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5Q U E S T I O N S

1Let’s start by talking about the Canadian 
market – how important is it to Solmar 
Hotels & Resorts and how is the company 

getting its message out here? 
Los Cabos is a well-connected destination, and 

we’ve taken that into our advantage to penetrate 
the Canadian market and promote Solmar Hotels 
& Resorts. Thanks to the multiple direct fl ights 
operating daily from Los Cabos with airlines like 
WestJet, Air Canada and Sunwing, we’ve experi-
enced an increase of Canadian passengers book-
ing at our seven all-suites properties. Based on our 
data, Canada is our second, most important mar-
ket, so this is a powerful factor that determines the 
way we do business and create activities around 
Canadian travellers’ interests. Another factor that 
has improved our relationship with this market is 
leveraging opportunities with Los Cabos Tourism 
Board and collaborating in the promotion of the 
resorts and destination. 
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contributing to this preservation and hope to create 
a more conscious traveller who leaves a positive 
impact for future generations that visit Solmar 
Hotels & Resorts and Los Cabos in general.

4Following up, maybe you could give readers 
some examples of the kinds of things that 
Solmar is doing in the area of sustainability? 

In June 2018, we kick-started the implementation 
of Multistack technology in three of our resorts, 
which does not require the use of liquid propane 
gas, so our guests can enjoy their Mexico getaway 
without hurting the environment. Additionally, Grand 
Solmar Land’s End Resort & Spa took advantage of 
the hot Los Cabos sun by installing photothermic 
solar panels in the property’s rooftops to provide 
every room with soothing hot water at guests’ 
disposal. Since January 2018, this action alone has 
saved 250 tons of carbon dioxide.

This year, we’re enacting a plastic ban initiative 

2Where do Canadian travel agents and tour 
operators fi t in that plan? 
While we’re proud to call Canadians our 

second largest market, we work tirelessly to 
cultivate the perfect activities to foster guests’ 
loyalty to the brand. We’re implementing market-
ing actions with travel agencies or tour operators 
to further promote our brand and leverage direct 
fl ights from Canadian cities to the destination. As 
a bonus, we develop segmented promotions with 
additional discounts and other incentives exclu-
sively for the Canadian market along with training 
for agents who sell our properties.

3Sustainability is a major focus for the 
company – can you talk about why it is 
so important? 

At Solmar Hotels & Resorts, we’re continuously 
implementing important sustainable practices 
rooted in the belief that Los Cabos’ unparalleled 
local fl ora and fauna is one to be cherished, 
not destroyed. We want to make sure we are 

throughout our seven all-suite properties and tran-
sitioning to biodegradable items as commitment to 
our pledge to preserve the diversity of Los Cabos 
and its natural wonders.

5Can you talk about Solmar’s pioneering 
efforts in Los Cabos and how the company 
has help transform this destination over 

the years? 
Since it was founded back in 1974, Solmar 

Hotels & Resorts has fostered strong employment 
opportunities for Los Cabos locals with a special 
focus in the tourism industry. Through the Solmar 
Foundation, which supports the local community 
and helps locals achieve a better life through com-
munity programs and activities, we’ve been able to 
improve low-income families’ quality of life by pro-
viding them with food, scholarships and obtaining 
funds to build their own homes. Additionally, the 
foundation is an offi cial home shelter for the destin-
ation in case of natural disasters. 

We’ve been able to improve low-income families’ quality of life by 
providing them with food, scholarships and obtaining funds to build 
their own homes.
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