quills
Quills is a feisty, full figured porcupine and the owner of Muffin Tops - Ding-a-
Ling Springs’ finest bakery. She can turn heads with her sass but be careful 
of her temper or you’ll be pulling quills out of your butter tarts. The Numb 
Chucks have a bit of a competitive crush on her (which they deny) - she loves 
the attention and isn’t shy to use their affections to get a few chores done.

Hooves
Rupert Vanderhooves III (Hooves for short) is the Numb Chucks’ posh and uptight 
neighbor. As much as he tries to ignore the Chucks’ shenanigans, this obsessively 
tidy Dutch moose is conscious of their every move. Hooves spends every day trying 
to maintain his perfectly manicured lifestyle and avoiding his disruptive neighbors.

Dilweed
Dilweed is the self proclaimed “brains” of the Numb Chucks. This buck toothed justice bringer 
approaches everything with a know-it-all attitude but actually often misinterprets what’s really 
going on. At his core, Dilweed is a fun-loving, happy-go-lucky woodchuck with a zest for life 
and an even bigger zest for yodeling.

CHARACTERS
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 Bundle up for the  
coolest play date ever!

SONNY is a curious and thoughtful bright-eyed six year-old boy. 
SKY is a tickle-and-tumble, carefree young polar bear. 
These polar opposites have a special bond that’s strengthened by the fact that they’re 
both learning about the world and what it means to be friends. Together, they are  
always eager to go on exciting journeys through their enchanted Arctic world in their  
sled, The Mushmobile. 
Along with their polar pal friends, they explore their surroundings amidst a magical world 
of glistening glaciers and vast tundra. Through these experiences they embrace every new 
adventure while learning the meaning of friendship and teamwork.
And with each new adventure, Sonny and Sky are sure to have the coolest  play date ever!

SONNY is a sunny side up, 
optimistic six-year-old who has a BIG 
imagination. He is a natural leader 
who is great at tackling problems, but 
at times his imagination can get the  
best of him. In those moments when  
Sonny is scared or uncertain, he’s lucky to  
have his best friend Sky there for support  
and encouragement.

SKY is a rambunctious six-year-old polar bear with a 
heart bigger than any iceberg. He is always up for trying 
something new, and is as softhearted as they come. Sky tends 
to be a bit clumsy and has a knack for getting himself into a 
“polar pickle”... but his heart is always in the right place, even 
if his paws aren’t.

CHARACTERS

SYNOPSIS

GRANDPA is Sonny’s kindhearted grandfather and 
the owner of Beluga Bay’s Nice ‘n’ Icy store. He is the 
glue that holds the community together – providing 
service, helping others, and caring for Sonny, Sky, and 
all of the creatures of the Arctic.  Grandpa knows when 
to let Sonny and Sky figure things out for themselves, 
while still keeping a watchful eye over this bumbling, 
enthusiastic pair of adventurers.

CRUMBLE the ARCTIC FOX is the youngest of the 
polar pals. Crumble is sweet and shy and sometimes 
struggles to come out of her shell. Crumble and 
Sonny have a special, thoughtful relationship – he 
encourages Crumble to try new things and when the 
little fox puts aside her fears, she blossoms.

SNOWBALL the ARCTIC HARE is bouncy, happy-
go-lucky and loves pal-ing around and telling jokes. 
He enjoys making others smile and giggle, and will do 
anything to cheer up a friend – including standing on 
his head or thumping out a silly song with his feet.

HARPER  the SEAL is a born entertainer 
with a flair for the dramatic. She can sing, 
dance, do acrobatics and is always happiest 
when she’s the centre of attention. This 
triple-threat seal loves to perform, and 
sometimes forgets she needs to share the 
stage and spotlight with the others.

KOKO the CARIBOU is wide-eyed and up for any adventure. 
It’s hard being the smallest caribou, and Koko wishes he was 
taller, faster, and had BIGGER antlers like his older siblings. But 
as impatient as he is to grow up, Koko is also good at ‘being in 
the moment’, and having fun with friends.

HOPE is new to the town of Beluga Bay. Her 
mom is a scientist who travels back and forth 
from the North to the South. While Hope shares 
many of her Mom’s scientific interests, she doesn’t 
know much about the Arctic... so she’s thrilled to 
have Sonny and Sky show her the ropes.A young boy and his polar bear best friend explore their 

enchanted Arctic world, making discoveries and solving 
everyday problems with creativity, humour and positivity!
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Joe Maroni (15) The Only Son
Self-deprecating, insecure and awkward, Joe is the kind of kid you want 
to see when you open the door to meet your daughter’s prom date. 
Problem is you wouldn’t see him…because Joe would have hemmed 
and hawed too long before asking her and missed his window. Joe 
is attractive in that ‘wait a few years’ kind of way. He’s also funny and 
charming. At least he thinks so when he locks himself up in the bath-
room testing standup into his iPhone camera. Joe hopes to one day 
realize his dream of becoming a world-famous stand-up comic… but 
Bruno has big plans for him, and those plans do not involve making a 
spectacle of himself at some sweat-soaked open mic night. Joe would love 
to have a girlfriend but doesn’t know how to act around girls he’s not related 
to – other than cracking jokes that sometimes has them scratching their heads. 
The only girl who gets Joe’s jokes is his best friend, Keisha whom he’s known since 
their sandbox days. She and Joe bonded the first time Joe fell in the chemical tank and Keisha helped 
fish him out. The second time was when she pushed him in as retaliation for sticking gum in her hair.

The patriarch of the Maroni family, Bruno left Italy two 
decades ago with a suitcase and a dream; to own land 

and grow things on it. When he saw the sun-kissed 
Niagara peninsula, he knew he had found a place 

to build his legacy. He chose to grow peaches 
over grapes because when he met his wife, she 
was eating a peach. Bruno bulldozes through 
life with a vibrato that rivals Pavarotti. As a 
farmer, Bruno runs things his way. A “man-
ly-man”, he is known to mix chemicals with 
his bare arm, and is not above stripping 
down to his skivvies to clear a clogged ditch 
pipe – all the while dragging his son Joe 

along with him. Fiercely protective of his 
family and staff, Bruno will mow anyone down 

who messes with his family or his peaches. He 
adores his wife Mary, (he’s also a little terrified of 
her) and his daughters have him wrapped around 

their little fingers. But his son Joe is another 
story. Bruno is tough on Joe because he just 

wants the best for him. “The best” means 
becoming a carbon copy of Bruno. The 
way Bruno sees it, Joe needs to learn the 
family business from the ground up. He 
refuses to coddle the boy, or give him 
breaks, or even much of a paycheck. Still, 
Bruno is loyal to a fault and has moments 

of vulnerability… like the time he hired 
the blind “Mennonite” fruit-picker who 

stole his truck.

Mary Maroni (42) The Mom
Born in Findochty, Scotland, Mary has a sunny, yet sardon-
ic demeanor. A devoted Catholic, Mary has a tendency 
to rely on her faith… mainly when it’s convenient.  Mary 
appears to have misread the part of the bible that said 
“judge not” and just read “judge”. She can eviscerate 

anyone with a cutting remark delivered in her sweet-sound-
ing Scottish lilt.  Mary is the only person who can stand up 

to Bruno and doesn’t hesitate to point out his flaws in front of 
large groups of people. It’s not that Mary’s mean, she’s just… a 

straight shooter. She’d rather tell her son Joe his nose is too big for 
his face than let him walk around with delusions of handsomeness. As for 

her other kids, Mary is convinced Valentina is destined for ruin and doesn’t know 
what to do with frenetic little Gracie, whose constant need for attention grates on her nerves.  Mary works 
at the Niagara-on-the-Lake City Hall for the town’s skirt-chasing, martini-swilling thrice-divorced Mayor. You 
would think pious Mary would despise every aspect of the man she works for, but with Mary, loyalty trumps 
disapproval. Besides if she didn’t schedule his golf tee-off time, followed by a grape-grower’s lunch, the 
3pm motel tryst with his mistress, and his annual “Chamber of Commerce” trip to Las Vegas, who would? 
It’s not her place to judge her boss… She saves that for her husband, kids, orchard staff, and the rest of the 
human race.

CHARACTERSPeach
FUZZ

5

Bruno Maroni (46) The Dad

Peach
FUZZ

CONCEPT FOR A HALF-HOUR

COMEDY SERIES
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DOBER-MAN is…
Here to save you. You’re welcome. His cover name, “Mr. Jelly 

Beans”, was given to him by his owner, Stephanie. We say cover 
name because by day he’s a dog, but by night… still a dog. He’s 

always a dog. That doesn’t change. This isn’t Transform-
ers! Dober-Man sees himself as an old-fashioned righter of 
wrongs, a classic hero who eats his Alpo shaken, not stirred. 

Make no mistake; Dober-Man solves the case. Even though 
it’s usually by accident or thanks to his partner 
Pigeon, Dober-Man never fails to congratu-

late himself on a job well done. 

PIGEON is…
A bird of few words. One actually. <COO> That’s pretty 
much all you’re going to hear from this city bird’s beak 
but trust us, when the chips are down Pigeon will 
eat them. Give your head a shake; birds eat chips! 

But after eating those chips she’ll help turn Dober-
Man’s plan into something that actually works. 

This is the story of a crime-fighting do-gooder, determined to clean up the condo 
complex of Sunnynook Corners that he calls home! He’s an old-fashioned righter of wrongs, a classic 
hero, a James Bond that can lick his own privates. It’s almost like Austin Powers and Adam West’s 
Batman had a baby… and that baby was a dog. Yes, science is fascinating! With help from his loyal 
sidekick Pigeon (who proves that a simple <COO> is worth a thousand words), his go-to informant 
Benny (the organic trash eating, neat freak rat), and his sometimes nemesis Clawdette, (who like any 
cat, is purring one minute then clawing your eyes out the next. Be honest, y’ever met a cat you can 
trust?) every adventure has the potential to go horribly, horribly wrong. No matter how insignificant 
the case—be it encroaching bedbugs, the arrival of an unknown dog walker, or a missing squeaky 
toy—it is the most serious thing they have ever encountered. Lives are at stake, people! This much is 
guaranteed: they’re going to make things worse before they make things better. 

Dober-Man is a crime-f ighting 
caped canine, determined to clean 
up the city with a pooper-scooper 
of righteousness! With his sidekick 
Pigeon at his side, there’s no crime 
so small they can’t turn it into the 

biggest case of their lives.

PAULINA is…
The Superintendent of Sunnynook Corners. Dober-Man, Pigeon, Feralina and Benny need 
to scramble when Paulina’s on the prowl because she HATES all animals. She’s a bossy 
woman whose one goal in life is to enforce the rule that every single furry, feathered, or 
scaly creature in the complex must be on a leash.

SIMON THE RACCOON   

This guy never misses garbage day and never backs down from a fight. He often refers 
to himself in the 3rd person so he can say cool things like: “Simon says… ATTACK!”

NUTSO THE SQUIRREL She has buried acorns all over the property 
and trusts no one. Armed with a 10th grade chemistry book, a determination to rule the 
world, and possibly rabies…  things are about to get hella-real.

FLUFFY THE ARMADILLO He’s not evil, that’s 
just the way he rolls. And roll he does! He makes a mess of Dogtham Corners, causing 
Paulina to blame the pets even more. Dober-Man has no idea what breed of dog Fluffy 
is, but he does know that he’s in serious need of moisturizer!

CLAWDETTE is… 
An overly spoiled cat who was rescued by her owner from a dumpster as a kitten. 
Now she only drinks milk from finest crystal saucers and strongly attempts to hide 
back alley roots. She does slip from time to time and reverts to her street cat ways. 

Is she friend or is she foe? Not even Feralina can be sure. Feralina is well aware of her 
powers over Dober-Man but is less than thrilled that he might have a little power over 
her as well. 

the arch-villians

BENNY is… 
If Pigeon is Dober-Man’s eye in the sky then Benny is his ear to the ground, literally. Except not 
literally because the ground is dirty and Benny is a bit germophobic. Yep, he’s an ultra-
clean rat who only eats organic garbage. He’s also Dober-Man’s go-to guy for pretty much 
anything and a purveyor of information. His ability to travel through all of the townhouses 
via the vents, windows, door cracks, etc, keeps him in the know. He’s aware that his information is 
valuable, hence his catch phrase: “…but first… you must do something for me.”

NARRATOR is… 
The classic voiceover all worthy superheroes seem to have. And while most narrators are never 
seen, ours is. He may be hard to see but he’s always there, on every adventure, because 
he’s a flea hidden in Dober-Man’s fur. We just snap-zoom in to find him lounging willy-nilly, 
holding his Bob Barker microphone and helping us advance our story or ask a question that 
no one is thinking. “Will Dober-Man get his snout out of the peanut butter jar? And seriously, 
who buys crunchy anymore?”

DOBER-MAN is…
Here to save you. You’re welcome. His cover name, “Mr. Jelly 

Beans”, was given to him by his owner, Stephanie. We say cover 
name because by day he’s a dog, but by night… still a dog. He’s 

always a dog. That doesn’t change. This isn’t Transform-
ers! Dober-Man sees himself as an old-fashioned righter of 
wrongs, a classic hero who eats his Alpo shaken, not stirred. 

Make no mistake; Dober-Man solves the case. Even though 
it’s usually by accident or thanks to his partner 
Pigeon, Dober-Man never fails to congratu-

late himself on a job well done. 

PIGEON is…
A bird of few words. One actually. <COO> That’s pretty 
much all you’re going to hear from this city bird’s beak 
but trust us, when the chips are down Pigeon will 
eat them. Give your head a shake; birds eat chips! 

But after eating those chips she’ll help turn Dober-
Man’s plan into something that actually works. 

This is the story of a crime-fighting do-gooder, determined to clean up the condo 
complex of Sunnynook Corners that he calls home! He’s an old-fashioned righter of wrongs, a classic 
hero, a James Bond that can lick his own privates. It’s almost like Austin Powers and Adam West’s 
Batman had a baby… and that baby was a dog. Yes, science is fascinating! With help from his loyal 
sidekick Pigeon (who proves that a simple <COO> is worth a thousand words), his go-to informant 
Benny (the organic trash eating, neat freak rat), and his sometimes nemesis Clawdette, (who like any 
cat, is purring one minute then clawing your eyes out the next. Be honest, y’ever met a cat you can 
trust?) every adventure has the potential to go horribly, horribly wrong. No matter how insignificant 
the case—be it encroaching bedbugs, the arrival of an unknown dog walker, or a missing squeaky 
toy—it is the most serious thing they have ever encountered. Lives are at stake, people! This much is 
guaranteed: they’re going to make things worse before they make things better. 

Dober-Man is a crime-f ighting 
caped canine, determined to clean 
up the city with a pooper-scooper 
of righteousness! With his sidekick 
Pigeon at his side, there’s no crime 
so small they can’t turn it into the 

biggest case of their lives.
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THE CHARACTERS
HOUSEMAID. The new girl at Secret Lake 
Resort. Hopeful. Talented. Determined.  
ABBY used to know where she stood in life, 
but her mother’s death changed everything. 
It meant leaving the only life Abby 
knew. Suddenly she had to move in 
with her godmother in the small town of 
Devon. She had to change schools and 
she developed panic attacks she takes 
great pains to hide. She is envious of 
people with parents. But don’t mistake 
her anxiety for weakness; Abby can hold 
her own. Now Abby is desperate for a 
better life. She plays ukulele, writes her 
own songs and sings. Her singular goal 
is to perform at the resort’s legendary 
dinner theatre, but on her first day, 
disaster strikes. Resort heiress, REESE 
SOKOLOFF, identifies Abby’s unstudied 
beauty and husky voice as a threat. And 
when Abby catches Reese’s boyfriend’s 
eye—Abby’s job is doomed. 

THE SETTING 
Evocative stone and log-framed SECRET LAKE 
RESORT sprawls across Secret Lake’s northern shore. 
Outdoors, the staffers work the pools, gardens, tennis 
courts, golf course and waterfront with boathouse. 
Indoors, the guest rooms, kitchen, dining room and 
lobby. Amongst towering pines, staffers show off 
at DIVING ROCK, which boasts a 30-foot drop, a 
spectacular view of the lake and, at night, the perfect 
place for a first kiss.

Boys’ and girls’ quarters are separate wings of 
THE DORM, with a common room between. Head 
Housekeeper Fitz’s apartment is below, but that 
doesn’t stop anyone from sneaking out after curfew. 
Standing sets where the kids hang out include; the 
riverside DEVON GAZEBO in town, and the DEVON 
ARCADE, with snack bar and retro games like classic 

PacMan, and super creepy “Zando, 
the All-Nowing,” the typo-ridden 
fortune-telling machine.

5

abby’s Secret:  
One so huge, even Abby won’t know 
it for several seasons. MICHAEL 
SOKOLOFF, the resort owner, is her real 
father. Which means Abby is a Sokoloff 
just like Reese and Taryn, and entitled to 
her share of the Sokoloff family fortune… 
and Secret Lake Resort.  

Abby (16)

THE TOWNIES

 

  secret Lake

 created by bestselling author Tish Cohen

every summer has a story

SECRET LAKE iiss  aa  hhaallff--hhoouurr  mmooddeerrnn  tteeeenn  ssooaapp  
tthhaatt  ffoolllloowwss  tthhee  ttrriiuummpphhss  aanndd  hheeaarrttaacchheess  ooff  
tteeeennaaggeerrss  ffrroomm  vveerryy  ddiiffffeerreenntt  wwoorrllddss  wwoorrkkiinngg  
ssuummmmeerr  jjoobbss  aatt  aann  eexxcclluussiivvee  llaakkeessiiddee  rreessoorrtt——
wwhheerree  eevveerryyoonnee  hhaass  aa  sseeccrreett..  
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The maestro of paranormal 
storytelling, Stephen King, 
said, “monsters are real, and 
ghosts are real too.  
They live inside of us.” 

Whether you are a be-
liever or the ultimate skep-
tic,there are three “ghosts” 
that keep every person up 
at night: past, desire and 
guilt. 

Haunted Hearts Club is a 
brand new, dramatic re-cre 
style show that will explore 
the profoundly emotional 
side of ghost storytelling, 
answering the question – what happens when 
love comes back to haunt the living? 

These are NOT tales of jilted girlfriends, 
angry ex’s or scorned suitors. They are NOT 
“I had sex with a ghost” stories. The stories 
curated for Haunted Hearts Club are deep, 
meaningful, romance narratives that have lasted 
a lifetime (and beyond,) as told by the actual 
people who experienced them. These stories are 
a cut above the typical ghost story, and the indi-
viduals who have survived them are in a special 
“club” of the living. They have seen true love 
reach beyond the grave and touch their life in a 
terrifying and specific way, and they were able to 

resolve their haunting with a 
happy ending. 

Each episode begins 
like a support group, with 
three members meeting in 
a private location.  It is a 
safe space where people who 
have been haunted by loved 
ones can gather and share 
their most intimate stories. 
Each story will begin with 
the scariest part of their 
haunting, before jumping 
back in time to explore the 
love story - the meeting, the 
relationship and the tragic 

death that brought on the haunting. Every tale 
will close with a satisfying and dramatic resolu-
tion. Toggling between interview and dramatic 
re-creation, each episode will interweave three 
stories across the hour with overarching themes 
to each episode: lost love, first love, forbidden 
love, old flames, love at first sight, secret love 
and friend to lover. And each story will feel like 
a reflection of a classic love story – the haunt-
ed version of “The Notebook” or “Sleepless in 
Seattle.” This will be Destination America’s 
“Haunted Hallmark Movie” with universal 
addictiveness, familiarity, a genuine scare and a 
touch of guilty pleasure. 

“THE CARPENTER”
As told to Portfolio Entertainment, 
10/6/16

My name is Piper. I’m 34. Married with 2  
daughters.

My boyfriend, Michael, died 12 years ago.
And last month – I saw him.

HAUNTING TEASE:
It was a pencil. That is how my story begins. I 
stole a pencil from a construction site, and that 
was the night that Michael “followed” me home. 
I began waking up in the middle of the night, 
feeling like someone was watching me sleep. 
All the hairs on my neck would stand up. I felt 
errant cold patches outside on my porch … in 
the middle of the month of August in Tennes-
see. Things were being moved around the house 
when no one was at home. But when Michael 
started talking to my daughters to send me mes-
sages … I realized this had to stop.

BACKSTORY / FALLING IN LOVE:
I’m from a small town outside of Memphis, 
Tennessee called Marion. The Gray family has 
always been in public service in some capacity. 
My father is the Sheriff, my uncle is the Mayor 
and my mother is the head of the school board. 
My mom’s love for children and education is a 
passion I share, so the summer after college I 
left Marion to “change the world.” I moved to 
Washington D.C. and took a job on the Hill as 
an advocate for afterschool programs. Almost 
immediately, my senator was voted out of office 
and I was out of a job. I moved home to Marion 
and was living at my parents’ house once again. 
I felt so embarrassed and dejected. My dream 
of helping children across the country lasted 
exactly 3 months.

I went to the hardware and landscape store 
where I worked in high school, hoping I could 
get some part-time work while I applied for 
jobs back in DC. The manager who interviewed 
me was the most handsome man I had ever 

seen in my life. In Tennessee we call it “slap 
yo’ mama hot.” He looked like Carpenter Ken 
doll – comes with tool belt. He had the kindest 
eyes I had ever seen and he moved around the 
store, helping people with their projects and 
talking to unhappy customers like life was the 
easiest thing in the world. I went up to shake 
his hand and to this day I still swear I felt an 
electric shock when I touched him for the first 
time. And I couldn’t believe it - this handsome 
manager was someone I actually knew! It was 
Michael, my friend from high school. We had 
actually both worked at the hardware store 
together when we were teenagers. Now he ran 
and owned the store, along with and a few other 
stores in the county next to us. I had not seen 
him in 8 years and instantly regretted not being 
nicer to him in high school. If I had only known 
he was going to grow up looking like that! He 
recognized me immediately and hired me on the 
spot. He said I could work as little, or as much 
as I needed to.  Of course I found myself work-
ing seven days a week just to be close with him.

SAMPLE STORIES

True Love  
Never Dies

• 13x60

• Unscripted Paranormal Series

• Real-life haunted love stories told through 
interviews and dramatic recreations
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• 13x60

• Unscripted character-based paranormal series 

• The very first paranormal show where two mediums work 
together to solve a haunting mystery and bring closure to a family 

Our life is just like the afterlife.

Every story and every person has 
two sides – light and dark.

Josh Louis and  
Fleur Leussink are a  

team of world-renowned  
psychic-mediums who specialize  

in reading both the dark and light side  
of every soul. Together they are combining their expertise  

to create the very first paranormal show where two  
mediums collaborate to help haunted families uncover what 

happened in their past, to change their future.  
Together Josh and Fleur dare to reach their hand into 

darkness, to pull another hand into the light. 

About Josh Louis
Josh Louis is a psychic-medium who has lived in the 
darkest corners of human existence and physically 
come back from the dead with a new mission to 
help the living. 

Infamously known as one of Palm Beach 
County’s drug dealers, Josh’s final crime was 
shooting a man six times over a drug deal 
that went wrong. When he took aim to fire a 
seventh round directly into the victim’s head 
– the gun jammed. If Josh had triggered the 
killshot, the man would not have survived. 

That seventh bullet changed Josh’s life. 
Charged and convicted for attempted murder, 
Josh was sentenced to a state-run prison in 
the Everglades for two years. Because of bad 
behavior, he spent most of his time in solitary 
confinement.  One night, while locked in ‘the 
hole”, Josh was viciously attacked by a malevolent 
spirit and his heart actually stopped.  He knew he was 
dying. Praying to God, he promised to turn his life around if 
he survived.  Josh was resuscitated and he immediately realized something 
had changed inside of him.  For the first time in his life, he could see and 
hear spirits, both good and evil, a gift he knew was his true rebirth. On 
October 16, 2005, the day he left prison, Josh did not forget his promise to 
his higher power.  He started a successful debt consolidation business and 
used his profits to pay for training with Deborah Carr, California’s premier 
clairvoyant. He spent five years studying at The Carr Clairvoyant School with 
one goal: to make amends for the life he almost took.  Today, Josh works as 
a full-time professional psychic. Because of his experience with true hell on 
earth, his unique gift is channeling the darker parts of hauntings – murders, 
death and sickness.
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Sign-up for Canadian Traveller’s  
Experience The World box to receive a collection  
of specially-curated items every three months.

CanadianTraveller.com/ETW  
ONLY $89 for a more than $150 value. 

Experience
fworld

Canadian Traveller’s Experience The World  
subscription box delivers a collection of specially-

curated items for curious and adventurous 
people who have a genuine interest in 

bringing more of the world into their 
home. The Experience The World  

box is an extension of the travel 
experience, letting you re-live past 

travel experiences, or to inspire 
your next vacation. Enjoy the 
tastes and smells of a dream 
destination, as well as authentic 
items that represent local culture 
and flair. Touching on everything 
from food to fashion to customs, 
the Experience The World box  
is the next best thing to  

actually being abroad.

 CHALLENGES
Fun challenges that help you experience the 
chosen destination at home

 Cooking, music, arts & culture, and did 
somebody say wine-tasting?!

 PRIZES
Win awesome prizes for 
completing challenges

  Recent prizes:  
IceBreaker  
Base Layer sets,  
Victorinox Luggage

HOW DOES IT WORK?
Every three months, receive five to seven 
products delivered to your door, offering a 
unique way to experience a different corner 
of the world through style, taste, and decor.
Items may include:

  Hand-crafted  
home décor & textiles

 Ingredients & utensils
 Authentic style pieces
  PLUS! The latest issue  

of Canadian Traveller  
magazine 

Each box has a retail 
value of more than $150  
– but it’s yours for only $89, 
shipping included.

 Plus, you’ll gain access to our private 
Facebook community where we share travel 
ideas, engage with other travel enthusiasts, 
share informative webinars and content, and 
offer fun, travel-themed challenges.

 Our members are engaged, informed, and 
excited to share the passion of travel.   
Join us today!

BUT WAIT, THERE'S MORE

100% WATERPROOF  100% WINDPROOF  OPTIMAL BREATHABILITY

VIVID JACKET
New for Winter 21/22

www.tobeouterwear.com

The Vivid collection utilizes an ultra-durable and 
technical Sympatex® CORDURA® shell so you’re 
warm, safe and dry. Matching bib pant available.

Removable hood

Chest ventilation

Full body CORDURA

Detachable snow skirt

Show off your healthy glow with

Shhhhh! A secret to 
share with your BFF
My Style Concealer 
-  fl awless coverage for the 
lightest of complexions.Blend n’ Glow Mineral 

Enriched Powder in a shade 
made for you. Lightweight coverage 
with radiant results!

With these 
bold colours you’re 

bound to make an eye 
catching statement.

Eye Style Shadow Box, Hip Hop Charcoal, $5.36 Eye Style Shadow Box, Girlie Pinks Eye Style Shadow Box, Prom Queen

Eye Defi ner, Caribbean, $1.57

Blend 
& Glow, 
Bronzing 
Powder, $6.36

Eye Defi ner, Heather

Eye Defi ner, Ocean

Eye Style Precise Liner, Plum, $3.98

Eye Style Precise Liner, Charcoal Gray

Eye Style Precise Liner, Black

Eye Style Mascara, Plum, $4.76

myStyle Concealer, $5.16

Eye Style Mascara, Denim

Eye Style Mascara, Black

Blend n’ Glow 
Enriched Powder

made for you. Lightweight coverage 
with radiant results!
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SPRING IS IN THE AIR,  
DAISIES ARE EVERYWHERE.... 
Find the daisies throughout the pages of Vervegirl 
and cut them out.  Use soft-flex wire or string to 

wind through the middle of each daisy to make an 
adorable daisy garland!  Wear it as a necklace or 

headband - whatever makes you smile.

HoW DoES THE  
ScENT oF A DAISY 
mAkE YoU FEEl? 

Go to vervegirl.com and tell us  

for your chance to WIN A 
DAISY mARc JAcobS  
PRIzE PAck VAlUED 
at aPPROX. $300!

Advertising Design 
Advertising design for print media

7777Late night studying or hanging with your 
friends can take a toll. We found 7 fabulous 
products to ensure you’re looking your best 
to make heading back to class and first 
impressions marvellous and memorable!

Falsies without the stress! With just one 
coat the specialized curved brush will 
offer more coverage, separate and fill in 
the gaps. Go ahead, toss the glue and 
create fantasy eyes. 

Fall in love with colors that pop!  
SHINEsensational, comes in 18 
captivating shades that you’ll 
absolutely love.

Beauty Tip
For sheer, natural coverage, 

gently roll under the eye from 
the inner corner to the outer corner. 
Use fingertips to smooth and blend.

Late night studying can take a toll 
and create unwanted dark circles.  
Garnier’s 2 - in - 1 eye solution is the 
perfect remedy. Take care and 
brighten your eyes. Reduce 
puffiness while instantly 
concealing dark circles!

Make them listen when you talk with a new sensation 
in lip color. Sheer, fresh color to create perfect matte lips.  
Perfect for girls on the go!

MAKE A DRAMATIC 
FIRST IMPRESSION WITH 
MAYBELLINE NEW YORK 
AND GARNIER

Maybelline New York 
SHINEsensational™ 
Lip Gloss

Roll away fatigued eyes! 
GARNIER Skin Renew 
Anti-Dark-Circle Roller 

Maybelline New York 
FALSIES™ VOLUM’ 
Express

Maybelline New York 
COLORsensational Fresh Lipstain™

Beauty Tip
Try mixing shades to 

create your own unique 
flavour and fragrance.

VG Promotion

Beauty Tip
Sweep FALSIES mascara 

over your lashes from 
corner to corner for 3 times 

more voluminous, bold lashes 
that demands attention.

7AND GARNIER77
For sheer, natural coverage, 

gently roll under the eye from 
the inner corner to the outer corner. 
Use fingertips to smooth and blend.

7
Falsies without the stress! With just one 
coat the specialized curved brush will 
offer more coverage, separate and fill in 
the gaps. Go ahead, toss the glue and 
create fantasy eyes. 

Maybelline New York 
FALSIES
Express
Falsies without the stress! With just one 
coat the specialized curved brush will 
offer more coverage, separate and fill in 
the gaps. Go ahead, toss the glue and 
create fantasy eyes. 

Maybelline New York 
FALSIES
Express

77
Beauty Tip

For sheer, natural coverage, 
gently roll under the eye from 

the inner corner to the outer corner. 
Use fingertips to smooth and blend.Use fingertips to smooth and blend.

Late night studying can take a toll 
and create unwanted dark circles.  
Garnier’s 2 - in - 1 eye solution is the 
perfect remedy. Take care and 
brighten your eyes. Reduce 
puffiness while instantly 
concealing dark circles!

AND GARNIERAND GARNIER

Roll away fatigued eyes! 
GARNIER Skin Renew 
Anti-Dark-Circle Roller 7AND GARNIER7777

create your own unique 
flavour and fragrance.

Fall in love with colors that pop!  
SHINEsensational, comes in 18 
captivating shades that you’ll 

Maybelline New York 
SHINEsensational™
Maybelline New York 

77777impressions77777777
Maybelline New York 
COLORsensational Fresh Lipstain™

in lip color. Sheer, fresh color to create perfect matte lips.  
Perfect for girls on the go!

Falsies without the stress! With just one 
coat the specialized curved brush will 
offer more coverage, separate and fill in 
the gaps. Go ahead, toss the glue and 
create fantasy eyes. 

Maybelline New York Maybelline New York 
 VOLUM’  VOLUM’ 

Beauty Tip
Sweep FALSIES mascara 

over your lashes from 
corner to corner for 3 times 

more voluminous, bold lashes 
that demands attention.

offer more coverage, separate and fill in 
the gaps. Go ahead, toss the glue and 

Beauty Tip

New!

777Save your dehydrated skin and lock in 
moisture for up to 24hrs! With natural 
grape and apple water extract this fresh 
innovation is an awesome mix that your 
face will devour.

Garnier Moisture Rescue

I N T R O D U C I N G 
C L E A N  &  C L E A R ®

Pore Predicaments? It’s time for a change.  

Oil-free CLEAN & CLEAR® FINISHES Pore Perfecting 
Moisturizer with SPF 15 softens the appearance 
of pores with light diffusing minerals.  

CLEAN & CLEAR® FINISHES Pore Perfecting Cleanser 
cleans deep down to the pores.

NEW!    
CLEAN & CLEAR ®

for smoother pores 
and a f lawless f inish. 



www.galexander.ca 38

THIS ISSUE

SELLING  
HIGH-END TRAVEL:

IS THIS THE BUSINESS BREAKTHROUGH  
YOU’VE BEEN WAITING FOR? Page 8

THIS ISSUE

PAGE 4

 INDUSTRY 
INSIDERS:  
WHAT’S TO  

COME IN 2017

PAGE 12

 ADVENTURE 
CANADA:  

A HOW-TO  
SALES GUIDE

PAGE 16

 DRESSING  
FOR SUCCESS: 
HOW TO LOOK 

THE PART

INSIDE

PM
42

72
00

12
 

SALES EDUCATION FOR THE FRONTLINE CANADIAN TRAVEL PROFESSIONAL JANUARY 2017

B2B EDITORIAL CT
Redesigned CT – a national magazine for travel professionals

Contents
JANUARY 2019 Volume 35, Issue 1

CANADIAN TRAVELLER 
Travel Agent Edition

CANADIANTRAVELLER.NET

EDITOR-IN-CHIEF 
Terrilyn Kunopaski 

terrilynk@mypassionmedia.com

ART DIRECTOR 
Gordon Alexander

WESTERN REGIONAL DIRECTOR  
– NORTH AMERICA  

James Mohr

NATIONAL ACCOUNT MANAGER  
Joanne Tichborne

 GENERAL ADVERTISING INQUIRIES 
1-888-924-7524 

adsales@mypassionmedia.com 

ACCOUNTS RECEIVABLE 
accounting@mypassionmedia.com

PRESIDENT  
Brad Liski

PUBLISHER  
Jennifer Prendergast

CONTRIBUTORS
Candice Walsh

DIRECTOR OF ONLINE  
Kevin Hinton

ONLINE EDITOR-IN-CHIEF  
Ryan McKenzie

ONLINE EDITOR  
Jennifer Hubbert

CUSTOMER SERVICE  
Sheila Ross

ACCOUNTS RECEIVABLE  
Lea Latham

DIRECTOR - CONSUMER MARKETING  
Craig Sweetman

SUBSCRIPTION HOTLINE  
1-888-924-7524
SUBSCRIBER ENQUIRIES 

subscription@mypassionmedia.com

 

CT Magazine, PO Box 57096,  
Vancouver, BC, V5K 5G6 Canada

CT Magazine is published 12 times per year

Contents copyright 2019 by CT Magazine. All rights reserved. 

Reproduction of any article, photograph or artwork 
 without written permission is strictly forbidden.  

The publisher can assume no responsibility  
for unsolicited material.

 
ISSN 0030-8986

PRINTED IN CANADA
Canadian Publications Mail  

Product Sales Agreement No. 42720012.
Postage paid at Vancouver, BC. Return undeliverable Canadian 

addresses to Circulation Dept., 802-1166 Alberni Street,  
Vancouver, BC, Canada V6E 3Z3. 

PO Box 57096
Vancouver, BC  

Canada V5K 5G6
Tel: 1-888-924-7524 
Fax: (604) 620-0245

If there’s one thing that we believe in at the MPM Group of Brands, it’s that change is 
not only constant, but necessary. And though plenty has changed for CT magazine 
over the past three decades, no change has been quite as significant as this: after 

this issue, the brand will cease to exist, making room for the introduction of Key Notes 
On Travel. We will continue to produce a print magazine, though it will be under this new 
name and published quarterly (refer to a previous article on quality vs quantity). But, the 
primary focus is connecting travel advisors with experts in various topics (be it social media, 
communication or time management) via monthly keynote presentations, in order to support 
your professional development and financial success. Read more about the program and 
all of its on pg. 9. With this final issue of CT, we bid farewell to a brand that has served the 
Canadian travel community well for many years, thank you for your continued support over 
the years, and look forward to moving onwards and upwards in 2019.

Terrilyn Kunopaski, Editor-in-chief
terrilynk@mypassionmedia.com
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www.melia-internacional.com

A classic on Cuba’s wonderful beach with its blue waters
All Inclusive, iconic and cultural, located on the fi nest stretch 

of beach in Varadero. 

#MeliaCuba

NEW OPENING
All-Inclusive 5-Star. Consisting of a central building with two 
zones, East and West, with panoramic lifts, pools, a wide 
range of cuisine and comfortable rooms, most with sea 
views. Yhi Spa, large area for children and families, modern 
conference centre and venues for events and weddings

• A wonderful climate in a unique natural environment.
• Exclusive The Level and The Level Adults Only sections.
• Spacious, stylish rooms. 
• Incredible leisure and business facilities on the beach. 
• Ideal for families, couples, romance, conferences and 
incentive trips.

CT_JAN19.indd   3 12/14/18   1:51 PM
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Of all things, it was fashion that 
led to Sue Seto’s passion for 
travel. 

The group specialist for 
Avalon Waterways river cruises is nine 
years into to her current career in the travel 
industry (all at the globus family of brands) 
but credits her first one for inspiring her to 
change gears.

“I studied fashion at Ryerson 
[University] and worked for Canadian 
designer Wayne Clark for 12 years,” she 
recalls. “I really got the travel bug when 

I was learning about fashion around the 
world, [so] I decided to look for a second 
career and took a diploma in Travel and 
Tourism.”

That led to a job at Globus – at first in 
reservations, then later in groups – and 
while she says fashion is an “exciting” 
industry, her passion now truly lies in 
travel.

And it’s a quality that has not gone 
unnoticed.

“I have been selling some group river 
cruises with Sue for a number of years 
now,” says TravelOnly travel counsellor 
Janice Carter. “Why? Because from my first 
bookings, she returned my calls, answered 
my questions, offered me suggestions 
and tips on how better to do things, sent 
invoices promptly, taught me how to read 
those invoices and, most importantly, will 

  NAME: Xxxxxx
 AGENCY: Xxxxxx
  LOCATION: Xxxxxx
  AFFILIATION: Xxxxxx
  YEARS IN BUSINESS: X 

making a booking without any flaws!”
Born in Oshawa, Ont., but a long-time 

Toronto resident, the Globus call centre 
associate is also inspired by her work 
environment, stating that she loves “the 
chance to work every day with a really fun 
and professional group of people – with 
great product. I think every one of us is 
proud to work for the Globus family – and 
it really does feel like a family.”

Of course, Seto’s expertise is founded 
on more than just her enthusiasm. 
“Having personally experienced a number 

review things with me when I ask, ‘Sue, am 
I missing anything?’ Through all of this, 
she is patient, kind and professional! Is she 
perfect? No. But almost!”

Seto is humbled by the compliment. “It 
makes me very happy and appreciative,” 
she says, adding that the key to being a 
great collaborator to travel counsellors is 
being “passionate” about her work. 

“I really care about my files, beyond 
securing the booking and having the docs 
sent out,” she says. “I love to hear about 
how the group went. And most of all, I love 
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“I REALLY CARE ABOUT MY FILES, BEYOND SECURING THE 
BOOKING AND HAVING THE DOCS SENT OUT,” SHE SAYS.  

“I LOVE TO HEAR ABOUT HOW THE GROUP WENT. AND MOST 
OF ALL, I LOVE MAKING A BOOKING WITHOUT ANY FLAWS!”

Passion and 
perfection
A career in fashion led 
globus BDM Sue Seto to 
have designs on working  
in the travel industry
BY  MICHAEL BAGINSKI
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The who,  
what,why  
& how of  
Meliá  
Hotels

By Ter r i l yn  Kunopask i
RESORT REPORT

I was a bit dazed as our transfer 
hauled us from Madrid Barajas 
International Airport to our 
hotel, having just arrived after an 
overnight flight from Montreal 
with Air Transat. Still, the stunning 

architecture that we passed along the way 
was not lost on me, though it only really 
hit me that I was in Madrid (!) when we 
arrived at the first stop of our trip, the Gran 
Meliá Palacio de los Duques. The stunning 
property – riddled with recreations of 
Velázquez’s most famous paintings and in 
close proximity to some of Madrid’s best 
attractions – was kicking this trip off with 
high standards; Gran Meliá is one of Meliá 
Hotels’ premium brands, after all. But as we 
made our way from one point in Spain to 
another (and one Meliá property to another}, 
it became immediately apparent that the 
various brands cater to different types of 
travellers. Here’s a bit of what I learned:

   

With seven brands within the Meliá Hotels 
International portfolio, travel advisors 
need to understand the brand well in order 
to effectively sell it. CT Magazine recently 
had the chance to experience various 
Meliá properties in Spain first-hand; here 
we share the basic information you should 
know to get started.

ME BY MELIÁ
A lifestyle brand comprised of 
contemporary resorts and urban hotels, 
anywhere you find a ME hotel, you 
can be assured this is the place to “see 
and be seen.” ME by Meliá hotels are 
meticulously designed to meet the 
demands of the most contemporary 
guests; recommend it to clients who 
enjoy life, travel, work and business  
as part of the same journey. Find  
these properties in the global capitals  
of culture and cool, such as Ibiza  
and Miami.
UPSELLING TIP: Offer clients a more 
personalized experience with ME+, 
whereby they’ll enjoy VIP features, 
including a personal Aura Manager, 
at their complete disposal throughout 
their stay. Other benefits of ME+ suites 
include: in-suite check-in and check-
out, complimentary high speed WiFi,  
assistance in unpacking and packing 
luggage; complimentary ironing; 
priority access to hotel facilities and 
bars; sundown service; and more.

 

MELIÁ HOTELS 
With more than 90 upscale hotels 
located in major cities in 22 countries 
across the globe, Meliá Hotels 
& Resorts combines design and 
functionality with privileged location 
in some of the top tourist and business 
destinations. This particular brand is 
in the midst of reinvention, with new 
premises, experiences and services 
being introduced to meet guests’ needs. 
UPSELLING TIP: Guests of Meliá Hotels 
can take it one step further with The 
Level category of rooms, in order to 
enjoy privileges such as early check-in 
and the flexibility of a late check-out, 
amenities from brands such as Loewe 
or Nespresso, a welcome gift in the 
room, pillow menu, the Level bathrobe 
and slippers, personalized minibar 
content, and (in some hotels) a Wii 
console with games on request, among 
many other advantages. The Level 
includes access to private hotel areas 
like The Level Lounge, The Level Pool 
in resort hotels, and depending on the 
property, these guests may also have 
access to exclusive restaurants.

SOL HOTELS
For families or groups seeking a mid-scale experience, Sol Hotels throughout the 
Mediterranean, the Caribbean and the Canary Islands are always located in a simple, 
functional environment, without compromising on comfort. These beachfront hotels 
offer comfortable rooms, and endless day and night-time activities, whether your clients 
want to interact with other guests or relax in peace. These fresh, contemporary hotels 
offer a huge range of cuisine, place an emphasis on variety and are always staffed by 
friendly, helpful employees.  ❋

Gran Melia Palacio Duques, Lobby

Sol Beach House Ibiza, lobby

ME Ibiza, Terrace Vip Rooftop Pool

Melia Barcelona Sky, JuniorSuite, CityView

GRAN MELIÁ HOTELS
Gran Meliá Hotels & Resorts, the most premium properties within 
the Meliá Hotels International portfolio, are located in the heart of the 
world’s most popular urban centres. It’s the locations, paired with 
stunning style and design, that make this brand the best fit for your most 
discerning clients. Enhancing the traditional luxury and avant-garde style 
of the Gran Meliá experience is RedGlove Service, which combines the 
traditional white glove and red carpet concepts with the Spanish passion 
embedded throughout the Meliá portfolio.
UPSELLING TIP: Have clients invest in the RedLevel experience, for an 
ultra-luxe getaway. The RedLevel is a boutique hotel within a hotel, 
offering access to exclusive spaces in order for guests to enjoy a privileged 
sense of exclusivity, privacy and tranquility, as well as more personalized 
service. The RedLevel Lounge in every Gran Meliá property has a private 
reception area, lounge-library with TV and music, private breakfast area 
and an open bar with premium brand drinks.
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Can you help Dr. Bear? 
He’s trying to fi nd the 
hidden words in this puzzle 
that’s all about our hospital. 

YOUR GENEROSITY
= OUR INNOVATIONS
THE REAL IMPACT 
OF DONATIONS

KIDS’ KORNER
DR. BEAR
UPCOMING EVENTS

BREATHING EASY
A Week in the Life with 
respirologist Dr. Burrell

LLOYD 
ROBERTSON 
& THE MSH 

FELLOWSHIP

LLOYD 
ROBERTSON

WEDNESDAY, 
JUNE 22, 2016 – 
The 6th Annual 
MSH Leaders Night 
at the Races.
Enjoy dinner, an 
amazing track-
side race view, 
auction, ra�  e 
and opportunity 
to network with 
community and business leaders at 
Woodbine Racetrack. Tickets are $125 each. 
Visit mshf.on.ca/natr or call 905.472.7373 
ext. 6970 to register! 

SUNDAY, JUNE 5, 2016 – 3rd Annual Unionville 
Festival Funky 5k run/walk, Main Street 
Unionville, register at funky5k.ca

FRIDAY, JULY 22, 2016 - Angus Glen 
Summer Five Miler, Angus Glen Golf Club, 
angusglenrunningseries.com

MONDAY, AUGUST 8, 2016 – 32nd Annual 
Markham Stou� ville Hospital Foundation 
Golf Tournament, York Downs Golf & Country 
Club. Sponsorship opportunities available, 
golf.mshf.on.ca

THURSDAY, AUGUST 18, 2016 – 6th Annual 
Hockey Night in Stou� ville, Stou� ville 
Arena, hosted by Keith Acton and Paul 
Calandra featuring current/ former NHL stars, 
905.472.7373 ext. 6229

TUESDAY, AUGUST 23, 2016 – 9th Annual 
Clubs4Cancer Golf Tournament, Angus Glen Golf 
Club, clubs4cancer.com

SATURDAY, SEPTEMBER 10, 2016 – 5th Annual 
Stou� ville Pharmasave Customer Appreciation 
BBQ, 6601 Main Street Stou� ville, 905.642.9595

SEPTEMBER 12 TO 18, 2016 – Tim Hortons 
Smile Cookie Campaign, visit a Tim Hortons 
in Markham and Stou� ville to purchase your 
smile cookies

MONDAY, SEPTEMBER 19, 2016 – 18th Annual 
Markham-Unionville Ladies Golf Tournament, 
Sleepy Hollow Country Club, call 905.472.7373 
ext. 6970

SUNDAY, OCTOBER 30, 2016 - 28th Annual CIBC 
Celebration of Hope, Hilton Toronto/Markham 
Suites Conference Centre & Spa, to support call 
905.472.7373 ext. 6606, celebrationofhope.info

ONGOING – Take out or dine in at Swiss Chalet 
and ask the Swiss Chalet sta�  to write ‘Markham 
Stou� ville Hospital’ on your receipt and leave in 
the sponsorship box. 10% of your food bill will be 
donated to the hospital!

ONGOING – For every pair of shoes sold at 
Shumaker at CF Markville - $1 will be donated 
back to MSH

UPCOMING EVENTS BENEFITING MSH FOR A FULL LISTING OF EVENTS, VISIT MSHF.ON.CA 
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JOIN THE CONVERSATION TODAY! 

L
LOYD ROBERTSON is the country’s longest-serving national TV news anchor, covering almost 

every major event in modern history, from the moon landing to the 9/11 attacks. He spent 41 

years as an anchor, fi rst at CBC and then as the face of CTV National News.

Back in 1998, he moved to Markham with his wife Nancy — only a seven-minute drive to 

Markham Stou� ville Hospital. Fortunately, he jokes, he hasn’t had to spend much time there, but he’s 

been a regular donor over the years.

So after his wife had a bad fall at home, the treatment she received at Markham Stou� ville Hospital 

was a tremendous relief for the Robertsons. “I was really impressed with the way they handled 

the whole situation because they did it so carefully and eª  ciently and in a comforting way,” 

says Robertson, adding that his wife was back home just a few hours later.

“We feel connected to Markham Stou� ville Hospital, and we feel it’s a good 

hospital with good sta� ,” he says. It’s one of the reasons he’s signed on as chair of 

a new supporter group – the MSHFellowship – that’s reaching out to citizens at a 

more grassroots level.

The MSHFellowship is an exclusive group of donors who give loyally and 

generously. They support advancement and innovation, to ensure MSH stays 

current and can provide quality care to our community. 

There is no such thing as “free” healthcare, says Robertson. Hospitals need to 

keep up with the latest and greatest equipment, as well as treatment therapies 

— and that costs money. Much of that isn’t covered by government funds. “The 

rest is up to us as volunteers,” he says.

When someone donates $1 million to a hospital, it makes the headlines. 

However, it can deter other people from donating, because they believe what 

they contribute isn’t as signifi cant. “What we’re trying to do is get the message 

out: no matter how much you can give, it is important,” says Robertson.

Innovation and partnerships are two key areas of strategic focus for MSH.  

Donors can choose to put their dollars towards these initiatives, whether it’s 

$50, $500 or $1,000. “That also empowers the giver,” says Robertson. “They feel 

a greater sense of involvement with the operation.”

Everyone has demands on their wallet these days, he says, and can only do 

so much. “I think your local hospital is a natural priority, getting down where 

the rubber hits the road.  This is real volunteerism at its most basic — that’s 

what appeals to me about it.”

For more information on how you can join Lloyd Robertson as a member 

of the MSHFellowship to support innovation within MSH, please contact Tracy    

at 905-472-7057 or tclegg@msh.on.ca 

LLOYD ROBERTSON 
to chair new supporter group
He’s one of Canada’s most recognizable voices — 

and now he’s speaking up about the importance of 

donor support for MSH’s programs and services.

“What we’re trying to do is get the message out: 
no matter how much you can give, it is important”

Photo: CTV News
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HOW MUCH WAS RAISED? 
$27 million 

given over 6 years and 

61,512 gifts 
enabled us to purchase 

27,500 new 
pieces of critical 

equipment

Innovation and the spirit 
of giving go hand in hand & 
help defi ne our community. 
Your generosity has impact!

YOUR
GENEROSITY OUR 

INNOVATION
=

AN INNOVATIVE 
PARTNERSHIP: 

HOW DOES IT HELP? 
214 emergency 

visits daily 
with shorter overall wait times

779 patients/day 
treated thanks to improved access 

to MSH’s programs and services

Brand New Cancer Care Clinic 
with 16 daily chemotherapy visits

More state-of-the-art 
diagnostics 

with 4,483 exams each day

Brand New Cancer Care Clinic 

Meet DR. ALTHEA BURRELL, 
Respirologist at Markham Stou� ville Hospital

How has your team been able to make a di� erence in someone’s life?

Let’s [call this] patient Anne, who has COPD (chronic obstructive pulmonary 

disease) and pulmonary hypertension, so she’s very out of breath and housebound. 

She is seen in the COPD and sleep clinics. She is taught how to use her inhalers, 

which she was not taking properly, and started on CPAP for her sleep apnea, and 

oxygen. She is enrolled into [the new COPD exercise rehabilitation program], and 

has to be gently persuaded over several visits by the educators due to her fears 

of not being able to participate. She improved so much that she is now a patient 

advocate for the COPD exercise program.

How does donor support make a di� erence?

Programs like [the COPD exercise rehabilitation program, the COPD exercise 

maintenance program, and the COPD support group] are not funded through 

OHIP or by the hospital directly. Currently we are trying to run them with our own 

sta� , mostly volunteering their time, in partnership with supportive organizations 

such as Markham’s Cornell Community Centre. Donor support is vital to start and 

maintain important patient programs like the patient exercise programs.

What makes your day?

I am really satisfi ed when I can nail down a di�  cult diagnosis for a patient, and be 

able to explain to them what’s going on and what needs to be done. I like being 

able to help the patient understand what is happening to them, listening to them, 

and being able to provide that therapeutic interaction for them.

A week in the life of a 

RESPIROLOGIST
Dr. Althea Burrell’s favourite organ is the lungs — it’s one 

of the reasons she chose to become a respirologist. As 

a specialist in adult pulmonary medicine at Markham 

Stou� ville Hospital, she’s helped to make a di� erence in 

the lives of those who struggle to do what most of us 

take for granted: breathe.

The Centre for Respiratory Health helps patients with 

a diversity of pulmonary problems but specializes in 

the management of asthma, COPD, and sleep apnea. 

It houses an asthma education centre and specialized 

clinics for COPD and sleep apnea. By day the centre is 

a clinical area for patients, and at night it is transformed 

into a sleep apnea diagnostics facility. However, patients 

are referred to the centre for all kinds of pulmonary 

problems. “You never know exactly what you’re going 

to get in the COPD clinic,” she says. “If it’s in the thorax, 

we will see it.”

As a specialist, Dr. Burrell works at the centre while 

maintaining a private practice, and is on call one of 

every four weeks.

On Mondays, she spends a full day at the sleep 

disorder lab, seeing patients and interpreting raw data 

from patients who have spent the night sleeping in the 

lab. On Tuesdays and Wednesdays she works at her 

private practice, returning to the sleep disorders and 

COPD clinics on Thursdays. On Fridays, she tries to 

catch up with everything else: seeing inpatients, doing 

paperwork, interpreting pulmonary function studies, 

exercise tests, and sleep studies. 

Over the past few years, Dr. Burrell has seen 

dramatic advancements in technology and therapies 

for pulmonary conditions. But that’s made her job even 

more critical.

With asthma and COPD, for example, new inhalers 

have come on the market. “The devices are specifi c 

to the medications, and there’s a whole new range of 

drugs and devices we now have access to,” says Dr. 

Burrell. “We have to be familiar with how they all work 

and the di� erences between similar agents. So it adds 

a layer of complexity, and makes it more di�  cult for 

primary care because there are so many options out 

there.”

A treatment might work well for one patient, but 

not another. “Almost nothing is black and white in 

respirology. It’s navigating the grey zones and helping 

the patient navigate that,” she says. “I deal a lot with 

rare diseases and complicated situations. Often nobody 

knows what the right answer is, so you have to make the 

best decision you can with the information you have.” 

WHAT DID IT BUY?
18 colonoscopes & 
3 patient monitors

$1.1 million 

Continued excellence 
in patient care 

$3.6 million 

Lab power processor 
$1.14 million 

MRI machine
$3 million 

CT scanner
$2 million 

… and much more!

Greetings from the Foundation CEO
Together we’ve accomplished so much in our 

fi rst 25 years. And now that we’ve properly 

celebrated our collective e� orts, it’s time to 

focus squarely on the years ahead. There 

is already one certainty I can share: just as 

our committed family of donors got us to 

where we are today, we need your continued 

support and generosity for sustained success.

Our incredibly successful fundraising 

campaign has enabled Markham Stou� ville 

Hospital (MSH) to double in size. With that escalation in scope comes 

heightened responsibility: we need to continue to deliver and meet the 

expectations of the community and the patients that come through our 

doors. And we simply cannot do that without your support. 

As you’ll see from this issue of our newsletter, we’re incredibly proud 

of the innovative spirit at the heart of everything at MSH. Not only 

the exploration and adoption of new procedures and technology, but 

innovations that permeate the entire hospital – right down to how we 

interact and communicate with patients. So, whether you’re following a 

week in the life of respirologist Dr. Burrell or discovering why the iconic 

broadcaster (and Markham resident) Lloyd Robertson is chairing a new 

fundraising initiative, you’ll be reminded that innovation is part of our DNA. 

Now that we’re 25 years old, we’ve had the great fortune of having 

both longstanding loyal supporters while continually acquiring new 

ones. So it’s of vital importance to us as a foundation to engage deeply 

with all our donors, and to help you understand how your contributions, 

regardless of size, are making a di� erence saving lives. Because, after all, 

innovation means little without measurable impacts.

In that spirit, we shall endeavor to provide specifi c information on how 

your generous donations make a di� erence, how they change lives, and 

how they make us overall better as a hospital. The most recent renewal 

mailing is one outstanding example. With your support, we have raised 

$50,000, which is phenomenal and we’re so appreciative.

Keeping that momentum going into 2016 – and beyond – is vital.

Thank you!

T
HIS IS A VERY EXCITING TIME TO BE

a part of the MSH community and we 

are honoured to provide care to this 

diverse and supportive community.  

I’m a strong believer that no matter 

what we do, we all provide care in 

hospitals, whether we provide direct patient care 

or we play supporting roles. The caregivers in this 

community are overwhelmingly passionate about 

helping others and our hospital and we are so 

fortunate for this.

I wish to thank, in particular, all of the donors 

who’ve selfl essly contributed their time, energy 

and resources to make MSH what it is today. As 

a nurse and heath 

care manager with 

more than 30 years’ 

experience – from 

community and 

academic hospitals 

to the home 

care and private 

sectors – I have 

never experienced 

anything quite like the bond at MSH. I know 

that, by working together, we’re stronger and 

ultimately will be even more successful. 

Now we need your renewed commitment 

to help us shape our focus and priorities for 

the future. 

And there certainly are exciting priorities 

on the horizon. The main focus for us moving 

forward is the patient experience at MSH. It is 

an important priority for us because it fi ts with 

our core values and it is why we are all here. 

As we seek to be best-in-class in this regard, 

we have developed a number of very tangible 

actions that will help us implement this plan. 

One notable example is improving our way-

fi nding services, including a ‘concierge’ model, 

which has been very well received to date. 

I also fi rmly believe that diversity is good 

not only for the organization, but also for 

our community. We’re actively working to a 

foster diversity, inclusivity and equity into our 

organization, understanding and embracing 

the di� erences to make us all richer. Most 

importantly, we’re inviting our community to do 

this work with us in partnership.

Yes, all of this involves a culture change. 

But we believe it is critical to our ongoing 

success. Our priorities may be grand and 

transformational or they mean doing a small 

everyday thing di� erently in order to have a 

very big impact. It’s a holistic approach to us all 

moving forward positively that will ultimately 

enhance our patient experience. 

Moving forward, we will continue to be 

wholly committed to quality and performance 

accountability and transparency. This includes 

reporting publicly to our community and using 

tools and systems that will ensure we are using 

public resources as e� ectively and e�  ciently 

as possible. 

Because a hospital is nothing without its 

people, we are committed to investing in 

those who provide care to our patients, and all 

those who support the direct providers. This is 

mission critical in the coming year, so we’ll be 

working with all of our teams to provide input 

and help us build the people plan together. 

As healthcare today is much more integrated 

and goes beyond our walls, it is such an 

important time to look at partnerships in our 

community. We will continue to capitalize on 

existing opportunities, and identify and engage 

new partners to help us achieve shared goals 

and priorities for our patients and their families.

This is such an important time to be at MSH 

and I am proud and thrilled to embark on this 

journey with you. Together, and only together, 

can we continue to make a di� erence to each 

and every person who comes through our doors.

MESSAGE FROM THE CEO
New CEO & President, Jo-anne Marr, 

introduces herself and shares her vision

MSH Foundation CEO 
Suzette Strong.

                   Dr. Althea Burrell, instrumental in helping patient Tracy White, as shared in our 
previous renewal letter, among vital equipment purchased thanks to donor generosity.

MSH CEO & President 
Jo-anne Marr.
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Brand New Cancer Care Clinic 

Meet DR. ALTHEA BURRELL, 
Respirologist at Markham Stou� ville Hospital

How has your team been able to make a di� erence in someone’s life?

Let’s [call this] patient Anne, who has COPD (chronic obstructive pulmonary 

disease) and pulmonary hypertension, so she’s very out of breath and housebound. 

She is seen in the COPD and sleep clinics. She is taught how to use her inhalers, 

which she was not taking properly, and started on CPAP for her sleep apnea, and 

oxygen. She is enrolled into [the new COPD exercise rehabilitation program], and 

has to be gently persuaded over several visits by the educators due to her fears 

of not being able to participate. She improved so much that she is now a patient 

advocate for the COPD exercise program.

How does donor support make a di� erence?

Programs like [the COPD exercise rehabilitation program, the COPD exercise 

maintenance program, and the COPD support group] are not funded through 

OHIP or by the hospital directly. Currently we are trying to run them with our own 

sta� , mostly volunteering their time, in partnership with supportive organizations 

such as Markham’s Cornell Community Centre. Donor support is vital to start and 

maintain important patient programs like the patient exercise programs.

What makes your day?

I am really satisfi ed when I can nail down a di�  cult diagnosis for a patient, and be 

able to explain to them what’s going on and what needs to be done. I like being 

able to help the patient understand what is happening to them, listening to them, 

and being able to provide that therapeutic interaction for them.

A week in the life of a 

RESPIROLOGIST
Dr. Althea Burrell’s favourite organ is the lungs — it’s one 

of the reasons she chose to become a respirologist. As 

a specialist in adult pulmonary medicine at Markham 

Stou� ville Hospital, she’s helped to make a di� erence in 

the lives of those who struggle to do what most of us 

take for granted: breathe.

The Centre for Respiratory Health helps patients with 

a diversity of pulmonary problems but specializes in 

the management of asthma, COPD, and sleep apnea. 

It houses an asthma education centre and specialized 

clinics for COPD and sleep apnea. By day the centre is 

a clinical area for patients, and at night it is transformed 

into a sleep apnea diagnostics facility. However, patients 

are referred to the centre for all kinds of pulmonary 

problems. “You never know exactly what you’re going 

to get in the COPD clinic,” she says. “If it’s in the thorax, 

we will see it.”

As a specialist, Dr. Burrell works at the centre while 

maintaining a private practice, and is on call one of 

every four weeks.

On Mondays, she spends a full day at the sleep 

disorder lab, seeing patients and interpreting raw data 

from patients who have spent the night sleeping in the 

lab. On Tuesdays and Wednesdays she works at her 

private practice, returning to the sleep disorders and 

COPD clinics on Thursdays. On Fridays, she tries to 

catch up with everything else: seeing inpatients, doing 

paperwork, interpreting pulmonary function studies, 

exercise tests, and sleep studies. 

Over the past few years, Dr. Burrell has seen 

dramatic advancements in technology and therapies 

for pulmonary conditions. But that’s made her job even 

more critical.

With asthma and COPD, for example, new inhalers 

have come on the market. “The devices are specifi c 

to the medications, and there’s a whole new range of 

drugs and devices we now have access to,” says Dr. 

Burrell. “We have to be familiar with how they all work 

and the di� erences between similar agents. So it adds 

a layer of complexity, and makes it more di�  cult for 

primary care because there are so many options out 

there.”

A treatment might work well for one patient, but 

not another. “Almost nothing is black and white in 

respirology. It’s navigating the grey zones and helping 

the patient navigate that,” she says. “I deal a lot with 

rare diseases and complicated situations. Often nobody 

knows what the right answer is, so you have to make the 

best decision you can with the information you have.” 
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Together we’ve accomplished so much in our 

fi rst 25 years. And now that we’ve properly 

celebrated our collective e� orts, it’s time to 

focus squarely on the years ahead. There 

is already one certainty I can share: just as 

our committed family of donors got us to 

where we are today, we need your continued 

support and generosity for sustained success.

Our incredibly successful fundraising 

campaign has enabled Markham Stou� ville 

Hospital (MSH) to double in size. With that escalation in scope comes 

heightened responsibility: we need to continue to deliver and meet the 

expectations of the community and the patients that come through our 

doors. And we simply cannot do that without your support. 

As you’ll see from this issue of our newsletter, we’re incredibly proud 

of the innovative spirit at the heart of everything at MSH. Not only 

the exploration and adoption of new procedures and technology, but 

innovations that permeate the entire hospital – right down to how we 

interact and communicate with patients. So, whether you’re following a 

week in the life of respirologist Dr. Burrell or discovering why the iconic 

broadcaster (and Markham resident) Lloyd Robertson is chairing a new 

fundraising initiative, you’ll be reminded that innovation is part of our DNA. 

Now that we’re 25 years old, we’ve had the great fortune of having 

both longstanding loyal supporters while continually acquiring new 

ones. So it’s of vital importance to us as a foundation to engage deeply 

with all our donors, and to help you understand how your contributions, 

regardless of size, are making a di� erence saving lives. Because, after all, 

innovation means little without measurable impacts.

In that spirit, we shall endeavor to provide specifi c information on how 

your generous donations make a di� erence, how they change lives, and 

how they make us overall better as a hospital. The most recent renewal 

mailing is one outstanding example. With your support, we have raised 

$50,000, which is phenomenal and we’re so appreciative.

Keeping that momentum going into 2016 – and beyond – is vital.

Thank you!
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I’m a strong believer that no matter 

what we do, we all provide care in 

hospitals, whether we provide direct patient care 

or we play supporting roles. The caregivers in this 

community are overwhelmingly passionate about 

helping others and our hospital and we are so 

fortunate for this.

I wish to thank, in particular, all of the donors 

who’ve selfl essly contributed their time, energy 

and resources to make MSH what it is today. As 

a nurse and heath 

care manager with 

more than 30 years’ 

experience – from 

community and 

academic hospitals 

to the home 

care and private 

sectors – I have 

never experienced 

anything quite like the bond at MSH. I know 

that, by working together, we’re stronger and 

ultimately will be even more successful. 

Now we need your renewed commitment 

to help us shape our focus and priorities for 

the future. 

And there certainly are exciting priorities 

on the horizon. The main focus for us moving 

forward is the patient experience at MSH. It is 

an important priority for us because it fi ts with 

our core values and it is why we are all here. 

As we seek to be best-in-class in this regard, 

we have developed a number of very tangible 

actions that will help us implement this plan. 

One notable example is improving our way-

fi nding services, including a ‘concierge’ model, 

which has been very well received to date. 

I also fi rmly believe that diversity is good 

not only for the organization, but also for 

our community. We’re actively working to a 

foster diversity, inclusivity and equity into our 

organization, understanding and embracing 

the di� erences to make us all richer. Most 

importantly, we’re inviting our community to do 

this work with us in partnership.

Yes, all of this involves a culture change. 

But we believe it is critical to our ongoing 

success. Our priorities may be grand and 

transformational or they mean doing a small 

everyday thing di� erently in order to have a 

very big impact. It’s a holistic approach to us all 

moving forward positively that will ultimately 

enhance our patient experience. 

Moving forward, we will continue to be 

wholly committed to quality and performance 

accountability and transparency. This includes 

reporting publicly to our community and using 

tools and systems that will ensure we are using 

public resources as e� ectively and e�  ciently 

as possible. 

Because a hospital is nothing without its 

people, we are committed to investing in 

those who provide care to our patients, and all 

those who support the direct providers. This is 

mission critical in the coming year, so we’ll be 

working with all of our teams to provide input 

and help us build the people plan together. 

As healthcare today is much more integrated 

and goes beyond our walls, it is such an 

important time to look at partnerships in our 

community. We will continue to capitalize on 

existing opportunities, and identify and engage 

new partners to help us achieve shared goals 

and priorities for our patients and their families.

This is such an important time to be at MSH 

and I am proud and thrilled to embark on this 

journey with you. Together, and only together, 

can we continue to make a di� erence to each 

and every person who comes through our doors.

MESSAGE FROM THE CEO
New CEO & President, Jo-anne Marr, 

introduces herself and shares her vision

MSH Foundation CEO 
Suzette Strong.

                   Dr. Althea Burrell, instrumental in helping patient Tracy White, as shared in our 
previous renewal letter, among vital equipment purchased thanks to donor generosity.

MSH CEO & President 
Jo-anne Marr.
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HOW MUCH WAS RAISED? 
$27 million 

given over 6 years and 

61,512 gifts 
enabled us to purchase 

27,500 new 
pieces of critical 

equipment

Innovation and the spirit 
of giving go hand in hand & 
help defi ne our community. 
Your generosity has impact!

YOUR
GENEROSITY OUR 

INNOVATION
=

AN INNOVATIVE 
PARTNERSHIP: 

HOW DOES IT HELP? 
214 emergency 

visits daily 
with shorter overall wait times

779 patients/day 
treated thanks to improved access 

to MSH’s programs and services

Brand New Cancer Care Clinic 
with 16 daily chemotherapy visits

More state-of-the-art 
diagnostics 

with 4,483 exams each day

Brand New Cancer Care Clinic 

Meet DR. ALTHEA BURRELL, 
Respirologist at Markham Stou� ville Hospital

How has your team been able to make a di� erence in someone’s life?

Let’s [call this] patient Anne, who has COPD (chronic obstructive pulmonary 

disease) and pulmonary hypertension, so she’s very out of breath and housebound. 

She is seen in the COPD and sleep clinics. She is taught how to use her inhalers, 

which she was not taking properly, and started on CPAP for her sleep apnea, and 

oxygen. She is enrolled into [the new COPD exercise rehabilitation program], and 

has to be gently persuaded over several visits by the educators due to her fears 

of not being able to participate. She improved so much that she is now a patient 

advocate for the COPD exercise program.

How does donor support make a di� erence?

Programs like [the COPD exercise rehabilitation program, the COPD exercise 

maintenance program, and the COPD support group] are not funded through 

OHIP or by the hospital directly. Currently we are trying to run them with our own 

sta� , mostly volunteering their time, in partnership with supportive organizations 

such as Markham’s Cornell Community Centre. Donor support is vital to start and 

maintain important patient programs like the patient exercise programs.

What makes your day?

I am really satisfi ed when I can nail down a di�  cult diagnosis for a patient, and be 

able to explain to them what’s going on and what needs to be done. I like being 

able to help the patient understand what is happening to them, listening to them, 

and being able to provide that therapeutic interaction for them.

A week in the life of a 

RESPIROLOGIST
Dr. Althea Burrell’s favourite organ is the lungs — it’s one 

of the reasons she chose to become a respirologist. As 

a specialist in adult pulmonary medicine at Markham 

Stou� ville Hospital, she’s helped to make a di� erence in 

the lives of those who struggle to do what most of us 

take for granted: breathe.

The Centre for Respiratory Health helps patients with 

a diversity of pulmonary problems but specializes in 

the management of asthma, COPD, and sleep apnea. 

It houses an asthma education centre and specialized 

clinics for COPD and sleep apnea. By day the centre is 

a clinical area for patients, and at night it is transformed 

into a sleep apnea diagnostics facility. However, patients 

are referred to the centre for all kinds of pulmonary 

problems. “You never know exactly what you’re going 

to get in the COPD clinic,” she says. “If it’s in the thorax, 

we will see it.”

As a specialist, Dr. Burrell works at the centre while 

maintaining a private practice, and is on call one of 

every four weeks.

On Mondays, she spends a full day at the sleep 

disorder lab, seeing patients and interpreting raw data 

from patients who have spent the night sleeping in the 

lab. On Tuesdays and Wednesdays she works at her 

private practice, returning to the sleep disorders and 

COPD clinics on Thursdays. On Fridays, she tries to 

catch up with everything else: seeing inpatients, doing 

paperwork, interpreting pulmonary function studies, 

exercise tests, and sleep studies. 

Over the past few years, Dr. Burrell has seen 

dramatic advancements in technology and therapies 

for pulmonary conditions. But that’s made her job even 

more critical.

With asthma and COPD, for example, new inhalers 

have come on the market. “The devices are specifi c 

to the medications, and there’s a whole new range of 

drugs and devices we now have access to,” says Dr. 

Burrell. “We have to be familiar with how they all work 

and the di� erences between similar agents. So it adds 

a layer of complexity, and makes it more di�  cult for 

primary care because there are so many options out 

there.”

A treatment might work well for one patient, but 

not another. “Almost nothing is black and white in 

respirology. It’s navigating the grey zones and helping 

the patient navigate that,” she says. “I deal a lot with 

rare diseases and complicated situations. Often nobody 

knows what the right answer is, so you have to make the 

best decision you can with the information you have.” 

WHAT DID IT BUY?
18 colonoscopes & 
3 patient monitors

$1.1 million 

Continued excellence 
in patient care 

$3.6 million 

Lab power processor 
$1.14 million 

MRI machine
$3 million 

CT scanner
$2 million 

… and much more!

Greetings from the Foundation CEO
Together we’ve accomplished so much in our 

fi rst 25 years. And now that we’ve properly 

celebrated our collective e� orts, it’s time to 

focus squarely on the years ahead. There 

is already one certainty I can share: just as 

our committed family of donors got us to 

where we are today, we need your continued 

support and generosity for sustained success.

Our incredibly successful fundraising 

campaign has enabled Markham Stou� ville 

Hospital (MSH) to double in size. With that escalation in scope comes 

heightened responsibility: we need to continue to deliver and meet the 

expectations of the community and the patients that come through our 

doors. And we simply cannot do that without your support. 

As you’ll see from this issue of our newsletter, we’re incredibly proud 

of the innovative spirit at the heart of everything at MSH. Not only 

the exploration and adoption of new procedures and technology, but 

innovations that permeate the entire hospital – right down to how we 

interact and communicate with patients. So, whether you’re following a 

week in the life of respirologist Dr. Burrell or discovering why the iconic 

broadcaster (and Markham resident) Lloyd Robertson is chairing a new 

fundraising initiative, you’ll be reminded that innovation is part of our DNA. 

Now that we’re 25 years old, we’ve had the great fortune of having 

both longstanding loyal supporters while continually acquiring new 

ones. So it’s of vital importance to us as a foundation to engage deeply 

with all our donors, and to help you understand how your contributions, 

regardless of size, are making a di� erence saving lives. Because, after all, 

innovation means little without measurable impacts.

In that spirit, we shall endeavor to provide specifi c information on how 

your generous donations make a di� erence, how they change lives, and 

how they make us overall better as a hospital. The most recent renewal 

mailing is one outstanding example. With your support, we have raised 

$50,000, which is phenomenal and we’re so appreciative.

Keeping that momentum going into 2016 – and beyond – is vital.

Thank you!

T
HIS IS A VERY EXCITING TIME TO BE

a part of the MSH community and we 

are honoured to provide care to this 

diverse and supportive community.  

I’m a strong believer that no matter 

what we do, we all provide care in 

hospitals, whether we provide direct patient care 

or we play supporting roles. The caregivers in this 

community are overwhelmingly passionate about 

helping others and our hospital and we are so 

fortunate for this.

I wish to thank, in particular, all of the donors 

who’ve selfl essly contributed their time, energy 

and resources to make MSH what it is today. As 

a nurse and heath 

care manager with 

more than 30 years’ 

experience – from 

community and 

academic hospitals 

to the home 

care and private 

sectors – I have 

never experienced 

anything quite like the bond at MSH. I know 

that, by working together, we’re stronger and 

ultimately will be even more successful. 

Now we need your renewed commitment 

to help us shape our focus and priorities for 

the future. 

And there certainly are exciting priorities 

on the horizon. The main focus for us moving 

forward is the patient experience at MSH. It is 

an important priority for us because it fi ts with 

our core values and it is why we are all here. 

As we seek to be best-in-class in this regard, 

we have developed a number of very tangible 

actions that will help us implement this plan. 

One notable example is improving our way-

fi nding services, including a ‘concierge’ model, 

which has been very well received to date. 

I also fi rmly believe that diversity is good 

not only for the organization, but also for 

our community. We’re actively working to a 

foster diversity, inclusivity and equity into our 

organization, understanding and embracing 

the di� erences to make us all richer. Most 

importantly, we’re inviting our community to do 

this work with us in partnership.

Yes, all of this involves a culture change. 

But we believe it is critical to our ongoing 

success. Our priorities may be grand and 

transformational or they mean doing a small 

everyday thing di� erently in order to have a 

very big impact. It’s a holistic approach to us all 

moving forward positively that will ultimately 

enhance our patient experience. 

Moving forward, we will continue to be 

wholly committed to quality and performance 

accountability and transparency. This includes 

reporting publicly to our community and using 

tools and systems that will ensure we are using 

public resources as e� ectively and e�  ciently 

as possible. 

Because a hospital is nothing without its 

people, we are committed to investing in 

those who provide care to our patients, and all 

those who support the direct providers. This is 

mission critical in the coming year, so we’ll be 

working with all of our teams to provide input 

and help us build the people plan together. 

As healthcare today is much more integrated 

and goes beyond our walls, it is such an 

important time to look at partnerships in our 

community. We will continue to capitalize on 

existing opportunities, and identify and engage 

new partners to help us achieve shared goals 

and priorities for our patients and their families.

This is such an important time to be at MSH 

and I am proud and thrilled to embark on this 

journey with you. Together, and only together, 

can we continue to make a di� erence to each 

and every person who comes through our doors.

MESSAGE FROM THE CEO
New CEO & President, Jo-anne Marr, 

introduces herself and shares her vision

MSH Foundation CEO 
Suzette Strong.

                   Dr. Althea Burrell, instrumental in helping patient Tracy White, as shared in our 
previous renewal letter, among vital equipment purchased thanks to donor generosity.

MSH CEO & President 
Jo-anne Marr.
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assured that all your personal information is kept strictly confi dential, and we 
will use it only to inform you of funding needs. We will never trade, rent or 
sell your personal information. To be removed from our mailing list, please call 
905.472.7373 ext. 6341 or email, mshfoundation@msh.on.ca.

MARKHAM STOUFFVILLE 
HOSPITAL FOUNDATION

381 Church Street, PO Box 1800
Markham, Ontario L3P 7P3
905.472.7059, 
905.472.7018
mshf.on.ca
Charitable Registration 
No. 13064 3620 RR0001

O F C

SUMMER 2016 NEWSLETTER ISSUE 07 MSHF.ON.CA

MARKHAM.STOUFFVILLE.TM

OUR COMMITMENT TO YOU MARKHAM STOUFFVILLE 

DOCTOR

BEAR

HELP

MARKHAM

STOUFFVILLE

HOSPITAL

KIDS

MEDICINE

SICK

BETTER 

HEALTH 

ACTIVE

FOUNDATION

EQUIPMENT

COMMUNITY

P H N T J Q S M A R K H A M R

H V S D E U T O A W S A R M C

E B K G Q L O R F D I C O R P

L F Q W U B U T Y I C T X C L

P O L Q I N F D W E K I H O M

J U B E P H F W D I B V S M O

T N E O M E V N N U E E L M K

L D A J E A I A D Q T K Q U Y

O A R N N L L T A S T I V N Y

J T V Y T T L A Q I E D T I V

W I E T B H E P P Z R S F T Q

U O U X C H O S P I T A L Y K

L N G D P G Z G X X V L R D G

J M E D I C I N E R G Z K V H

Y Z Q C B E Y P C D O C T O R

Word 
Search 

Can you help Dr. Bear? 
He’s trying to fi nd the 
hidden words in this puzzle 
that’s all about our hospital. 

YOUR GENEROSITY
= OUR INNOVATIONS
THE REAL IMPACT 
OF DONATIONS

KIDS’ KORNER
DR. BEAR
UPCOMING EVENTS

BREATHING EASY
A Week in the Life with 
respirologist Dr. Burrell

LLOYD 
ROBERTSON 
& THE MSH 

FELLOWSHIP

LLOYD 
ROBERTSON

WEDNESDAY, 
JUNE 22, 2016 – 
The 6th Annual 
MSH Leaders Night 
at the Races.
Enjoy dinner, an 
amazing track-
side race view, 
auction, ra�  e 
and opportunity 
to network with 
community and business leaders at 
Woodbine Racetrack. Tickets are $125 each. 
Visit mshf.on.ca/natr or call 905.472.7373 
ext. 6970 to register! 

SUNDAY, JUNE 5, 2016 – 3rd Annual Unionville 
Festival Funky 5k run/walk, Main Street 
Unionville, register at funky5k.ca

FRIDAY, JULY 22, 2016 - Angus Glen 
Summer Five Miler, Angus Glen Golf Club, 
angusglenrunningseries.com

MONDAY, AUGUST 8, 2016 – 32nd Annual 
Markham Stou� ville Hospital Foundation 
Golf Tournament, York Downs Golf & Country 
Club. Sponsorship opportunities available, 
golf.mshf.on.ca

THURSDAY, AUGUST 18, 2016 – 6th Annual 
Hockey Night in Stou� ville, Stou� ville 
Arena, hosted by Keith Acton and Paul 
Calandra featuring current/ former NHL stars, 
905.472.7373 ext. 6229

TUESDAY, AUGUST 23, 2016 – 9th Annual 
Clubs4Cancer Golf Tournament, Angus Glen Golf 
Club, clubs4cancer.com

SATURDAY, SEPTEMBER 10, 2016 – 5th Annual 
Stou� ville Pharmasave Customer Appreciation 
BBQ, 6601 Main Street Stou� ville, 905.642.9595

SEPTEMBER 12 TO 18, 2016 – Tim Hortons 
Smile Cookie Campaign, visit a Tim Hortons 
in Markham and Stou� ville to purchase your 
smile cookies

MONDAY, SEPTEMBER 19, 2016 – 18th Annual 
Markham-Unionville Ladies Golf Tournament, 
Sleepy Hollow Country Club, call 905.472.7373 
ext. 6970

SUNDAY, OCTOBER 30, 2016 - 28th Annual CIBC 
Celebration of Hope, Hilton Toronto/Markham 
Suites Conference Centre & Spa, to support call 
905.472.7373 ext. 6606, celebrationofhope.info

ONGOING – Take out or dine in at Swiss Chalet 
and ask the Swiss Chalet sta�  to write ‘Markham 
Stou� ville Hospital’ on your receipt and leave in 
the sponsorship box. 10% of your food bill will be 
donated to the hospital!

ONGOING – For every pair of shoes sold at 
Shumaker at CF Markville - $1 will be donated 
back to MSH

UPCOMING EVENTS BENEFITING MSH FOR A FULL LISTING OF EVENTS, VISIT MSHF.ON.CA 
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JOIN THE CONVERSATION TODAY! 

L
LOYD ROBERTSON is the country’s longest-serving national TV news anchor, covering almost 

every major event in modern history, from the moon landing to the 9/11 attacks. He spent 41 

years as an anchor, fi rst at CBC and then as the face of CTV National News.

Back in 1998, he moved to Markham with his wife Nancy — only a seven-minute drive to 

Markham Stou� ville Hospital. Fortunately, he jokes, he hasn’t had to spend much time there, but he’s 

been a regular donor over the years.

So after his wife had a bad fall at home, the treatment she received at Markham Stou� ville Hospital 

was a tremendous relief for the Robertsons. “I was really impressed with the way they handled 

the whole situation because they did it so carefully and eª  ciently and in a comforting way,” 

says Robertson, adding that his wife was back home just a few hours later.

“We feel connected to Markham Stou� ville Hospital, and we feel it’s a good 

hospital with good sta� ,” he says. It’s one of the reasons he’s signed on as chair of 

a new supporter group – the MSHFellowship – that’s reaching out to citizens at a 

more grassroots level.

The MSHFellowship is an exclusive group of donors who give loyally and 

generously. They support advancement and innovation, to ensure MSH stays 

current and can provide quality care to our community. 

There is no such thing as “free” healthcare, says Robertson. Hospitals need to 

keep up with the latest and greatest equipment, as well as treatment therapies 

— and that costs money. Much of that isn’t covered by government funds. “The 

rest is up to us as volunteers,” he says.

When someone donates $1 million to a hospital, it makes the headlines. 

However, it can deter other people from donating, because they believe what 

they contribute isn’t as signifi cant. “What we’re trying to do is get the message 

out: no matter how much you can give, it is important,” says Robertson.

Innovation and partnerships are two key areas of strategic focus for MSH.  

Donors can choose to put their dollars towards these initiatives, whether it’s 

$50, $500 or $1,000. “That also empowers the giver,” says Robertson. “They feel 

a greater sense of involvement with the operation.”

Everyone has demands on their wallet these days, he says, and can only do 

so much. “I think your local hospital is a natural priority, getting down where 

the rubber hits the road.  This is real volunteerism at its most basic — that’s 

what appeals to me about it.”

For more information on how you can join Lloyd Robertson as a member 

of the MSHFellowship to support innovation within MSH, please contact Tracy    

at 905-472-7057 or tclegg@msh.on.ca 

LLOYD ROBERTSON 
to chair new supporter group
He’s one of Canada’s most recognizable voices — 

and now he’s speaking up about the importance of 

donor support for MSH’s programs and services.

“What we’re trying to do is get the message out: 
no matter how much you can give, it is important”

Photo: CTV News
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12 IGNITION

14 TRAILHEAD
SNOWMOBILING IN THE SOUTH PEACE AT RISK

WHY SNOWMOBILING IS LAST TO THE PUBLIC LAND USE TABLE

20 GEAR GUIDE
JACKET SHOWDOWN!

22 RIDE GUIDE
BLUE LAKE
The Blue Lake riding area near Sicamous, BC, might be at its best when 
it’s puking snow—as it often is—where fun, open powder stashes await 
those who can manage to navigate their way around.

27 HOW TO READ ATES
Knowing how to read Avalanche Canada’s Avalanche Terrain Exposure 
Scale (ATES) maps will help you understand if the terrain in the area 
you’re planning to ride is Risk City or Chill-ville.

DIFFERENT STROKES
Q&A with multi-sport athlete Brock Hoyer
Brock joined Mountain Sledder for a ride last winter to help us 
understand what a sled and snow bike are capable of doing in 
relation to one another, how he approaches terrain differently and 
what it’s like to ride both at a high level.

IN THE TRENCHES
By Martina Halik
The Northern Rockies is a snowmobiling paradise. Martina Halik 
shares insight into her job riding and exploring this remote region, 
collecting snowpack, weather and avalanche data for Avalanche 
Canada’s public forecast bulletin.

GUY BANKS’ LAST RIDE
By Allan Sawchuck
Vancouver Island sledder Allan Sawchuck shares his experience 
fulfilling the wish of a stranger named Guy Banks, who is 
terminally ill from cancer, to go on a snowmobile ride.

D E PA R T M E N T SC O N T E N T S
F E AT U R E S

40

46

53

32 RIDING TIP
CLIFF DROPS WITH CODY MCNOLTY
Big cliff drops are unique—which makes them 
impossible to practice repetitively—and they are 
dangerous. Cody McNolty shares the process he uses 
to successfully and safely execute large cliff drops.

36 FROM DIRT TO SNOW
Dirt bikes aren’t designed to be used in cold and snowy 
conditions. Here’s how to maximize the performance of 
your bike for use in winter with a snow bike kit.

58 EXPOSURE

70 TAILGATE
SKINZ VS. SKIN
How does the aftermarket accessories manufacturer 
stack up against actual human skin? Find out in this 
head-to-head!

72 SEND IT

P H OTO :  D A N I E L  S T E WA R T  @ da n i e l s t e wa r t _ p h o t o
R I D E R :  S T E V E  S H A N N O N  @ s t e v e s ha n n o n p h o t o
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AN INS IDE LOOK AT THE  
WORK OF AVALANCHE CANADA’S  
NORTH ROCKIES F IELD TEAM that sounds like a sweet job!  

You just get to sled around all day?  
How do I get hired?!”

These are the questions Avalanche 
Canada’s North Rockies Field Team 
members are asked most often.

For many riders it sounds like a dream 
come true—getting paid to spend your 
days in the backcountry riding a brand 
new sled, with hotels, truck, fuel and 
maintenance all provided.

Our job is to gather snowpack, weather 
and avalanche observations in the field 
to help Avalanche Canada forecasters 
develop a public avalanche bulletin for 
this data-sparse region. 

The area we cover, known as the Northern 
Rockies, spans from Mt. Robson at its 
southernmost point, north to Pine Pass 
and east to Tumbler Ridge and Kakwa 
Park. It’s an area that covers roughly 
40,000 km2. 

We also frequently ride in the Cariboo 
Mountains, which is a separate Avalanche 
Canada bulletin zone. For that area we 
are generally based out of McBride, 
Valemount, Prince George and Quesnel. 
This adds another huge chunk of terrain 
for our busy team of three!

IN  THE TRENCHES “WOW, 

 

BY MARTINA HALIK 
IMAGES BY THE NORTH ROCKIES FIELD TEAM

THE AUTHOR, MARTINA HALIK, 
PERFORMS A SNOWPACK 
STABILITY TEST.

W I N T E R  2 0 2 2   |   I S S U E  1 9

L A N D  U S E  /  H O W  T O  D R O P  C L I F F S  /  B L U E  L A K E  R I D E  G U I D E  /  B R O C K  H O Y E R
DISPLAY UNTIL MARCH 31, 2022

WINTER 2022  $6.95 CDN

CONSUMER EDITORIAL 
Mountain Sledder
Designed Mountain Sledder – a consumer publication  
for mountain sledding enthusiasts 
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CANADIAN
SKIING SWITZERLAND’S BEST SLOPESBARBADOS: A FOODIE’S PARADISEEXPLORING CARTAGENA, COLOMBIA

PLUS! 
TRAVELLING  

SOLO WITH KIDS:  
What you need  

to know

CONSUMER EDITORIAL 
Canadian Traveller 
Redesigned Canadian Traveller – a national travel magazine

WINTER 2018 

17

32

26

D E P A R T M E N T S
  4 Editor’s Note
 The essence of travel

  6 Social Club
 Let’s connect

  8 Snapshots
  What’s new, what’s  

hot & what’s trending?

12  Getaway Guide:  
The Ottawa Valley &  
Ontario’s Highlands

  Plan the perfect  
winter escape

14 Resort Report:  
 The Fives Downtown
 A girlfriends’ getaway  
 in Playa del Carmen

44 Travel Muse
  Ashley Callingbull,  

Mrs. Universe Canada  
& world traveller

48 How To
  What you need to  

know when travelling  
solo with kids

50 Shop
  What to pack for your  

next winter adventure

ON THE COVER:  
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A 
STRING OF VOLCANIC ISLANDS 
sitting in the middle of the Atlantic, 
this archipelago – pounded by waves, 
girded by forbidding cliffs, all of it 
often shrouded in mist – was long 
a critical way station for explorers 
seeking the New World, including, 
most famously, Christopher 
Columbus, who stopped by a couple 
of times. But those who settled here, 
who came here for the long haul 
to build a life, mostly fell into two 

categories: farmers, and fishermen. And today? 
I’m the latter.

Rolling out from Angra do Heroismo on the Big 
White, the clouds above darkening by the minute, 
the winds blustering to a stiff 15 knots, I ready my 
line, hoping for a big catch. Reaching the northwest 
corner of the tiny island of Terceira, a place 
exposed to the elements and known for rough 
weather, I brace myself against the white hull of the 
boat, casting out into rocky waters, under a watery 
sun. Given my past experience with a rod and reel, 
I’m not hopeful, having had little joy (or luck) in 
the past.

THE AZORES: 
     An adventure through the freshest islands  
     in the Atlantic BY TIM JOHNSON

JOURNEYS
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Stay up, get into the party vibe,  
eat, drink, go with the flow and plan  
to have a late breakfast the next day.

The tempting tastes of Northern Spain P. 16

BRING IT  
HOME

IRELAND: 
While Ireland might be best known for its dark and frothy 
Guinness beer, their most luxuriant food export is a box of 
Butlers Chocolates. Founded in 1932, this 100 per cent 
Irish family owned- and operated-company packages up 
sustainably sourced cocoa for locals and tourists alike. 
Butlers also correspond with their cocoa farmers directly, 
meaning	you	can	feel	confident	when	spending	your	Euros	
with this ethically sound company. For good measure, we 
recommend an assorted box of chocolates; you simply 
can’t go wrong.

PUGLIA, ITALY: 
After a quick trip to the Mediterranean, you’ll soon 
discover that a large part of their diet revolves around 
antipasto ingredients including olive oil, cured meats and a 
delightful array of garnishes. Puglia, in particular, produces 
nearly 40 per cent of Italy’s olive oil, and as such, their 
stock is affectionately referred to as “green gold.” Be sure 
to bring home a bottle in order to set yourself up for dinner 
party success.

GOA, INDIA: 
Beyond being renowned for its laid back lifestyle, island 
weather and otherworldly cuisine, this Indian state that 
also stretches along the Arabian Sea produces a variety of 
spices	including	black	pepper.	Give	the	gift	of	flavour	with	
this potent “King of Spices” that packs a serious punch.

JAPAN: 
With	so	many	unique	and	wonderful	flavours	of	 
KitKats in Japan, you would be remiss not to bring  
home a selection of candy bars for your friends and 
family. And while this British export has done well around 
the world, the obsession with these chocolate treats 
throughout this island country borders on obsession. For 
a taste of Japan, be sure to source the soy sauce and 
wasabi selections.

I N D I A  

PA N A M A 

JA PA N 

AU S T R A L I A 

I R E L A N D 

F R A N C E  

S PA I N 

I TA LY  

PANAMA: 
This ecologically diverse country links Central and South 
America and is abundant in exotic fruits, ingredients and 
dishes that effortlessly merges the cultural tapestry of 
Panama. Be sure to carve out some time in between your 
travels to unearth delightful local delicacies, including 
their selection of coffee beans. Brands such as Café 
Duran will prove to deliver on all levels of quality and taste.

FRANCE: 
If	you	happen	to	find	yourself	in	France	this	summer,	we	
encourage you to splurge on a bottle of Veuve Clicquot. 
This premium French Champagne exists as one of the 
world’s most renowned and recognized brands. While you 
can pick up a bottle at your local alcohol supplier, it would 
certainly feel more meaningful purchasing it from the 
company	that	invented	the	world’s	first	rosé	
Champagne.

AUSTRALIA: 
Any trip to Australia will prove to be relaxing if you should 
decide	to	kick	up	your	feet	and	enjoy	the	sand,	surf	and	
sun. Be sure to bring home that level of zen by picking up 
a box of T2, a beloved tea brand with an extensive list of 
speciality blends. Their crowd-pleasing collection will 
likely come from the Iconic Tea line, which includes their 
herbal and green tea treasures.

SPAIN: 
Located on the Iberian Peninsula, Spain continues to 
elevate the average charcuterie experience no matter 
the	region	or	restaurant.	If	you	find	yourself	enjoying	one	
of these expertly layered tapas, you will soon savour a 
variety of Spanish cheeses, Iberico ham, chorizo, 
Marcona olives and so much more. Be sure to bring home 
a slice of Spain by investing in a quality cheese board 
that will delight your houseguests, even if you’re topping 
it with not-so-Spanish deli selections.

Souvenirs from  
Bon Vivant-featured 
destinations
Once you’ve indulged in a variety of cuisines from around the 
world, it’s hard not to want to share those sacred bites with 
those back at home. Be sure to collect a few of our favourite 
global sip and savour souvenirs for your nearest and dearest. 
BY SARAH HARRIS
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 Best laid plans in the 

BIG EASY
I

T’S A PERFECT SPRING EVEN-
ing in New Orleans, where the 
still-blue sunset sky is made all the 
more ethereal by our view of the 
cityscape. My husband, Matt, and 
I have been enjoying the DJ-spun, 
TGIF-charged atmosphere of our 
hotel’s roof top bar in the Central 

Business District for the better part of an 
hour, when he throws out an idea.

“Let’s go check out Bourbon Street.”
I suppress an eye roll at his suggestion 

and remind myself that it’s his first time 
here.

We’ve arrived in New Orleans for 
a long-weekend getaway and while 
it may seem to be a bit of a jaunt for a 
mere few days, we departed Toronto on 
Friday morning and, only a three-hour 
flight later, found ourselves tucking into 
barbecue shrimp and 25 cent martinis 
at Mr. B’s on Royal Street. We joked that 
had we been heading out of our city 
toward cottage country instead, we’d still 
be stuck in traffic.

The illustrious old architecture and 
decadent Creole cuisine of New Orleans 
has always appealed to us; Matt and I 
are suckers for good food, live music and 
scenic walks, and its cultural standard of 
indulging in all three means there’s no 

shortage of attractions to fill a three-day 
trip. Having already had the benefit 
of experiencing the basics on a past 
visit, I arrived this time determined to 
branch out of the French Quarter into 
more locally-frequented territory. I’ve 
done a lot of research on where to eat, 
dance and how to fully appreciate the 
many libations of this city – and have no 
intention of wasting time on the typical 
tourist stops.

So I try to suppress a “better than 
thou” tone when I tell him, “You don’t 
want to go to Bourbon Street.”

This, of course, launches into a good-
natured, alcohol-fueled squabble about 
how I’m a snob, and how “just because 
an attraction is popular doesn’t mean it 
isn’t worth seeing.” 

And now, here we are, standing at 
the foot of Bourbon Street, awash in its 
signature neon glow and throng of yard 
cup-toting revelers.

“We won’t stay,” Matt promises 
gleefully. “I’ve just always wanted to 
walk up this crazy street.” With that, he 
takes my hand and pulls us both into 
the tide of pulsing club music, police 
horses and bachelorette party troupes 
in matching t-shirts. My husband is in a 
spectator’s heaven, the first item on his 

LA

BY BRITNEY HOPE

Louisiana

DID YOU KNOW

New Orleans  
is gearing up 
for its 300th 
birthday  

in 2018.
Streetcars on  
Canal Street
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F
or Canadians, summer is too short; we 
pack a year’s worth of paddling trips, 
camp-outs, hiking and cycle tours into just 
a few months. It’s part of the fun, I suppose, 
but it’s also a shame to see those balmy 
summer nights come to a close, leading to 

long stretches of rain or snow.
Of course, they needn’t end. Beyond shopping, 

nightlife and theme parks, Florida offers expansive 
wilderness and unique outdoor experiences to keep 
enthusiasts satiated year-round. In fact, winter is 
often the best time to go – temperatures are 
conducive to outdoor activity and there are fewer 
bugs. But Florida is the land of endless summer – 
so no matter what season you choose to visit the 
Sunshine State, outdoor adventures await. Here are 
some of the best:

EVERGLADES CANOE  
& KAYAK TRAILS
Spanning more than 600,000 hectares and three 
counties in Southern Florida, Everglades National 
Park harbours wild water-based adventures, 
typified by its legendary canoe and kayak trails. 
These routes meander through mangroves, 
marshes, catttails and saltwater bays offering both 
day trips and committing multi-day adventures. For 
the former, try Nine Mile Pond. Accessed off Main 
Park Road (Highway 9336) about 60 kilometres 
southwest of Homestead, this four-hour paddle 
leads through marshes and mangroves, treating 
adventurers to sightings of wading birds, turtles, 
fish and alligators. It’s easily marked and best 
paddled in winter when water levels are high and 
bugs are low. Or, head into Hell’s Bay. This 
challenging trail requires advanced route-finding 
skills, as things can get convoluted while you paddle 
through mangrove forests and a maze of small bays. 
The route can be paddled in about eight hours, or 

snag a backcountry permit and set-up camp on one 
of the “Chickees,” floating elevated tent platforms 
offering an overnight in the Everglades. 
nps.gov/ever

SEBASTIAN INLET SURF CAMP
Follow State Road A1A – a National Scenic Byway 
– into the heart of Florida’s beach culture as it leads 
north-south along the Atlantic Coast. Midway, 
Sebastian Inlet State Park awaits. With five kilome-
tres of beach facing the open sea, Sebastian Inlet is 
one of the East Coast’s most renowned spots to shred 
a wave. Surfers: head to First Peak or Monster 
Hole, both consistent waves renowned for long rides. 
You’ll need a few days here to fully get in the groove, 
so pack your camping gear. The park has a full- 
service campground with 51 sites for tents and RVs, 
as well as a recently-added primitive campground for 
walk-in tenting and serene nights under the Florida 
stars. Shore fishing, kayaking and historic sites –  
including a 1700-era Spanish treasure fleet –  
complement the world-class waves. 
floridastateparks.org

FLORIDA’S MEGA-TRAIL
Extending a whopping 2,000 kilometres from near 
the Alabama border on the Florida Panhandle to the 
wildlife-rich Everglades, the Florida National Scenic 
Trail is a hiker’s paradise. This subtropical route is 
within an hour’s drive of most major cities in the 
State, and provides adventures ranging from a simple 
walk in the forest to an extreme multi-day backpack-
ing adventure. And every year, some brave souls set 
off on a two- to three-month-long through hike. But 
you don’t have to get too hardcore; pick a leg and 
tackle it with gusto! In the Panhandle, trek the silver 
sand beaches of Gulf Islands National Seashore 
– the trail’s only designated beach hike. In Central 
Florida, the trail passes through Ocala National 

Florida for real  
outdoor enthusiasts
Five reasons Florida should be your next escape BY DAVID WEBB
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Gulf It.
The American Tropics are here: 35 miles of white-sand bliss, emerald
green water and fi ery Gulf sunsets. In St. Pete/Clearwater, you can fi nd
your vibe, from four star accommodations to laid back beach towns.
Kayak with manatees or just chill under the warm sun. Isn’t it time to go?  

SIMPLY
BETTER
BEACHES

VisitStPeteClearwater.com

Clearwater Beach

Madeira Beach
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Islandology is our way of life. It’s forgetting about phones and 
recharging your body for a change. Because simple pleasures 
like putting your toes in the sand or listening to the waves 
shouldn’t be interrupted. 

Plan your trip to Southwest Florida at FortMyers-Sanibel.com

A getaway should actually
get you away.NO50

LOVERS KEY STATE PARK, FORT MYERS BEACH, FL

LEE500-14451_Canadian's_Guide_to_Florida_v2.indd   1 12/15/16   3:57 PM

SUN & BEACH
Fort Myers is blessed with the Gulf Coast’s warm waters and 
sugar-sand beaches stretching for kilometers on end. 
Fort Myers Beach is a prime example – its wide 
expanse of sand makes for an ideal sunbathing and 
swimming spot, but it’s also a hub for parasailing and 
kayaking. If you’re a shell collector, head to Sanibel 
Island to fill your pockets with fighting conchs, baby’s 
ear, worm shells, scallops and coquinas.

St. Pete/Clearwater has a roster of award-winning 
beaches, including Clearwater Beach. At Pier 60, there’s a nightly 
party with street performers, local artisans, and, of course, an epic 
sunset. St. Pete Beach is another laidback place to hang out, but if 
you want to grab a paddleboard and hit the water, you can do that 
too. Otherwise, head to The Drunken Clam for post-sunset fun. 

IN SARASOTA, the shallow waters of 
Siesta Key Beach offer a comfortable 
swimming spot with a rainbow village of 
beach bungalows as a backdrop. Stroll 
the esplanade or visit the recently 
restored historic Siesta Key pavilion. If the 
kids are along, take them to the new 
playground designed like a sandcastle.
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CALIFORNIA  
FOR ALL SEASONS
I t ’ s  n o  s e c r e t  t h a t  C a l i f o r n i a  i s  a  y e a r - r o u n d  
d e s t i n a t i o n .  H e r e  a r e  o u r  t o p  p i c k s ,  b a s e d  
o n  w h e n  y o u  p l a n  t o  v i s i t .

S U M M E R
Gilroy has been nicknamed the “Garlic Capital” since 1980, and it’s 
a title the destination takes seriously. Plan your visit around the annual 
Garlic Festival, scheduled to take place July 26-29, 2019.
At 4,322 metres high, Mount Shasta is one of the state’s tallest 
volcanoes. It’s a tough one to scale but non-climbers need not worry; 
picturesque views are here to be enjoyed from lower altitudes as well. 
Find waterfalls and caverns as you hike through fields and forests.
Sure, a year-round temperate climate makes Buellton a great place 
to visit regardless of season, but why not enjoy some big adventure in 
this small seaside town during the summer season? Surf and swim, 
wine and dine, or just take some time to chill.

F A L L
Let the crimsons and golds of Mammoth Lakes landscapes take 
your breath away in the fall season. Whether hiking, horseback riding, 
cycling or paddling, enjoy the warm days exploring this beautiful 
corner of California.
Just in time for harvest season, rent a car or book a tour to enjoy 
some of the 175 vineyards and 42 varietals available throughout 
Monterey County, with highlights found in Salinas, Carmel Valley, 
Carmel-by-the-Sea and Monterey. 
Find your new happy place at Tilden Park, nestled between 
the Berkeley Hills and San Pablo Ridge. Not only can you revel 
in panoramic views of the San Francisco Bay, spend your time 
wandering the hiking trails and botanical garden. Don’t miss a ride on 
the old-time carousel, either.

W I N T E R
With 12 downhill resorts, stunning views and a lot of après 
action to be enjoyed, North Lake Tahoe is calling your name this 
time of year. Awesome conditions and diverse terrain make it a skier's 
paradise. 
 A few kilometres offshore from Oxnard sits the pristine Channel 
Islands National Park. Plan a visit between December and April to 
watch the whale migration; you’ll catch a glimpse of newborn calves, 
humpback whales, seals, sea lions, dolphins and orcas. 
They say that in Palm Springs, “The scene really heats up when 
the weather cools down.” This region ranks as one of the world’s top 
destinations for LGBTQ travellers, and Greater Palm Springs Pride 
(early November) kicks off a long season of awesome activities.

S P R I N G
 Visit Fresno mid-February through March and drive or bike 
the 100-kilometre Blossom Trail, where you’ll find fruit and nut 
trees in full bloom along the way. Stop at School House Restaurant 
and Tavern, known for its house-made, farm-to-fork cuisine. From 
there, pay a visit to Simonian Farms. Curate a picnic using the fresh 
produce, dried fruits, nuts, jams and wines up for grabs. 
Looking for beauty? From March through to May, the Flower 
Fields at Carlsbad Ranch (north of San Diego) boast 50 acres of 
ranunculus blooms.
For something really “out of this world,” find your way to Death 
Valley, Big Sur or Mendocino to catch the Lyrid meteor shower. 
Max activity is expected April 23, 2019, though shooting stars are 
predicted for April 19-25.

Blossom Trail

Mount Shasta 

North Lake Tahoe

Wine tasting in Monterey County
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California is a western sun-filled state that boasts some 
of the best beaches in the U.S. Think cliff-lined locales 
that transport you to a surfer’s paradise the moment your 
toes sink into the sand. You may come for the culture, but 
you will want to stay for idyllic stretches of sand along 
the Pacific. Here are Canadian Traveller’s picks for the top 
beaches in The Golden State:

LAGUNA BEACH: Halfway between Los Angeles and San Diego is 
this fashionably famous town that’s rich in culture and clean 
white sand. Pack a blanket in the fall, or hit the beach come 
spring for a cool dip in the ocean. The water around these parts 
tends to be quite calm, making it ideal for paddle boarders and 
leisure swimmers.
VENICE BEACH: This world-famous and unique beach boasts a 
store-lined boardwalk that adds to its bustling nature. Be sure to 
visit on weekends for 2.5 kilometres of flea markets, local artists 
and fresh food options that will keep you coming back for more 
than Muscle Beach memorabilia.
SANTA MONICA STATE BEACH: This iconic beach-meets-boardwalk 
lifestyle is perfect for travellers hoping to pepper some family 
fun into their vacation. Take a seat on the Pacific Wheel or go 
for a ride along the pier for sweeping views of this 5.5-kilo-
metre-long southern stretch.
CORONADO BEACH: Known for soft waves, boogie boarding and the 
Coronado Surfing Academy, this San Diego Bay beach is ideal 

for those seeking a splash of adventure. Just 16 kilo-
metres from the Mexican border and positioned along 
Ocean Boulevard, visitors can take in Baja culture 
while catching sights of seaside mansions.
NEWPORT BEACH: This glitzy beach is home to mega 
wealth and the Balboa Pier, a haven for hardcore surf-
ers. This location will prove to be perfect for travellers 
who want to experience a typical Californian vibe. Sit 
back and people watch by the waves or drink in the 
views of yachts and sailboats during sunset.
CARMEL BEACH: On Monterey Peninsula’s south side 
and at the foot of Ocean Avenue is a white sand beach 
that’s home to a handful of Cypress trees and crystal 
clear waters. Carmel-by-the-Sea is an idyllic California 
enclave and a pooch-friendly paradise, home to sand 
dunes, seabirds and sand castles.
LA JOLLA BEACH: This small but popular beach is famous 
for scuba diving, snorkelling and local wildlife. With 
visibility that reaches past nine metres and wildlife 
that’s protected by the San Diego La Jolla Underwater 
Ecological Reserve, this small cove is the perfect setting 
for photography enthusiasts looking to capture more 
than just splashing waves and sun. •CT

CALIFORNIA 
FOR BEACH BUMS
BY SARAH HARRIS

Laguna Beach

Laguna Beach

Jumping off rocks in La Jolla, San Diego
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GUYS: Dress for success at Harry 
Rosen (harryrosen.com). Canada’s 
über-alpha-male emporium carries the 
best in designer menswear, including 
Zegna, Brioni, Tom Ford and Canali. 

GALS: Channel a boss-lady look with 
this Tanya Taylor ensemble, exclusive to 
luxury department chain Holt Renfrew 
(holtrenfrew.com). 

SHOP THE LOOK:
 Yorkdale Shopping Centre and the 
Toronto Eaton Centre are home to 
career-oriented brands like Banana 
Republic (bananarepublic.ca), Club 
Monaco (clubmonaco.ca) and  
Zara (zara.com).
 Head to Holt Renfrew (holtrenfrew.
com) for designer fashion, accessories 
and shoes from the likes of Paul Smith, 
Theory, Thomas Pink, Etro, Brunello 
Cucinelli, 3.1 Phillip Lim, Rag & Bone 
and more. 
 Canadian designer Kimberley 
Newport-Mimran’s Pink Tartan 
(pinktartan.com) collection can be 
found at Holt Renfrew, Hudson’s Bay 
(thebay.com), and its namesake 
boutique in Yorkville.
 Garrison Bespoke (garrisonbespoke.
com) in the Financial District offers a full 
range of custom-made suits, shirts  
and formalwear.
 Leatherfoot (leatherfoot.com) in 
Yorkville purveys handcrafted men’s 
shoes, including heritage brands like 
Saint Crispin’s, Alfred Sargent, Gaziano 
& Girling, Carmina Shoemaker, and a 
made-to-order shoe service.
 Bloor-Yorkville (bloor-yorkville.com) 
boasts premium boutiques, including 
Kate Spade (katespade.com),  
ça va de soi (cavadesoi.com), and  
chic eyewear specialists Cutler and 
Gross (cutlerandgross.com).

From professional to glam, indie-eclectic  
to urban casual: here’s where to shop  
today’s hottest looks. By Loretta Chin  
Photography by Jenna Marie Wakani

GUYS: Synonymous with Canadian 
fashion, Roots (canada.roots.com) has 
been rocking a sporty urban style for 
over four decades. Its quintessentially 
Canadian look straddles the city and the 
great outdoors. 

GALS: You’ll find plenty of polished 
essentials at J.Crew (jcrew.com), but  
the fun comes from reinterpreting 
classics. Look for urban-chic colours and 
embellishment styled to celebrate print 
and texture mixes. 

SHOP THE LOOK:
 Destination shopping malls offer 
Canadian content. Check out the 
Toronto Eaton Centre, Yorkdale (the 
expansion will include over 250 stores), 
Bayview Village (bayviewvillageshops.
com), Vaughan Mills Premium Outlets 
(vaughanmills.com) and Sherway 
Gardens (sherwaygardens.ca), as well as 
Mississauga’s Square One (shopsquare-
one.com) and Brampton’s Bramalea City 
Centre (bramaleacitycentre.ca). 
 Canadian shoe stores like Browns 
(brownsshoes.com), Aldo (aldoshoes.
com) and Town Shoes (townshoes.com) 
offer the latest in designer and private 
label shoes and accessories.
 Founded in Toronto, Club Monaco has 
a modern-classic fashion aesthetic with 
broad appeal. 
 J.Crew travelled north to open its first 
Canadian location in Toronto at Yorkdale, 
followed by a second store in the Eaton 
Centre—a third is planned for Bloor Street. 
 Swedish fast fashion giant H&M  
(hm.com) is a popular choice, as is 
Spain’s Zara and sister store Massimo 
Dutti (massimodutti.com). 
 Topshop (topshop.com), with its 
shop-in-shop locations for men and 
women in Hudson’s Bay and Yorkdale, 
provides affordably priced fast fashion for 
the trendy and budget conscious.

Z Zegna shirt  
and suit; Robert 
Talbott tie; Allen 
Edmonds brogues;  
all from Harry Rosen

Shirt, sweater, 
necklace, all 
from J.Crew. 
Silver metallic 
brogues from 
Browns

Varsity jacket, 
plaid shirt, 
messenger  
bag, jeans and 
Chukka boots, 
all from Roots

Tanya Taylor  
print top and skirt; 
Kenneth Jay Lane 
gold cuff; Marc  
by Marc Jacobs 
handbag; Manolo 
Blahnik suede 
pumps; Burberry 
sunglasses; all  
from Holt Renfrew
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TAPAS & APERITIVOS
The Italians and Spanish practically invented the art of 
snacking. For classic tapas like jamón Ibérico, patatas bravas 
and roast bone marrow, Bar Isabel (797 College St.) 
rightfully occupies one of the top spots in the city with its 
creative interpretations. On a similar note, Bar Buca 
(75 Portland St.) serves up Sicilian-style goat-and-ricotta 
meatballs, soppressata-and-baby-octopus skewers and 
house-made burrata stuffed with pesto, making every hour 
aperitivo hour.

CUTLERY-FREE
An early adopter, 416 Snack Bar (181 Bathurst St.) 
opened in 2011, offering small plates that adhere to 
the resto’s No. 1 rule: no cutlery. Seriously, you 
won’t find a fork here. Steak tartare, steamed buns 
and even a salad (Japanese-style with wakame, 
toasted sesame and miso dressing) are presented 
as glorified finger food. The same motto goes for its 
sister restaurant, Peoples Eatery (307 Spadina 
Ave.). Paying homage to the neighbourhood’s 
Jewish and Chinese history, the menu features 
latkes and kibbeh nayeh alongside General Tso tofu 
and Peking duck. 

ASIAN FUSION
Taiwanese night market treats are on order at 
Kanpai Snack Bar (252 Carlton St.), where 
wok-fried anchovies, fried tofu and gooey 
pork belly steamed buns pair perfectly 
with Canadian brews and handcrafted 
cocktails. At Lopan (503 College St.), 
DaiLo’s upstairs bar, Asian riffs on 
North American classics like the Big 
Mac and KFC chicken are served 
dim-sum-style until 2 a.m.

CURATED CRAVINGS
There’s nothing fancy about the signature Smash Bag 
nachos from Junked Food Company (1256 Dundas 
St. W.): they’re prepared right in the Doritos bag with 
toppings like Dr Pepper pulled pork, dark chocolate 
chili and mac ’n’ cheese. If fried chicken is more your 
flavour, Bar Fancy (1070 Queen St. W.) offers a special 
of $2 fried chicken (and half-price oysters) 
between 5 p.m. and 7 p.m. Plus, “dirty” 
nachos—complete with a Cheez 
Whiz–like topping—make the 
rounds until late. 

Here’s to elevated nibbles and complex culinary 
masterpieces served up snack size until late.

Small-plates cuisine goes casual.
By Simone Olivero 

Short orders
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Bar Buca
sardella  

calabrese

Bar Fancy 
olives and pork 

sausages

Junked Food 
Company

waffle  
sandwich

416 Snack Bar
oysters

Junked Food 
Company

Smash Bag 
nachos

Bar Buca
polipo

Bar Buca
costolette di 

manzo

Peoples  
Eatery

grilled short  
ribs

Kanpai  
Snack Bar

Player Hater

DaiLo
Jellyfish Slaw

DaiLo
Hakka brown 

wontons

Bar Fancy
chicken wings 

Peoples  
Eatery

seasame  
noodle bowl

Kanpai  
Snack Bar
Cabbage  

Patch Kids
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What drives the arts community in Toronto?
As big a city as this is, it’s really just a small town in 
that the communities are small and tightly woven 
together and incredibly supportive. There are these 
kinds of mash-ups of bands and music. The diversity 
of the city lends itself to the music culture here.  
I think when you listen to our rap artists, they’re 
much closer to spoken word artists than they are 
to American rap. I find that our rap artists are 
more political, more sensitive—they use 
more colours.

What’s it like to be a woman  
and an artist in this city?
Let’s talk about how many women 
writers come out of here—not just 
Toronto, but all of Canada. And 
not just in lit but music. To me, it 
says we have a country that listens 
to women. Honestly, I’m sitting 
here trying to think of a single 
Canadian woman musician that 
doesn’t write her own stuff, and 
I’m at a bit of a loss. 

What sparks your creativity?
I can walk to the corner and eat food 
from any continent on the planet 
without leaving my neighbourhood. 
And I think that’s true of many, 
many neighbourhoods in Toronto. 
I love to walk by the schoolyard in 
our city and look at the rainbow of 
culture and colour.

High Note
Molly Johnson is Toronto’s most beloved jazz star.  
Here, she explains why the feeling is mutual. By Amber Dowling

Born and raised in Toronto, songstress, philanthropist  
and mother Molly Johnson has never had any desire to  
live elsewhere. In fact, she has lived with her family in the  
same Annex neighbourhood home for close to two decades,  
with a view of the hospital where she was born. At four years 
old, she was discovered by Ed Mirvish himself, and has shared 
her many talents in venues across the city—at the ballet, in 
galleries and on radio and television. She’s best known 
for her signature jazz vocals, which earned her a Juno 
Award in 2009 and the appointment of Officer of the 
Order of Canada in 2007.

upfront
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The Wine Shop 
Looking to experience the best of 
Ontario’s terroir? Sign up for a tasting 
or shop for a range of award-winning 
wines, including exquisite icewines— 
a local specialty. 228 Queens Quay W., 
416-598-8880, thewineshops.com

Centre Shop
Browse this shop for unique and surprising contemporary  
crafts and design, including items for creative kids.
Harbourfront Centre, 235 Queens Quay W., 416-973-4993, 
harbourfrontcentre.com/centreshop

Harbourfront Centre 
A four-hectare (10-acre) site dedicated to arts and cultural 
programming, like the World Stage theatre festival, NextSteps 
dance series, free outdoor food and culture festivals,  
and The Power Plant, Canada’s leading public gallery of  
contemporary visual art. 235 Queens Quay W.,  
416-973-4000, harbourfrontcentre.com

Mariposa Cruises 
Six vessels ply the lake with harbour tours and 
dinner cruises. 207 Queens Quay W., Pier 6,  
416-203-0178, mariposacruises.com 

HTO Park 
A playful (and photogenic) urban beach with 
permanent yellow umbrellas and Muskoka chairs.
339 Queens Quay W., toronto.ca

Fort York National Historic Site 
With its stunning new visitor’s centre, Canada’s largest  
collection of original War of 1812 buildings presents historic 
exhibits, plus a living history portrayed by costumed interpreters.  
250 Fort York Blvd., 416-392-6907, fortyork.ca

Centreville Amusement Park
The Haunted Barrel Works, 1907 antique carousel and Centreville 
Train are standouts at this children’s amusement park, a perennial 
favourite. Centre Island, Avenue of the Island, 416-203-0405, 
centreisland.ca/centreville

Redpath Sugar Museum 
Find out about the history of sugar and the Redpath family  
business at the refinery, where boats unload raw sugar for 
processing. 95 Queens Quay E., 416-366-3561 (call ahead), 
redpathsugar.comAria Ristorante

Exceptional wines and fine Italian fare 
abound in an elegant contemporary  
urban setting. 25 York St.,  
416-363-2742, ariaristorante.ca

Cabana Pool Bar
Beautiful bathers soak in the Miami vibe 
while playing volleyball, dancing, dining  
or sunbathing. Private cabanas with  
bottle service attract celebs such as  
Justin Bieber and Deadmau5. 11 Polson 
St., 416-479-7645, cabanapoolbar.com

Carousel Café &  
Toronto Island BBQ  
and Beer Co.
Two licensed eateries serving 
seasonal sit-down fare.
Centre Island, Carousel Café,  
416-203-0405, Toronto Island  
BBQ, 416-234-2345,  
centreisland.ca/foodanddrink

Pearl Harbourfront Restaurant
Find great Chinese food here, especially 
the Peking duck and dim sum.
Queens Quay Terminal, 207 Queens 
Quay W., Second Floor, 416-203-1233, 
pearlharbourfront.ca 

The Rectory Café
Open all year (check seasonal hours),  
this quaint island café is known for  
its house-made sweet baked goods  
and generous vegetarian options.
Ward’s Island, 102 Lakeshore Ave.,  
416-203-2152, therectorycafe.com

Amsterdam BrewHouse
The newest outlet for this 

respected craft brewery serves 
tried-and-true favourites 
and seasonal novelties to 
complement a beer-themed 
menu. And, yes, you can  

buy beer to take away.
245 Queens Quay W.,  

416-504-1020,  
amsterdambrewhouse.com

DID YOU KNOW…

MEET THE NEIGHBOURS
Toronto’s bustling 19th-century Great Lakes shipping port is being dramatically revitalized 
and opened for public use. The stunning new Water’s Edge Promenade links innovative 
parks, shoreline amenities, cultural centres and quirky installations like the popular and 
photogenic pedestrian WaveDecks and the permanent pink beach umbrellas of Sugar 
Beach. To escape the confines of the city, people also head to the Toronto Islands, 
where 650 residents forgo a car for a ferry and live a cottage-like existence.

Waterfront + Islands
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The Toronto Music Garden was designed by internationally 
acclaimed cellist Yo-Yo Ma and landscape designer Julie Moir 
Messerv to be a “landscape reflection” of Bach’s “Suite No. 1 in G 
Major, BWV 1007.” 479 Queens Quay W., harbourfrontcentre.com

Best routes: Walk 
or bike the Martin 
Goodman Trail from 
the Humber Bridge 
in the west to the 
Rouge River in the 
east. Or head to 
Centre Island, with 
its grassy parkland, 
marinas and rental 
kayaks. To get away 
from it all, hit sleepy 
Ward’s Island.

EAT

SHOP

SEE
Queens Quay
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SHOP
Getoutside
The source for boots and classic kicks, 
including Converse, Hunter, Frye and 
more. 437 Queen St. W., 416-593-5598, 
getoutsideshoes.com

Goorin Bros. Hat Shop 
Whether you favour the Indiana 
Jones fedora or the Walter 
White pork pie, Goorin has 
a classic hat for you. 
320 Queen St. W., 
416-408-4287, 
goorin.com

Spacing Store
Spacing, a magazine that promotes  
the merits of public spaces, has opened  
a retail outlet that offers all kinds of  
items celebrating Toronto and other 
Canadian cities. 401 Richmond St. W.,  
416-644-1017, spacing.com

Stylegarage
One of the city’s top sources of locally 
designed and built home furnishings,  
this chic boutique is loved by condo and 
loft dwellers for its contemporary flair.
78 Ossington Ave, 416-534-4343, 
stylegarage.com

SEE
Perpetual Motion sculpture
This giant corkscrew-like sculpture by 
Chilean artist Francisco Gazitua was 
inspired by machines that reflect  
Liberty Village’s industrial heritage. 
Liberty Park, 70 East Liberty St.

Graffiti Alley 
Treat your eyes to the visual 
splendour of Graffiti Alley, 
where colourful street-art 
murals flourish in this back 

lane behind Queen West. 
Rush Lane, known as 

Graffiti Alley, is the 
backdrop to Rick 
Mercer’s streetside rants on 

The Mercer Report. South  
of Queen Street West from  

Spadina Avenue to Portland Street,  
beginning at 1 Rush Ln.
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CP24 “Breaking News” Van
The heritage building at Queen and John streets was 
built in 1913, but it has housed media production 
facilities since the ’80s. Now, as the headquarters of Bell 
Media, it features a CP24 television news van “crashing” 
through a wall into mid-air. For the best angle, cross the 
street and walk east to a point about halfway between 
the entrance to St. Patrick Square and McCaul Street. 
299 Queen St. W., muchmusic.com 

SNAP THIS 

EAT
Nota Bene
This fine-dining spot is renowned for  
its fresh take on Canadian cuisine,  
with many international influences. 
180 Queen St. W., 416-977-6400, 
notabenerestaurant.com

The Citizen
Eclectic comfort-food snacks, sandwiches, 
BBQ and burgers accompany house 
cocktails that echo the manly ’30s décor. 
522 King St. W., 416-703-2800, 
thecitizento.com

The Drake
The hip Drake kitchen supplies food and 
drinks that are in season and on trend to  
all its spaces, from the ritzy ground-floor 
Lounge to the bohemian rooftop Sky Yard. 

1150 Queen St. W., 416-531-5042, 
thedrakehotel.ca

 Mildred’s  
Temple Kitchen
Upscale comfort food and 
a commitment to local 
producers draw families 
for brunch, and friends and 

colleagues for dinner and 
lunch. 85 Hanna Ave.,  
Unit 104, 416-588-5695, 

templekitchen.com

309 Dhaba Indian Excellence
Enjoy gently upscale Indian cuisine  
featuring local ingredients in a recently 
redesigned room. 309 King St. W., 
416-740-6622, dhaba.ca

Marcel’s &  
Le Saint Tropez 
Downstairs, a Provençal bistro 
(Le Saint Tropez), with 
bouillabaisse and live cabaret 
tunes; upstairs, fine French fare at 
Marcel’s. 315 King St. W.,  
416-591-8600, marcels.com

MEET THE NEIGHBOURS
The 18th-century military garrison and 19th-century 
manufacturing shaped this district, where designers, tech 
professionals and media types now congregate in hip 
lounges, brunch queues, art galleries and industrial-chic 
décor stores. Immigration has created vibrant residential 
quarters like Little Italy and Little Portugal, which, along with 
Trinity Bellwoods and Ossington, are rich in independent 
cafés, restaurants and shops.

It’s no surprise that Vogue magazine ranked West Queen Street 
West as the second-hippest district in the world. For home 
furnishings and indie boutiques, wander Queen between 
Bathurst Street and Ossington Avenue. Or head south to Liberty 
Village for The Shops at Liberty Market Building, off Hanna 
Avenue, south of King Street West.

Best routes: Start at College and Bathurst in Little Italy, then 
head south down Grace Street to Trinity Bellwoods Park. Stroll 
through the park to exit onto Queen Street West. Two options: 
Walk east toward Spadina or head southwest to Liberty Village 
(King Street West and Atlantic Avenue).

Queen West + 
King West + 
Liberty Village

West Queen Street West
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1. MANITOULIN ISLAND
The drive and ferry ride: 297 km (184 miles) 
to Tobermory, plus a two-hour ferry ride to 
South Baymouth; approximately six-and-a-half 
hours from Toronto.
What we love: With its status as the largest 
freshwater island in the world, Manitoulin Island 
attracts adventure enthusiasts year-round for 
such outdoor fun as hiking and biking in 
summer and ice fishing and snowmobiling  
in winter. 
Eat local: A flower-bedecked farmhouse-
turned-local-eatery, The Garden’s Gate 
(manitoulin-island.com/gardensgate) is known 
for its creative use of local ingredients.

2. TOBERMORY
The drive: 297 km (184 miles);  
approximately four hours from Toronto.
What we love: Calling all divers, hikers, 
kayakers, golfers and art lovers: hike the 
majestic cliffs of the Niagara Escarpment  
or scuba dive in Fathom Five National  
Marine Park.
Eat local: Try Georgian Bay whitefish prepared 
four ways at the Grandview Dining Room 
(grandview-tobermory.com), overlooking the 
bay. For a more casual atmosphere, follow the 
locals to The Fish & Chip Place 
(thefishandchipplace.com).

3. BLUE MOUNTAIN
The drive: 160 km (99 miles); approximately 
two hours from Toronto.
What we love: Nestled between Georgian Bay 
and the Niagara Escarpment, Blue Mountain 
(bluemountain.ca) is a ski and snowboard 
mega-resort destination. But it also has plenty 
of green-season sports to keep fitness freaks 
happy: a mountain-bike park, mountain tours 
and an adventure park with a Timber 
Challenge high-ropes course.
Eat local: Blue Mountain Village’s Kaytoo 
(kaytoo.ca) offers representative dishes from 
across Canada: B.C. salmon, Alberta beef, 
Saskatoon berry pie, Manitoba bison, Ontario 
pork, Montreal smoked meat and East Coast 
lobster. Canadian campfire-cooked s’mores 
end winter meals on a sweet note.

4. WASAGA BEACH
The drive: 133 km (83 miles); 

approximately two hours  
from Toronto.

What we love: With its  
14 km (8.7 miles) of white 

sand, Wasaga Beach 
has drawn summer 
visitors to  
the shores of 
Nottawasaga Bay for 
more than a century. 
Nearby golf courses, 
bike paths, hiking 
trails and cross-
country skiing and 

snowmobile routes 
keep people busy 

year-round. 
Eat local: Catch 22 

Fresh Market Grill 
(catch22grill.com) is a 

TripAdvisor favourite. Locally 

newspaper recently 
named the region 
the “gastronomic 
capital” of Canada.
Eat local: East & Main 
Bistro (eastandmain.ca), a 
top choice among Toronto 
chefs, had the smart idea to combine luxury 
comfort food with fresh, local ingredients, 
paired with an outstanding selection of  
County wines.

8. NIAGARA-ON-THE-LAKE
The drive: 133 km (83 miles); approximately 
two hours from Toronto.
What we love: Take a carriage ride through 
the Old Town or a boat up the Niagara River. 
Then golf, sip and shop your way through  
what is often referred to as the loveliest  
town in Ontario. 
Eat local: Executive chef Jason Parsons, who 
works with winemaker Katie Dickieson to 
showcase wines in his seasonal menus, leads 
Zagat winner Peller Estates Winery 
Restaurant (peller.com).

9. NIAGARA FALLS
The drive: 129 km (80 miles); approximately 
two hours from Toronto.
What we love: Hornblower Canadian Falls 
tours; dining on board is now an option! Ride 
the jet boat, tour at the whirlpool or stroll 
through Niagara Parks Botanical Gardens. 
Eat local: Casually upscale, newly opened 
Weinkeller (weinkeller.ca) is Niagara Falls’  
first winery-restaurant. Sip your way through 
the offerings and enjoy a glass with fresh 
oysters. For best value, it’s tough to beat the 
$25 Grand Buffet at Fallsview Casino 
(fallsviewcasinoresort.com).

10. STRATFORD
The drive: 149 km (92 miles); approximately 
two hours from Toronto.

What we love: The town’s architecture reflects 
its Victorian past, but many come for the 
Justin Bieber hometown tour (visitstratford.
ca/justin-biebers-stratford). The Stratford 
Festival (stratfordfestival.ca) enjoys 
international acclaim, especially for its 
Shakespearean productions.
Eat local: At Rundles (rundlesrestaurant.com), 
a favourite pre-theatre spot among locals, 
choose the River Room for formal dining or the 
Garden Room to try chef Neil Baxter’s take on 
casual French haute cuisine. The Chocolate 
Trail (visitstratford.ca/chocolatetrail)—20 shops 
offering everything chocolate, from biscotti to 
chocolate mint tea—provides the ultimate 
sweet finish.

11. POINT PELEE
The drive: 360 km (224 miles); approximately 
four hours from Toronto.
What we love: As Canada’s southernmost tip, 
Point Pelee is celebrated for its world-renowned 
bird sanctuary and has captivated visitors who 
marvel at the migration of birds and butterflies. 
Eat local: First sip, then dine at Pelee Island 
Winery (peleeisland.com), known for its Pinot 
Noir, where an in-depth look at the winemaking 
process is followed by a how-to session on 
wine and food pairing.

SEE
ONTARIOTRAVEL.NET

for travel details and our 

great Ontario attractions.

farmed ingredients pepper a menu heavy on 
populist hits: steak, pasta, seafood and a 
different burger featured every day.

5. MUSKOKA
The drive: 165 km (102 miles); approximately 
two hours from Toronto. 
What we love: National Geographic Traveler 
editors chose Muskoka as the No. 1 summer 
destination in the world for its 1,600 lakes, 
granite cliffs carved out of the Canadian Shield, 
and artistically gnarled pine trees. 
Eat local: Rub shoulders with such high-profile 
guests as Goldie Hawn and Kate Hudson at 
The Rosseau Grill at Windermere House 
(windermerehouse.com).

6. OTTAWA
The drive: 450 km (280 miles); approximately 
four hours from Toronto.
What we love: As Canada’s capital, this 
dynamic city with more than 1.3 million 
residents is always buzzing. Visit Parliament Hill 
or one of the many national museums, galleries 
and theatre companies, or take in the Rideau 
Canal, a UNESCO World Heritage Site. 
Eat local: The finest French culinary 
techniques marry with Canadian ingredients at 
Le Cordon Bleu Bistro @ Signatures 
(bistroatsignatures.com), the North American 
HQ for the famous cooking academy. Or head 
to Chinatown for locally grown fruits and 
vegetables in the endlessly creative dishes of 
ZenKitchen (zenkitchen.ca). Or explore the 
Ottawa region’s impressive craft beer scene at 
a brewpub or café.

7. PRINCE EDWARD COUNTY
The drive: 216 km (134 miles); approximately 
three hours from Toronto.
What we love: Ontario’s newest wine region 
makes a great excursion, with award-winning 
wineries and Chowhound-pleasing eateries and 
artisan food producers. The Globe and Mail 
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Made in 
Canada

June/July 2012
Display until July 30, 2012

Eat like an Olympian
Guide to Omega-3s
Baby Food 101

PLUS

✔ Patio faves
✔ Caribbean flavours

All recipes tested and rated 

for healthy choices

Summer 
in a 

bowl!
Vibrant dandelion  

Shrimp Salad,  
p 51

Ginger Coconut Salmon, p 42

SPeCial PriCe

$2.99

Fast, fresh & healthy

Chill, bAby!
           This frozen yogurt  

is berry, berry good!

Your hottest partY ever

Find 1,500 recipes, plus nutrition and health news updated daily at FreshJuice.ca

What to 
eat thiS 
SUmmer

CONSUMER EDITORIAL Fresh Juice
Launched Fresh Juice – a cooking and lifestyle magazine 

BEAT BLOAT
This low-cal fruit is not only loaded 
with the antioxidant lycopene but it 
might also relieve water retention. 
“Watermelon acts as a mild diuretic,” 
says Jennifer Hill, a Vancouver-based 
registered dietitian. “So if you ate a 
high-salt meal and you’re bloated, 
watermelon may help you pass the 
excess fluid.” Cool fresh watermelon 
is an ideal snack on its own, or try it 
in a salad with mint and goat cheese. 
You can even grill it on the barbecue 
for a healthy dessert.

CURB YOUR APPETITE
“Snack on a handful of raspberries 
before your next meal and you’ll be 
less likely to overeat,” says Hill. 
These sweet little jewels are low on 
the glycemic index, meaning their 
sugar enters your bloodstream 
steadily, which can help you avoid 
a sugar crash and maintain a 
healthy weight. They’re also very 
high in fibre; one cup contains 
eight grams, plus more than half of 
the recommended daily amount of 
vitamin C.

FLUSH OUT TOXINS
One and a half cups of 
cucumber contain only 20 
calories, and its 90-percent-
water content hydrates and 
helps flush out toxins. 
Preliminary studies also suggest 
cucumbers are a good source  
of the polyphenol lignan, which 
has been associated with 
reduced cancer risk. Snack on 
fresh wedges, serve them in 
salad or infuse a pitcher of ice 
water with slices. “It’s a 
refreshing alternative to sugary 
drinks on a hot day,” says Hill.

FEED YOUR NEED FOR 
HEALTHY FAT  
Avocados are packed with fibre (one has 
13 grams), which helps keep you feeling 
fuller longer. They’re also a good source 
of healthy monounsaturated fat, which 
will help you feel sated. “Fat is one of 
the things that gives our meals flavour 
and makes them more satisfying,” says 
Hill. Indulge in your favourite guacamole 
recipe or top your salad with a few slices. 
“We need to combine some healthy fat 
with certain leafy vegetables in order for 
the body to absorb fat-soluble vitamins, 
such as A, E and K,” says Hill.

FIRE UP YOUR 
METABOLISM 
Many peppers, including 
jalapeño, Thai and habanero, 
contain a compound called 
capsaicin that may increase the 
body’s metabolism through the 
production of heat, say studies. 
Increased metabolism ensures 
that we burn more calories. 
Experiment with different hot 
peppers and chilies to find out 
what level of heat you enjoy, 
says Hill. Spice up your favourite 
recipe or make fresh salsas and 
marinades sizzle.

Slimming 
SuperfoodS 

With so many fresh foods available, summer makes eating well 
effortless. These tasty options can even help boost metabolism, 
detoxify and minimize cravings, just in time for swimsuit season. 

BY LESLEY YOUNg

Mmmm, raspberries. Don't    you love it when your favourites make the list       of superfoods?

Ph
ot

og
ra

ph
y,

 iS
to

ck
ph

ot
o.

co
m

.

30 FreshJuice.ca • June/July 2012 June/July 2012 • FreshJuice.ca 31

n o u r i s h

LifestyLe | PersonaL finance | HoMe & GarDen | tHe Last DroP

Things To do

* Learn something new! p 90

* Plan a green vacation p 92

* Conserve water at home p 94

* Add a little spice p 96

Teaching children  
abouT Money
It’s up to you to give your kids a helping hand in the world of 
finance. Get them on the right track with these practical tips.  

By nora dunn

Money isn’t the root of 
all evil, nor is it the key 
to happiness. It’s not 

taboo, nor is it exactly socially 
acceptable to discuss it openly 
with anybody. Confused? Then, 
you can bet your kids are, too. 
As a parent, you have the ability 
to teach your children about 
money in a constructive manner, 
setting them up for a successful 
and happy life in a way that 
nobody else can. Here are some 
ways to do this. 
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Umami Paste
With gorgeous packaging, a Japanese name and classic 
Italian ingredients, umami paste is the consummate 
grocery-aisle tease. Find out what this stuff is all about.
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As food-product-development 
stories go, this is a doozy. It starts 
with the age-old dissatisfaction in 
the four classic taste categories: 

sweet, bitter, salty and sour. Chefs and home 
cooks alike had wondered if there might be  
a fifth taste.

In 1907, Tokyo-based chemist Kikunae 
Ikeda was certain that dashi, a Japanese soup 
base, didn’t fit into any of the taste catego-
ries and wanted to know why. His persever-
ance led to the discovery that glutamic acid 
was responsible for the flavour-enhancing 
properties of konbu, used in the preparation 
of soup stocks. He named it umami, derived 
from the Japanese word for “delicious” 
(umai). Later, his findings led him to the 
development of monosodium glutamate.

Fast-forward 100 years. Chefs now 
commonly use umami-rich foods to create 
signature dishes with extra depth of savori-
ness. Food Network’s The Next Iron Chef even 
themed a competition around umami in 2009. 

The development of umami paste, a 
mixture of ingredients boasting naturally 
occurring glutamates such as tomatoes, 
anchovies, black olives, Parmesan cheese  
and porcini mushrooms, is essentially a 
concentrated easy-to-use deliciousness 
booster—no pro training needed.

Sleep 
CyCle

Translation, Please

Bringing  
out the  
FiFth taSte
› Add umami paste  
to ground meat for 
grilled-burger heaven.

› Rub it onto steak, 
chicken and fish before 
roasting or grilling.

› Add a squeeze  
to stir-fries and  
salad dressings.

› Season soups, stews, 
gravies and pasta sauces.

› Add to sandwich 
fillings and spread 
sparingly on pizza.

Sleep Cycle analyzes 
your slumber patterns 
so it can coordinate 
your wake-up time 
with the lightest phase 
of your sleep. How 
does it know? It tracks 
your movements (we 
toss and turn less 
when in deep REM). 
Simply activate the 
app, then tuck your 
iPhone into bed beside 
you (the corner of 

your mattress is close 
enough). It even tracks 
your sleep habits over 
time so you know how 
many hours you sleep 
and when you’re 
restless. And no more 
annoying buzzing; 
choose from a list of 
soothing chimes or 
wake to the sound of 
your favourite song. 
$0.99, iTunes.

Dreading that morning 
alarm clock? Snuggle up 
to this handy little iphone 
app that gradually rouses 
you so you feel more 
relaxed and refreshed.

two to try
PC Black Label Taste #5 Umami Paste.
Laura Santtini’s Taste #5 Umami Paste.

glutamate me!
Umami is found 
naturally in meats, 
cheeses, mushrooms, 
seaweed, sake and, 
ahem, breast milk. 
You can also get a hit 
of it from soy sauce, 
Worcestershire sauce 
and Marmite. 
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YOUR PREMIUM WOMEN’S NATURAL HEALTH MAGAZINE $4.99
Free
Issue

PUBLICATIONS MAIL 40678000

Vanessa
WILLIAMS

At home with 
Golden Globe TV star

DETOX
Spring clean 

your body!

RESOLUTION 2007

88Wake up!
     natural feel-good 

 fatigue fi ghters

10 0 diet 1top
changes to 
boost your 

METABOLISM

 to trim  to  to trim trim t
Celebrity tips 
 to trim trim tyour body

Childhood 
OBESITY

Steps to ensure your 
child’s health

Colon Cancer
    HEALTH TIPS you need to know
Colon Cancer

prevention

6 GIRLS 
NEXT 
DOOR

 Makeovers:

YOUR PREMIUM WOMEN’S NATURAL HEALTH MAGAZINE

001. VIVA_COVER.indd   1 1/23/07   11:18:13 PM

CONSUMER EDITORIAL VIVA
Designed VIVA – a magazine for health conscious women
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VG Beauty Trends

10 XXXXXXXXX

DON’T LET 
A BLEMISH 
RUIN YOUR 
PERFECTLY 
POLISHED LOOK. 
Hit the Spot helps 
treat pimples with 
a concentrated formula 
that won’t dry out your 
skin. Clean Start’s Hit 
The Spot, $29.

ENIGMATIC BLUE…
LET THE MAGIC OF STARRY NIGHTS AND HYPNOTIC 
OCEANS STEAL YOU AWAY THIS SUMMER!
BY KELSEY MALENCHAK

1. Gosh nail lacquer in Gypsy Blue, $6; available at Shoppers Drug Mart.  2. OPI nail polish in Jade Is The New Black, $10.95  3. Mary Kay mineral eye colour Azure and 
Peacock Blue, $7.50 each  4. Quo BFF Super Shaper Eye Wand in Bewitching/Mythical, $15; exclusive to Shoppers Drug Mart  5. M.A.C PearlGlide Intense eyeliner in 
Undercurrent, $17.50  6. Rimmel Soft Kohl eyeliner in Green Shimmer, $5.99  7. Bourjois Paris shadow in turquoise, $17; exclusive to Shoppers Drug Mart

Images courtesy of M.A.C Cosmetics

1 2 3

4

5

6 7

Beauty Advice FROM JANE MCKAY, 
SENIOR ARTIST AT M·A·C

To wear a soft wash of these bright shades, simply fade the colour 
from lash line to brow. Do not wear the eye shadow really strong 
from lash line up to the brow. It will appear too harsh.from lash line up to the brow. It will appear too harsh.from lash line up to the brow. It will appear too harsh.from lash line up to the brow. It will appear too harsh.

CARGO blush 
in Cannes, $26

CARGO Classic 
Lip Gloss with 
Timestrip in 
Whistler, $22

Benefit 
sugarbomb 
blush, $36

Balance a bold eye with a 
light peach lip or soft cheeks.

29

VG Horoscope

VERVEGIRL SUMMER  
ASTROLOGY
SUMMERTIME IS FOR FUN, FRIENDS AND PLENTY OF GOOD TIMES AS WE SHAKE 
OFF OUR CABIN FEVER AND LEAVE BEHIND THE BLAHS OF WINTER. THIS SUMMER 
IS FULL OF EXCITEMENT FOR THOSE ADVENTUROUS ENOUGH TO GO FORTH IN 
SEARCH OF SMILES! COULD IT BE THAT NEW SECRET ADMIRER? PERHAPS EXCITING 
NEWS FROM YOUR BEST FRIEND. WHATEVER CROSSES YOUR PATH, REMEMBER TO 
HAVE FUN AND BE SAFE! BY RICHARD RAVENHAWKE

TAURUSAPRIL 21 – MAY 21
As you start searching to find your way, you begin to realize the marvels of your own 
creations and plotting out your path. There is hope and beauty on the horizon; take 
flight and embrace opportunity! A rare and welcome visit from an Aquarius figure 
inspires your creativity.
COSMIC LOVE CONNECTION: Cancer
AVOID ROMANCE WITH: Sagittarius
FAMOUS TAUREANS: Lily Allen, Audrina Patridge, Robert Pattinson, Kelly Clarkson

GEMINIMAY 22 – JUNE 21
Old friends are thinking about you in a very sincere light. Watch for a Sagittarius figure 
who will make a difference in a big way – when you need it the most. New opportunities 
are to be explored to their fullest if you truly want to be in sync with your present path. 
Try outdoor activities such as swimming and trailblazing! You never know when eyes are 
going to smile on you.
COSMIC LOVE CONNECTION: Gemini
AVOID ROMANCE WITH: Taurus
FAMOUS GEMINIS: Angelina Jolie, Mary-Kate & Ashley Olsen, Prince William

CANCER JUNE 22 – JULY 22
Old ideas keep cropping up, and now could be the best time for execution. Watch for an 
Aries figure who could provide confirmation during your time of uncertainty. You know 
what to do and how you are going to do it, you just need to take the first step, which 
unfortunately happens to be the biggest leap. Family comings and goings may bring 
unexpected presents!
COSMIC LOVE CONNECTION: Taurus
AVOID ROMANCE WITH: Leo

LEO JULY 23 – AUGUST 22 
Remember that when it comes to romance, you must always walk with strength! The 
right person is the one who sees you for who you are, and who looks beyond the surface. 
Remain focused and let others marvel at your progress. Your strength can only lead you 
to a true love who will support you. Beauty seems to be around every corner when you 
accept an invitation to explore a new destination.
COSMIC LOVE CONNECTION: Virgo
AVOID ROMANCE WITH: Capricorn

TAURUS
As you start searching to find your way, you begin to realize the marvels of your own 
creations and plotting out your path. There is hope and beauty on the horizon; take 
flight and embrace opportunity! A rare and welcome visit from an Aquarius figure 
inspires your creativity.
COSMIC LOVE CONNECTION: 
AVOID ROMANCE WITH: 
FAMOUS TAUREANS: 

GEMINI
Old friends are thinking about you in a very sincere light. Watch for a Sagittarius figure 
who will make a difference in a big way 
are to be explored to their fullest if you truly want to be in sync with your present path. 
Try outdoor activities such as swimming and trailblazing! You never know when eyes are 
going to smile on you.
COSMIC LOVE CONNECTION: 
AVOID ROMANCE WITH: 
FAMOUS GEMINIS: 

CANCER
Old ideas keep cropping up, and now could be the best time for execution. Watch for an 
Aries figure who could provide confirmation during your time of uncertainty. You know 
what to do and how you are going to do it, you just need to take the first step, which 
unfortunately happens to be the biggest leap. Family comings and goings may bring 
unexpected presents!
COSMIC LOVE CONNECTION: 
AVOID ROMANCE WITH:

FAMOUS GEMINIS: 

AVOID ROMANCE WITH:

LEO
Remember that when it comes to romance, you must always walk with strength! The 
right person is the one who sees you for who you are, and who looks beyond the surface. 
Remain focused and let others marvel at your progress. Your strength can only lead you 
to a true love who will support you. Beauty seems to be around every corner when you 
accept an invitation to explore a new destination.
COSMIC LOVE CONNECTION: 
AVOID ROMANCE WITH: 

AVOID ROMANCE WITH:

Richard Ravenhawke has been writing and helping guide people for 26 years. He brings with him a plethora of television appearances and radio 
interviews. For three consecutive years (1999–2002), Richard was voted Toronto’s best in print media, and has achieved international, as well as 
global status amongst his peers as one of the best in his field. ravenhawkpsychic.com
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EXCLUSIVE
SodaPOP 2010 
brought to you 
by Moxie Girlz.

EDITOR'S NOTE

YOUR TURN!
Your Turn has 
turned eco-Style with 
Kailey’s amazing story.

FEATURE
Blockbuster fi lms 
that will rock 
your Summer!

RECESS
Big Time Crush 
with James Maslow.

CAREERS
Space Shake Down 
– Scouting Aliens!

BOOKS
Check out B-ZONE’s 
must-reads for Summer.

SPORTS
Track & Field Superstars.

DON’T FORGET!
Contest round-up 
at B-ZONE.ca.
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Toy Story 3 
Disney/Pixar Animation Studios • In theatres June 1st, 2010
In this 3D chapter, Andy has grown up and is moving away for college, leaving 
his toys behind. To their dismay, they are left in a daycare where children chew 
on their limbs and throw them around. With new friends, the toys devise a plan 
to escape that involves jumping through a window. But when Buzz Lightyear 
falls and breaks, the toys are forced to push his restart button and he turns into 
a Buzz Lightyear that has a Mexican personality.  Watching the trailer alone 
has many cool hidden secrets. The director, Lee Unkrich, is the voice for the 
Jack in the Box. Mr. Ray, the stingray from Finding Nemo is hidden on a shelf in 
the daycare, and Lightning McQueen from Cars is also hiding behind a couch. 
So don’t just watch the movie, watch the trailer to see if you can fi nd any other 
Disney/Pixar characters.

Toy Story 3: The Video Game! 

Toy Story 3 
Disney/Pixar Animation Studios • In theatres June 1st, 2010
In this 3D chapter, Andy has grown up and is moving away for college, leaving 
his toys behind. To their dismay, they are left in a daycare where children chew 
on their limbs and throw them around. With new friends, the toys devise a plan 

 is hidden on a shelf in 
is also hiding behind a couch. 

So don’t just watch the movie, watch the trailer to see if you can fi nd any other 

Jack in the Box. Mr. Ray, the stingray from 
the daycare, and Lightning McQueen from 
So don’t just watch the movie, watch the trailer to see if you can fi nd any other 
Disney/Pixar characters.

 Images courtesy of ©Disney/Pixar.  
All Rights Reserved.

Disney/Pixar Animation Studios • In theatres June 1st, 2010
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THE BITTER TRUTH On Media Jobs

SAVE THE EARTH  
Be a Planet Defender

CAREERS TO 
CHOOSE FROM240

SOCIAL MEDIA IS BREEDING NEW CAREERS

23 COMPANIES WHO MENTOR

CONSUMER EDITORIAL FUEL INC 
Redesigned FUEL INC. – a career guide for young men
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Candy – mortal enemy of the tooth, and venerated ally of the 
hyperactive child. Candy is to children what condoms are to 
teenagers. Even though candies aren’t much more than well-
marketed, colourful chunks of crystallized sugar, they’re the 
lifeblood of Halloween, stomach aches, and sugar trips through 
fields of grass. Candy is in demand, and it always has been. 

Not many people stop to consider candy outside the 
context of something to stuff their faces with, but there’s 
another side to it entirely: candy is a product. Even 
more than that, candy is a business – an industry – and 
it’s outlasted all manner of recessions and depressions. 
When money becomes a problem, parents want to keep 
the stress away from their children, and candy is a cheap 
method of keeping them happy. Candy’s more than meets 
the eye, however, and it’s as serious a business as any. 

Take a look at what goes into it:

This is the general outline of the process by which candy is 
made. Perhaps you’re wondering why you need to know this, 
and I applaud you for making an effort to think – just  
continue reading though, before you hurt yourself. 

Now, it might sound realistic to assume that, because candy 
is such a simple product, it isn’t difficult to produce. Regardless, candy 
is more complicated than it seems, so here’s the point: No product, no 
matter how small or simple, can escape this manufacturing process 
and become a success in the market. Whether your future is in candy 
production or anything production, that flowchart applies.

So, if you’ve got ambitions of starting a company or producing a product, at 
least make sure you follow the right steps. Granted, there’s a lot of room for 
variation in the steps, but they’re all crucial. After all, the Schick Quantum 
Superwhatever Razor 6000!!! is just a knife on a stick before marketing 
tells you otherwise. More hilariously, the Gillette Mach96 TURBO Razor!!! 
wouldn’t sell if the market analysis didn’t show the company that men 
respond well to the word “turbo” when looking for grooming products, for 
some unfathomable reason. You’ll understand better once you sprout a facial 
hair from between your acne sores – which you need to stop picking at, by 
the way – and require a razor.

Okay, so! If you want to make candy your career, you’re making 
manufacturing your career, or at least making part of that process your 
career. You can get into the invention, research, marketing or distribution 
parts of the process, you could get into management, or you could be the guy 
actually, physically making the product. To give you a general idea, here’s 
a brief overview of the steps to make candy – to make anything – that can 
turn into a career:

Idea Conception: This one is on you. Great, unused 
ideas can’t just be Googled. You need a little bit of 

inspiration, a lot of motivation, and even more 
creativity.

Market, Financial and Scientific Research: 
Who wants your product? Where, why? What 
are the costs? What are the technological 
requirements? This is the stage of questions 
– the more the better. This is when you find 
out if your brilliant idea is actually brilliant. 
This stage isn’t over until you know what 
you’re doing, and until you can convince 
everyone that your product is as awesome 
as you believe it is.
Product Development: Here’s where you 
make ideas into a reality.  
This involves sourcing raw materials for your 

product, formulating recipes or combination 
of parts, drawing blueprints or plans, and 

acquiring whatever physical or virtual tools are 
necessary to create your product.

Production: Do it. In this stage more than the 
last, you’ll need venture capital – money. Loans, 

investors, personal funds, or a company to sell your 
idea to, in return for royalties. 

Marketing and Advertising: Offering samples, tests or trial periods, 
hosting a website, using the media, running events, entering tradeshows, 
telemarketing, telling your mom to tell her friends – whatever.  
Marketing has room for creativity, but the 
key is solutions to problems. Apple’s most 
successful marketing campaign showed 
that their computers didn’t crash and were 
virus-free, instead of showing luxurious 
features. Both were true. By highlighting 
what problems the product solved, the 
marketing generated a need. 
Distribution: This stage varies, largely 
based on product. You might be offering a 
product out of your own home workshop, 
or distributing to retailers, or opening your 
own store.   

So, while you might not care to 
manufacture candy, the “how” of it will be 
the “how” of any product you could hope 
to produce. Don’t abandon your dreams 
of starting your own company, but realize 
that it’s not simple to put out a product – 
not even balls of sugar. 

Did you know?

Candy Man
How the process of making candy can make your  
entrepreneurial dreams come true.  By Erik Maxim

InnovatIon

The melting point of cocoa butter is just below 
the human body temperature — which is why it 
literally melts in your mouth. This is why research 
is important! Finding the right material for the right 
effect creates a good product! 

Idea  
Conception 

Market,  
Financial  

& Scientific  
Research 

Product  
Development 

Marketing 

Distribution

Action Items: 
More interested in starting your 
own business, to put out your own 
product? Get a grant – free cash to 
make it happen! 
www.grants-loans.org/

Genuinely interested in candy 
itself? Want to spend your working 
days bringing cavity-filled smiles to 
children’s faces? Here:  
www.candyindustry.com/ 
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The Bitter Truth
Working In Today’s Media. By Carman Melville

You’ve got the next Trailer Park Boys, Degrassi or Flashpoint in your 
brain. All you gotta do is pitch it! Yeah, uh… this is the part where I 
enthusiastically crush your dreams like a Hummer flattens a bike courier. 

According to Anita Sharma, an entertainment lawyer affiliated with the 
Canadian Film Centre, television networks receive hundreds of pitches 
each year, but only a fraction are considered for a pilot. Adam Champ at 
the CBC says his network only bit on half a dozen pitches last year. For 
you math novices, that comes out to approximately “not a lot”. 

To make matters worse, there’s also this sobering fact:  
Of the thousands who graduate from media arts programs,  
only about 10–15% of these graduates pick up a gig immediately  
after entering the field.  
The problem? Too many grads want to make the next Sopranos before 
they even know how to turn on a camera.

Consider getting into the industry as part of a crew. Reconsider the get-rich-
quick-scheme, put down your script, do some legwork and get your hands 
dirty! Technical jobs help you learn the craft and they can line your wallet 
quite nicely while also offering experience and connections for when you do 
pitch that million-dollar idea of yours. Take Jason Hamilton. 

CASE IN POINT: 
Jason graduated from UBC film school in the ’90s and found out the hard 
way that producers don’t just appear in your basement with millions 
of dollars. So, he started getting work as a labourer on sets after some 
volunteering. With a few years under his belt, he’s now a unionized 
professional grip. Grips do lighting, rigging and haul crap around (and these 
days, schools offer summer grip courses). Grips can bring in up to $100,000! 
Another plus? They wear whatever they want. Jeans and your favourite 
“Team Edward” shirt? No probs – it’s about time you got out of the Twilight 
closet. “Key grips” run the grip department and can earn $150,000 to 
$200,000. Camera operators can clear $160,000 to $220,000. Sweet!
 
So, to those of you who want to give the “get-rich-quick” a shot, all I can say 
is good luck to the 10–20% of you that make it. But hey, you don’t need luck, 
right? Just a chance to climb the ladder, and then start pitching that script.

Get involved!  
Join the AV Club. 
If your school offers Shop – TAKE IT! Film sets are 
starving for young workers with carpentry, lighting 
and electrical skills. They desperately need dudes 
who can use tools.

arts & entertainment

Illustration: Beto Gomez
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Will you make more than Peter Griffi n?  By Jonathan Sinden

ARTS & ENTERTAINMENT

Theoretical Physicist

$90,000

Celebrity Chef

$30,000,000

Dr. Sheldon Lee Cooper from The Big Bang Theory: Theoretical Physicist

Job Description: A branch of physics which employs mathematical models and abstractions in 

an attempt to explain natural phenomena.  

Salary: At least $90K to start your nerdy journey.

Education: First, you have to complete a 4-year bachelor’s degree. Then it’s on to graduate study. 

Your master’s degree would be the next step and may take another two years of study. Ouch!

Experience: You need a very big brain, lots of time to study and a willingness to put in the work. 

Schooling: Dr. Cooper teaches at The California Institute of Technology, often referred to as 

CalTech. In Canada, consider Physics at McMaster University in Hamilton, University of Western 

Ontario, or University of Manitoba.

Benefi ts/Perks: Being smarter then everyone else. Nice paying job. High IQ. Bragging rights.

Downside: Many, many, many years of schooling. Depending on whether you go for the 

bachelor’s, master’s or PhD. 

Related Careers: Teacher, Mathematician, Astronomer. 

Theoretical Physicist

$90,000

Related Careers: Teacher, Mathematician, Astronomer. 

Peter Griffi n from Family Guy
Job Description: Peter has been a boat captain and toy-factory quality assurance agent. 

Currently, he’s in the shipping department of the Pawtucket Patriot Brewery.

Salary: According to the Canadian Salary Survey on LivingIn-Canada.com, the average 

weekly wage for a warehouse and shipping employee is $886 per week.

Education: No education is required, although a diploma in inventory management, 

business or accounting would be a huge asset. Check out your local community college.

Experience: Strong work ethic. Ability to manage multiple people and tight deadlines. 

Knowledge of workplace safety standards is essential, like the Workplace Hazardous 

Materials Information System (WHMIS).

Benefi ts/Perks: You don’t have to knock yourself out with an extended stay 

at post-secondary. 

Downside: Shift work (but maybe this is totally cool with you).

Related Careers: Logistics, Warehouse Supervisor, Shipping Coordinator

Shipping Employee

$43,000

Chef Gordon Ramsay
Job Description: Celebrity Chef 
Salary: With his restaurants, broadcasting contracts, advertising deals and book sales, he has an annual salary of $30 million, making him the world’s highest-earning chef. A career in this industry (for us non-celebs) usually starts around $40k per year. 
Education: Whether you call it culinary arts or cooking school, check out Le Cordon Bleu in Ottawa, The Pacifi c Institute of Culinary Arts in Vancouver, George Brown College in Toronto, or The Culinary Institute of Canada in Prince Edward Island.
Experience: Chef Ramsay went to school for hotel management and then trained with and learned from world-renowned chefs in London and France. The point is… hands-on training is indispensable, fi nd a mentor.
Benefi ts/Perks: If you have a passion for food, then you have just found your calling.
Downside: A chef’s work usually starts when other people’s days end. 
The hours are long. Really long.
Related Careers: Caterer, Personal Chef, Restaurateur, Hotel Industry. 

TV meets CV
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Design studio Cecconi 
Simone knows a thing 
or two about luxury 
modern interiors – 
just check out any 
of i ts sleek model 
suites, lavish hotels or 
inspired townhouses 
located across Toronto. 
Principal Anna Simone 
of fers time-tested tricks 
for creating covetable 
interiors in any home

WoWFactors

L igh thaus ’s  mode l  su i t e  fea tu res  a  12- foo t - l ong 
i s l and  w i t h  amp le  space fo r  cook ing ,  hos t i ng  and 
ea t i ng  ( i t  can  accommoda te  14 peop le ) . 

By LeSLie SmiTh
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Triple threat
Toronto's DesignAgency gets spaces 
looking modern, airy – finding the perfect 
balance between comfort and style
BY TARA NOLAN

Life of leisure
The biggest, most glam resort to ever hit 
the Caribbean is landing in the Bahamas
BY RAJA MOUSSAOUI

Lavish lavatory
Kohler’s revamped commode brings
new meaning to the word “throne”
BY PAIGE MAGARREY
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By Matthew hague

LaundryRethink One Room:

when a laundry room is airy, modern and full of personality, sorting out the 
lights and darks doesn’t seem so onerous. Interior stylist Lisa Canning has 
ample experience creating chic, contemporary spaces, having previously  
led the design team on hgtV’s For Rent and with appearances on the 
Marilyn Denis Show. Canning of fers up seven inspired ways to transform  
any laundry room into a resplendent escape

L u x e  R e d u x

S p ot  C o Lo u R
All-white laundry rooms, though minimal, 
are boring. Canning suggests adding hits of 
colour through the appliances, accessories 
and, yes, the sink, with products like 
Jonathan Adler’s bold line of apron sinks 
for Kohler. “The colours are super bright 
and fun,” she says. For the maximum 
effect, don’t think of the laundry room as a 
stand-alone space – coordinate the palette 
so it fits in seamlessly with the rest of the 
house. From $2,070 kohler.ca

L u m i n o u S  L i g h t i n g
The laundry room is a workroom, so 

having a well-lit space is essential. 
After all, you can’t iron a collar, 
spot clean a skirt or find a miss-
ing sock in the dark. Canning 
suggests a balanced mix of 
task, overhead and ambient 
fixtures for an all-around 
glow. Lightyears’ Caravaggio 
pendant by Danish designer 
Cecilie Manz is an elegant 
place to start. 
From $400 lightyears.dk

Ca Rg o  Ro om
To Canning, a laundry room isn’t beautiful 
unless it’s meticulously organized. “I’m 
always trying to set my clients up for success,” 
she says. “That means making sure there 
is a place, close at hand, to put everything 
involved in doing laundry.” One of the most 
basic organizers is, of course, the hamper. 
Alessi’s A Tempo basket, with its gently 
twisting steel frame, is both functional and 
fetching. $250 alessi.com

4

a  mo d e R n  m aC h i n e
One of the most important features of any laundry room 
is the centre-stage appliance. Canning recommends the 
recently launched Samsung W457. The slick, souped-up 
front loader has an LCD touch screen and a capacity of 31 
bath towels, as well as its own smart phone app that buzzes 
when a load is ready. “Having your laundry linked to your 
phone allows you to skip checking on the cycle,” she says. 
“It’s a real time saver.” $2,150 samsung.com 

d i S C R e e t  t e C h n o Lo gy
A flat-screen television means ironing while 
catching the latest Real Housewives. But Canning 
recommends discreet options that don’t detract 
from the rest of the decor: “A beautiful, mirrored 
TV seamlessly blends into the wall, especially 
when it’s integrated into some custom millwork.” 
A bespoke option from Seura is virtually 
undetectable. From $5,000 seura.com 

to o LS  o f  t h e  t R a d e 
“Sometimes when doing a load of laundry, 
it’s necessary to sew a hem or put a button 
back on,” says Canning. “So to me, it’s 
important – and fun – to have a kit with 
everything on hand.” This sewing set from 
Kaufmann Mercantile includes needles, 
dressmaking pins, a tape measure and 
wide bow scissors, all wrapped neatly away 
in an oilskin that easily stows away. 
$70 kaufmann-mercantile.com

p e R S o n a L  to u C h e S
“You spend a significant amount of time in the 
laundry room, so the decor should reflect your 
personality,” says Canning, suggesting a gorgeous 
fixture like the matte black Odin faucet from the 
Jason Wu for Brizo collection. “It makes a strong, 
unique statement.” $700 brizo.com
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Packing your golf bag is
almost like packing for
a weekend at the cottage.
Here’s what you should carry
with you for your next round.Bag

Basics
TEES – Seems as if you either
have two or 200 in your bag.

REPAIR TOOL
– always fix your
ball marks

IBUPROFEN – Helps for
those pulled muscles or the
sudden headache, like after
a double-bogey.

HAND SANITIZER –
because you never know
where that golf ball’s been.

SHARPIE – for marking your golf ball and signing autographs.

SUN SCREEN –
we like Hawaiian Tropic’s
biodegradable lotion,
soft on skin and the
environment.

SHOE LACES –
you never know when
you’re going to break one.

LIP BALM – keep your
kisser kissable with all
natural hemp lip balm
from Moonsnail.
http://www.moonsnail-
soapworks.com

BALL MARKER –
remember, the marker
goes behind the ball.

BUG REPELLANT –
Those June black flies can
be nasty. Deep Woods Off!
does the trick.

VISINE – when your
eyes get dried out,
keep them moist to
focus on the flag.

ZIP-LOCK – keep
your gloves in a Zip-
Lock to keep them
from getting all crusty.

SNACK – healthy Fruit To Go from Kelowna, B.C.’s Sun Rype is
perfect. http://www.sunrype.com

BANDAGES –
because nothing’s
worse than a blister.
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AADDAAMMSS
adamsgolf.com

IDEA A3OS 13-PIECE SET
Talk about one-stop shopping!
Thirteen clubs, including (big
breath now) a driver with the
largest USGA allowable club head
size (460 cubic-centimetres), two
fairway woods, four, five and six
Boxer Hybrids, seven, eight and
nine Hybrid Irons, three different
wedges and a mallet-shaped put-
ter. The set (including bag) comes
in four different colour combina-
tions — apple, tangerine, sand and
rain (shown here) — and includes
lightweight graphite shafts in all
clubs. A portion of the proceeds
from sales of a3OS sets (there is an
eight-piece set also) go towards
the prevention of breast cancer.  

CCAALLLLAAWWAAYY
callawaygolf.com 

BIG BERTHA IRONS
Perhaps no equipment brand is more rec-
ognized than Callaway’s Big Bertha line and
now Callaway has introduced the Women’s
Big Bertha Irons, complete with stainless
steel i-brids to replace those nasty hard-to-
hit long irons and “super” game-improve-
ment mid-irons and short irons. 

ODYSSEY DIVINE LINE 
2-BALL PUTTER
Round out your bag with this stylish 
mallet putter, modeled after Odyssey’s
most popular putter to date — the 2-Ball.
Trust us ladies: It’s great for alignment and
feel on the greens.

BIG BERTHA DRIVER 
AND FAIRWAY WOODS 
Stick with the Big Bertha brand for your big
sticks too with Callaway’s first-ever driver
specifically designed for a women’s game.
This beauty will help you launch the ball
high and long. 

The best sets and clubs from
golf’s major manufacturers

from
AtoT
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2008 ANNUAL • $5.95 www.linksforwomengolf.com

a SCOREGolf property

Fashion on
theFairways
Hot new looks for
the summer

Just LikeMom
What LPGA Pros learned
from their mothers

GreatGolf
&SpaEscapes5

Sweep your way
to lower scores
with Shelley Woolner

TRAVEL

PROFILE

INSTRUCTION

STYLE

BEAUTY
Products for
good looks
on the go

GOLF TECH
These smart
phones can
help improve
your game.

WINE
A taste
of what’s
new in the
wine world.

P L U S

CONSUMER EDITORIAL Links 
Redesigned LINKS – a consumer publication  
for female golfers 
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How to get away from the 
concrete grind without 
leaving Toronto 12

THIS WEEK 

Caribana party planner 32
MUSIC DFA79’s Jesse Keeler reborn as mix-MSTR 21
ARTS Sci-fi hits the stage at Summerworks 29

JULY 28, 2005

CONSUMER EDITORIAL eye
Redesigned Toronto’s arts and entertainment  
weekly newspaper, eye 
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