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A Taste
for Speed

Chocolate master
Thomas Haas on
riding the world
with Trevor Linden
and fending off the
virtual competition
In 2009 | made a retirement cake
for Trevor Linden, and some
people at the party asked me,
“We're starting a bike club.
Would you like to join?" That's
when my little weekend ride
turned into three-hour eve-
ning training sessions and a 4
a.m, Cypress-SeymourGrouse
Mountain climb before work.
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Then our training group signed
up for races in Europe. We
always said the week when the
12 of us would be somewhere in
the Alps for 10 days was the best
week of the year because all
you dois ride your bike, laugh,
drink-and the next day you ride
again. After Day 5 you hate it,
like, “I'm never going to do this
again,” because it’s so hard. And
then on Day 7 you sign up for
next year again.

There's an app that came
up around this time, it's called
Strava, and it has taken off
like crazy and also cost a lot of
friendships. If you're on aGps
cycling computer, it tracks your
rides, so | can make a segment
from Dundarave to Horseshoe
Bay. It tracks everybody that
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SUGAR RUSH
Thomas Haas rides one
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does that segment and creates 4
leader board. The fastest perso|
gets a “crown™-and then the
ego starts, and people get totally
obsessed about it.

A lot of riders track their
heart rate, so it ranks your fit-
ness level; I'm not a big number|
guy 50 1 use it mainly for the
basics. | made a rule: 1 only fol-
low people | have ridden with,
but | have a lot of people follow
ing me who are curious how my
ride was. While it brings apart
some individuals, it actually
Creates a great community. You

see who rode today and you car O GIB 000 N0 Chging, 1168

put a “thumbs up” and make a
comment, so by the time you
hit the road, you know so many
people.

as told to Marcie Good
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New + Impraved

In this issue: the
latest developments
from the world

of travel

AIRPORT/ Cathay Pacfic
busness traveliers have anew
place to redax at YVR . The airine’s
busness dass bungein the
miametonal erming is a tranqul
retreat with 3 contemporary
Asan sesthetic and a mountain
view—plus comfy armchars, free
Wi, warkstations with Macs

TRIP/ For a shorter hop, the
35-minute Harbour Air flight
between Vancouver and Victora
can be bookended by hotel stays
Until the end of September, the
Magnolia Hotel & Spa in Victona
and Loden Hotel in Vancouver
have a Best of Two Cites package
that includes the fight, drop-off
at Waterfront/Harbour, two
nights” accommodation in each
city, early check-in/late checkout,
daily breakfast for two and
complmentary bikes

colour copying o use of the
boardroom
ADVENTURE/ For outdoor
enthusasts, S8usiness 0
Under 30 dum and ShareShed
fourder Daniel Dubos has
Bunched Guildes com 1o connect
with local gudes who wil share
NSO expenences rangng from
$20 outdoor yoga 1o 3 $1699
backpackng tnp
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SYNERGY'S JILL DOUCETTE ON THE GREEN ECONO
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Then. Now. Next.

ISSUES AND INNOVATIONS SHAPING OUR ISLAND

MAKERS VICTORIA GOT COOL
& SHAKERS

In a potential boon for local tourism, global tastemaker Vogue recently

MOVE OVER CRAFT
BREWERS, HELLO
SPIRIT DISTILLERS

WILLING TO
FAIL: LOCAL
ENTREPRENEURS
TALK BUSINESS
BEYOND FAILURE

P 295544

deemed Victoria the "'perfect spot for a cool Northwest getaway.”

As the article points out, the city has traditionally been left out of regional
“cool talks" that focused on Seattle and Portland. But that's changing.
An article in Mew York magazine talks about our “coastal cool”

and a Toronto Star article observes that “somewhere
along the way, Victoria got cool.”

OIS NAGACTE

ha media’s discovery that
T Victoria is actually cool wasn't
Just serandipity, According to

Tourism Victoria president and CEQ
Paul Nursey, the arganization has four
staff dedicated to content, travel media
and lifestyle marketing — and he
thinks they've been hitting it out of the
ball park

“The Yogue article was one of the
over 300 pieces of coverage we got
n ihe pasi year, around the world, in
traval and lifestyle media," he says.

“That article spacifically came to
pass with our team’'s work with the
Magnolia Hotel and their high-powerad
PR team. We invited five really high-
end lifestyle-media journalists, and
we put together an amazing program
ta show Greater Victoria in a different
way."

Bill Lewis, general manager of the
Magnolia Hotel, points to all thal's

er your idea of
orting utdo
oF cocooning inside, the
gorgeous B.C. city has
you covered,”

L2 azIne

“Victaria has a college
town vibe ... a bevy of
coffeehouses and indie
shops that outnumber
the Starbucks outlets
and retail chains.
Washington Post
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IN 2015, TOURISM
VICTORIA'S FACEEDOK
PAGE REACHED

AN AUDIENCE OF

1,973,986

WHILE ITS
INSTAGRAM SAW

209%

GROWTH

EDITORIAL PLACEMENTS
IN TRAVEL AND LIFESTYLE
MEDIA INCREASED FROM
311N 2014 TO IS0 N 2

happening in tech in the city, as well as
the focd, wing and micro-brew scenes, as
contributing factors to the city's cool cred,

“To have something as high-profile as
Vogue take that stance puts a halo on the
market here." he says. *We've had a lot
of great pieces over the years, but we've
never seen referral click-throughs from
Google analytics like the Vogue story
There were hundreds within the first 10
days, where a good media article usually
gets a few dozen.”

It's a good sign for the upcoming
summer season, which looks to see last
year's significant growth in visitor rates.
Nursay, who started at Tourism Victoria
in January of 2014, believes the industry,
and Tourism Victaria itself, has becoma
“high-octane.”

"It was kind of a country club,” he says
af the changes that have faken place over
his two years at Tourism Victoria. "Now
it's all about results.”

iin visits represents a 78:1 ROI (the industry norm ranges from 121 10 2001},

Seattle travellors who booked a trip to Victoria as a result of the spring's Vietoria
Beyond Words campaign, with an economic impact of $5.9 millien. The increass
y
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