




eflecting on her 25th anniversary 

as Canadian director for Discover 

the World, Joanne Lundy sums up 

what led her to join the travel services 

network in the early 1990s.

“I wanted to have a little more control 

over my destiny and create something 

that was resilient, with a diversity of 

clients – we’ve never had all of our eggs 

in one basket.”

After a quarter-century with the 

company, it’s apparent that desire 

has paid off, with Lundy and her team 

representing a wide variety of brands 

across the travel industry’s many sectors, 

from airlines to hotels and all points in 

between. While she notes the Canadian 

office has consistently won a number 

of awards over the years (from both 

inside and outside of the organization), 

Lundy tells PAX that when it comes to 

charting success, it’s more about the 

bigger picture rather than accolades.

“It’s more of an accumulation that 

in 25 years, with all of the things that 

have happened – whether it’s 9/11 or 

something else – we’ve been successful 

every year,” Lundy says. “We’ve kept 

a great core team and we continually 

keep our eyes open for new rising stars. 

We’re a company that the trade has 

come to rely on and that gives me  

a huge sense of pride when we 

introduce a new company and people 

say ‘Discover is handling them – they 

must be good.’ I think that in addition 

to working with good brand names,  

we lend credibility to brands that people 

don’t yet know.”

Prior to joining DTW, Lundy’s travel 

journey began in Ottawa with tour 

operator Sun Tours, where she worked 

for nine years in a variety of roles before 

becoming district manager.

Lundy’s time at Sun Tours was then 

followed by several years in the airline 

industry, beginning at the long-running 

Wardair in the 1980s where  



she became director of sales for North 

America. Following Wardair’s 1989 merger 

with Canadian Airlines, Lundy became 

that airline’s general manager of sales  

for Ontario for three years, before taking 

on the role of director of corporate sales.

With experience in multiple travel 

industry sectors, Lundy is a natural fit at 

DTW. So with a diverse range of brands 

represented, what’s the common 

element tying it all together?

It comes down to establishing strong 

relationships through a thorough 

understanding of the client, Lundy says.

“When we look at our approach, we’re 

making sure we totally understand  

the product we’re working with and 

can provide knowledge and expertise 

to the travel trade, along with assistance 

when they need it. It doesn’t matter 

how big your brand is – if you can’t get 

help when you need it, you won’t have  

the same support level.”

Lundy notes, "We've been able to 

develop very in-depth relationships with 

clients so that we know their business and 

what they need, so hopefully we bring 

the right products forward to them." 

The importance of strong relationships 

also extends to DTW’s customers, 

including tour operators and 

travel agents.

“People-to-people contact means so 

much and we want all of our partners 

– clients and customers – to succeed,” 

Lundy says. “It has to work right across 

the board.

“At the end of the day, everyone has 

the same objective: to grow revenue. 

They may do that through higher load 

factors or increased yield, but it’s all 

about growing revenue. Everything 

after that is simply a strategy. It’s building  

a positive profile, being on top of all 



the components – the pricing but also 

availability – and responding quickly 

to competition.”

The needs fulfilled by DTW are as 

diverse as the roster of brands 

represented by the network. With the 

company’s sales and marketing duties 

ranging from sales calls and contract 

negotiations to organizing FAMs  

and webinars, Lundy explains that no 

two contracts are alike.

“We fulfil a lot of things for a lot of 

people – we can be a really long-term 

solution and many of our clients we’ve 

worked with for more than 10 years,” 

she says. “For others, we’re a bridge 

[in] the role they need us for – say an 

offline carrier who wants to ramp up and 

become known, so when they go online  

they’ll put their own staff in place. Other 

times, it’s a company that’s downsizing 

and they see synergies with clients we’re 

working with. 

“We offer lots of local expertise to 

international companies; sometimes they 

have reps in one part of the country but not 

in another. We’re also a great opportunity 

for companies to test [the] market in 

Canada, with little fixed overhead.”

 

One of the most enjoyable parts of 

the job for Lundy and her team is 

the excitement in seeing the growth 

potential for a travel company new 

to the Canadian market – and the 

challenge in making that happen. 

“We love the fun of bringing a new 

product into the market which we think 

is great and then watching it take off,”  

she says. “It’s a huge sense of satisfaction 

to help create that.” 

One example Lundy points to is that 

of LOT Polish Airlines, which needed to 

transform its brand image in order to  

be commercially successful in Canada.

“One of the challenges we had with LOT 

was to change the perception from an 

ethnic carrier to an international airline. 

They were the first European carrier to fly 

out of Canada with the Dreamliner and 

in doing that, they were changing their 

whole image. They wanted to be more 

corporate and that meant welcoming 

increased amounts of higher-yield  



travel and more ‘beyond’ travel, as in 

‘beyond Poland.’ Fast forward to today 

and see all the countries they fly to – we 

get business in Russia, Israel and Hungary. 

“You need to understand what each 

client is looking for and you need to 

do that amongst all kinds of increased 

competition. The job is never done 

because you need to always be there.”

  

In Canada, Lundy is joined by a team 

of 16, including team members based 

in DTW’s Toronto office plus remote 

employees in Montreal, London, 

Victoria and Vancouver. Once again, 

the importance of great relationships 

enters the picture. 

“I have a great team – they’re intelligent, 

hard-working and fun, which is key,” 

Lundy explains. “Things aren’t going  

to be perfect every day, so you want 

a group of people where you can 

say ‘it happened – now what are we  

going to do?’

“They need to be multi-taskers because 

we’re bringing on new clients all the time 

and we’re all going to be on a learning 

curve. But we’ve all developed strong 

networks within the industry.”

And looking ahead, Lundy remains as 

enthusiastic about her travel career 

as ever.

“I did my degree in psychology but 

the lure of travel was too strong!” she 

says. “There’s so many aspects that I 

continue to find fascinating; all of the 

components that go into managing  

a brand are very interesting.

“I still feel today that when I read my job 

description, it’s exactly what I want  

to be doing.”

Special thanks to Hotel X Toronto for providing 

the location for our cover story photo shoot. 

See more at hotelxtoronto.com.

Although she’s well-travelled already, there’s always another 
spot to check off for Lundy.

“I still love to travel and explore new places; there’s so many! 
I tend to go somewhere new each time.” Her latest travels 
include a trip to New Zealand last year – “It was beautiful!” 
– and, most recently, a visit to Croatia this fall as part of  
a company-wide conference for Discover the World.

Lundy’s next trip? Botswana, of course.

        
 




