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You plan meetings. 

We plan on making them run like clockwork.

Where you plan on having your next meeting is important. Our partnership with TelAV ensures 

all of our meeting rooms will be fitted with the highest- quality audiovisual equipment and 

any other technology you require to make your meeting not just productive, but a success. 

Visit us on-line at deltahotels.com/meetings 

With 44 hotel, resort and airport locations across Canada, 
Delta Hotels and Resorts is ready to greet you wherever you need to be.

deltahotels.com
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Make your next meeting  or group event more rewarding  
Enroll now in Priority Club® Meeting Rewards and start earning points with every qualified meeting or group event 

you hold, with 10 or more guest rooms peak night, at more than 2,600 Holiday Inn and Holiday Inn Express hotels 

in Canada, the U.S. and Mexico*.

EARN UP TO 60,000* POINTS
on your next meeting or group event. 

*Must be a Priority Club Meeting Rewards member and register member number in advance. Must request offer and record member number in the hotel sales contract at time of 
booking. Qualified meetings or group events consist of 10 or more guest rooms within your group block occupied for at least one night of the meeting. Qualified meetings must be held at 
a Holiday Inn and Holiday Inn Express hotels in Canada, the U.S., or Mexico. Excluded meeting charges include any associated taxes, gratuities and service fees; any outside vendor/
supplier charges; and any attendee incidentals or other expenses. Log onto priorityclub.com/meetingrewards for qualified meeting information for all of the Priority Club Rewards 
Family of Brands hotels. For complete Terms and Conditions, visit priorityclub.com/terms. © 2011 InterContinental Hotels Group. All rights reserved. Most hotels are independently 
owned and/or operated.  STAy yoU.

TM
 is a registered trademark of Six Continents Hotels, Inc.

Canada National Sales Office
1-877-904-MEET

STAY YOU.TM

•  Earn more points for your meeting or group event

•  Faster way to Elite status

•  More redemption options

Go to holidayinn.com/meetingrewards to enroll and start earning rewards.
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Did you know that Montréal ranked first in North America* for hosting international 
associative events? Maybe it’s the unique blend of North American and European 
culture. Or maybe it’s the world-renowned festivals and vibrant arts scene. Could be 
that we’ve earned a reputation around the globe for our hospitality and expertise in 
hosting a multitude of large-scale events. And hey, the ultramodern Palais des congrès 
meeting centre—located right in the heart of this bustling city—couldn’t hurt either. 

Who says conventions should be conventional? Choose Montréal as the host city for 
your next event, and give your guests an experience they’ll never forget.

START PLANNING WITH US NOW!  tourisme-montreal.org/meet

*International Congress and Convention Association (ICCA) 2009
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what’s new online
New Blogs Launched!
MeetingsCanada.com has added two new blogs to 
our impressive online roster.

One of the blogs, Incentive Insight, is co-written by 
Chris Gaia, vice-president of marketing at Fenton, Mo.-
based Maritz Travel, and Jim Ruszala, Maritz Travel’s 
director of marketing.

Drawing on their vast incentive-travel industry experience, Chris and 
Jim write with great clarity and insight on all aspects of the industry.

For instance, one of their blogs discussed the need for organizations 
to create incentive programmes that are motivational, memorable and 
meaningful to everyone involved.

Here’s an excerpt:

Promo Primer 
The second new blog, Promo Primer, is 
written by Joanna Wiseberg. Owner of Red 
Scarf Promotions, Wiseberg has, for the past 
20 years, put her extensive background in 
design and retail to work in the promotional-
products industry.

She discusses what sorts of key questions 
you need to ask when sourcing promotional 
products, so you’ll get the most bang for 
your buck. She’ll tell you how to choose 
the right product for your meeting or event, 
and will point you to some top-notch 
P&I products.

To read the rest of this blog, snap here (see page 9 
for instructions) or visit MeetingsCanada.com and 
search, “Incentives Trump Cash”.

WHY INCENTIVES TRUMP CASH
“Identifying the most e� ective incentive programme 
is a major challenge. This can quickly fall into the 
cash-versus-non-cash debate.

“Let’s talk about this in terms of cash versus incentive 
travel incentives. Did you know that incentive travel 
has been proven to be more e� ective than cash in 
a number of key studies?

to create incentive programmes that are motivational, memorable and 

“Identifying the most e� ective incentive programme 

“Let’s talk about this in terms of cash versus incentive 

Chris Gaia and Jim Ruszala

Promo Primer 
The second new blog, Promo Primer, is 
written by Joanna Wiseberg. Owner of Red 
Scarf Promotions, Wiseberg has, for the past 
20 years, put her extensive background in 
design and retail to work in the promotional-
products industry.

She discusses what sorts of key questions 
you need to ask when sourcing promotional 
products, so you’ll get the most bang for 
your buck. She’ll tell you how to choose 
the right product for your meeting or event, 
and will point you to some top-notch 
P&I products.

Joanna Wiseberg

Chris Gaia, vice-president of marketing at Fenton, Mo.-
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Let us make your next meeting brilliant. 

You have brilliant ideas.

We make brilliant happen.

When you plug into the Hilton Worldwide event experience, you’re connecting to a powerful network of 

outstanding hotels and facilities, and a dedicated team of meeting specialists whose only goal is to amp  

up your success.

With 3,600 locations in 82 countries worldwide, we have the amenities, services and accommodations to 

meet every need. Contact our meetings team today and learn how Hilton Worldwide can make your next 

meeting or event brilliant.

 

Hilton Worldwide Sales - Canada 1 800 671 9981 • Fax 905 672 6422

© 2011 Hilton Worldwide
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Embrace new technology or risk falling behind.

It’s astounding how quickly, and dramatically, the technology 
in our industry is changing. It doesn’t seem that long ago, for instance, that 
the only option for conference registration was the paper variety. Yet, in  
the past several years, a huge array of technological tools—social media, 
audience-response measurement, customized smart-phone apps, and 
sophisticated online registration—have exploded onto the scene.

To help you navigate these uncharted waters, we’ve profiled, in our cover 
feature article, some of the more innovative technologies, and outlined how 
they can help you plan better events. No question, planners are embracing 
technology, evidenced on M&IT’s own website, MeetingsCanada.com.

The numbers tell the tale: In 2010, our website’s readers viewed 24,165 
pages a total of 509,914 times. Among those, 4,530 articles were viewed  
a total of 239,444 times. MeetingsCanada.com readers conducted 9,748 
unique searches, in the following subject areas (in descending order): 
Toronto, Winnipeg, Deerhurst, Nottawasaga Resort, Briars, Calgary, 
Ottawa, Edmonton, Montreal and Hilton.

In other areas of our site, readers, in droves, searched out the venue and 
hotel listings (9,636 pages were viewed a total of 68,023 times). They also 
sought information on M&IT’s IncentiveWorks trade show and conference, 
on the dedicated microsite (115 pages were viewed a total of 71,874 times).

Not surprisingly, Canadian planners accounted for the bulk of the site’s 
visitors, followed, in descending order, by planners from the U.S., U.K., 
India and Mexico—a truly global audience.

Clearly, planners are using technology to mine the crucial information 
needed to do their jobs. The key is to be equally responsive to the tsunami of 
new and useful technologies that’s breaking over the horizon—technologies 
that can improve your operations in any number of ways. As with any new 
wave, you have to realize, and harness, its potential—or be swept away. 
“Adapt or die” isn’t just a cute slogan. It’s a blueprint for business survival. 

what’s this tag?
GettinG Started
1. Go to http://gettag.mobi with  
your web enabled camera phone  
and download the free Tag reader.
2. When you see a tag, open the  
Tag reader and snap it (like a photo)  
to interact with the online world.  
Your phone will do the rest!

The box you see to the right and on our cover is a 
Microsoft Tag, a breakthrough technology that 
transforms everyday things in the real world into 
live links to online information. From your mobile 
phone, simply snap a Tag image anywhere you 
see it and gain instant access to websites, videos, 
reviews, schedules, contact information, social 
networks, promotions and more!

Snap this tag to learn more 
about using snap tags

from the editor

Adapt or Die

Don Douloff
Managing Editor

That oversized, bar code-looking 
thing on our cover is, in fact, a 
Microsoft Tag (also called a Quick 
Response Code, or QR Code, for 
short), a powerful tool that can 
assist you in your event marketing. 
Follow the directions at the bot-
tom of this page to snap on the 
tag and receive a video message 
from yours truly. What’s in the 
message? Well, you’ll have to snap, 
and find out for yourself...

on the cover

editorial.indd   9 6/8/11   10:35:43 AM
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Picture your event attendees sipping from a unique give-
away nestled in their gift bag—a mug that looks just like a 
camera lens.

Both ‘Nikon’ and ‘Canon’ mug models are equipped 
with an easy-to-clean, heat-preserving, stainless-steel 
lining; lens-cap lid; rubber-grip focus and zoom rings; and 
auto-focus switch that actually switches.

And the ‘Nikon’ model zooms when you twist its grip.
For added versatility, the mugs could double as a pencil 

or candy holder, food bowl or fl ower pot.
Canadian orders ship within 24 hours (if in stock) and arrive 

in anywhere from one to three days, to two to three weeks, 
depending on how they’re shipped. photojojo.com

Camera-Lens
Coffee Mug

> COOL GIFTS

What do you give to the attendee who has 

everything? Relax—we have just the ticket.

CORRECTION An article on professional development, 
featured in the March/April issue of M&IT, contained a chart 
describing the key industry accreditations.

Planners can earn their CEM (Certifi ed in Exhibition Man-
agement) in Canada, through CAEM (Canadian Association 
of Exposition Management), with courses that are tailored to 
the Canadian industry. Visit caem.ca

Planners can earn their CAE (Certifi ed Association Execu-
tive) designation in Canada two ways—through the CAE’s 
programme of fi ve online courses and an exam, or through 
the Prior Learning Assessment Recognition. Visit csae.com

> WE NEED YOU!

This year marks the 20th anniversary of M&IT’s IncentiveWorks 
trade show and conference (Aug. 23-24, 2011). With that in mind, 
we’re asking you to share any IncentiveWorks memories, anecdotes 
or photos, the best of which we’ll include in this year’s July/August 
Showguide issue. Please send to DDoulo� @meetingscanada.com

Share Your 
IncentiveWorks Memories!

> COOL GIFTS

Here’s a way to make your next event more green: Gi�  bags 
made of TerraSkin, an eco-friendly paper fashioned from 
mineral powder and non-toxic resin.

TerraSkin requires no trees, water or toxic bleaching, and 
needs less energy to produce than fi bre-based paper.

Bags can be customized with logos or messages. Since 
TerraSkin is fi breless, it uses up to 30 per cent less ink, and 
images stay much crisper and cleaner, since the ink doesn’t 
bleed. Minimum order is 5,000.

From fi nal design approval, it’s 90 days, for production and 
shipping of the fi nished bags to Canada. terraskin.com

Eco-Friendly Gi�  Bags

> COOL GIFTS

MeetingPoints.indd   10 6/9/11   10:12:37 AM
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Join us on

Facebook

INTIMACY ON A GRAND SCALE 100,000 SQUARE FEET OF IT

Your colleagues will be in awe when attending events in the 

Convention Centre at Caesars Windsor. Two fl oors, seven 

intimate  conference rooms with modern presentation technology, 

a full-service business centre, and on-site audio/visual facilities. 

Combine this with a 4-diamond resort, well-appointed guestrooms 

and luxurious amenities, the making of a spectacular event 

comes together seamlessly. Call 1-877-223-7702 or visit us at 

caesarswindsor.com.

Know Your Limit, Play Within It! 1-888-230-3505 Ontario Problem Gambling HelpLine. All ages welcome in our Augustus Tower and 
convention complex. Must be 19 years of age or older to enter the casino and all other outlets. The Caesars brand and related trademarks are 
owned by Caesars License Company, LLC and its affi liated companies. Used with permission.

> COOL GIFTS

Meet the Swiss Army knife 
3G, featuring a modern 
twist that’s as clever as it 
is utilitarian—a USB fl ash 
drive available in 4, 8 or 16 
gigabyte sizes.

With the familiar go-to 
features—blade, scissors, 
screwdriver — intact, this 
tool should be a staple in any 
modern pocket and will be an 
instant conversation piece for anyone who receives it.

Custom branding available.
Canadian orders (with logo imprinting) typically ship in 

seven to 10 business days.
plumgi� co.com

Swiss Army USB Flash Drive

Water is a time-honoured conference refresh-
ment and gift-bag staple. But, really, it’s blah.

So why not spice things up with something 
out-of-the-ordinary, because while water is 
good, mint-fl avoured water is even better.

Voila: Metromint—pure, demineralized 
(reverse osmosis) water infused with real mint, 
in palate-tingling fl avours like peppermint, 
spearmint, lemonmint and orangemint.

It’s zero calories, too, containing no sugar or 
sweeteners—and preservative-free.

Made by a California-based company, 
Metromint is available throughout Canada at 
select retailers. metromint.com

Mint-Flavoured 
Bottled Water

> COOL GIFTS

Swiss Army USB Flash Drive

MeetingPoints.indd   11 6/9/11   11:07:59 AM
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 Meeting POINTS

To receive the 2,500 Starpoint signing bonus, contract must be signed prior to September 31, 2011 and there must be a minimum of 25 
room nights on peak night. Signing bonus is for new business only and meeting must be held by March 31, 2012. Free activities may 
require pre-arrangement. Yoga on the Docks is only available in July & August on Tuesday & Thursday mornings 9:00 – 10:00 ��.  
©2011 Starwood Hotels & Resorts Worldwide, Inc. All Rights reserved. SPG, Preferred Guest, Westin and their logos are the trademarks 
of Starwood Hotels & Resorts Worldwide, Inc., or its affiliates. 

REFRESH
YOUR OUTLOOK

Inspiration has a venue.  At The Westin Trillium House, Blue 
Mountain, clutter free ambience gives your ideas room to grow. 

 
Do the unexpected and hold a meeting outside in the fresh air.  

Free activities such as yoga on the docks* or a picturesque trail hike 
up Blue Mountain will bring adventure and renewal to your group.

 
With 10,000 square feet of versatile meeting space, your 

100 person meeting is the perfect fit for an exclusive event
 

Receive 2,500 Starpoints signing bonus for every 25 room nights, 
up to 100,000 Starpoints.  Plus, 2% off master-billed room revenue 

or accelerated room upgrades or complimentary staff office

LOCATED TWO HOURS NORTHWEST OF TORONTO 

IN THE VIBRANT BLUE MOUNTAIN VILLAGE 

 

CONTACT ONE OF OUR SALES MANAGERS AT ������������ OR VISIT

STARWOODHOTELS.COM�VALUEADDEDMEETINGS TO SUBMIT AN RFP.

> PAPARAZZI

Quebec Cup
Above: Les Selby, Carlson Marketing 
(right) and Tesfaye (Tes) Fekade, 
MSA Research & The National 
Conference of Canada. 
Right: Marci Vigeant-Christie and 
Don Doulo� , M&IT.

National Meetings 
Industry Day
Toronto celebrations took place on April 14 at 
the MTCC. At right (left to right): Nick Cino 
and Marci Vigeant-Christie, M&IT; and Paul 
Alves, Deerhurst Resort. Below (left to right): 
Peggy Anderson, The Fairmont Royal York; 
Alice Parnis, Event Fusion Inc; Catherine 
Paull, CMP, Catherine Paull Meeting Manage-
ment; Christine Taylor, Tourism Whistler; and 
Olivia Blatt, The Fairmont Royal York.

MeetingPoints.indd   12 6/9/11   11:09:21 AM
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DAIly MeetInG DebrIefs. 

Because exceeding your expectations shouldn’t cost more than you expect.

Contact the Canadian National Sales Office at 1-877-904-MEET for groups/events with 10 or more guest rooms peak night.

Why should you plan your next government meeting at a Crowne Plaza hotel? 

Well, for starters, there will be a dedicated Crowne Meetings Director helping every 

step of the way. They’ll hold Daily Meeting Debriefs to help track costs and manage the 

budget. If we don’t respond to your RFP within two hours, we’ll take 5% off the  

master bill, guaranteed. With our spacious meeting facilities, luxurious rooms,  

plush bedding and bath amenities, full-service dining options and more,  

your meeting attendees will get more than they expect, too.

To learn more and submit an RFP, visit us online. CrownePlaza.com/Meetings

• Edmonton-Chateau Lacombe

• Fredericton-Lord Beaverbrook

• Hamilton Hotel & Conference Center

• Moncton Downtown 

• Montreal Airport

• Niagara Falls-Fallsview

• Toronto Airport

http://www.CrownePlaza.com/Meetings
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 Meeting POINTS

July 13  Site Canada 

  Summer Social

  Islington Golf Club

 

August 22 3rd Annual Site Canada 

  Golf Tournament

  Angus Glen Golf Club

September 14 Site Canada 

  Chapter Meeting

Upcoming Events
Site is the global authority connecting motivational 

experiences with business results.

Site serves as the source of expertise, knowledge and 

personal connections that will catapult and sustain 

professional growth, and help build the value of 

extraordinary, motivational experiences worldwide.

Site Canada has played a leading role in the incentive 

travel industry and was recognized by Site Global as 

the ‘Chapter of the Year’ for 2009, and runner-up for 

2010.

Site Canada welcomes you to experience 

unprecedented opportunities to network, learn and 

improve both professionally and personally.

For information about joining Site, or attending an upcoming event, 

please email us at office@sitecanada.org or visit our website at www.sitecanada.org

> TIP SHEET

Dianne Smirl, corporate event advisor, corporate affairs, at Canadian Tire Corp., 
plans vendor and dealer meetings, executive presentations and conventions.

Event Planning Made Easier
Dianne Smirl

Want to be featured in Tip Sheet?
Snap here (see page 9 for instructions) to 
download our contact info to your smart phone 
or e-mail DDoulo� @meetingscanada.com

BUDGET Choose a venue that has built-in decor, so you can save 
on dressing up the room. Look for rooms with lighting that changes 
[and] built-in alcoves for VIP seating. For receptions, I order about 
68 per cent of the total anticipated audience and no more, since 
most venues add 10 per cent to 15 per cent overage on their ban-
quet orders.

FOOD Passed food—no matter what it is—always seems more 
exotic to attendees. Serve smaller portions of less-expensive food 
and it looks visually more appealing.

PRESENTATION Flowers and draping fi x most room visuals. Add 
to that lighting, and no one is looking at the 15-year-old carpet. If 
the walls are beat up, consider draping all or part of it, to create an 
exclusive high-end look. Stay away from black and use whites or 
greys; it opens up the room and makes it look fresh.

NEGOTIATING CONTRACTS Educate yourself on what similar 
suppliers are charging and conduct many interviews with suppliers, 
to ensure you get a proper fi t—someone who will go the extra mile 
to help you achieve event objectives.

ATTENDEES Understand your attendee. Really spend some time 
up-front researching their likes, dislikes and what they are trying to 
achieve from attending. Listening to their needs engages them in 
the event, as well.
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THE INSIDER COLLECTION:

HOW A MEMORABLE MEETING 

LOCATION CAN CONTRIBUTE

TO A MEMORABLE MEETING.

Outside the doors of every InterContinental® Hotel & Resort, there’s a unique destination with its own authentic culture.  

The Insider Collection, a range of memorable delegate experiences custom-tailored for every destination, will make that 

culture an integral part of the meeting experience. The planning is seamless, the details are always under control, the hospitality  

is legendary, and you’ll earn Priority Club® Meeting Rewards* points for every qualified meeting. To find out more, and to join,  

visit us online at PriorityClub.com/MeetingRewards.

Do you live an InterContinental life?

Contact the Canadian National Sales Office at 

1-877-904-MEET for groups/events with 

10 or more guest rooms peak night.

• Montreal 

• Toronto Centre

• Toronto -Yorkville

* Some offers require Priority Club Meeting Rewards membership. For full terms 
and conditions visit PriorityClub.com/MeetingRewards. Priority Club is a registered 
trademark of Six Continents Hotels, Inc. © 2011 InterContinental Hotels Group. 
All rights reserved. Most hotels are independently owned and/or operated.
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The 14th Annual Canadian Event Industry Awards took, as its 
theme, the classic 1927 German Expressionist film Metropolis, 
which provided eye-popping inspiration for the decor, room 
design and transitions, entertainment and AV. Held at Toronto’s 
Eglinton Grand, the event was attended by 300 guests. 
written by Don Douloff photos by Henry lin

Awards Gala

planning primer
Lead Planner: Carolyn Luscombe, CSEM, CSEP, CMP, Eclectic 
Events International Venue & Catering: Eglinton Grand 
Decor: Stardust; Decor & More AV: AusCan; Phase 3 
Productions Trophies: Nothers Awards 3D Projection 
Mapping & Videography: Atomic Lightworkx Entertainment: 
DJ Lazarus Decor (Pleasure Garden): Amherst Greenhouse 
Decor (Maria the 3D Robot): 3D Foam Creations Award 
Winner & After-Party Photo Ops: O Snap! Design (Tickets, 
Programme, PowerPoint): MauMedia Freeze Pose Models: 
Statues Alive Body Painter: Mark Boyer Gala Host: Julian 
Brass Performance: Drum Cafe Performance  & Garden 
Models: Catalyst; Tonella Roy Double Chocolate Fountain: 
Alison Kadlovski Candy Buffet: Sweet Tooth Productions 
Glitter Tattoos, Flipbook: Party Impressions
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event details
F&B: Multi-course meat- and seafood-based meal, 
highlighted by pappardelle with pheasant bolgnese and 
brûlée cheesecake. Vegan meal option, highlighted by 
butternut squash soup; soy-glazed tofu steak; coconut 
sorbet martini. Gluten-free versions of both meals.

DECOR THEME: Metropolis (1927 film). Movie’s 
industrial/technology theme reflected in ticket design; 
freeze-pose models; white Plexiglas and chrome regis-
tration tables, embellished with icons of gears; stair-
way, featuring draping treatments flanked by two light 
columns, emulating stage design; PowerPoint slides in 
awards presentation; music played and sung. Lobby 
(pedestals outfitted with modular metal pieces of ham-
mered steel) and pre-function space (dead rockery and 
branch gardens) also adhered to theme.

MANAGING THE SPACE: Art-deco Eglinton Grand 
meshed with the theme. Only one level of mezzanine 
used for cocktail reception; everything needed to trans-
form reception space into the after-party (depicting the 
Eternal Gardens) was stored behind a white drape, 
which doubled as a projection surface for the reception. 
Transformation had to unfold silently, during awards 
presentation, since there are no sound barriers between 
mezzanine and main, lower-event space.

STRETCHING THE BUDGET: All aspects of the event 
evolved as sponsorships.
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In M&IT’s second annual RFP survey, 258 Canadian meeting planners surveyed 
in May, 2011, told us how they felt about the request-for-proposal process, and 
revealed the perks and quirks of using web-based RFPs. written by Christine Otsuka

feature > M&IT’s 2011 RFP Survey

While the vast majority of 
planners are using e-mail and online 
systems to send RFPs to suppliers, one-

third of planners prefer the telephone. Those who 
said they pick up the phone to deliver a request 
for proposal said they do so to test out suppliers’ 
customer service or to ensure their request was 
received and not floating around in cyberspace or 
sitting in someone’s junk mailbox. The Internet has 
made doing business more convenient, but it’s not 
a substitute for person-to-person interaction. And 
just because an online option is available doesn’t 
mean it will be everyone’s first choice. 

What this 
means tO 

you

ChOiCes, 
fig 1.

Planners agree, when it comes to sending 
RFPs, e-mail reigns supreme.
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Trade publications

Word of mouth

Online research

Direct mail

Sales calls

Social media

FAM trips 

Local trend magazines

Newspapers that list openings

Recommendations from  

colleagues/friends

E-mail marketing

Tourism offices

Events

Trade publications

Word of mouth

Direct mail

Sales calls
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one business day
or less

IDEAL RESPONSE TIME

ACTUAL RESPONSE TIME

2 business days
or more

With shorter lead times 
and surmounting pressure to deliver, 
planners need to move quickly. So 
getting quick responses to RFPs is essential. Although 
7 in 10 agree that one business day is an ideal response 
time, only 34 per cent of suppliers are actually 
responding within that time frame. The majority of 
planners (7 out of 10) say they’re communicating their 
deadlines to suppliers, but are still receiving a late 
response. Most surprising is a whopping 96 per cent of 
planners said they are satisfied with supplier response 
times. A slow response is not what any planner wants, 
but instead, what they’ve come to expect. Sounds like 
it’s time to get tough on expectations.

fig 2.

fig 3.

fig 4.

Many suppliers aren’t meeting planners’ 
tight deadlines. Time to speak up! 

Finding the right venue when planning an event is 
of the utmost importance. Here are 17 ways planners 
said they keep up-to-date on current venues and 
source new opportunities:

There’s often a price we pay for convenience. But do 
the flaws outweigh the perks? You decide.

geting what  

VenUe 

likes & 

what planners like  
about online rfps

User-friendly and fast•	
The ability to send an RFP to multiple  •	

suppliers at once
The ability to map out your day•	

what planners Dislike  
about online rfps

Privacy concerns•	
Lack of flexibility•	

No confirmation of receipt•	

what this 
means to 

you
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Let’s talk pure numbers. Like 337 guest rooms, 24,000 sq. ft. 

of meeting and exhibit space, 14 meeting and banquet rooms, 

all just two hours east of Vancouver and Vancouver International 

Airport, and one hour from Abbotsford Airport. And with our 

Professional Conference Services Team, the numbers all add 

up to pure success. 

success

Hospitality by Delaware North Companies Parks & Resorts  © 2011 Harrison Hot Springs Resort & Spa, Corp.

 Call 866.308.1611 to book your next meeting.        HarrisonResort.com
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BRITISH COLUMBIA
Harrison 

Hot Springs

Distraction-Free 
Meetings
Harrison Hot Springs Resort & Spa 
provides a peaceful setting ideal for 
focused and productive meetings. 

or nearly 125 years, Harrison Hot 
Springs Resort & Spa has been wel-
coming guests to the beauty and 

serenity of the Fraser Valley. Nestled along 
the tranquil southern shores of majestic 
Harrison Lake, embraced by a mountainous 
backdrop, Harrison Hot Springs Resort & 
Spa is an unparalleled retreat in one of Brit-
ish Columbia’s most pristine regions.

Less than two hours east of Vancouver 
and three hours from the Okanagan, Harri-
son Hot Springs Resort & Spa features 337 
guestrooms. Each of the resort’s accommo-
dation settings o� ers breathtaking views, 
fl exible room confi gurations and rates that 
can be tailored to your group’s budgets.

The peaceful setting is ideal for corpo-
rate retreats, providing an inspirational 
environment that is conducive to produc-
tive and focused meetings. The resort fea-
tures 24,000 sq. ft. of conference and 
banquet facilities and is backed by the ser-
vices of a dedicated in-house team of 
event professionals. With a variety of 
unique green-meetings options, as well as 
specialized meeting packages, services and 
amenities to choose from, Harrison Hot 
Springs Resort & Spa is a customizable 
haven of solitude for any type of gathering.

Exceptional catering provides the fi nish-
ing touch at Harrison Hot Springs Resort & 
Spa, where the exquisite creations of an 
experienced culinary sta�  are the perfect 
complement to any event. From co� ee 
breaks and casual fare at the Lakeside 
Cafe, to gala dinners and dancing in the 
historic Copper Room, dining at Harrison 
Hot Springs Resort & Spa is a memorable 
experience on its own.

At the end of day, delegates can 
immerse themselves in the beauty of the 
region, with championship golf, boating 
and a variety of eco tours all within min-
utes of the resort. Famous for its fi ve hot-
spring-fed pools and Healing Springs Spa, 
the resort is also ideal for team-building 
programmes and is the perfect place to 
bring your group together.•
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Reaching Your Network’s Network
Through social media contests and tagging, planners can ensure their message 
reaches their social network’s social network. wri� en by  KEVIN DURKEE

S
haring fuels social media. Whether it’s 
a picture gallery on Facebook that 
explodes with comments, or a viral video 
that passes around the o�  ce under the 

boss’s nose, content is king. 
For years, websites were one of the only 

options to present content to a mass audience 
e�  ciently. But the burgeoning social media—
Facebook, Twitter, Flickr and LinkedIn—are 
becoming more important as communication 
tools for brands, consumers and corporations. 
Regardless of what segment of the meetings and 
incentive industry you come from, there are les-
sons to be learned on how to get your content out 
to your consumers with technology.

TASTE OF SUCCESS
Consider the Food Dudes (thefooddudes.com), a 
Toronto-area catering crew that relies heavily on 
social media to spread the word. This new-genera-
tion catering company prides itself on exceptional 
food and service, while embracing the latest 
technology. Their Facebook page is constantly 
updated with gorgeous galleries of their clients’ 
events and the food they’ve served. Each day, you 
can expect a few status updates posting the latest 
dish the young culinary team is working on.

For instance: Duck-confi t ravioli with mascar-
pone, sautéed with woodland mushrooms, 
caramelized onions and arugula pesto, garnished 
with a pickled-beet slaw and beet chips.

Certainly sounds amazing to me. But what 
sounds even better is the relationship the Food 
Dudes are building with their community and 
clients. By simply adding galleries, pictures and 
content, they’ve built a current portfolio to share 
and secure business.

Are you taking pictures of the events and activi-
ties you host and plan? You should be. It’s an easy 
way to stay current. With your content in hand, set 
up a Facebook profi le for your venue, business or 
corporation and post the pictures, add some 

descriptions, but be sure to get permission from 
your clients fi rst. These simple galleries are highly 
valuable sales and planning tools. Clients can see 
how capable your group is and how you execute. 
Plus, your team can use the galleries to review 
how to improve things the next time.

Ask your clients or attendees to tag themselves 
in the pictures. While it gives them pride to be 
associated with a great event, it instantly spreads 
the pictures (your work) to hundreds of potential 
social connections and customers.

SHOW WHAT YOU’VE GOT
Venues, resorts and destinations have the richest 
content possible: themselves. Planners and travel-
lers want to be inspired by where they visit, learn 
or play—and social media facilitates that. 

Tourism Queensland’s Milliondollarmemo.com, 
an online and social-media-integrated campaign, 
challenges workplaces from around the world to 
secure $1-million in Australian travel incentives. 

Driven by user-generated video submissions, 
contestants are asked to share photos of their 
workplace, and the winning entry will secure the 
travel incentives for their workplace. Social media, 
including Facebook, Twitter, Flickr and LinkedIn, is 
at the core of the campaign.

Combine elements of both of these examples to 
your next event. Try posting your event’s agenda 
online through a social-media site, such as 
Facebook, and ask your attendees to tag them-
selves on the upload, but o� er an incentive 
(private co� ee service, a room upgrade or a spe-
cial goodie bag). People like the game of social 
media and will respond if there is a reward.

It’s a clever way to encourage attendees to 
familiarize themselves with your event’s agenda, 
and the simple tagging feature spreads the infor-
mation to others who may be attending as well. 
When used correctly, social media can save you 
time and energy. And after all, isn’t that what 
technology is for?  

Kevin Durkee is strategic consultant 
with Diamond Integrated Marketing 
and founder of Cheesewerks. 
Email: kevin@cheesewerks.com

See Kevin
Durkee speak at 

IncentiveWorks, 
August 23rd, 

2011
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MEET 700+ MEETINGS SUPPLIERS 
AND GET EDUCATED ALL UNDER ONE ROOF!

WHO YOU’LL MEET

Airlines, CVBs, hotels, 
resorts, unique venues, spas, 

premiums & incentives and more!

2,000 planners from across the country

WHAT YOU’LL LEARN

How to manage short lead times

How to build an app for your event

How to create a foolproof crisis plan

FOR FULL EVENT DETAILS VISIT

FOR NEWS & UPDATES
STAY CONNECTED

Produced byWelcome Sponsor

FOLLOW US 
ON TWITTER 
@INCENTIVE_WORKS
#IW11

ALL-ACCESS EDUCATION PASS ONLY $69
PASS INCLUDES 

All sessions and keynotes (8:30 a.m.–11:30a.m.) plus two $10 lunch vouchers

TRADE SHOW IS COMPLIMENTARY FOR BUYERS
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Balancing High-Tech and High-Touch
The right tools can improve an already great experience. The key is fi nding the right 
balance between high-tech and high-touch. wri� en by GRAIL NOBLE

I
t is an exciting time in our industry, because 
events have truly gone interactive. Integrating 
high-tech and high-touch is key to driving 
engagement and elevating the audience expe-

rience. As consumers become more tech-savvy, 
we need to ensure our attendees are given the 
opportunity to touch, interact, as well as give and 
receive feedback in real-time. The challenge lies in 
fi nding the right tools and the right balance 
between high-tech and high-touch. 

WORD CLOUD WALL
Networking with peers is one of the top reasons 
people attend events, so the opening cocktail and 
networking co� ee break could be the most valued 

“content” for your attendees. Enter the word cloud 
wall. Similar to a Twitter wall (where live tweets 
are fed in near real-time up onto a screen), a word 
cloud wall is a software-driven audio system that 
picks up key words repeated by a group. The 
words that come up most in conversation are pro-
jected onto a screen and organized into “clouds,” 
which are groups of similar words or ideas. 

For example, if this article had been a dialogue 
at a networking event, the words “interactive,” 

“high-tech” and “events” might get picked up and 
displayed as a word cloud. Word cloud walls show 
attendees what is top-of-mind, and allow event 
organizers to o� er content during breaks and ROI 
for those break sponsors (who are lucky if their 
logo on a sign gets noticed). 

MOBILE APPS
Event-specifi c apps are going to be essential 
because they help replace cumbersome, paper-
based registration packages and connect people 
in real-time. It is increasingly likely that your 
attendees own smart phones, so why not leverage 
the smart technology they carry with them to 
elevate their experience? On arrival, attendees 
present their invitation or ticket on their smart 
phones, which is scanned to gain entry into the 
event. Once inside, the mobile app turns the smart 
phone into an interactive agenda, providing a 

personal schedule listing the attendee’s sessions, 
speaker bios, relevant articles and live links—all in 
the palm of their hands. 

One word of caution: ensure the venue is not 
just WiFi-enabled throughout, but has the band-
width to accommodate multiple users on their 
devices at the same time. Also, don’t dump your 
audience-response systems for an app equivalent 
just yet. Apps are not yet consistent for real-time 
feedback and can be hindered by varying plat-
forms and carrier contract limitations. 

INTERACTIVE DISPLAYS
Interaction is key to attendee engagement—
entertainment, content retention, data capture 
and the ability to track and measure, so you can 
deliver ROI. Not only does it provide a better 
experience for attendees, it also addresses the 
challenges, faced by event organizers, of fi nding 
e� ective ways to track attendees, ensure accurate 
data capture and deliver a customized experience. 

Interactive registration pods can replace old-
school on-site registration desks. Attendees enter 
their information on a touch screen, participate in 
a quick quiz for a prize, and two minutes later, pick 
up a scanable name badge printed right from the 
pod. Since people usually don’t enter their own 
information incorrectly, accurate, up-to-date data 
is virtually guaranteed (and no one walks around 
wishing their assistant hadn’t registered them as 

“Brown E, Bob”). Not only are attendees entertained 
and tracked throughout the event, they also leave 
with a personalized printout driving them to a rele-
vant URL or retail outlet, providing post-event 
engagement. We just used this technology to train 
over 10,000 North American sales reps on the 
BlackBerry PlayBook, with great success. 

Keep in mind that with all this technology, 
human interaction is still essential. Always pair 
interactive technology with a human being, to 
engage people and answer questions. The combi-
nation of a touch screen and a friendly face can 
quadruple the total number of interactions. After 
all, there’s no substitute for face-to-face. 

Grail Noble is president and 
founder of Yellow House Events, 
a Toronto-based event marketing 
and planning agency. Follow her 
on Twi� er @grailnoble. 
Grail can be reached at 
grail@yellowhouseevents.com.
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Innovate, Don’t Automate
Customer loyalty can be attained or lost, depending on how you use technology. wri� en by KEN WONG

W
hen one thinks of technology in 
business, it is often with an eye 
towards automation, or, as econ-
omists call it, “the substitution 

of capital for labour.” The reasoning is simple: the 
replacement of people with technology enhances 
e�  ciency and productivity.

Under this reasoning, we replace receptionists 
with voicemail systems; cashiers with self-check-
out technology; and retail sta�  with mobile apps 
that read bar codes to provide price, availability 
and product information. We diminish our spend-
ing on advertising and personal selling to focus on 
e-mail, social marketing or other inexpensive digi-
tal campaigns. Then we’re surprised when we 
discover that customer loyalty isn’t as strong as 
we thought it was.

THE LOYALTY EFFECT
If we know nothing else about human nature, it is 
that people are not loyal to machines. We may like 
using them—they’re convenient and fast—but 
when the going gets tough and you need an 
exception to the “rule,” machines usually can’t cut 
it: and it is that type of service that brings 
customers back. Moreover, because we don’t 
see machines as animate, we have no problem 

“breaking o� ” our relationship with them. 
Don’t get me wrong; I love technology. But I 

love making money even more. And it is estimated 
to cost fi ve to eight times more money to acquire 
a new customer than what would be required to 
service and retain an existing customer. In a very 
real sense, our e� orts to reduce costs have actu-
ally done little more than reallocate the cost from 
operations and customer service to marketing.  

AVOIDING THE TRAP
Not all technology leads to a loss of personalization 
and customer loyalty. When used properly and in 
the right conditions, automation can work behind 
the scenes to provide a higher level of concierge 
service than anything possible via a human being. 

So what are the right conditions? Here are three 
characteristics to consider:

1. Does technology empower or frustrate clients?
Think about the technologies we use most readily: 
gas pumps, ATMs and Internet booking. The com-
mon characteristic is that they are (a) easy to use 
(b) provide 24/7 access and (c) reduce perceived—
if not actual—waiting time.  As such, they empower 
the customer. However, complex technologies with 
steep learning curves are less likely to be adopted 
and are more likely to require human assistance to 
correct errors or guide customers through a “train-
ing” process. 
2. Does technology replace, or support, sta� ?
The best time to replace human sta�  with technol-
ogy is in the conduct of simple tasks that have a 
fi nite set of alternative outcomes. The worst time 
is when the alternative outcomes are numerous, 
complex or subject to interpretation. However, in 
these cases, the technology can be used to “sup-
port” human sta�  by providing a list of diagnostic 
questions to better qualify an account’s needs, 
information on product characteristics or availabil-
ity or perhaps even graphic representations of 
what a client has verbally expressed. 
3. Does technology anticipate client needs?
If you believe that “the best indicator of future 
behaviour is past behaviour,” then you can appre-
ciate the value of technology that either enables 
the collection of data or the translation of that 
data into relevant information. E-commerce 
experts have long maintained that one of the 
great advantages of Internet-based transactions 
lies in the data obtained during the transactional 
process: we know when they want it, where they 
want it and how they’ll pay for it. You may fi nd 
you know the client will have a need before they 
even realize it themselves.

Automation is not a bad thing. But when it sim-
ply inserts a machine in place of a human and 
leaves all else unchanged, the net result is usually 
a win for the fi rm and a loss for the client. The real 
key to automation lies in the ability to use technol-
ogy in a re-engineered process that takes full 
advantage of the technology: your customers will 
win a better service experience and you’ll win 
higher e� ectiveness and lower costs. 

Ken Wong is vice-president of 
Toronto-based Level 5 Consulting 
and is a professor in the faculty 
at Queen’s University School 
of Business.  E-mail: 
kwong@business.queensu.ca.

See Ken Wong 
speak at 

IncentiveWorks, 
August 23rd, 

2011
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GIVING YOUR TEAM THE OPPORTUNITY 

TO MEET, SHARE A CLEAR VISION, 

SET GOALS AND COME UP WITH 

NEW WAYS TO REACH THEM 

IS A WISE INVESTMENT!

IT PAYS 
TO MEET IN

QUÉBEC CITY!

quebecregion.com/business
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WORLD 
HERITAGE 
CITY

FRENCH FLAIR, 
BILINGUAL 
VERSION

ON A 
HUMAN 
SCALE

ANYTHING 
BUT 
CONVENTIONAL

2
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A fortifi ed city with European 

charm, Québec City keeps its 

past alive within its walls. The 

city is also a capital, fi lled 

with parks, green spaces and 

monuments. Just imagine: 

admiring Vieux-Québec’s 

architecture, strolling quartier 

Petit-Champlain’s cobblestone 

streets or getting pleasantly 

lost in the maze of historic 

neighbourhoods…  

No need to worry. Although 

the city is the cradle of French 

Civilization in North America, 

we speak English here. The 

service in the hotels, bars and 

restaurants is bilingual and 

always friendly. Visitors can 

seize the opportunity to learn a 

few French words, taking home 

a hint of that oh-so-charming 

accent as a souvenir.

Québec City stands out 

from modern urban centres 

in its category because it 

has retained a human scale 

despite its rapid growth. 

Here, we think big, but 

prefer staying small. Enjoy 

the personalized service, 

safety and warm welcome 

for which the city is known. 

The Québec City Convention 

Centre is an exceptional meeting 

place for you and your delegates 

in the heart of a charming 

city. It is renowned for its solid 

reputation, prestigious events, 

cutting-edge technology, and 

expertise in hosting green events. 

Within its walls you will fi nd a 

vibrant, healthy, and comfortable 

atmosphere and an exceptionally 

courteous staff.

MODERN AND 
KNOWLEDGEABLE

NATURE 
WITHIN REACH5

no 6
no

Research, science, education, 

techno culture, leading-edge 

technology… the city has a 

thirst for knowledge. Growing 

sectors (home to booming 

companies like Beenox, Ubisoft 

and many others) explore every 

Web and multimedia platform 

while the universities and techno 

parks are busy training the 

researchers of tomorrow.  

It is there, within close reach. 

Barely twenty minutes from the 

city, nature awaits in all of its 

forms: hiking trails, bicycle trails, 

ski resorts, golf courses… offering 

an excellent setting for stretching 

one’s legs and getting a breath of 

fresh air! The Québec City area 

is absolutely gorgeous in every 

season, now green, now white, now 

multi-hued… A feast for the eyes! 

A FOOD LOVER’S 
PARADISE 7

no

Speaking of feasts, did you know that 

Québec City is world-renowned for its 

superb dining? Geniuses in the kitchen, 

its great chefs serve up no less than 

a true culinary experience. Along with 

master sommeliers and young chefs 

honing their craft in its fi nest restaurants, 

Québec City is the perfect destination 

for lovers of fi ne food. Myriad epicurean 

delights, all without breaking the bank! 

Québec City Convention Centre
Meeting rooms: up to 33

Exhibition space: 9,270 m2 (99,780 sq. ft.)

Largest hall: 7,500 seats

Largest banquet hall: 4,780 seats

Accommodations
Total number of rooms: over 12,000

Prestigious rooms located near the Convention Centre: 3,284

Rooms linked to the Convention Centre: 948

QUÉBEC CITY’S SEVEN WONDERS
Your time is precious? The airport is only minutes away from the downtown area 

and there are no traffi c jams to slow you down. Your participants are demanding? 

The capital is known for the quality of its hotels, dinning and meeting rooms. 

What is more, the city’s historic charm, cultural vitality and numerous attractions 

never fail to impress. With a destination that holds this much promise, 

we bet your event will meet - even exceed- its objectives!

quebecregion.com/business
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A fortifi ed city with European 

charm, Québec City keeps its 

past alive within its walls. The 

city is also a capital, fi lled 

with parks, green spaces and 

monuments. Just imagine: 

admiring Vieux-Québec’s 

architecture, strolling quartier 

Petit-Champlain’s cobblestone 

streets or getting pleasantly 

lost in the maze of historic 

neighbourhoods…  

No need to worry. Although 

the city is the cradle of French 

Civilization in North America, 

we speak English here. The 

service in the hotels, bars and 

restaurants is bilingual and 

always friendly. Visitors can 

seize the opportunity to learn a 

few French words, taking home 

a hint of that oh-so-charming 

accent as a souvenir.

Québec City stands out 

from modern urban centres 

in its category because it 

has retained a human scale 

despite its rapid growth. 

Here, we think big, but 

prefer staying small. Enjoy 

the personalized service, 

safety and warm welcome 

for which the city is known. 

The Québec City Convention 

Centre is an exceptional meeting 

place for you and your delegates 

in the heart of a charming 

city. It is renowned for its solid 

reputation, prestigious events, 

cutting-edge technology, and 

expertise in hosting green events. 

Within its walls you will fi nd a 

vibrant, healthy, and comfortable 

atmosphere and an exceptionally 

courteous staff.

MODERN AND 
KNOWLEDGEABLE

NATURE 
WITHIN REACH5

no 6
no

Research, science, education, 

techno culture, leading-edge 

technology… the city has a 

thirst for knowledge. Growing 

sectors (home to booming 

companies like Beenox, Ubisoft 

and many others) explore every 

Web and multimedia platform 

while the universities and techno 

parks are busy training the 

researchers of tomorrow.  

It is there, within close reach. 

Barely twenty minutes from the 

city, nature awaits in all of its 

forms: hiking trails, bicycle trails, 

ski resorts, golf courses… offering 

an excellent setting for stretching 

one’s legs and getting a breath of 

fresh air! The Québec City area 

is absolutely gorgeous in every 

season, now green, now white, now 

multi-hued… A feast for the eyes! 

A FOOD LOVER’S 
PARADISE 7

no

Speaking of feasts, did you know that 

Québec City is world-renowned for its 

superb dining? Geniuses in the kitchen, 

its great chefs serve up no less than 

a true culinary experience. Along with 

master sommeliers and young chefs 

honing their craft in its fi nest restaurants, 

Québec City is the perfect destination 

for lovers of fi ne food. Myriad epicurean 

delights, all without breaking the bank! 

Québec City Convention Centre
Meeting rooms: up to 33

Exhibition space: 9,270 m2 (99,780 sq. ft.)

Largest hall: 7,500 seats

Largest banquet hall: 4,780 seats

Accommodations
Total number of rooms: over 12,000

Prestigious rooms located near the Convention Centre: 3,284

Rooms linked to the Convention Centre: 948

QUÉBEC CITY’S SEVEN WONDERS
Your time is precious? The airport is only minutes away from the downtown area 

and there are no traffi c jams to slow you down. Your participants are demanding? 

The capital is known for the quality of its hotels, dinning and meeting rooms. 

What is more, the city’s historic charm, cultural vitality and numerous attractions 

never fail to impress. With a destination that holds this much promise, 

we bet your event will meet - even exceed- its objectives!
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In the Web 2.0 world, face-to-face meetings are still the best way 

to generate momentum. Nothing beats face time for fostering direct 

communication, instant feedback and team spirit—and nothing beats 

Québec City as the business destination where it all comes together. 

With its world-class convention facilities, outstanding accommodations 

and services, and unique blend of Old World French charm and modern 

North American convenience, Québec City has everything you need to 

generate the momentum that will make your event a success. 

Our Account Execs help you every step of the way on the road to success. 

Logistical experts, they have boundless ideas for making your business 

meeting a truly sustainable event.

SUCH A 
MOMENTUM 
NEVER 
HAPPENS 
ONLINE!

Québec City Tourism and its partners are proud to offer 

you the second edition of Momentum magazine to help you 

discover everything the Québec City area has to offer. We 

look forward to hosting your next business meeting!

HAPPY READINGS!

Order your copy or read it online at 
www.quebecregion.com/business

quebecregion.com/business

RÉGIS FLEURY

Account Executive

regis.fl eury@quebecregion.com

418-641-6654, ext. 5424

NANCY DACRES

Account Executive

nancy.dacres@quebecregion.com

418-641-6654, ext. 5427

Free 
edition

http://www.quebecregion.com/business
mailto:eury@quebecregion.com
mailto:nancy.dacres@quebecregion.com
http://www.quebecregion.com/business
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Connect

With free Wi-Fi Internet, spacious lounges and 

pre-function spaces, natural light and picturesque 

lakeside views, the state-of-the-art Allstream 

Centre is the perfect place to host your next 

meeting, convention or special event.

Start planning now. Visit allstreamcentre.com.

at Canada’s Newest 
and Greenest 
Conference Centre

105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com
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Featuring more than 160,000 sq. ft. of � exible meeting space, and Canada’s largest column-free ballroom,
award-winning Allstream Centre continues to set new standards in the Canadian meetings and events industry.

etting new standards in the Cana-
dian meetings industry, the achieve-
ments of Allstream Centre, at 

Toronto’s Exhibition Place, continue to be 
heralded. Named “Best of the Best” by the 
Toronto Construction Association, the facil-
ity was also bestowed with an Award of 
Distinction for Design from the Ontario 
Building Envelope Council and an Award of 
Merit from Interior Design Magazine.

Allstream Centre features more than 
160,000 sq. ft. of fl exible space, o� ering 
planners a stunning venue for meetings and 
events ranging from 25 to 3,000 delegates. 
The facility also o� ers an underground 
pedestrian link to the Direct Energy Centre, 
providing seamless access to Canada’s larg-
est exhibition and convention centre.

Allstream Centre also boasts Canada’s 
largest column-free ballroom, with 44,250 
sq. ft. of divisible space. The second level 
features 20 meeting rooms, with built-in AV 
technologies that include client-controlled 
touch-screen panels for easy manipulation 
of lighting, overhead projections and more.

Behind new glass doors that enclose the 
8,000-sq.-ft. space, the Lakeside Room 
features state-of-the-art technology, 
including three motorized drop-down 
screens and ceiling-fl own projectors, a new 
built-in AV system and blackout blinds. The 
newly-designed room can accommodate 
750, theatre-style, or 300 for banquets.

Located along the Lake Ontario shore-
line, Allstream Centre provides delegates 
with easy access to Toronto Island Airport, 
the city’s major arteries and the vibrant 
downtown core. The facility’s location will 
be greatly enhanced by the proposed 2014 
opening of a new 400-room HK Hotel, a 
luxury property featuring high-end ameni-
ties on grounds directly adjacent to All-
stream Centre.•

ontArio
Allstream

Centre

Raising the Bar on 21st Century Meetings
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Rebate is based on minimum food and beverage requirements. Offer valid for meetings booked by 
December 30, 2011. May not be valid during holiday or blackout periods. Offer may end at any time 
without notice. Terms and conditions apply.

This property meets the Green Seal™ Environmental Standard for Lodging 
Properties for waste minimization, water, energy effi ciency, hazardous 
substances handling, and environmentally responsible purchasing.

Get 6% cash back on your next meeting!

Hold your next meeting or conference at Great Wolf Lodge and you 
will receive a 6% rebate on your master bill.

• Complimentary Team-Building
• All Suite Accommodations
• Flexible Meeting Space
• Professional Atmosphere with a Splash of Fun 

For more information, contact Group Sales at 905.354.4888 ext. 5701 
or e-mail sales@greatwolfniagara.com

From the moment you arrive at Great Wolf Lodge,® expect to be amazed and amused. 
Built on a grand scale to accommodate major conferences, meetings and gatherings, 
Great Wolf Lodge offers a full-service haven for business and pleasure.

FOCUS. FOOD. FUN.
GREAT WOLF MEETINGS

GWLP-1366 / M & IT Meetings Ontario

T:7”

T:4.875”
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Great Wolf Lodge offers a break from the hustle and bustle of city 
conferences, and is Niagara’s leader in fun and functional meetings.

Meetings…On a Sliding Scale

n the heart of Niagara Falls, Ont., 
Great Wolf Lodge o� ers an instanta-
neous disconnect from the hustle and 

bustle of city meetings, providing meeting 
planners with a truly unique alternative to 
the traditional. ‘Rustic elegance’ defi nes 
the resort’s north woods theme, from the 
warm ambience of the reception lobby, to 
accommodations ranging from themed 
family suites, to the laid-back comforts of 
whirlpool and fi replace suites.

With a theme of Focus, Food and Fun, 
getting down to business is a priority at 
Great Wolf Lodge, where 7,500 sq. ft. of 
state-of-the-art meeting space provides 
some of the best venues and audio-visual 
services in Niagara Falls. The resort’s meet-
ing facilities exude the modern look and 

feel of 21st century business, from elegantly 
appointed executive boardrooms, to ban-
quet halls and a tiered symposium room for 
up to 92 delegates. Great Wolf Lodge 
meeting spaces o� er tremendous fl exibility 
and can host up to 260 people.

All meetings at Great Wolf Lodge feature 
wireless Internet access and state-of-the-
art audio-visual capabilities, supported by 
an experienced sales and event-planning 
team. The team includes the culinary tal-
ents of an in-house catering sta� , providing 
a full range of banquet menus for any type 
of event. From simple continental break-
fasts, to formal gala dinners, Great Wolf 
Lodge is synonymous with memorable 
catered functions and events.

While all work and no play can make for a 

dull stay, Great Wolf Lodge emphasizes a 
balance between work and recreation. The 
Lodge’s custom team-building programmes 
can generate energy and promote interac-
tion within groups that will guarantee the 
highest return on your investment. The 
resort features fi ve themed restaurants, a 
100,000-sq.-ft. indoor waterpark, an 18-hole 
mini-golf course and a luxurious spa, pro-
viding planners with a multitude of options 
for their delegates.•

ontArio
Great Wolf

Lodge
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A FRESH APPROACH TO MEETINGS.

Embrace a fresh approach to inspiring meetings at Toronto’s Marriott hotels.

• Modern settings 

• Refreshing culinary experiences 

• Fresh approach to service

Three’s a Charm! Ask about our Pick Three Promotion to receive your choice of 
up to three complimentary value-adds for meetings booked by October 31, 2011 

and held by March 31, 2012.

Inquire about your next meeting or event today!

Terms & Conditions: Offer valid on new contracts booked by October 31, 2011 and held by March 31, 2012. Blackout 
dates may apply. Other terms and conditions may apply. © 2011 Marriott International, Inc.

Toronto Marriott  

Downtown Eaton Centre 

416.597.9200 

marriotteatoncentre.ca 

Toronto Marriott 

Bloor Yorkville 

416.961.8000 

marriottbloor.ca

Toronto Airport Marriott 

416.674.9400 

torontoairportmarriott.ca
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With three properties in the heart of the Greater Toronto Area, Marriott 
Hotels goes above and beyond to bolster its reputation as a leading brand.

or important meetings in the heart of 
the GTA, three is a charm when it 
comes to Marriott Hotels. With three 

distinct properties to choose from—Mar-
riott goes above and beyond to bolster its 
reputation as a leading brand in Toronto’s 
upscale meetings market.

The ideal locations of Toronto Marriott 
Downtown Eaton Centre, Toronto Marriott 
Bloor Yorkville and Toronto Airport Marriott 
provide meeting planners with three strate-
gic options for conducting meetings and 
events in the heart of the city’s most vibrant 
neighbourhoods. Each of the unique proper-
ties embodies Marriott’s fresh approach to 
meetings, characterized by an unparalleled 
dedication to impeccable service.

At the heart of Marriott’s ‘fresh’ service 

approach, the Red Coat Program links 
meeting planners with a professional and 
energetic team that will assist with all 
aspects of a client’s event. Every meeting 
features the dedicated support of a Red 
Coat professional, who will be on hand to 
ensure a seamless experience that is con-
ducive to successful meetings and events.

Topping o�  the Marriott experience, an 
equally fresh approach to exceptional food 
and beverage service translates into refi ned 
culinary experiences that transcend tradi-
tional meetings. Marriott strives to surpass 
its client’s expectations with customizable 
menus, fresh, locally-procured ingredients 
and elegant decor, all under the guidance 
of an award-winning team of executive 
chefs and culinary support sta� . •

ontArio
Marriott Hotels 

& Resorts

A Fresh Approach to Toronto Meetings
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Stimulate both your senses & business productivity with these
fresh Summer Specials.

THE SUTTON PLACE HOTEL  955 Bay Street, Toronto  ON  M5S 2A2

416.924.9221  • info_toronto@suttonplace.com • www.suttonplace.com 

Toll Free Reservations 1.866.378.8866

• Additional 5% off of Food & Beverage (for a total discount of 15%)*
• Additional 5% commission for third-party bookings
• Attrition-Free (guestroom)
• Complimentary WiFi for overnight guests (regularly $16.50)
• Discounted self-parking rate of $15.00 (regularly $25.00)

* Food & Beverage discounts are not applicable on receptions, dinners or social menus

and/or the hotel’s all-inclusive Meeting Packages.

June 20th to September 6th, 2011

Available for groups with bookings of 25 room nights and more
(cumulative) with food and beverage requirements:

10% OFF Existing Breakfast, Lunch & Coffee Break Menus

Add your pick of three of the following to customize your program!

Space is limited and the dates are too - contact us today!

416.324.6434 • sales_toronto@suttonplace.com

Get your fresh Summer Specials here!

35MeetingsCanada.comAdvertising supplement to Meetings & Incentive Travel magazine

n the heart of downtown Toronto, just 
steps from trendy Yorkville, The Sutton 
Place Hotel is an oasis of European 

elegance and charm. The 311-room hotel 
features 230 spacious guestrooms, 53 luxu-
rious suites and 28 fully-furnished apart-
ments, all featuring design elements that 
deliver a seamless blend of Old World 
splendour and 21st century modernity.

Building on the brand’s reputation for 
impeccable service, meetings at The Sutton 
Place Hotel begin with a sta�  of dedicated 
professionals who will guide planners 
through every step of their memorable 
functions. Meeting spaces include 10 indi-
vidually-designed function rooms and three 

spacious ballrooms, including the rooftop 
elegance of Stop 33 and its stunning city 
views. The Sutton Place Hotel can comfort-
ably accommodate functions ranging from 
10 to 270 guests and features the added 
luxury of a meetings-level sundeck, where 
unique, open-air luncheons and dinners for 
up to 200 guests can be served.

At the heart of The Sutton Place Hotel’s 
meetings o� ering, in-house catering pro-
fessionals provide unparalleled guidance 
with menu planning for functions. The culi-
nary magic of executive chef Christopher 
Duernholz can be experienced at every 
turn, from his exquisitely-prepared, mouth-
watering dishes, to his artisan-style 
approach to presentation and creativity.

With an emphasis on productivity, sum-
mer meetings held from June 20 to Sept. 6, 
2011, provide planners with several customi-
zable programme options. Groups booking 

25 guestrooms or more will receive a 
10-per-cent discount on pre-set breakfast, 
lunch and co� ee-break menus. Planners 
can also choose from a menu of additional 
incentives, including a bonus 5-per-cent 
commission for third-party bookings, attri-
tion-free guestrooms, complimentary WiFi, 
a further 5-per-cent o�  daytime F&B, and 
reduced parking rates. •

ontArio
The Sutton 
Place Hotel

In the heart of downtown Toronto, 
close to trendy Yorkville, The Sutton 
Place Hotel hosts impeccable 
warm-weather meetings.

Summer Meetings with Panache
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ontArio
Hard Rock

Cafe

Meetings That Rock
For more than 30 years, at the corner of Yonge and Dundas, Hard Rock  
Cafe has been a Toronto landmark, and forged an iconic reputation in the 
city. The Hard Rock Lounge hits all the right notes for meetings and events.

or more than 30 years, the corner of 
Yonge and Dundas has been home to 
Hard Rock Cafe, a Toronto landmark 

since 1978. Since opening its doors as the 
second restaurant in the global chain, Hard 
Rock Cafe has forged an iconic reputation 
in Toronto’s pop-culture scene.

Transcending the world of music, Hard 
Rock Cafe is in tune with Toronto’s meet-
ings market and provides planners with a 
truly unique venue option for memorable 
meetings and events. Centrally located in 
downtown Toronto, directly across from the 
Eaton Centre, Hard Rock Cafe is a full-ser-
vice event-planning facility featuring fl exi-
ble spaces, state-of-the-art audio-visual 
options, diverse catering menus and top-
notch entertainment for up to 500.

The living history and breathing nostal-
gia of Hard Rock Cafe infuses new life into 
traditional meetings, workshops, recep-
tions, press conferences, product launches 
and social events, all set in the casual, laid-
back atmosphere of a restaurant/bar, a 
museum and a performance venue. The 
facility’s colourful dining room is rife with 
unique spaces, intimate nooks and comfort-
able seating to accommodate up to 170 for 
seated meals, or up to 350 for reception-
style gatherings.

The Hard Rock Lounge, the facility’s 
multi-faceted performance venue, can 

accommodate groups of up to 120 for 
seated dinners, or up to 350 for receptions, 
networking sessions, guest-speaker events 
or live entertainment. The Hard Rock 
Lounge is also ideal for conference-style 
gatherings for up to 80 delegates.

Backed by the support of an experienced 
in-house technical-services team, the ven-
ue’s extensive audio-visual o� ering includes 
LCD projectors and screens, high-speed 
Internet access, fl at-panel TV monitors, a 
speaker system, a DVD player, CD players, 
microphones and lighting equipment.

For larger events, Hard Rock Cafe o� ers 
planners a complete venue-buyout option, 
capable of accommodating up to 350 for 
sit-down dinners or up to 500 for large 
receptions. Delegates can journey into the 
heart of modern pop culture in a living 
museum of rock ‘n’ roll memorabilia that 
strikes a chord with patrons of all genera-
tions. From The Beatles’ original 10-inch-x-
14-inch black-ink sketch drawn by John 
Lennon, to cowboy boots worn by U2’s 
Edge and a one-piece leather bustier that 
adorned Madonna, Hard Rock Cafe’s tribute 
to the icons of modern music is captivating.

Putting the fi nal touches on its full-ser-
vice o� ering to meeting planners, Hard 
Rock Cafe’s culinary team o� ers a selection 
of group-function menus that are as colour-
ful as the venue itself. From elaborate 

breakfast bu� ets, to formal seated dinner 
service featuring entrees of poached B.C. 
salmon with lemon dill hollandaise sauce or 
grilled New York strip-loin served with por-
tabello mushrooms, Hard Rock Cafe can 
accommodate catering needs for any style 
of event.

June, 2011, ushers in a global celebration 
for the Hard Rock brand, marking 40 years 
since the opening of the fi rst venue in Lon-
don, England. Since 1971, Hard Rock Inter-
national has grown into one of the world’s 
most globally recognized brands, with 170 
venues in 51 countries, including 133 cafes 
and 15 hotels/casinos. As an historic and 
enduring chapter in the brand’s illustrious 
history, Hard Rock Cafe Toronto is proud to 
be actively involved in ongoing philan-
thropic endeavours, both in the local com-
munity and globally, through the brand’s 
partnerships with renowned artists and 
charitable organizations.

Planning an event at Hard Rock Cafe 
Toronto is made easy through the con-
certed e� orts of the venue’s experienced 
sales team. From space confi gurations, to 
catering menus and customized event mer-
chandise, the sales team will assist you in 
planning every detail of your unique event. 
Find out why Deloitte, KPMG, National 
Bank, Corus Entertainment, St. Michael’s 
Hospital, Rogers Media and many more 
have trusted Hard Rock Cafe Toronto with 
the staging of their memorable events. •

For more information, or to book your 
next event, call (416) 362-3636, or e-mail 
your inquiries to Marcelo DeOliveira at 
marcelo_deoliveira@hardrock.com.
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social & corporate events • cocktail receptions

press conferences • workshops • seminars

©2011 Hard Rock International (USA), Inc. All rights reserved. SeeTheShow™

279 yonge st. • yonge-dundas square

+1-416-362-3636 • hardrock.com

toronto
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Leading by Example
One of the country’s only privately owned trade and consumer show 
facilities, the International Centre has hosted some memorable events.

or nearly 40 years, the International 
Centre, as one of the country’s only 
privately owned trade and consumer 

show facilities, has been home to some of 
Canada’s largest and most memorable 
events. Originally opened as an exhibition 
centre with 260,000 sq. ft. of total space, 
the International Centre has grown as large 
as its reputation, expanding to nearly 
500,000 sq. ft. of exhibit, meeting and 
catering excellence.

At the crossroads of seven major Ontario 
highways, the “Centre” of great Toronto 
events is located 15 minutes from the 
downtown core and just minutes from 
Pearson International Airport, in close prox-
imity to 40 international hotels and more 
than 10,000 available guestrooms.

Impeccable service and inspired event 
solutions characterize the o� ering of the 
International Centre, which plays host to 
hundreds of trade shows, meetings and 
events each year. Backed by a knowledge-
able and experienced sta� , each event 
unfolds under the guidance of a dedicated 
team member, ensuring stress-free plan-
ning and unparalleled success. 

After forging a reputation for its coveted 
exhibit halls, the International Centre ush-
ered in a new era in 2008, with the addition 
of a 48,000-sq.-ft. conference centre. The 
new facility embodies the best of Toronto 
meetings, set in an upscale environment of 

tastefully-appointed elegance and state-of-
the-art e�  ciency. The fl exible, single-level 
conference centre features 15 multi-pur-
pose breakout rooms, as well as an expan-
sive ballroom with a reception lobby and a 
full-service business centre. The conference 
centre also connects to more than 500,000 
sq. ft. of premier exhibit space and includes 
free parking for more than 5,000 vehicles.

Connectivity at the International Centre 
is leading-edge, with built-in, state-of-the-
art audiovisual technology that includes 
permanent screens, projectors and sound 
systems. The conference centre is also 
equipped with ultra-high-speed wireless 
Internet and moveable lighting systems, all 
backed by the expertise and support of 
in-house service providers and technicians.

At the beating heart of the conference-
centre expansion, the International Centre 
features a state-of-the-art banquet kitchen, 
operating under the tutelage of executive 
chef Joe Levesque. The 8,000-sq.-ft. 
kitchen takes catered events to exciting 
heights, with tantalizing international cui-
sine and diverse and customizable menu 
options. The fully-adaptable kitchen 
includes strategically-positioned satellite 
stations, ensuring prompt, fresh delivery of 
culinary creations done to perfection. The 
full-service F&B department at the Interna-
tional Centre can accommodate any bud-
get for breakfasts, corporate luncheons, 

banquet receptions and gala dinners for up 
to 5,000 guests.

Since November, 2009, the International 
Centre has been committed to going 
beyond industry standards when it comes 
to corporate responsibility, earning it a rep-
utation as the leading venue of choice for 
socially-minded businesses. The Interna-
tional Centre’s aggressive and comprehen-
sive Corporate Responsibility Program 
(CRP) has already amounted to a reduction 
in annual energy consumption equivalent 
to the electricity consumed by 29 homes. In 
recognition of its environmental achieve-
ments, the International Centre has been 
the chosen host for numerous sustainable-
conscious events, including the Canadian 
Water Summit, Retail Council of Canada, 
Partners in Project Green, Canadian Manu-
facturers and Exporters, Eastern Canada 
Regional User Group (ECRUG) and The 
Mississauga Food Bank.•
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NO REQUEST TOO LARGE.

NO DETAIL TOO SMALL.

THE DIFFERENCE between a good event and a great event is a matter of detail. 

Is the coffee steaming? The video streaming? The silverware sparkling?

At the International Centre we appreciate the little things that make 

a big difference to your meeting, your conference, or your special event. 

Our expert team (with CEM and CMP designations), ensures every detail

is a priority. From award-winning Executive Chef Joseph Levesque to an 

onsite Sustainability Director, the International Centre leads the way with

548,000 sq. ft. of state-of-the-art, flexible meeting and exhibit space. 

GIVE US A CALL and we can discuss the little things that can make

your next event a huge success.

6900 Airport Road, Mississauga, ON
L4V 1E8  /  Telephone: 905.677.6131
Email: info@internationalcentre.com
www.internationalcentre.com

Follow us!

mailto:info@internationalcentre.com
http://www.internationalcentre.com
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ontArio
Roy Thomson Hall &

Massey Hall

Music to 
Planners’ Ears
Cutting-edge meetings and events 
at Massey Hall and Roy Thomson 
Hall strike all the right chords.

ith the elegance and precision 
of a refi ned concerto, Roy 
Thomson Hall and Massey Hall 

embody the fi ne art of Toronto meetings. 
Combining historic charm and urban 
sophistication, the sister venues have 
carved their place in history as two of the 
city’s most prestigious landmarks. Roy 
Thomson Hall puts meeting delegates in 
the heart of Toronto’s entertainment dis-
trict, while nearby Massey Hall borders the 
same central neighbourhood.

Together, Canada’s leading concert and 
event venues boast some of the city’s most 
colourful meeting spaces. From the 
blended Moorish and Art Deco decors of 
historic Massey Hall, to the state-of-the-art 
surroundings of Roy Thomson Hall, inspira-
tional meetings are all but assured.

Known for its speaking engagements 
featuring high-profi le dignitaries and daz-
zling performances by world-renowned 
artists, the 2,753-seat auditorium at Massey 
Hall can accommodate large meetings, 
command performances and stage dinners 
for up to 120 guests. Centuries Bar & 
Lounge takes centre stage for more inti-
mate private receptions.

Over the past 30 years, Roy Thomson 
Hall has become a coveted venue for a vari-
ety of events, from cocktail receptions and 
seated dinners, to product launches and 
intimate board meetings. The facility’s high-
tech, 2,630-seat auditorium features two 
stage-level, high-defi nition screens, while 
the stage itself can comfortably accommo-
date cocktail receptions and seated dinners 
for up to 120 guests. Receptions held in the 
stunning lobbies of RTH provide the perfect 
segue into a memorable evening of dinner 
under the stars, served on the North Court 
Patio, with its landscaped refl ecting pool 
and city skyline views.

The unique spaces and historic settings of 
Roy Thomson Hall and Massey Hall are com-
plemented by the professional services of an 
in-house planning team and their cultivated 
relationships with the city’s fi nest caterers.•
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ontArio
White Oaks Conference 

Resort and Spa

Feel the hum and rush of our team hard at work 

on your event details. A wow moment is sure 

to appear on the wings of one of our worker bees!

At White Oaks excellence comes naturally.

WHITE OAKS CONFERENCE RESORT

NIAGARA -on - the - LAKE ,  ONTARIO

1.800.263.5766 / whiteoaksresort.com

Sophisticated 
Meetings
Chic, modern White Oaks Confer-
ence Resort and Spa takes healthy 
meetings to a whole new level.

n the heart of Niagara-on-the-Lake, 
Ont., White Oaks Conference Resort 
and Spa embraces a chic, modern 

decor that has earned the luxury property 
a CAA/AAA Four-Diamond rating. Comfort, 
functionality and attention to detail defi ne 
the resort’s 220 luxuriously appointed 
guest accommodations, which include Lux-
ury Suites with gas fi replaces, deep soak-
ing tubs and business amenities such as 
wireless Internet and ergonomically-
designed workstations.

The Niagara Conference Centre at White 
Oaks is a member of the exclusive Interna-
tional Association of Conference Centres 
(IACC). The 67,000-sq.-ft. facility o� ers 21 
dedicated meeting rooms, as well as a 
6,501-sq.-ft., divisible convention room, a 
state-of-the-art amphitheatre, two hospi-
tality suites and 13 breakout rooms, many 
with connecting outdoor patios.

White Oaks meetings are all about the 
‘experience,’ from themed dinners and o� -
site tours, to corporate adventure training. 
As an independently owned resort, White 
Oaks strives to exceed the limitations of 
other conference facilities, taking delegates 
above and beyond the box. The experience 
unfolds under the guidance of a team of 
certifi ed meeting professionals (CMPs). 
White Oaks also o� ers the services of the 
Learning Institute, where team-building, 
skill-enhancing, corporate coaching and 
recreational activities provide creative and 
unique delegate experiences.

As a critical component of corporate 
success, White Oaks is committed to the 
health and wellness of its guests. Its world-
class facilities include The Club at White 
Oaks, a 115,000-sq.-ft. facility featuring 
indoor tennis, squash and racquetball 
courts, a kinesis training studio, athletic 
therapy and rehabilitation, an indoor swim-
ming pool and more. The resort also fea-
tures the pampering, signature treatments 
of The Spa at White Oaks, as well as cham-
pionship golf at neighbouring Royal Niag-
ara Golf Course.•
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History, culture and perpetual motion contribute to memorable meetings and events in the Nation’s Capital.

ar beyond its geo-political designa-
tion as Canada’s parliamentary capi-
tal, the city of Ottawa is also one of 

Canada’s consummate hosts for important 
local, national and international meetings 
and events. The city is home to the o�  ces 
of the federal government, as well as 
approximately 300 national associations 
representing the region’s high concentra-
tion of technology, biotechnology and 
medical research endeavours.

Raising the bar to new heights in Cana-
da’s meetings market, the brand new 
Ottawa Convention Centre (OCC) opened 
its doors in April, 2011, on the site of the 
former Ottawa Congress Centre. Overlook-
ing the Rideau Canal UNESCO World Heri-
tage Site, and surrounded by Ottawa’s 
national sites and cultural treasures, the 
$180-million convention, conference, meet-
ing and trade-show facility features 
200,000 sq. ft. of fl exible meeting space.

The state-of-the-art OCC puts delegates 
in the heart of the city’s compact core, 
within easy walking distance of 6,000 down-
town hotel rooms. The newly branded 411-
room Delta Ottawa City Centre will undergo 
a $25-million renovation in 2011, following 
enhancements of the Novotel Ottawa and 
Courtyard by Marriott. Other properties, 
including The Shore Club at the Westin 
Ottawa and the Spin Kitchen & Bar, at the 
Ottawa Marriott, have been upgrading their 

tantalizing cuisine. Adding to the city’s 
growing culinary reputation, the Lord Elgin 
hotel opened Grill 41 in October, 2010, with a 
menu inspired by consultations with Cana-
dian celebrity chef Michael Smith.

The city can also claim the title of Cana-
da’s national capital of spectacular o� -site 
venues, with an abundance of historic and 
cultural assets that once again raise the bar 
on expectations. Options can include 
catered events among the totem poles of 
the Grand Hall of the Canadian Museum of 
Civilization, or among the natural wonders 
of the newly renovated Canadian Museum 
of Nature. Cocktail receptions can be held 
alongside vintage aircraft at the Canada 
Aviation and Space Museum, where a new 
wing, opened in February, 2011, unveiled a 
new high-tech, multi-purpose auditorium 
featuring theatre-style seating for up to 
250 people. Gala dinners in the elegant 
surroundings of the National Gallery of 
Canada, featuring sweeping views of Parlia-
ment Hill and the Ottawa River, will be 
enhanced by the exclusive Vincent van 
Gogh exhibit in 2012, while the Diefen-
bunker, Canada’s Cold War Museum, has 
made the War Cabinet Room available for 
small meetings. Built to house crucial ele-
ments of Canadian government in the event 
of nuclear war, the four-storey bunker is a 
unique venue for intimate board meetings.

On the wings of a 2010 World Festival 
and Event City designation from the IFEA, 
Ottawa’s festival season is in full bloom in 
May, with the arrival of the Canadian Tulip 
Festival. The city’s festival calendar includes 
something for every season, from the Cisco 
Ottawa Bluesfest in July, to Winterlude’s 
celebration of ice and snow in February. In 
between, the city hosts events that pay 
tribute to the city’s multicultural makeup, 
including festivals celebrating Irish, Italian, 
Lebanese, Chinese and Turkish heritage.

Beyond the city’s museums and historic 
sites, Ottawa o� ers planners a multitude of 
options for group activities. The ByWard Mar-
ket—one of Canada’s oldest and largest 
farmers’ markets —includes a four-square-
block neighbourhood featuring more than 
120 restaurants and bars, as well as numerous 

ontArio
Ottawa
Tourism

Capital Meetings

unique shopping outlets. C’est Bon Cooking 
now o� ers ByWard Market walking tours that 
are ideal for groups, allowing delegates to 
experience local culinary specialties and to 
meet with local chefs and food artisans. 
Other group activities include Urban Quest’s 
Amazing Race-style adventures, providing 
clues to small groups and culminating in din-
ner at a local restaurant.

At the heart of it all, Ottawa Tourism’s 
team of dedicated meeting professionals 
strive to convert the ordinary into the 
extraordinary, with personalized services 
that help take the edge o�  of the planning 
process. Meeting planners can now take 
advantage of a newly launched Discover 
Ottawa app, which is a free download for 
convention delegates. •
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“I’ve never considered 
myself a corporate planner 
in the truest sense, and I suspect 
there are many others who have had 
a similar career path. My involve-
ment in planning corporate meetings 
and events was primarily an add-on 
to my marketing roles, which have 
been part of my entire career.”

These words, from planner Connie 
Tinney, CMP, sum up her multi-fac-
eted career, which has spanned more 
than 30 years.

Q: HOW DID CONNIE GET HER START?
A: She fi rst got a taste for marketing and meetings and 
events in the mid-70s, producing in-store promotions and 
events. In the mid-1980s, she worked for St. Clair Paint & 
Wallpaper as advertising and promotion manager.

From there, she joined Cineplex Odeon Corp. as special-
events manager, where, for three years, she oversaw movie 
and live-theatre openings across North America.

A� er Cineplex came a six-year stint as assistant vice-
president, marketing services, for National Trust. Eleven 
years later, she le�  National Trust to found the Tinney 
Group meeting and event management company.

In 2007, she closed her company and joined KPMG LLP 
as national director, event management. “It was a great 
opportunity to leverage all of my skills and work experi-
ence. I oversee all aspects of the fi rm’s strategic events and 
am careful not to get into the ‘weeds’ of the event details.”

Q: HOW IMPORTANT IS PROFESSIONAL DEVELOPMENT?
A: Throughout her career, Connie has pursued education. 
In addition to earning her Certifi ed Meeting Professional 
(CMP) Certifi cate, she has taken courses on business 
negotiations and enlightened prospecting.

So it’s no surprise that she would be a long-time 
a� endee at IncentiveWorks trade show and conference, 
where education is a key component.

Q: WHAT IS CONNIE’S HISTORY WITH INCENTIVEWORKS?
A: She fi rst a� ended the show in 1996—at the suggestion 
of an industry friend—when it was known as CMITS 
(Canadian Meetings & Incentive Travel Show).

Q: WHY DOES SHE ATTEND INCENTIVEWORKS?
A: “Networking, networking, networking”—and because 
the show gives her plenty of new ideas.

“I most enjoy the opening and closing keynotes, but over 
the years, have found value in the educational tracks. 
These presentations have produced thought-provoking 
concepts and highlighted many industry best practices, 
which I can bring back and share with our team.”

In addition to that, she says the IncentiveWorks show 
provides a “vendor refresher.”

By way of explanation, she says, “by this, I mean what’s 
new and what venues may not have been top-of-mind.”

Q: HOW HAS INCENTIVEWORKS HELPED HER BUSINESS?
A: “IncentiveWorks opens doors for people and it certainly 
did this for me. Many of the people and vendors that I’ve 
met as a result of IncentiveWorks remain friends and 
respected colleagues to this day. We’ve exchanged a lot of 
business over the years.”

“A signifi cant part of my role is to ensure we are maxi-
mizing our resources, and this extends into our vendor 
relationships. IncentiveWorks enables me to learn from 
vendors and other industry professionals and benchmark 
our success.”

Q: CONNIE IS A BIG FAN OF CANADA ROCKS. WHY?
A: A member of Meeting Professionals International 
(MPI) since 1996, Connie has “a so�  spot for furthering 
the profession of meeting and event planning. Through the 
MPI Foundation, the Canada Rocks event [held during 
IncentiveWorks] is outstanding year a� er year, and the 
funds raised drive education, research and economic 
punch for the meetings industry. We must support our 
industry—and I’m pleased that M&IT sees fi t to partner 
with MPI.” 

A look back at the distinguished career of veteran planner Connie Tinney, CMP, and some 
tips on how IncentiveWorks helps her business. wri� en by DON DOULOFF

works

feature > Planner Profi le

“I’ve never considered 
myself a corporate planner
in the truest sense, and I suspect 
there are many others who have had 
a similar career path. My involve-
ment in planning corporate meetings 
and events was primarily an add-on 
to my marketing roles, which have 
been part of my entire career.”

Tinney, CMP, sum up her multi-fac-
eted career, which has spanned more 
than 30 years.

Q: HOW DID CONNIE GET HER START?

why
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Technology changes quickly, and if you’re not an early adopter, or at least willing 
to explore what’s out there, you’ll be left behind. To help you get up to speed 
on what’s available, we’ve compiled an overview of apps, ideas and web-based 
services to complement your events. wri� en by ROGER CARTER and HAILEY EISEN

Event-goers who like to have fun will be your 
fi rst responders if you add location-based 
engagement to an event with a service such as 
foursquare, Facebook Places or Gowalla, but 
almost everyone will get a little spark from it. 

A user only requires a smart phone, a free app 
and an account created on that app’s site. Upon 
arrival at an event, the user starts the app, 
searches for the venue and ‘checks in.’ The moti-
vation to participate is either game-related (with 
badge or point collection for, say, a chance to 
win a draw) or social-infl uence-driven (to 
become the ‘mayor’ of a venue by checking-in 
there the most times).

A savvy planner will create specials appearing 
to those who check-in nearby. Deals and o� ers 
can be made through each platform.

For example, each check-in can yield points 
or “badges.” On Facebook’s “Deals,” users can 
check-in from restaurants, supermarkets, bars and co� ee 
shops, to get discounts or free merchandise. Gowalla’s 
“Trips” can link up to 20 related spots in categories such as 
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location-based engagement
Nature Hikes or Pub Crawls.

Location-based engagement 
is free to set up and fairly simple 

to maintain. An event organizer can even follow 
users on Twitter, to extend the conversation.

Andrew Kinnear, senior digital strategist for 
Carlson Marketing, in Toronto, recommends 
that event planners ensure an event is created 
on a few platforms, starting with foursquare.

“It’s not necessary, since users can add ven-
ues that don’t already exist, but it helps the 
experience,” he says.

There is no real barrier to entry with location-
based engagement. Awareness and adoption of 
the various platforms is the only thing that 
could hold back widespread adoption. But 

remember that the key to success is user 
engagement. If there’s nothing to gain, there’s 
little to motivate.

WHERE TO START: FACEBOOK.COM, 
FOURSQUARE.COM, GOWALLA.COM
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map your show
In January, 2011, more than 100,000 attendees fi led through 
the Las Vegas Convention Center, The Las Vegas Hilton and 
the Venetian Hotel for the annual Consumer Electronics 
Show (CES), where state-of-the-art televisions, tablets and 
gaming consoles were unveiled. With thousands of exhibi-
tors on the trade-show fl oor, precise organization and 
planning was required to ensure attendees, vendors and 
media got the most out of the CES experience.

At the heart of this was a detailed and interactive fl oor 
plan and agenda planner delivered to users in the form of 
a web-based application called Map Your Show (MYS). 
The application is used by more than 160 shows world-
wide, ranging in size and scope. Along with CES, users 
include the International Manufacturing Technology Show 
(IMTS), CONEXPO, and ABC Kids Expo, among others. “We 
work with 28 of the top 100 U.S. trade shows and have inter-
national clients in countries including UAE, Brazil, Greece, 
and Australia,” says MYS president Phil Louis.” To accommo-
date these clients, the application is multilingual.

According to Louis, MYS is designed with three audiences 
in mind: show management, exhibitors and attendees.

The app can be used from the planning stage, supporting 
tasks that include selling space to exhibitors, adding booths 
to an existing fl oorplan, adjusting booth sizes and changing 
booth numbers—all in real-time and online. The app is inte-
grated into the event’s website, ensuring a more complete 
user experience. Upon signing on with MYS, show manage-
ment has access to customer-service representatives.

According to Louis, the upfront expense 
of the MYS app can be o� set by a number 
of revenue-generating opportunities. 
Through MYS, exhibitors have the chance 
to customize and brand their virtual show-
room by adding multi-media presentations, 

images and links to their online profi le—for a fee. This is 
intended to make the fl oorplan more content-rich, in order to 
engage users before and after the show.

“At CES, we saw a small, less-known computer equipment 
reseller, EVERTEK Computer Corporation, rise to become the 
third-most-viewed company at the show as a result of the 
interactive video they developed to boost their online pres-
ence,” says Louis. No longer is physical location on the fl oor 
the only way for vendors to attract attention. Online profi les 
are used to connect and interact with attendees and media, 
and remain valuable resources after the show is fi nished.

MYS also provides planners with back-end data and ana-
lytics, including information on who is searching for what 
products and which categories are generating the most traf-
fi c. This can be used in developing and planning future 
shows. Also integrated into the app is a customer-relation-
ship management system that sales reps can use to log and 
track calls to exhibitors. 

For users, the experience typically begins prior to the 
show. From home, attendees can log in and create a person-
alized agenda using an intelligent search to fi nd companies 
and products of interest. They can then organize search 
results and plan their show experience to include events they 
will attend and appointments they have set up in advance. 
All of this information can be accessed during the show on 
any smart phone or tablet using MyShow Mobile. 

Other onsite solutions that contribute to the user experi-
ence include product locator kiosks—which run indepen-
dently and do not require an Internet connection—and 
custom print maps available in a variety of sizes.

The cost of integrating this app into a show begins at 
$3,000 and scales up depending on the features and ser-
vices that are integrated.

WHERE TO START: MAPYOURSHOW.COM
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feature >

qr codes
Quick response (QR) codes are two-dimen-
sional bar codes, readable by dedicated QR 
readers and smart phones.

Steadily, the industry has come to realize their charms, espe-
cially considering the exploding usage of iPhone, Android, 
BlackBerry and other smart phones. Why? Because such 
phones have the ‘smarts’ needed to let users quickly scan 
the codes and get information they would otherwise pains-
takingly type in. Any smart phone with a camera and the 
right app will scan QR codes and, fortunately, there are 
numerous free apps for every platform. Some Android 
phones are even sold with built-in QR readers.

For a meeting, conference or seminar, the possibilities are 
almost endless. 

For example, a QR code could be placed by a conference 
guest speaker’s photo on a poster, so a user with a smart 
phone could download a bio, free e-book or audio book, or 
even receive a link to some other relevant site. If, for instance, 
the speaker had just published a book, the code could be a 
link to the Amazon.ca page to highlight her value as a 
speaker or link to a Twitter page.

QR codes can help people network, especially if they’re 
included on attendees’ name badges. Andrew Kinnear, senior 
digital strategist for Carlson Marketing, in Toronto, says name 
badges can be enabled this way for events. “Say you’re hob-
nobbing and you want to make a connection with someone 
you’re talking to on LinkedIn. Rather than trying to remem-
ber their name to type it in later, you can just scan the code 
and invite them then and there.”

For exclusive events, including evening parties with a max-
imum attendance, planners can use a code to take users to a 
mobile registration page, saving time and e� ort. 

QR codes can also be used to allow voting at an event. So 
if a vote is needed to decide where the event will be held 
next year, the fi rst code could represent a vote for Chicago 
and the second a vote for Orlando. On the back end, this is 
easier than collecting paper ballots. It’s simply a matter of 
counting the scans.

If you want to get more detailed feedback on a question 
or pressing issue, there’s no reason why you can’t scan a 
code and be taken to a simple mobile website to answer a 
few more questions. Depending on your needs, the process 
could either be anonymous or ask for identifying info. 

Contests could be enabled, too, but they are more com-
plex, since rules and regulations must be read and contact 
information is needed to award prizes.

WHERE TO START: TAG.MICROSOFT.COM

custom mobile event apps
Over the past two years, customizable apps, 
such as those developed by Vancouver-based 
Xomo Digital, have been used at trade shows 
and conferences around the globe.

Xomo apps are developed for multiple platforms 
(iPhone, iPad, BlackBerry and Android, among others). 
They include a suite of web-based admin tools that lets 
event planners maintain control of their app and change 
its look and feel in real-time, on the fl y.

For planners, a mobile event guide app not only makes 
schedule updates, venue mapping and event promotion 
possible, it also contributes to what Xomo co-founder Je�  
Sinclair calls the event’s “cool factor”—o� ering di� erentia-
tion and global promotion. It’s a chance to engage attend-
ees throughout the event and make their lives easier as 
they navigate multiple venues, presenters and events.

The mobile event guide app has a number of location-
based features that work with the mobile device’s GPS 
system. “Simply open this app and fi nd out what’s going 
on now, what’s coming up next and what is closest to your 
current location,” says Sinclair. 

The app is not only used during the event, but before-
hand as well. From home, attendees are able to plan their 
experience by selecting ‘favourites’ and building a person-
alized itinerary. The app also sends users reminders when 
an event is coming up.

For planners and event management, the opportunity 
exists to sell sponsorships for the app, drive tra�  c to a 
sponsor’s booth or session, and engage users with prod-
ucts and services. These revenue-generating opportunities 
are often more profi table than the upfront cost of the 
application, which starts at $5,000, explains Sinclair.

All Xomo Digital apps are o� ered free to attendees.

WHERE TO START: XOMODIGITAL.COM QR Code Microsoft Tag

PH
O

TO
S Xom

o D
igital, Pathable, Super Palnner

technology.indd   46 6/9/11   10:10:02 AM

http://www.XOMODIGITAL.COM
http://www.TAG.MICROSOFT.COM


MeetingsCanada.com 47

WEC 2010’s Pathable Site

super planner 
For more than 20 years, Howard Givner ran 
Paint The Town Red, Inc., a full-service event-
planning company based in New York. 
Throughout that time, he accumulated count-
less tips, tricks and formulas that made orga-
nizing his clients’ events more e� ective and 
seamless. Following the acquisition of his 
company by Global Events Group, Givner 
began developing innovative services that 
would aid planners. 

One of his recent developments was Super 
Planner, a business app for the professional 
event planner. Available through iTunes for 
$9.99, the app is currently only accessible via 
the iPhone, iPad and iPod Touch, but Black-
Berry and Android versions are currently in 
production. 

“[Super Planner] provides valuable information and calcu-
lations that are often needed during client meetings, venue 
tours and planning sessions,” says Givner. 
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pathable
Pathable’s online community and social 
network is designed to help generate pre-
show excitement and increased atten-
dance. It also allows attendees, sponsors 

and exhibitors to communicate; 
connects buyers with appropriate 
suppliers; and can build a sense of 
community among attendees.

Attendees can use it to optimize 
their time by learning who’s coming 
and scheduling one-on-one meet-
ings with others. This includes 
appointments with speakers, whose 
profi les, complete with bios and 
portraits, can be viewed through 
any Pathable-designed site.

Such online community service 
sites are designed to fi t into an 
organization’s (or planner’s) exist-
ing web presence, complementing 
and enhancing any online services 
already o� ered. Communities can 
include discussion forums. 

Pathable allows attendees to 
schedule private meetings on a 
calendar integrated with their ses-
sion agenda. Exhibitors can use a “virtual trade show” com-
ponent to customize online trade-show booths with 
downloadable materials and links to sta�  profi les.

To help build buzz, Pathable o� ers an easy way to inte-
grate with social networks such as LinkedIn and Twitter. 

Attendees can be automatically notifi ed which of their con-
tacts from those networks are also attending, so they won’t 
miss important connection opportunities.

Pathable can also automatically make recommendations 
for people about attendees they 
would most benefi t from meeting, 
based on common interests.

Pathable has provided online 
community services for MPI’s World 
Education Congress (WEC) and 
MeetDi� erent events. 

According to Pathable, over half 
the attendees to MeetDi� erent 2010 
completed their profi le, used the 
personalized schedule, added con-
tacts and participated in the com-
munity, and over 3,000 sessions 
were added to personal schedules.

Moreover, Pathable’s after-event 
usage data and metrics can be used 
to improve upcoming meetings and 
conferences. The data helps organi-
zations understand their ROI. 

Of course, the key to the success 
of any tool like Pathable is its utiliza-
tion rate, and the challenge, for 

almost every attendee today, is fi nding the time to use it. 
However, once the networking and educational benefi ts are 
proven, that obstacle can quickly be overcome.

WHERE TO START: PATHABLE.COM

The app is divided into 
three sections: Food and 
Beverage, Audio Visual and Venue Capacity. 
Each section features planning tools that 
include calculations to determine venue 
capacity, sta�  ng and food requirements, 
pricing conversions and dance-fl oor sizes. It 
also provides planners with extensive Power-
Point, keynote and presentation tips.

“Soon after the app was developed, I was 
with a client at a venue and he asked if there 
would be space to switch from theatre-style 
seating to classroom-style seating,” recalls 
Givner. “My reaction was, ‘I’ll have to go back 
and fi gure that out and get back to you’—
until he reminded me to take out my app and 
do the calculation right then and there.”

WHERE TO START: HOWARDGIVNER.COM/
SUPER-PLANNER-IPHONE-APP
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virtual trade shows
Compared to a typical trade show, a virtual 
event takes far less time to set up and costs 
much less. It is also greener, allowing for geo-
graphically dispersed attendees, while reduc-
ing attendee travel. These advantages are 

unlikely to surprise planners, most of whom are aware there 
are also inherent disadvantages—like the lack of any true 
person-to-person contact. However, as the technology has 
marched forward, most virtual trade show limitations have 
begun to evaporate.

In a standard virtual trade show, sponsors and exhibitors 
are an important component. Virtual exhibit halls are set up, 
complete with sta� ed booths. Then a show attendee can 
enter the virtual hall and scroll through booths, clicking on 
them for more details. Content can be easily updated in the 
virtual booth, to keep it new and interesting. At a virtual 
booth, the attendee can ask questions of sta� ers, see videos 
or product demos and download publications and literature. 
He/she can also register for prizes and giveaways.

A virtual trade show can also feature a theatre, lobby and/
or lounge. Often, the virtual show o� ers a resource centre, 
with an organized index of all show and exhibitor content. 
The platform can track which attendee visited which booths, 
when and how often they returned and what content they 
were interested in, or track visits to all online spaces, includ-
ing sessions attended or group-chat activity.

The virtual trade show can stay open for a period of time 
after the event, providing a destination for content and con-
versation for those who participated. Some platforms let 
planners schedule regular activity reports, to track lead 
activity long after the show closes.

While it might take a year to set up a large physical trade 
show, most virtual trade shows can be set up in a matter of 
months or even weeks. Tricia Heinrich, senior director, strate-
gic communications, at ON24, says her company recom-
mends customers get started 12 weeks before a virtual show 
opens. This should allow enough time to develop high-qual-
ity content and promote the event.
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Prices vary widely on virtual trade shows because of the 
number of technology options available. Shows that are 
completely custom-built, with a large number of webcasts 
and/or large amount of technical complexity, can cost hun-
dreds of thousands of dollars. A basic virtual show, based on 
ON24 data, is approximately $25,000 USD.

But planners should still spend the same amount of time 
on content strategy and development—including theme(s), 
session tracks, session speakers and the rest—as they would 
on a physical trade show, says Dennis Shiao, director of prod-
uct marketing at INXPO. “I often see ‘fi rst timers’ make this 
mistake, where they assume that because it’s online, they 
can spend less time on content and line everything up closer 
to the event date.” This won’t work.

On the other hand, logistics can be sped up signifi cantly. 
An actual event framework can be created in as little as two 
hours, due to the far simpler online tools of today, says Shiao, 
but expect to build a virtual show in about half the time 
you’re used to.

Keep in mind that many strategic elements of physical and 
virtual trade shows are the same. Planners should know the 
market conditions and the requirements of attendees before 
deciding to stage a virtual show. They should have goals.

Also, make sure to dedicate enough (well-trained) sta�  to 
your virtual event, providing them with a “war room” to work 
in when the event is live. 

Finally, make sure your content is excellent. Virtual audi-
ences are more easily distracted than physical ones, where 
there is a “much higher threshold to get up and leave a bor-
ing session,” explains Joerg Rathenberg, vice president, mar-
keting, at Unisfair. 

WHERE TO START: UNISFAIR.COM, ON24.COM

A virtual tradeshow ‘plaza’ 

A virtual booth
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yorn 
Have you ever considered gathering real-
time comments from an event, conference 
or trade show? Would you prefer to cap-
ture feedback while it’s fresh? 

If so, Yorn may be the solution. The 
developers of this web-based application have designed a 
user-friendly, interactive platform, accessible on smart 
phones, tablets and notebooks, which allows attendees to 
provide live feedback and ratings throughout an event. A 
free trial version is available at yorn.com. 

To gather data, Yorn provides two sections that users can 
fi ll-in anonymously. The fi rst gathers comments, questions 
and feedback and the second asks for a rating of 0 to 10, 
plus a comment based on the question, “Would you recom-
mend this experience to someone else, and why?” All users’ 
ratings are entered into a calculation that produces an overall 
‘Yorn Score’ for the event, and can help planners determine 
their e� ectiveness in meeting, or exceeding, expectations. 

Yorn provides an optional ‘Live Wall’ that, similar to Twit-
ter, allows comments and posts to be made visible to all 
attendees. In Yorn, however, everything is anonymous. All 
posts to the wall can be moderated before they go live—
unlike Twitter, where there is no ability to moderate posts. 

Users can opt to receive a response to their comments by 
submitting their e-mail address anonymously. The moderator 

bump 
With advances in mobile technology, the way contacts are 
being exchanged at events is changing. However, many peo-

ple still come home with piles of 
business cards, which they are 
required to sort through and manu-
ally enter into their online ‘phone 
books’ or mobile devices. Enter 
Bump, a mobile app currently avail-
able on the iPhone, iPod touch, iPad 
and Android. Users can download 
the application for free and then two 
phones must ‘bump’ together in 
order to exchange data such as con-
tacts, photos, apps, music, mes-
sages, locations and calendar 
events. Two ‘bumpers’ can also 
become friends on Facebook, con-
nect on LinkedIn and follow one 
another on Twitter—all via Bump.

According to Sadie Bascom, a publicist in the company’s 
Silicon Valley o�  ce, the app has been downloaded 30-million 
times and has eight-million active users each day. Conference 

is then able to respond to questions and engage in dialogue 
through Yorn, without revealing the respondent’s identity. 

A means to set up a question-and-answer period that can 
be faster and more e�  cient, Yorn allows users to post their 
questions, which the moderator can then either answer live 
or respond to via e-mail or blog post after an event. 

Yorn gives each client a private URL related to the event 
(i.e. yorn.com/mymeeting), plus individual URLs for each 
breakout session, as requested. The starting cost to incorpo-
rate Yorn into a corporate event is $475. 

WHERE TO START: YORN.COM
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organizers are using the Bump brand to 
create “Bumpable Zones,” where attendees 
can go to connect and exchange info.

Features also include Bumping to compare calendars and 
set meetings—so attendees can leave a conference or event 
with follow-up meetings already in place. Finally, once indi-
viduals have connected via Bump, they are able to text each 
other for free within the application’s platform.

To ensure a successful bump, a clear Internet connection 
must be available and ‘location services’ enabled on each 
phone. Banks are beginning to adopt Bump, allowing users 
to transfer money electronically by bumping phones.

Bump Technologies is currently considering other uses for 
the app, including ways to bump a mobile device against an 
information kiosk to receive free music downloads, images, 
and information which could be made available at concerts, 
festivals and events.

Currently, the Bump app is not available on the BlackBerry, 
but the company plans to extend its reach to other devices in 
the near future.

WHERE TO START: BU.MP/
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Gatineau
Recommended Websites: outaouaismeeting.com;  
outaouaisgroup.com 
Average Hotel Room Rate: $134
Getting There:  Flights offered through Ottawa  
International Airport (ottawa-airport.ca) or, for  
smaller planes, Gatineau-Ottawa Executive Airport  
(aeroportdegatineau.com).
Convention Facilities: A $15-million reno to the Palais des 
congrès de Gatineau upgraded architectural finishes and 
kitchens, and totally refreshed the look. Sixteen column-
free conference rooms, on a floorplan of over 55,000 sq. ft. 
congresgatineau.com

The 51,000-sq.-ft. Hilton Lac-Leamy Conference Centre 
includes a theatre and 16 modular rooms that can accom-
modate a 20-person board meeting, a banquet for 100 or a 
conference for 1,600. casino-du-lac-leamy.com

Across the river from Ottawa, in Quebec’s picturesque Outaouais 
region, Gatineau benefits from its proximity to the nation’s capital, 
while carving out its own niche thanks to top-notch convention 
facilities, restaurants and attractions. written by DON DOULOFF
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Canadian Museum of Civilization

Centrally located, the 201-room Ottawa-Gatineau 
Four Points by Sheraton Hotel & Conference Centre 
invested nearly $5-million in improvements to the 
lobby and guestrooms. Twelve meeting rooms host 
up to 150. fourpoints.com/gatineau

In 2010, the Chateau Cartier Hotel, Conference, Golf 
& Spa completely renovated. Housing 128 rooms and 
suites, the property includes 21,000 sq. ft. of meeting 
facilities, with natural lighting. chateaucartier.com

Offering 133 guestrooms, the waterfront Best 
Western Plus Gatineau-Ottawa Hotel & Conference 
Centre features 5,000 sq. ft. of meeting space for up 
to 270—and offers views of the Ottawa River, Parlia-
ment Hill and other landmarks. bwcartier.ca

For groups of 20 or more, the Canadian Museum of 
Civilization will custom-design a suitable itinerary. 
On the meetings side, a 500-seat theatre can be 
rented for conferences or performances. civilization.ca

The National Gallery of Canada presents Caravag-
gio and His Followers in Rome (June 17 to Sept. 11, 
2011), the exclusive Canadian engagement of this 
exhibition celebrating Caravaggio on the 400th  
anniversary of his death. gallery.ca

Departing from the Casino du Lac-Leamy marina, 
Au feel de l’eau offers eco-tours on the Gatineau and 
Ottawa Rivers aboard an electric-powered passenger 
boat seating 10. The company plans to introduce a 
12-passenger electric aquabus, featuring bike racks, 
in June, 2011. aufeeldeleau.ca

pillow talk

fast facts attractions + distractions
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Chateau Cartier

Hilton Lac-Leamy

Ville de Gatineau

Specializing in steaks, fi sh and seafood, Sterling of-
fers private rooms seating 12, 25, 30 and 60. Terrace, 
in summer. sterlingrestaurant.com

Les Brasseurs du Temps brews up to a dozen beers 
on-site and pairs them with a pub menu. Adjacent 
events room hosts 48 (dinner) and 60 (cocktail). 
brasseursdutemps.com

Inside the Chateau Cartier, Ekko de Brasil churras-
caria off ers unlimited grilled meats on long skewers 
served by gauchos. Private room seats 50.
chateaucartier.com

à la carte

Jill Mimeaultprogramme ideas
Sample FAM itinerary provided by Outaouais Tourism. 
Pictured, at right, is Jill Mimeault, assistant director, partner-
ships and business development, Outaouais Tourism.

TUESDAY

7:00 a.m. to 8:30 a.m. Flight arrivals into Ottawa. Transfer to Ottawa 
VIA Rail Canada station.

9:00 a.m. to 9:30 a.m. Bus departs from VIA Rail Canada station and 
travels to Le Nordik—Nature Spa, in Gatineau Park.

9:30 a.m. to 11:45 a.m. Activity: Spa treatment (Nordic baths), 
at Le Nordik—Nature Spa.

11:45 a.m. Depart for lunch.

Noon to 1:30 p.m. Lunch, Les Fougères restaurant. Located in the 
Collines-de-L’Outaouais countryside, surrounded by gardens, the 
restaurant o� ers a menu of seasonal and regional specialties.

1:30 p.m. Depart by bus for Lafl èche Adventure—Cave & Aerial Parks.

2:00 p.m. to 4:00 p.m. Lafl èche Adventure—Cave & Aerial Parks. 
Activity: Visit the largest natural caves in the Canadian Shield. Other 
activity options: ziplining (including extreme ziplines).

4:00 p.m. Departure to Auberge du Draveur.

5:30 p.m. to 8:30 p.m. Cocktail reception/dinner, Auberge du Draveur. 
Menu focuses on French and Italian fare.

9:00 p.m. Check-in, Chateau Logue, Golf & Resort.

WEDNESDAY

8:30 a.m. to 10:30 a.m. Breakfast at hotel.

10:30 a.m. to Noon. Visit the First Nations Reserve of the Kitigan Zibi 
Anishinabeg, Canada’s largest Algonquin nation in size (over 45,000 
acres) and population. Activity options include visiting the Mawan-
doseg Algonquin Interpretation Centre and the Kitigan Zibi Cultural 
Centre, or attending the traditional Pow-Wow, typically held during 
the fi rst weekend in June.

12:30 p.m. to 2:30 p.m. Lunch and tour, Wakefi eld Mill Inn and Spa.

2:30 p.m. Departure to Chateau Cartier Hotel Conference, Golf & Spa.

3:00 p.m. Check-in to Chateau Cartier Hotel Conference, Golf & Spa.

3:00 p.m. to 5:30 p.m. Time at leisure.

6:00 p.m. to 8:00 p.m. Dinner at hotel.

8:00 p.m. to 11:00 p.m. Time at leisure.

THURSDAY

8:00 a.m. to 9:00 a.m. Breakfast at hotel.

9:00 a.m. Depart for the Canadian Museum of Civilization.

9:15 a.m. to Noon. Visit the Canadian Museum of Civilization. The 
facility houses more than 3.75-million artifacts spanning the disciplines 
of history, archaeology, folk culture, ethnology, postal communications 
and various other areas of heritage study. 

12:15 p.m. to 2:00 p.m. Lunch at hotel.

2:00 p.m. Transfer to Ottawa airport and fl ights home.

For ‘pre’ and ‘post’ dining 
suggestions in Ottawa, snap here 
(see page 9 for instructions) or 
visit MeetingsCanada.com and 
search “Capital Cuisine”
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Bogota
Recommended Website: colombia.travel
Average Hotel Room Rate: $150 USD
Getting There: Four times weekly, Air Canada (aircanada.
com) flies direct from Toronto to Bogota. American Air-
lines (aa.com), Delta (delta.com), Copa (copaair.com) and 
Continental (continental.com) fly from Toronto to Bogota 
through connecting U.S. and Latin American cities.
Convention Facilities: Corferias Bogota can host 6,600 
attendees in a fairground city featuring 17 pavilions with 
a covered exhibition area of 478,000 sq. ft. and an outdoor 
exhibition area of 161,000 sq. ft. Along with the conven-
tion centre, other features include a food alley, exhibitor 
warehouses and a free trade zone. corferias.com

Colombia’s capital has undergone a stunning transformation, 
improving its public transportation and reinvigorating its historic  
city centre with museums and restaurants. written by DON DOULOFF
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ZipaquiraLa Candelaria

Located in the heart of the financial and entertain-
ment district, JW Marriott Hotel Bogota features 11 
meeting rooms totalling 5,823 sq. ft. The largest of 
those offers 3,606 sq. ft. and hosts 400. marriott.com

Radisson Royal Bogota Hotel features 4 Keys from 
the Green Key Eco-Rating Program. In addition to 
251 guestrooms and suites, the property offers 13 
meeting rooms, the largest of which accommodates 
300. radisson.com

Surrounded by high-end restaurants, shopping 
and nightlife, Hotel Charleston Bogota houses a lobby 
level space hosting 60 (cocktail) and a second-floor 
room, hosting eight. hotelcharlestonbogota.com

Perched on a mountain over 10,000 ft. high, the 
Sanctuary of Monserrate is a 17th century church 
that attracts pilgrims and tourists alike.

Maloka is an interactive science centre, covering 
almost 183,000 sq. ft. and featuring nine themed ex-
hibit rooms, as well as 300 interactive modules and, 
for a unique movie experience, a giant-screen dome.

An historic neighbourhood in downtown Bogota, 
La Candelaria is a delightfully bohemian part of the 
city, and features churches, museums, libraries, res-
taurants, boutiques, tea shops, a theatre dating from 
1892—in short, something for everyone.
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Sanctuary of Monserrate

Downtown Bogota

In 2003, brothers—and Bogota natives—Jorge and 
Mark Rausch founded Criterion, with a menu that 
skillfully, and deliciously, brings together infl uences 
from France and South America. criterion.com.co

Club Colombia serves up a range of traditional 
dishes: variations on empanadas (fi lled savory turn-
overs); ceviche (marinated seafood); grilled items 
(chicken, beef lamb); and stews. harrysasson.com 

The scene at Harry’s bar sizzles with celebrities, 
the business elite, and assorted scenesters and beau-
tiful people. Steaks are augmented by a bar menu 
of smaller dishes refl ecting local traditions. Good 
selection of cocktails and wines. harrysasson.com

Rodolfo Móseres-Dieppa programme ideas
Sample itinerary for a Bogota FAM, 
provided by the Colombian Government Trade Commission—
Proexport. Pictured, at right, is Rodolfo Móseres-Dieppa, 
Consul—Investment, Trade and Tourism Commissioner for 
Colombia in Canada.

DAY ONE

7:30 a.m. Arrivals, Bogota El Nuevo Dorado International Airport.

7:30 a.m. to 9:30 a.m. Check-in, Radisson Hotel Bogota.

9:30 a.m. to 10:30 a.m. Breakfast at hotel.

10:30 a.m. to 12:30 p.m. Welcome reception at hotel.

12:30 p.m. to 2:45 p.m. Lunch at Habemus Papa restaurant, in 
historic Usaquen neighbourhood. After lunch, tour of Usaquen.

2:45 p.m. to 4:30 p.m. Visit Chico Museum.

4:30 p.m. to 6:30 p.m. Shopping excursion to Unicentro mall.

6:30 p.m. to 7:30 p.m. Return to hotel. Free time.

7:30 p.m. to 10:00 p.m. Dinner at Tramonti restaurant.

DAY TWO

7:00 a.m. to 10:00 a.m. Breakfast at the National Museum of 
Colombia, followed by a museum tour.

10:00 a.m. to 12:30 p.m. Tour of historic La Candelaria area.

12:30 p.m. to 1:30 p.m. Visit the Emerald Museum.

1:30 p.m. to 3:30 p.m. Lunch, Casa Vieja restaurant.

3:30 p.m. to 7:30 p.m. Time at leisure to explore city.

7:30 p.m. to 9:30 p.m. View a performance at the National Theater.

DAY THREE

9:00 a.m. to 10:00 a.m. Breakfast at hotel.

10:00 a.m. to Noon. Time at leisure to explore city.

1:00 p.m. to 3:00 p.m. Lunch at Andres Carne de Res-Chia, 
a four-fl oor restaurant/nightclub 45 minutes outside Bogota.

5:00 p.m. to 7:00 p.m. Scavenger hunt, Andres Carne de Res.

7:00 p.m. to 9:00 p.m. Dinner, Andres Carne de Res.

9:00 p.m. to 3:00 a.m. Party, Andres Carne de Res.

DAY FOUR

8:00 a.m. to 9:00 a.m. Breakfast at hotel.

10:00 a.m. to 1:30 p.m. Visit the Salt Cathedral of Zipaquira, a Roman 
Catholic church built 650 ft. underground in the tunnels of a salt mine.

1:30 p.m. to 3:00 p.m. Lunch, El Portico restaurant.

3:00 p.m. to 7:00 p.m. Time at leisure to explore city.

7:00 p.m. to 9:30 p.m. Dinner at 80 Sillas restaurant.

DAY FIVE

7:30 a.m. to 8:30 a.m. Breakfast at hotel.

8:30 a.m. Transfer to airport and fl ights home.
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Event Technology Checklist
Regardless of who your audience is, your attendees expect your meeting 
or event to run smoothly. You can help the process by understanding 
some of the many technology options available to you. wri� en by ANDREW KINNEAR

BEFORE THE EVENT
❍ Registration Websites. Make them simple and fast. 
Collect only the information you need. Send confi r-
mations for e-mail and SMS (short message service, 
i.e. text messaging) to ensure your data is accurate. 
Asking for a Twi� er handle? Follow right away.
❍ E-mail. Make sure you follow best practices. Use 
the channel to get the audience ready for what’s hap-
pening next. Mailchimp.com features an excellent 
e-mail marketing how-to.
❍ Trip Planning. Deals with hotels, car rentals, etc? 
Share them early via web and e-mail. 
❍ Be Prepared. If there’s a specifi c app you want 
a� endees to load onto their phone before they get 
to the event—let them know!  
❍ Day-of-Event. Share site maps, video trailers, links 
to your keynote speakers’ website and pictures from 
past events.  
❍ Mobile Ticketing. Make it easy for your a� endees 
and handle everything via web and mobile.
❍ Tracking and Analytics. How will you measure your 
success? Ensure the proper mechanisms are in place 
to make your next event a success.
❍ eCommerce. Whether you’re charging for tickets 
or selling booths, merchandise or sponsorships, 
accepting money online can boost your event to the 
next level. Sites like Cafepress.com make it easy to 
set up a virtual storefront. Use Google’s or Paypal’s 
merchant tools to create bu� ons or a virtual store 
on your website.

AT THE EVENT
❍ WiFi. Every a� endee will appreciate it. Some pre-
senters may prefer a wired connection for reliability 
and speed.   
❍ Social Engagement. Twi� er is a popular, real-time 
service to use at events for feedback, buzz, sugges-
tions and networking. Create a free hashtag (#event-
name2011) and publicize it, to keep the conversation 
happening in one place.
❍ Voting and Opinions. From audience-feedback 
devices to text-message voting, feedback is exciting 
and interactivity is fun. If you have a second screen 
in a presentation room, you can even use Twi� er, 
with a custom hashtag, to get immediate audience 
feedback.

❍ Charging Stations. Think of them like a coff ee ser-
vice for tech junkies—plugs and powerbars instead 
of cream and sugar.
❍ Mobile Apps. Whether a� endees are networking, 
fi nding their way around the event or registering for 
another event, mobile apps are a part of the planner’s 
new reality. 
❍ Location-Based Engagement. Create your event or 
venue ahead of time with all the proper info. Loca-
tion services include Foursquare, Facebook Places 
and Gowalla.
❍ Digital Signage. Make last-minute changes to 
rooms or topics, make announcements or even show 
logos and advertising from your sponsors. Your AV 
supplier can help with this. 
❍ Video. For anyone who can’t a� end in person, 
there are simple solutions, such as Livestream.tv. 
Anyone with a camera and Internet connection can 
broadcast their event. 

AFTER THE EVENT
❍ Networking. You can help by ensuring there are 
groups created on LinkedIn. If it makes sense for 
your event, let a� endees share their LinkedIn, Twit-
ter, Facebook or other social profi les in a list or 
forum or as part of registration.
❍ Forums. To bridge the gap from event to event, 
use discussion forums, Facebook groups or pages, or 
Twi� er. Build interest in upcoming speakers, encour-
age registration at discounted rates—and in so 
doing, learn from your audience. 

— Guest columnist Andrew Kinnear is senior digital strategist 
for Carlson Marketing, based in Mississauga, Ont. E-mail: 
akinnear@carlsonmarketing.ca Twi� er: @andrewkinnear

Regardless of who your audience is, your attendees expect your meeting 
Andrew Kinnear



What are you doing to solicit feedback 
or sell tickets? Are you sharing a code 
that will give a super-earlybird discount? 
Are you collecting information and 
permission to communicate that will 
allow you to continue the conversation?

your next event
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Ottawa Convention Centre Superior Off-site Venues World #1 Ranked Airport
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