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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 

With 44 hotels and resorts across Canada, choosing where to host your next meeting 
is about the style you are looking for. Looking for a change of pace? Our breathtaking 
resorts put nature on the agenda. Looking for the energy of our downtown locations, or 
the convenience of airport locations? We’ll meet you there with everything you need to 
make your meeting a memorable success. 
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COMING NEXT ISSUE 
M+IT’s 2012 Market Report. In our 16th 
annual benchmarking reader survey, 
we take the pulse of the Canadian 
meetings industry and crunch the 
numbers, to put it all in context.
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INDUSTRY THINK TANK
40 Things the Meetings Community Can Do 
to Improve Our Industry. We asked, and you 
responded, in spades. By M+IT Staff 
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WHAT’S NEW ONLINE
Blogs from Les Selby, CMP, CMM, and M+IT’s 
Christine Otsuka. 

FROM THE EDITOR 
The Next 40 Years. By Don Douloff 

MEETING POINTS
New products; money-saving tips, and more…
By Don Douloff 

BE SCENE
A lavish South Asian theme animated the a� er party for the 
International Indian Film Academy Awards. By Don Douloff 
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Eternally sunny Tinseltown off ers no end of world-class 
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delivered with urban fl air. By Don Douloff 
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what’s new online
M+IT Staffer Test Drives CN Tower EdgeWalk!

M+IT’s assistant editor, Christine Otsuka, blogs about her daredevil 
experience trying out the CN Tower’s EdgeWalk attraction.
Here’s an excerpt:

“The walk itself is about 25 minutes, but the experience is three times as 
long, due to security and safety measures. When I arrive, I’m outfi tted in a 
jumpsuit, stripped of anything that could fall below, given a breathalyzer, 
swabbed for narcotics and explosives and safety-checked repeatedly.

“At the top of the tower, as my anticipation reaches new heights, an 
EdgeWalk crew member plays a delightfully amusing but highly 
inappropriate song to get our group fi red up: Van Halen’s ‘Jump.’”

To read the rest of Christine’s heart-stopping blog, and see a video of her 
exhilarating experience, visit MeetingsCanada.com and search on the 
homepage under Expert Opinion.

Les Selby Blogs About Success

Les Selby, CMP, CMM, manager, strategic 
delivery, at Aimia, blogs about his ideas on 
how meeting planners can succeed in their 
business.

“How to determine what will be successful 
for those of us who work in the meetings 
and events industry?

“Each of us must know why our clients 
should use our services and be able to 
articulate those reasons e� ectively, or we 
stand the risk of being replaced by the 
next “best” thing.

“As Charles Darwin said, ‘In the struggle for survival, the fi ttest win 
out at the expense of their rivals because they succeed in adapting 
themselves best to their environment.’”

To read more, visit MeetingsCanada.com homepage, click the Blogs 
button and navigate from there.

Les Selby, CMP, CMM, manager, strategic 
delivery, at Aimia, blogs about his ideas on 
how meeting planners can succeed in their 
business.

“How to determine what will be successful 
for those of us who work in the meetings 
and events industry?

“Each of us must know why our clients 
should use our services and be able to 
articulate those reasons e� ectively, or we 
stand the risk of being replaced by the 
next “best” thing.

Les Selby

M+IT’s Christine Otsuka
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M+IT enters its fifth decade positioned for growth.

Meetings + Incentive Travel has hit middle age. Yep, we’re 
40 years old this year, and to paraphrase the Grateful Dead, what a long, 
sweet trip it’s been. I joined the magazine in March, 2007, and during that 
comparatively short period, our industry has witnessed tremendous chal-
lenges (economic) and change (technological). Yet, meeting planners have 
emerged stronger, and are working smarter, because of the new demands 
being placed on them by a more budget-, value- and image-conscious 
C-suite. Technology is creating tremendous opportunities for planners to 
do their jobs more efficiently and create better experiences for attendees.

This year, M+IT, too, has undergone big changes, with a new publisher, 
Sonja Chilcott; a new sales manager, Alanna McQuaid, joining Marci 
Vigeant-Christie, our sales manager for the past five years; a new sales and 
marketing associate, Melissa Scott; and new owners, Business Information 
Group, that are committing resources that will strengthen our stellar brand 
and position us for growth.

And speaking of which, we’re hard at work planning a refresh of M+IT 
that we think you’re going to like—nothing radical, mind you, just a touch-
up, spearheaded by our peerless art director, Kelsey Bremer, that will bring 
a reinvigorated sense of style to our longstanding tradition of serious con-
tent designed to make sense of our increasingly complex industry.

For the last 40 years, M+IT has been the voice of our industry, and for the 
last two decades, has produced our industry’s largest, and best, trade show 
and conference, which keeps getting better each year, thanks to the bound-
less energy and creativity of Robin Paisley, our general manager of Incen-
tiveWorks, and conference editor Christine Otsuka.

As the voice of our industry, we’ve always been in partnership with you, 
our loyal readers, and it’s in that spirit that we present our feature article 
listing 40 Things the Meetings Community Can Do to Improve our Industry.

Consider it a reader-driven starting point for serious discussion, as we 
enter the next 40 years, which promise to be even more exciting and 
rewarding than the past 40. Join us, won’t you? 

from the editor

The Next 40 Years

Don Douloff
Managing Editor

I’m a big fan of illustration—it’s such a 
powerfully expressive artform, and instantly 
grabs, and holds, attention. So I’m delighted 
to feature the creatively colourful work of 
Helios Design Labs on this month’s cover 
(and on the inside pages, too), illustrating our 
feature article listing readers’ ideas on what 
we, collectively, can do to improve the 
meetings industry. Bold cover, bold piece.

on the cover

editorial.indd   7 11/14/11   3:25:34 PM
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> HOT IDEA

Jazz up your next U.S.-based event with 
colourful, classy event furniture de-
signed by iconic architect Frank Gehry.

Gehry Color Cubes are architectural stools and side 
tables that rent for $75 USD each and come in green, 
blue, red, white, pink, orange and black.

The Gehry Easy Chair rents for $125 USD each and 
comes in green, orange, and white.

Carried exclusively by Taylor Creative Inc., the Gehry 
furniture is only available for rent (not sale) and is only 
available in the U.S., throughout the East Coast and 
Southeast from Taylor Creative’s New York and Palm 
Beach locations.

Pricing covers from one to fi ve days (tax and truck-
ing are extra). As with anything, the more lead time for 
orders, the better, to ensure availability.
taylorcreativeinc.com

Frank Gehry 
Event Furniture

VR-Max is an immersive domed 
screen appropriate for product 
launches, trade shows, meet-
ings or events.

Accommodating up to eight 
people, seated (more if stand-
ing), VR-Max productions use 
live capture, animation, real-
time walk-throughs and games 
to send the desired message or 
create the desired experience.

Custom productions can be 
designed for specialty screens.

Based in Minneapolis, Minn., the company can easily accommodate 
Canadian meetings and events, says president Craig Sinard.

Minimum lead time is six weeks (three months is typical). vr-max.com

The cra�  of acting requires skill sets that also apply 
to the business world.

Poise, communication, creative decision-making, 
concentration, single-mindedness—they’re all 
necessary in the acting and business worlds.

With that in mind, why not organize acting 
workshops for your next corporate meeting or 
retreat? Contact your city’s acting school or theatre 
organization, many of which off er, or can create, 
corporate classes tailored to your needs.

Alternatively, comedy organizations (such 
as Second City or Theatresports) o� en provide 
workshops, in improv or presentation skills, that can 
relate to corporate groups as well.

And it sure beats the heck out of a PowerPoint 
presentation. theatresports.org; secondcity.com

> HOT IDEA > HOT IDEA

Domed Video Screen Corporate Acting Workshops

MeetingPoints.indd   8 11/15/11   10:42:15 AM
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INTIMACY ON A GRAND SCALE 100,000 SQUARE FEET OF IT

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 affiliated companies. Used with permission.

#1 - Meetings & Incentive Travel Magazine - 10-31-2011

Your colleagues will be in awe when attending events in the Convention 

Centre at Caesars Windsor. Two floors, 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 guest rooms and luxurious amenities, and a spectacular 

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

CaesarsWindsor.com.

Best Overall Hotel & Gaming Resort
11th Consecutive Year

Casino Player Magazine – Best of Gaming 2011
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Devising innovative, clever and engaging activities for seen-it-all groups 
can be a huge challenge. Making your job much easier is Masters of the 
Hunt, which specializes in designing customized scavenger hunts that 
can be tailored to your groups’ or clients’ needs.

The Orlando, Fla.-based company o� ers programmes such as corpo-
rate team-building, and clue-driven diamond-ring and fundraiser hunts.

At trade shows, clue-driven hunts can drive tra�  c into all exhibitor 
booths (or just VIP booths) and drive attendees to certain education ses-
sions (or educate them on the show itself).

Hunts can be customized to fi t iPads and smart phones.
According to a company spokesman, Masters of the Hunt can create 

programmes for groups in Canada, but needs two to four weeks’ lead 
time, depending on the project’s complexity.
mastersofthehunt.com

Customized Scavenger Hunts
> HOT IDEA

Devising innovative, clever and engaging activities for seen-it-all groups 
can be a huge challenge. Making your job much easier is Masters of the 
Hunt, which specializes in designing customized scavenger hunts that 
can be tailored to your groups’ or clients’ needs.

rate team-building, and clue-driven diamond-ring and fundraiser hunts.

booths (or just VIP booths) and drive attendees to certain education ses-
sions (or educate them on the show itself).

programmes for groups in Canada, but needs two to four weeks’ lead 
time, depending on the project’s complexity.
mastersofthehunt.com

Customized Scavenger Hunts

MeetingPoints.indd   9 11/15/11   10:42:22 AM
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 Meeting POINTS

> TRAVEL GEAR > HOT IDEA

Keep time on the road, and do much else, with the Global 
Explorer alarm clock. Besides displaying the time, this 
multitasking clock stores contacts, appointments and 
meeting details—up to 100 entries. Other features include 
a calculator with memory functions and stopwatch with lap 
counter and countdown timer.

In ‘time’ mode, it displays hour, minute and seconds, 
as well as the date, day of the week, month and year. For 
convenience, there’s a 12- or 24-hour display and daylight-
savings function.

To make sure you don’t sleep through any appointments, it 
features an alarm, with snooze function, along with a world-
time mode, with the times of 50 major cities and a map 
showing their location. Canadian orders ship in 10 to 15 days. 
redscarfpromotions.com

Camera/Gadget Bag
Travel Alarm Clock

NightWave is a godsend to 
anyone who’s had trouble 
sleeping in hotels on the road, because of jet lag or being 
in an unfamilar bed—or both.

By providing an external cue giving the user a mental 
diversion from the active thoughts that crowd the mind, 
especially when travelling on business, NightWave guides 
users in a pre-sleep relaxation routine in their bedroom.

The gentle oscillation of the hue produced by Night-
Wave acts as a visual metronome to which users can syn-
chronize their breathing and invoke a relaxation response. 

Canadian orders ship in two to three weeks.
nightwave.com

Electronic 
Sleep Aid

> TRAVEL GEAR> TRAVEL GEAR

German luxury luggage maker Rimowa has 
launched Salsa Deluxe Hybrid, a line tailored to 
North American business travellers.

Three outer-front pockets hold magazines and 
business documents. The kevlar-reinforced pocket 
material is tear-resistant and abrasion-proof.

A Multiwheel system and countersunk 
combination lock, with ABUS TSA cylinder, 
enables airport authorities to open the case without 
damaging the lock.

Available in black, brown, oriental red and seal 
grey, and in four diff erent sizes.

Sold at select Canadian retailers or by phone 
order. Canadian orders ship within four days.
rimowa.de/gateway/select/

Business-Traveller-Tailored Luggage

The Great Smoky 
Mountain 673 

messenger-style, 
utility camera and 
gadget bag features 

a well-padded shoul-
der strap and a notebook 

pocket on the back, accommodating a 
15.5-inch laptop.

Made from water-resistant 600D nylon, the bag features 
dense, closed-cell foam reinforced with thin plastic, for excel-
lent impact absorption, and has a non-abrasive interior, with 
soft felt lining.

Besides a laptop, it can carry a regular or pro SLR camera 
body with multiple lenses. Inside, large dividers create four 
separate sections; four small dividers further partition those 
sections horizontally (for top and below use) or vertically (for 
side-by-side use).

Available in four colors. Canadian orders ship in fi ve to 
eight business days. m-rock.com

MeetingPoints.indd   10 11/15/11   10:42:24 AM
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IDEAS ARE ONLY
AS GOOD AS THEIR
INSPIRATION

Inspired Conferencing.

WHITE OAKS CONFERENCE RESORT
NIAGARA -on - the - LAKE ,  ONTARIO
1.800.263.5766 / whiteoaksresort.com

On Oct. 5, the Venues Aligned for Sustain-
ability Excellence (VASE) gathered at the 
Hilton Garden Inn Toronto Airport for a 
board meeting, to which M+IT publisher 
Sonja Chilcott and managing editor Don 
Doulo�  were invited. A sustainable hos-
pitality consortium created by Partners in 
Project Green, VASE comprises the Inter-
national Centre, Woodbine Entertainment 
Group, the Delta Toronto Airport West, 
Hilton Garden Inn Toronto Airport and the 
Greater Toronto Airport Authority.

During the day-long meeting, each 
member updated the group on their latest 
sustainability best practices. Later, Maggie 
Martins, the Hilton Garden Inn’s director 
of sales and marketing, led the group on a 
tour of the hotel, during which members 
were encouraged to provide suggestions 
on how each area’s operation could be 
improved by eco-friendly practices.

A running theme: Becoming more eco-
friendly doesn’t have to be an expensive, 
elaborate process, and even small changes 
in green practices can have a big impact. 

For info on how to join the VASE con-
sortium, visit partnersinprojectgreen.com 
—Don Douloff 

> CONFERENCE WRAP-UPS

VASE Board Meeting

Put on your thinking cap and start pu� ing together your list of worthy nominees 
for M+IT’s 2012 Hall of Fame. Your candidates could end up joining such industry 
luminaries as Duff  Shaw, Don Brommet, Jane Wallbridge and Les Selby, CMP, CMM. 
Nominations open Feb. 1, 2012. Visit MeetingsCanada.com for details. 

> M+IT ’S 2012 HALL OF FAME NEEDS YOU!

See page 14 for photos from VASE.

Holiday time is just around the corner, so 
mark your calendar now for these festive 
events across the country: 

MPI Toronto and B.C. Chapters  >
Holiday Gala, Dec. 1;
MPI Ottawa Chapter ‘Festive  >
Flicks’ lunch, Dec. 8; 
MPI Manitoba Chapter  >
Holiday Dinner, Dec. 8; 
Site Canada Holiday Social, >  Dec. 14; 
MPI Greater Edmonton Chapter  >
Holiday Mixer, Dec. 14; 
CAEM Holiday Luncheon,  > Dec. 14.

> HOLIDAY EVENTS

MeetingPoints.indd   11 11/15/11   10:42:32 AM

http://www.partnersinprojectgreen.com


12 MeetingsCanada.com Visit meetingscanada.com for daily news updates

 Meeting POINTS

After 20 great 
years… we’re just 
getting started!

THANK YOU TO EVERYONE 
WHO PARTICIPATED IN THE 
20TH ANNIVERSARY EDITION 

OF INCENTIVEWORKS!

“Congratulations! Great trade show with 
valuable event suppliers, I look forward to 
 next year.” ~ Cristina Sufrim, Ingram Micro

“Keep up the great work!! Still my 
 favourite annual activity!!”  

~ Gael Little, Conference Direct

SAVE THE DATE!  
IncentiveWorks 2012 will take 
place on August 21 + 22, 2012 

SAVE THE DATE! SAVE THE DATE! SAVE THE DATE! 

INTERESTED IN EXHIBITING?  
Contact Melissa Scott at

mscott@meetingscanada.com 

> CONFERENCE WRAP-UP

IMEX America, Las Vegas

For the fi rst time ever, the IMEX trade show and conference took 
place in North America—Las Vegas, to be precise, which hosted the 
huge event Oct. 9-11 at the Venetian/Palazzo hotels and adjacent 
Sands Expo and Convention Center.

The numbers tell the tale: Nearly 2,000 exhibitors (from 147 
countries) in 300 booths; 3,700 show visitors (2,000 hosted buy-
ers and 1,700 attendees); 14 co-located events (including the PCMA 
International Summit 2011 and the Site International Conference 
2011); 150 exhibitor events; 98 education sessions.

Among the more engaging education presenters were Rohit 
Talwar, CEO of Fast Future, who detailed some intriguing business 
trends and how they could a� ect the MICE industry. Paul Salinger, 
vice-president, marketing, for Oracle, outlined next practices in 
sustainable meetings. And Michael Doyle, of Virtual Edge, put forth 
the idea that the virtual component of hybrid events creates a 
larger audience for that event that, ultimately, drives larger face-
to-face attendance.

On the fun side, Tourism Toronto hosted a lively welcome 
reception on the Tuesday, and on the Wednesday, hosted a by-
invitation-only dinner for about 30 people at delicious Bradley 
Ogden restaurant, in Caesars Palace (three of us from M+IT were 
there: yours truly; Robin Paisley, GM of IncentiveWorks; and sales 
manager Alanna McQuaid). That dinner preceded the MPI Founda-
tion’s Rendezvous gala, at snazzy Pure nightclub, in Caesars. The 
wrap-around view of the Vegas Strip, from Pure’s outdoor terrace, 
was stunning. A raucous time was had by all! —Don Douloff 

IMEX America, Las Vegas

Left to right: Tourism Toronto’s Jon Hixon and Julie Holmen; M+IT’s Robin 
Paisley; and Encore Web Studios’ Joseph Lo at MPI Foundation’s Oct. 12 Ren-
dezvous gala, at PURE nightclub, in Caesars Palace, during IMEX America.

See page 14 to see more photos from IMEX America. 

MeetingPoints.indd   12 11/15/11   10:42:35 AM
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> CONFERENCE WRAP-UPS

CanSPEP Day

MPI Toronto 
Professional 
Development Session

On Oct. 6, CanSPEP Day: Are You Posi-
tioned For Success? attracted 45 attendees 
to Toronto’s On the Park Events & Confer-
ence Centre, where a host of engaging 
speakers led informative sessions.

For instance, morning keynote Warren 
Evans, CSP, president of The Service Excel-
lence Group Inc., outlined 10 Things You 
Should Be Doing Now—A Leader’s To Do 
List For Success. Lacing his presentation 
with humour and insight, Evans detailed 
specifi c strategies that business leaders can 
use to move their organizations forward. 
He outlined key trends that are reshaping 
our markets and our world of work.

Following a bu� et lunch, attendees 
broke o�  into three concurrent sessions, 
including one led by marketing expert 
Patti Pokorchak, MBA, who, in her interac-
tive workshop, gave tips on getting new 
customers. Closing keynote, comedienne 
and broadcaster Judy Croon, described, 
hilariously, how she deals with hecklers in 
her standup-comedy act, and how planners 
can apply those techniques when dealing 
with di�  cult clients. canspep.ca 
—Don Douloff 

At MPI Toronto’s Professional Development 
session, on Oct. 6, Doug Bolger of L(earn)2 
led an interactive workshop at the Ontario 
Science Centre. A group of about 40 plan-
ners and suppliers identifi ed any and all 
issues planners had, working with suppliers, 
and vice versa, airing grievances by writing 
positives and negatives on the wall. Key 
themes included transparency, deadlines, 
two-way communication, fl exibility, degree 
of knowledge, realistic expectations and 
cold calls. Each group worked together to 
defi ne every concern and develop a strategy 
to improve planner-supplier relations. 
— Christine Otsuka

Left to right: Brenda Carter, MPI Toronto; 
Doug Bolger, L(earn)2; and Christine Otsuka, 
M+IT, at MPI Toronto’s Professional 
Development Session.

Left to right:Left to right:
Doug Bolger, L(earn)2; and Christine Otsuka, 
M+IT
Development Session.

See page 14 for CanSPEP day photos.
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VASE Board Meeting  
Left to right: Brett Wills, HPS; Sonja Chilcott, M+IT; Julie Holmen, Tourism 
Toronto; Derek Gray, GTAA; Trevor Lui, International Centre; Maggie 
Martins, Hilton Garden Inn Toronto Airport; Sonya Poorter, International 
Centre; Joseph Araujo, Woodbine Entertainment.

IMEX AMERICA 

On Oct. 12, a large and spirited crowd thronged PURE nightclub, at 
Caesars Palace, for MPI Foundation’s Rendezvous gala.
Top: Rose Timmerman-Gitzi (left) and Roni Feldman. Middle, left: D.R. 
Smith, CMP, CVS Caremark (left) and Carvie Gillikin, Fourth Wall Events. 
Bottom, left to right: Jean Pierre Cartier, emc2 event management; 
Trish Ryter, ConferenceDirect; Terri Russell, CMP, Starwood Hotels; and 
Denis Rufi n, Travel Concepts. Middle, right: Show fl oor—Geo�  Mak, CMP, 
Allstream Centre, and Jodi Spivak, Hotel Le Germain Maple Leaf Square.

CanSpep Day 
Below: Heidi Wilker, CMP, event planner/owner, Blessed Events, 
addresses the lunchtime crowd at On the Park Events & 
Conference Centre, in Toronto. Below, right: Scott Smith, senior 
manager, JPR Meeting Rooms. 

IACC Canadian Copper Skillet 
Competition  
For the third year in a row, executive chef Murray Hall, of BMO 
Institute for Learning, won the International Association of Conference 
Centre’s (IACC) Canadian Copper Skillet Award, after an Iron 
Chef-style competition on Oct. 28, at White Oaks Resort and Spa, 
in Niagara-on-the-Lake, Ont., in which six chefs competed from 
IACC properties across Canada. Hall advances to the 2012 IACC 
International Competition, March 21, 2012, at La Torretta Lake Resort, 
in Montgomery, Texas. —Alanna McQuaid.
Top, left to right: M+IT’s Alanna McQuaid; chef Murray Hall; Richard Reid, 
White Oaks Resort and Spa.

MeetingsCanada.com

manager, JPR Meeting Rooms. 
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TRULY MEMORABLE MEETINGS. 
NOW WITH TRULY  
UNFORGETTABLE REWARDS.

At every InterContinental®, the custom-tailored Insider Collection offers a range of memorable delegate 
experiences designed to make the authentic local culture an integral part of the meeting. Add the legendary 
hospitality, the genuinely warm welcome, the impeccable attention to detail, and this is a meeting nobody will 
forget anytime soon. Nor will you. Because, right now, you can earn up to 500,000 bonus Priority Club® points 
for every meeting booked by October 31, 2011 and consumed by December 30, 2011. And up to a million bonus 
points for every meeting booked by January 31, 2012 and consumed between January 1 and March 31, 2012. 
Which could definitely help you create some memorable experiences of your own.

Meeting Planner and Referring Third Party must be members of Priority Club 
Meeting Rewards prior to booking. Offer available at participating 
InterContinental Hotels & Resorts, in the U.S., Canada, Mexico and Latin 
America for a qualified meeting. Qualified meeting must be booked by  
October 31, 2011 and conducted by December 30, 2011. A qualified meeting or 
group stay requires twenty five or more paid guest rooms for at least one peak 
night of the event and must include qualified catering/banqueting events. 
Subject to availability and blackout dates. Cannot be combined with any other 
offer. Not valid with group bookings affiliated with city-wide conventions. 
Planner must request bonus points offer and it must be recorded in the hotel 
sales contract at time of booking. 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.

For more information, visit 
intercontinental.com/meetingbonusca

MONTREAL   
TORONTO CENTRE 

Do you live an InterContinental life?
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A sumptuous South Asian theme animated the after-
party for the International Indian Film Academy awards, 
which attracted 1,200 people to the Fairmont Royal 
York, in Toronto. Guests dined on Indian-themed food 
and partied until 6:00 a.m. written by Don Douloff   

photos by liberty entertainment Group

After Party

event details
DeCor tHeme: Design approach: Elegant, under-
stated South Asian—tall white flower arrangements, 
white and gold draping, and white mirrored furniture. 
Main reception entry draped in white sheer fabric, 
with shimmering gold accents. In main ballroom, a line 
of beds served as seating, topped with gold and white 
pillows; canopied, round, king-size bed, imported black 
lacquer Asian table tented in white and gold drapery 
with miniature, taj-inspired motif.

f&b: Middle Eastern shawarma and Indian-themed 
food served at stations positioned throughout space. 
Highlights included kulfi (Indian-style ice cream)  
frozen with liquid nitrogen while guests watched.

manaGinG tHe SpaCe: The majestic architectural 
and design treatments of the Royal York Hotel ball-
rooms and reception areas created a spectacular back-
drop for the relaxed Bedouin theme. The main challenge 
was to create a cohesive party in the six different 
rooms/areas assigned for the event. At first, it appeared 
that it would be difficult to get people to flow through 
the space. The space was divided into main ballroom 
and reception foyer / two satellite rooms and their 
respective reception areas, which worked really well.

StretCHinG tHe buDGet: Furniture was provided 
at a substantial discount, and in-house team provided 
setup and tear-down. In both cases, the cost savings 
were passed on to the IIFA.

BeScene - IFFA.indd   16 11/14/11   3:27:25 PM
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planning primer
Lead Planners: Noreen Khan (IIFA awards) and Rohit 
Samuel, Wizcraft International Entertainment (after party) 
Venue & Catering: Fairmont Royal York Design: Creative 
Design Production—Nadia Di Donato, Liberty Entertainment 
Group Rentals: Lounge Rentals Lighting & AV: Westbury 
Flowers: Luc Leclerc, Liberty Entertainment Group Security: 
Fairmont Royal York/IIFA Staffing: Fairmont Royal York

BeScene - IFFA.indd   17 11/14/11   3:27:32 PM
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Is It Time to Cut Price?
Cutting price should always be your last resort. Knowing when it’s absolutely necessary, and how to 
do it so as not to erode profi ts, will save you in the long run. wri� en by KEN WONG

T
he economic climate is uncertain. 
Customers are looking to contain, if not 
reduce, costs. Suppliers are being asked 
for price cuts or pared-back products in 

order to meet customer budgets. Sooner or later, 
we have to ask, “Is it time to cut price?” The risks: 
cut too soon and you leave money on the table. 
Wait too long and you’re out of business.

WHEN TO CUT PRICE
Cutting price should always be the last option you 
consider. Nothing erodes profi ts faster, since there 
is rarely enough sustainable volume available to 
o� set the margin loss. In addition, many a product 
has found itself stripped of its core quality as mar-
gin-preserving cost cuts were made. 

However, there are times when price cuts are 
the only alternative. This is true whenever the 
price premium refl ects costs that create a type or 
level of quality beyond that desired by the cus-
tomer. In short, the product is not so much 
over-priced as it is over-specifi ed.

In these cases, cutting price will enable you to 
hold onto the sale. However, your lower margin on 
the sale will make you less profi table today and 
less able to make the investments that will keep 
the business strong. As such, cutting price should 
be seen as the fi rst step in a multi-stage project 
that must fi nd a way to reduce costs sustainably. 

WHEN NOT TO CUT PRICE
Without a monopoly, there is just one way to jus-
tify a premium price in B2B markets. The 
justifi cation is based on ‘total cost in use’: your 
product more than compensates for its higher 
price by reducing other costs for the customer.

An easy way to estimate your value-add is by 
listing the various actions your client has to do in 
order to (a) acquire your product; (b) install and 
start using it and (c) maintain it over time. When 
you perform one or more of those actions, you are 

‘adding value’ to your product. Perform enough of 
those value-adds and you can show customers 
that they, in fact, save money by paying you a 
higher price than the competition charges. 

EDUCATING THE BUYER
If you’ve done your homework, then you now have 
a set of numbers that justifi es your price. There 
are two major reasons why customers may still 
see you as over-priced: they don’t like your num-
bers or they don’t see your numbers.

Customers may question the credibility of your 
numbers (i.e. “you’re just saying them to make a 
sale”). As a result, you need to either develop a 
model into which the customer can inject their 
own real data OR you need to fi nd a third party 

—trade associations, consultant’s studies and white 
papers, etc.—to substantiate your estimates. 
However you do it, you MUST put numbers to your 
claim of value-added service or your claim will not 
be accepted. This is especially true if you are sell-
ing through a procurement department and/or 
after scrutiny by a CFO-type. 

Despite this, you almost never see anyone with 
the courage to make a strong, economics-based, 
value-added appeal in an advertisement or sales 
presentation. Admittedly, there is a risk to making 
such claims: which is exactly why they work so 
well. Consider the case of GE Capital under Jack 
Welch. They boasted that for every $1 of premium 
price in their car leases, they saved clients $3-$4 
in car operating costs: a claim that met such 
acceptance, it changed how the fl eet manage-
ment industry operated. 

The fi rms that survive and thrive in these di�  -
cult times will be those that can articulate and 
prove their value claim. The message may not 
sound glitzy or cute, but it’s what everyone wants 
to buy these days. Add a spreadsheet to your next 
slide deck. The discussion of your numbers will be 
the best advertising you ever presented. 

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
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Participant-Driven Incentives
Gazing into the looking glass for a peek at the future of incentive travel, one key area stands out—to achieve 
successful programmes, keep your participant at the centre of your design strategy. wri� en by JIM RUSZALA

G
azing into the looking glass for a peek at the future 
of incentive travel, one key area stands out as a 
distinct focal point—incentive-travel design. The 
industry has greatly capitalized on driving opera-

tional cost e�  ciencies and achieving fl awless execution. But 
it’s even more important that we ensure our strategies lead us 
down the best paths of participant engagement if we’re going 
to achieve today’s more aggressive business objectives. This 
requires a more people-centred set of design practices that is 
connected to, and aligned with, participant stakeholders. Here 
are some elements to consider as you begin incentive-travel 
design discussions for 2012 programmes:

CONSIDER PARTICIPANT-DRIVEN DESIGN 
Participants will continue to have a stronger hand in co-creat-
ing incentive travel design. While we’ve asked participants 
post-programme what they thought about their experiences, 
we’re realizing we also need to ask them what they hope to 

experience beforehand. It’s this forward-looking view that 
helps organizations unlock greater potential value that exists 
to better motivate incentive-travel participants. This practice 
will be key for those organizations that want to move perfor-
mance outcomes from ‘good to ‘better.’

GO BEYOND GENERATIONAL DIVERSITY
Today’s participants are more diverse than ever. This is com-
monly thought of as “generational di� erences,” but 
incentive-travel design decisions have to go beyond this as a 
sole consideration point. For instance, experiential, educa-
tional and cultural diversity are other considerations that 
simple generational segmentations don’t take into account. 
These and other forms of diversity infl uence how we think and 
act at the organizational and participant level. The growing 
engagement of incentive-travel participants in conversations 
during the design stage will help lead to improved decisions, 
stronger motivational appeal and better business outcomes.
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MAINTAIN MOTIVATIONAL ENGAGEMENT
The past few years, there have been consolidations—organiza-
tionally and incentive-travel specifi c—plus a shift to more 
open-ended incentive programme structures. These result in 
more participation and more earners on programmes. So, 
what about the ability to e� ectively network, and interact 
between peers, management and leadership? Engaging with 
one another doesn’t have to diminish, and organizations are 
looking for the best options from the participants’ viewpoint. 
These are resulting in programme waves, where two or more 
groups follow one another at a destination to maintain cost 
and operational e�  ciencies, but also retain high levels of 
engagement with more manageable attendee levels. In addi-
tion, organizations also are creating tiered performance 
thresholds that keep earners engaged even after they achieve 
minimum programme goals, so they have the opportunity to 
further up their reward and recognition experience.

REDESIGN QUALIFICATION STRUCTURES
So the waters of open-ended versus closed-ended qualifi ca-
tion structures will be tested once again, but there’s more to it.  
But this approach to rewarding and recognizing performance 
comes with higher performance standards for achievement. A 
limiting factor is that closed-ended incentive-travel qualifi ca-
tion structures are often meaningful to only a separate number 
within the participant base—top-performing ‘A-players.’ 

Breakthrough performance will 
require new thinking about how to 
engage the participant audience. This 
will spark deeper discussions on quali-
fi cation structures (open vs. closed) 
and the potential returns for added, 
more targeted incentive-travel pro-
gramme tiers—think of these as 
programmes based on which levels of 
performance participants achieve. 
These added programmes might 
involve di� erent features, or be sepa-
rate designs to provide a stairway of 
motivated performance.

Understanding what’s important 
from the participants’ viewpoint has 
to do more with what views are 
shared between the organization and 
their programme participants—past, 
present and future. This doesn’t occur in a vacuum. It has to 
involve active and ongoing e� orts to understand clearly and 
gain insights on participants’ needs, wants and preferences. 
Every organization is unique—so, too, are their incentive-travel 
participants. Don’t gamble on your programme design. To 
achieve successful incentive-travel programmes, keep your 
participant at the centre of your design strategy. 

Jim Ruszala is director of 
marketing at St. Louis-based 
Maritz Travel Co. E-mail: 
jim.ruszala@maritz.com
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ny anniversary ending in a zero always 
inspires a little soul-searching. This year, 
M+IT celebrates our 40th anniversary—four 

decades as the magazine-of-record for the Canadian busi-
ness events industry. But rather than look back, we decided 
to look forward. So we reached out to you, our readers—
planners and suppliers coast-to-coast—and asked a crucial 
question: What can the meetings community do, to make 
our industry better?

Certainly, the recent past has been turbulent and unset-
tling. The economic downturn of 2008-2010, coupled with the 
demonization of incentives and corporate retreats as boon-
doggles, delivered a big hit to meetings and events. That 
general skittishness has made the decision-makers and purs-
estring-holders extra-sensitive to budgets, which have gotten 
tighter and forced planners to sharpen their pencils and 
squeeze maximum value out of every dollar. Yes, business has 
improved over the past 18 months, but a fragile world econ-
omy means things could turn sour again in a heartbeat.

Lead times are getting shorter, to the point where planners 
are being forced to work miracles in as little as 30 days out. 
Technology is changing so fast, and transforming so many 
facets of meetings and events—marketing, registration and 

seemingly every aspect of attendee’s on-site meeting and 
event experience, as well as pre and post—that keeping up 
can seem impossible. Virtual-only meetings and hybrid meet-
ings (a blend of live and virtual) are gaining traction, but will 
the virtual cannibalize the audience for the live?

More than ever, planners are under pressure to prove the 
value of what they do, to demonstrate the return-on-invest-
ment of meetings and events, and the role they have in 
driving the business success (read: sales and revenue genera-
tion) of the companies that sponsor or fi nance them.

So it was against this framework that we asked what’s on 
your mind.

Not surprisingly, the opportunity to share ideas and 
thoughts, and contribute collaboratively to making our indus-
try better, generated excitement (and, as you’ll read, a raft of 
thoughtful, insightful comments).

Ideas ranged from the individual level to entire shifts in the 
industry, proving that you think big and broad-scope—outside 
yourselves. While the ideas covered a range of subject areas, 
some themes emerged: Improving processes and ethical 
transparency; the need to communicate our industry’s value 
and its importance to the wider business world; and raising 
the level of professionalism, to name a few. —M+IT Staff 
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Make meetings cool again. Take a page from 
TED’s book and countless nightclubs since the roaring 
twenties—you have to be invited to attend. That means 
making conventions relevant, and not just annual and 
automatic. It means reinventing each and every conven-
tion, every year. It means accepting expressions of 
interest just to attend, and it means limiting breakouts, 
if there are any, to meaningful and relevant topics. Trade 
shows would evolve into a hosted-buyer-type format—
you have to have an appointment to get in and exhibitors 
would be invited to exhibit. Networking events would 
be few and exclusive. Destinations would be selected, 
not haggled over.

JEREMY TYRRELL, Senior Manager,
Resorts, Hotel & Convention Sales, 

Caesars Windsor

I think the industry associations, paired with 
the publications, need to spend more time 
and money educating the buyers on current 
research on human behaviour and what really 
motivates them. And not just a simple list of money, 
travel, merchandise…we need to get right into their heads 
and hearts. Then we educate the buyer. It boggles my 
mind when I look at today’s top-fi ve banks, as an exam-
ple, and see how they compensate their fi nancial planners 
for the wrong behaviours to achieve their goals.

PAUL MARCHILDON, CITE, Founder, 
Atlantis Creative Group,

 M+IT Hall of Fame Member

From my corner of the promo world, clients 
need to spend some of their budget dollars 
on motivating their staff at least one year 
prior to the trip. This can be rolled as three tiers, 
eliminating those who do not make the cut and igniting 
some competition amongst the sta� . O� er the ‘big’ prize 
for the winner, second and third place. Plan, plan, plan, 
and make it an exciting journey to the destination.

JOANNA WISEBERG,
President, Founder, 

Red Scarf Promotions

Continued recognition of industry success 
and contributions of industry stars.

JEAN SILZER, 
CMP, President,

Details Convention & Event Management Inc., 
M+IT Hall of Fame Member

Total collaboration between the different 
associations within the meetings industry, to 
have a stronger voice in our communities and to dem-
onstrate the fi nancial impact the meetings industry has 
in our local economies.

MARCELO DEOLIVEIRA, 
Sales & Marketing Manager, 

Hard Rock Cafe Toronto

Do a better job explaining the benefi ts gen-
erated from meetings to the public and 
private sector. Although we are very interconnected, 
the meeting sector is distinct from tourism/hospitality 
and we need to underline what sets us apart.

PEGGY NIEGHORN, 
Project Liaison/Manager, 

Communications & Government Relations, 
Ottawa Convention Centre 
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Wireless everywhere. Hotels and conference facili-
ties need to stop charging for WiFi/Internet access and 
o� er the ability to connect remotely in their buildings. 
Hotels need to add chargers/power stations, with various 
attachments, to their in-room amenities and convention 
centres need to add charging stations, not as a sponsor-
ship opportunity, but as standard practice.

JULIE HOLMEN, Director of Sales, 
Corporate & Incentive, Tourism Toronto, 

M+IT Hall of Fame Member

Find ways to communicate to programme 
attendees that meet their needs (via mobile, 
social media, new technologies, etc.).

LES SELBY, CMP, CMM, 
Manager, Strategic Delivery, Aimia, 

M+IT Hall of Fame Member

A centralized website where associations and 
corporate planners can post their RFPs and 
what geographic area they are considering for the next 
opportunity.

The Team at the 
LONDON, ONT., CONVENTION CENTRE

Work smarter, not harder. There are a number of 
free, shared document options which allow you and 
your collaborators and stakeholders to add, edit and 
view documents, spreadsheets and fl oorplans, all from 
your own computers. This eliminates various versions of 
attachments and allows real-time viewing of the infor-
mation. This also cuts down on meeting time and 
travelling time, as well as paper and ink use.

FRANCINE SOCKET, 
Principal, Francine Socket & Associates, 

Event Architects

Our industry leaders need to continue to take 
risks. Hybrid events, event camps, social gaming [are] 
all unique ideas that have changed the way we conduct 
our meetings the past few years. The fear of our dying 
industry, with the dawn of technology and the economic 
downturn, should now be eradicated and we should all 
feel empowered to try new things with the technologies 
that we use.

LEANNE CALDERWOOD, CMP,
Director, Global Accounts,

HelmsBriscoe

We need to do a better job of quantifying the 
value of face-to-face meetings. After all, peace 
accords and union negotiations are not done via webi-
nar or conference call! We seem to be able to survey and 
measure everything else, why couldn’t we measure how 
face-to-face meetings improve innovation, help solve 
problems, build trust, etc.? Then maybe corporations 
and governments wouldn’t be so quick to cut meetings 
at the fi rst sign of an economic downturn.

DOREEN ASHTON WAGNER, 
Chief Strategist & Managing Director, 

Greenfi eld Services Inc.

Meetings and convention venues continue to 
require infrastructure capital and ongoing 
upgrade investment. Critical in securing this capi-
tal investment will be the communication of the overall 
benefi cial deliverables our industry returns to our cities 
each year. Our industry must improve on our ability to 
communicate this important message transparently and 
succinctly, in order to be understood by members of the 
general public, government and key stakeholders who 
will prioritize these funding decisions.

DAVE SCLANDERS, 
Executive Director, 

Business Development, 
Calgary TELUS Convention Centre
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Adopt and contribute to the development of 
the Meeting and Business Events Competencies 
Standards: the fi rst comprehensive, government rec-
ognized, competencies standards that defi ne our 
profession. It will inform the development of a curricu-
lum guide for universities and academic institutions as 
well as the new Certifi ed Meeting Professional designa-
tion. It has the potential, within 20 years, to provide 
clearer career paths, more consistent job descriptions, 
converging curricula and recognition of meeting plan-
ning as a true profession.

DIDIER SCAILLET, 
Chief Development O�  cer, MPI & MPI Foundation

We should have a set of standards for a third 
category—that is, meeting professional. The 
result would be meeting coordinator, meeting manager 
and meeting professional. The term ‘meeting planner’ 
should go the way of the caveman. The term ‘meeting 
manager’ or ‘meeting professional’ should replace it. 
Further research in many relevant areas, one being a 
way to demonstrate the cost e� ectiveness of using a 
professional meeting manager, regardless of whether 
the manager is internal or external.

DUFF SHAW, CMP, CITE, 
Ryerson University (Retired), 

M+IT Hall of Fame Member

To set the bar for standards and practices 
within the meetings and events industry, meet-
ing professionals should be encouraged to become 
‘Certifi ed Meeting Professionals’ with the Convention 
Industry Council. Senior industry professionals should 
also strongly consider their ‘Certifi ed Meeting 
Management’ certifi cation. Both these certifi cations 
speak volumes to the growing industry we all work in, 
and indicate the level of professionalism we aspire to in 
our careers. Above all, these standards will ensure we’re 
all speaking the same language when working together 
on meetings and events.

NATALIE WILSON, CMP, Manager, 
Corporate Events, Communications & Marketing, 

RBC Global Asset Management Inc. 

The challenge is that we have so many facets 
to the industry and business strategies, that it becomes 
hard to say which are right or wrong. Should there be 
one governing body, similar to the Bar Association or 
College of Physicians? How would this work and would 
our clients buy in? We could only achieve something like 
this with clear recognition as an industry.

JOE ORECCHIO, Account Executive,
CWT Meetings & Events

Educate partner suppliers, so they ask the appro-
priate questions, to ensure logistics are perfect.
LES SELBY, CMP, CMM, Manager, Strategic Delivery, 

Aimia, M+IT Hall of Fame Member

IMPROVED ETHICS 
WITHIN THE INDUSTRY: 
too many giveaways to unqualifi ed clients... planners have a 
responsibility to be more ethical in accepting those invites.
I would like to see our industry improve in this area, perhaps 
more tactful scrutinizing of those to be invited?

— SANDRA WOOD, CMP, Annual Meeting Manager, 
Meetings & Travel Management, 

Canadian Medical Association
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Hire well-educated staff. More and more colleges 
and universities are o� ering event-management courses 
and the students coming out of these programmes have 
a good handle on the demands of the industry and bring 
a very professional approach. The industry needs to uti-
lize this energetic and informed group of talented 
employees to further our businesses.

TERRY MANION, 
Vice-President,

Meridican Incentive Consultants

Sustainability and CSR need to continue to be 
front and centre. We all need to be cognizant of how 
conferences/events/festivals deplete natural resources 
and leave behind a great deal of waste, and what can 
we all do to help with that? 

SANDY BIBACK, CMP, CMM, Founder, 
Imagination+ Meeting Planners Inc., 

M+IT Hall of Fame Member

Sustain your event through local sourcing.
Costs continue to mount: fuel, food, transportation, etc. 
Localize all your event needs and source regional enter-
tainment, suppliers, venue, food, etc.

TREVOR LUI, 
Director of Operations & Sustainability,

 International Centre

The old-style dog-and-pony-show-type con-
ference and trade show is transforming into 
more of a community type of event. The defi ni-
tion of community is, individuals within a certain industry 
or set of like industries that have similar focus, goals, 
mission and values. Trends like hosted buyer pro-
grammes are the leading edge of some of these changes. 
Interactive and simultaneous events held in multiple 
venues in separate parts of the world will stimulate new 
ideas and change. Twitter and social networking will, of 
course, be front and centre to these changes and as 
these programmes mature and others come on line, 
we’ll have to adapt. But I believe the real key is that orga-
nizers need to improve their use of data to better target 
and personalize event promotion, which will in turn pro-
vide more measurable value to sponsors, attendees, 
organizers and the community as a whole.

DON LEDDY,
Senior Account Executive, 

Exhibition Place/Direct Energy 
Centre/Allstream Centre

Meeting planners and hotels should continue 
to work closely on safety and security proce-
dures in the future.

VITO CURALLI, 
Managing Director of Sales, 

Canada, Latin America & International, 
Hilton Worldwide Sales

Inconsistency of facility bills. It’s di�  cult to read 
facility bills. One thing that would make the industry 
better is if there was a clean, crisp invoicing system.

ROZANNE LYONS, CMP, 
Senior Project Manager, 

Intertask Conferences Limited

Return of exhibit/trade-show component to 
industry-association shows.

RICCARDA GALIOTO, 
Meetings Manager/O�  ce Manager, 

Association of Medical Microbiology & 
Infectious Disease Canada

M+IT Hall of Fame Member

FOCUS ON HEALTH 
AND WELL-BEING: 
Nutrition facts [should] be 
displayed for every food 
and beverage item served 
during a meeting, event or 
conference, indicating the 
nutrition facts per serving.

—TAMER MECKY, 
Account Executive, 

Exhibition Place/Direct Energy 
Centre/Allstream Centre
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Better metrics for measuring events.
ANN CLEMENSEN, Director, 

Events & Exhibitions, Business Development, 
Antian Professional Services Inc.

Hotels and destinations may wish to change 
the way they present themselves to potential 
clients. Instead of quoting facts and fi gures right away, 
they should describe the feeling, and the unique 
experience(s), that guests and participants will have by 
choosing their property/destination. With today’s tech-
nology, there is an opportunity to customize their 
approach to individual clients.

VLAD HALTIGIN, CITE, Producer,
 Dreams & Memories, PDM(i)

More relevant statistics, on a regional and 
local level, so when developing marketing plans, the 
businesses can see what works and what does not yield 
business. (MPI Foundation Canada is working towards 
a study that will do just that.) It would be wonderful if 
Statistics Canada would take our industry and prepare 
good stats for the business meetings industry. There is 
hope with the recent new Federal Tourism Strategy, but 
this is only the beginning. Much more needs to be 
done.

SUSAN PROPHET, Director of Meetings,
Conferences & Incentive Travel, 

Tourisme Quebec/Destination Quebec,
 M+IT Hall of Fame Member

If we truly want to improve our industry, we 
must share more best practices amongst our 
group and implement them as industry stan-
dards through all meeting planners. I think the 
more we share, network and work together as an indus-
try to implement what we already know to be winning 
tools and strategies, the stronger the whole industry 
becomes and companies start to see the true value we 
bring to their organization.

DIANNE SMIRL, 
Corporate Event Advisor, 

Corporate A� airs, 
Canadian Tire

As planners, we can have compassion towards 
our client at a bottom-line perspective. Do I tell 
a client I can’t do it because their budgets are o� ? If I 
do that, what happens when they recover in a few 
years—will the relationship still be intact?

JASON ROSSIE, President, 
Eventis Productions

Educate senior management at corporations, 
and associations, that planners are a vital part 
of the team and process.

DENISE HUNTER, CHME, 
Destinations Link Hospitality, LLC

Better metrics for measuring events.
ANN CLEMENSEN, Director, 
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You’ve spoken, and we’ve heard you. The 
ideas that came out of M+IT’s reader-gener-
ated forum align with our gameplan. For as 
we confi dently launch into our fi fth decade, 
we’re planning our own improvements, a styl-
ish refresh to our look and feel. Hand in hand 
with that, we will support our community 
with content that will inform and educate—on 
improving business processes, on reaching 
the next level of professionalism, and on all 
the other areas you’ve told us the industry, as 
a whole, need to improve. We’ve given voice 
to your thoughts, which will translate into 
rock-solid content, the next step in putting 
those thoughts into action, as we move for-
ward and grow together during the next 40 
years. Let’s get to work! 

REINFORCE THAT WE NEED TO
HAVE RESPECT FOR EACH OTHER
in all aspects of our industry and remember we are human 
beings, not human doings...managing expectations. The world 
has sped up so much that there are times that asking the 
impossible is the norm. Whilst we all like to rise to a challenge, 
meet expectations and needs, sometimes we lose sight of 
what is humanely possible.

—MOIRA HEARN, President, Select Group Marketing

When going out to RFP for all services from the 
top to down the line, actual timelines need to 
be increased. Companies and their service providers 
all speak to this issue, yet we as an industry are not doing 
something about it, and we can! So why not start now? 
Timelines are short for RFP or product deliveries and 
either product or services could possibly be a� ected. Our 
world of technology has increased, yet there are only so 
many days in a week or hours in a day and that will not 
change. Yes, the world is speeding up, but something will 
need to give, so why not give time back?

ALICE PARNIS, 
President, 

Event Fusion Inc.

Standardization in contracts. There’s still a real 
assortment of agreements out there. I think CIC could 
take a greater leadership role in this area.

SANDRA WOOD, CMP, 
Annual Meeting Manager, 

Meetings & Travel Management, 
Canadian Medical Association

Start discussions on how to improve and 
streamline the RFP bidding process and set 
rules and guidelines for the RFP bidding 
process.

NICOLAS RICHARD, 
President, Othentika

Standardized RFP for multi-day meetings.
The Team at the LONDON, ONT., 

CONVENTION CENTRE

Much of the time, I cannot get a proper, well-
written RFP from planners. Often I receive an 
outline of the conference programme from a previous 
year, which is meaningless, as it tells me nothing about 
how rooms are set up, how much space is required for 
AV and technical services, how many booths are in a 
tradeshow, when there is set up time required, etc. 
Overall, a well-written RFP makes a huge di� erence in 
allowing our clients to receive accurate and meaningful 
information. I feel strongly that this can improve rela-
tionships, response times and, ultimately, allow us to 
provide better customer service.

DAWN WILSON, Senior Manager, National 
Convention Sales, 

Ottawa Convention Centre
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DestinationMeetings.com

MOUNTAIN
Vail Cascade • Vail, CO

RESORT 
Royal Palms™ Resort and Spa • Phoenix, AZ

CONFERENCE 
Hamilton Park Hotel & Conference Center  
Florham Park, NJ

COASTAL 
Terranea® Resort • Palos Verdes, CA

URBAN 
The Madison • Washington, DC

Committed to exCellenCe.

distinCtive. innovative. 

A unique combination of 35 award-winning hotels, 

conference centers and resorts providing extraordinary 

experiences in one-of-a-kind settings, delivered by an 

expert staff dedicated to creating the most memorable 

meetings and events.

To book your next meeting, contact your Chicago Sales Director,  
Bob Beach, at (312) 280.4554 or bbeach@destinationhotels.com

A distinctive meeting experience provided by Destination Hotels & Resorts.
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Whether you’re planning a meeting, 
conference or special event, there 
are many reasons to meet and stay 
at MacEwan University.

> Four Campuses to Choose From
MacEwan University features two down-
town campuses, a west-end campus and a 
south-side campus, each o� ering a variety 
of fl exible function space. The main City 
Centre Campus is located in downtown 
Edmonton, close to corporate o�  ces, 
shops, transit and a variety of restaurants.

> Modern, Urban Facilities
Choose from contemporary, sophisticated 
meeting spaces in a vibrant learning envi-
ronment. One of the newest buildings, The 
Robbins Health Learning Centre, was 
designed to achieve LEED silver certifi ca-
tion and is rich in natural light. MacEwan 
University’s 60 meeting spaces vary in size 

(from 20 to 200 people) and are available 
year-round. A variety of theatres are ideal 
for keynotes and ceremonies. 

> Online Registration
The registration specialists at MacEwan 
University will take care of all the online 
registration requirements for your event, 
whether it’s held on campus, o� -site or 
elsewhere in Canada. This professional 
team will provide seamless online registra-
tion, from beginning to end, creating a cus-
tomized website, processing registrations 
with PayPal and providing delegate regis-
tration reports, delegate nametags and 
conference evaluations.

> State of the Art Technology
Classrooms feature the latest equipment, 
including a DVD player, document reader, 
microphone, mounted projector(s) and 
screen(s) and a PC. Take advantage of cam-

pus-wide wireless connections or videocon-
ferencing capabilities. Initial AV 
consultation is included in all rentals and 
dedicated technicians are there to help.

> 40 Years of Experience 
Not only will your event have a dedicated 
meeting professional to liaise with all on-
campus service providers, you will have the 
confi dence of working with an experienced 
team and institution. MacEwan University 
celebrates its 40th anniversary this year. 
For even more reasons to meet and stay at 
MacEwan University, please visit
MacEwan.ca/conference•

CAMPUS
MEETINGS
MacEwan
University

Meet at MacEwan University

Top 40 Reasons
MacEwan University – Inspiring Minds for 40 years

To see all the other great reasons visit: 

www.MacEwan.ca/conference

To meet and stay at MacEwan University

Happy
Anniversary

M&IT!

Unique special function 
spaces with natural sunlight

A stunning setting, with floor to 
ceiling windows, for a banquet, 
gala dinner, reception, plenary 

session, or trade show.

  Custom menus 
and meal plans

Create the perfect 
dining experience. 

  Accommodations 
with kitchens

Over 400 suites available 
from May to mid-August.

Reason # 6 Reason # 17: Reason # 22:
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2 Ample Meeting Space
The university o� ers more than 
50 di� erent meeting rooms for a 

variety of events. The Ryerson Theatre can 
accommodate 1,250 people and is ideal for 
a lecture or to stage a live production. 
Equipped with studio/video technical assis-

CAMPUS
MEETINGS
Ryerson 

University

Ryerson University provides a convenient downtown meeting option in Canada’s largest city.

Ryerson Conference Services pro-
vides a one-stop shop for your con-
ference and meeting needs. 

Professional sta�  provides coordination 
assistance, and experienced advice and 
service, to ensure your function is a memo-
rable success. 

Here are three reasons to choose 
Ryerson University:

1 Downtown Location
In the heart of downtown Toronto, 
Ryerson University provides a con-

venient, urban location for meetings and 
events. Local attractions, shopping, fi rst-
class dining and nightlife are within minutes 
of the modern, compact campus. For those 
travelling to Toronto, the university is easily 
accessible from major highways, airports, 
train stations and bus stations. 

tance plus satellite downlink and telecon-
ferencing capabilities, the Library Lecture 
Theatre seats 338 people. The Eaton Lec-
ture Theatre holds 200 people and is fully 
equipped with AV control from the podium. 
The International Living Learning Centre 
o� ers a year-round conference and ban-
quet facility for up to 150 people.

3 Accommodation Options
Ryerson University features two 
modern summer residences from 

May to mid-August, with more than 800 
rooms. The International Living Learning 
Centre Residence features 263 private gue-
strooms with en-suite bathroom ideal for 
single or double occupancy. For planners 
with leaner budgets, the Pitman Hall Resi-
dence features 555 single-bed, dormitory-
style rooms with shared facilities.•

Central Convenience
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• Meeting rooms and dining facilities for groups of 15 to 500 • 
• Accommodations in unique 4 person townhouses, apartment 
suites and dormitories for up to 900 people • Convenient to 

Pearson International Airport • Easy access to major highways and 
downtown Toronto • May to August residence availability • Full 
catering and banquet services •Full recreational and athletic 

facilities • State-of-the-art audio visual service •

University of Toronto Mississauga - Conference Services
3359 Mississauga Road North, William G. Davis Building, Room 3094H 

Mississauga, ON L5L 1C6
Antonia Maughn, Conference Co-ordinator, antonia.maughn@utoronto.ca

Tel: (905) 569-4615  Fax: (905) 569-4637
www.utm.utoronto.ca/conference

Year Round Services
• Lecture theatres (up to 700)

• AV equipped classrooms and 
meeting rooms

• Computer labs

• Banquet space (up to 1,500)

• Exhibit space (20,000 sq.ft)

• Indoor & outdoor
athletic facilities

• Variety of catering 
and dining options

Summer Accommodation 
For individuals or groups up to
500. Open May through August
1,2,3 bedroom suite style
accommodation

Contact our onsite meeting
professionals to assist 
with your next event

Georgian College 
Conference Services
101 Georgian Drive,
Barrie, Ontario

(705) 722- 5190

www.meetatgeorgian.com

Conferences & Events
Accommodation & Meeting Facilities

CAMPUS
MEETINGS

U of T
Mississauga

CAMPUS
MEETINGS
Georgian 
College

Relaxed Meetings

Modern and A� ordable

The University of Toronto Mississauga (UTM) provides 
the perfect backdrop for relaxed meetings.

Only 90 minutes from Toronto, Georgian College is a 
modern, affordable meeting location in cottage country.

Year-round, Georgian College, in Barrie, Ont., has large and 
small venues available for your next meeting or event. 
Choose from a variety of spaces, including boardrooms, 

AV-equipped classrooms, lecture halls for 700, and a 20,000-sq.-
ft., pillar-free event space, ideal for gala dinners and trade shows.

In August, Georgian College opened a new building, the Sadlon 
Centre for Health and Wellness, the largest expansion project in the 
college’s history. The modern facility includes six health clinics, a 
massage and aesthetic lab, which can be used for corporate 
groups, and technologically-enhanced classrooms, with ergonomic 
tables and chairs, clean lines and an abundance of natural light. 

In addition, on-site culinary kitchens provide unique team-build-
ing opportunities. A local chef and wine series and international 
theme dinners are just a few of the catering possibilities available 
at Georgian College. 

Whether you’re planning an intimate gathering or a 1,000-per-
son conference, Georgian’s dedicated and certifi ed on-site sta�  is 
there to ensure your event’s success. •

UTM’s professional 
meeting rooms, 
lecture theatres, 

exhibit space, breakout 
rooms and classrooms, all 
located within easy walking 
distance of each other, can 
suit groups from fi ve to 500. 
Full audiovisual services are 
available for each room. 

Conference and Events Services sta�  will assist meeting planners 
with all their catering needs for any conference, business or social 
event, working lunch or dinner. From May through August, up to 
700 event attendees can be accommodated on campus, either in 
unique, four-person townhomes or in air-conditioned, apartment-
style suites and single-room dormitories. 

UTM sits on 224 acres of preserved greenbelt land and resi-
dences are surrounded by beautifully treed grounds. Buses run 
through the campus, providing access to downtown Toronto.•
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www.conference.ualberta.ca

 Our Conference Services team offers a suite of 
venues and services on campus in central Edmonton. 

Alumni House | Classrooms and Lecture Theatres
Conference Centre | Enterprise Square | Catering Services 

Guest Rooms | Conference Management

Convene at the U of A
Superior meeting facilities and event management services await your 
group at the University of Alberta.

A s one of the largest campuses in 
Canada, the U of A enjoys a scenic 
riverfront location and a dedi-

cated, year-round conference centre. 
The meeting facilities at Lister Centre 

o� er spacious, fl exible meeting rooms with 
large windows, ample registration space, 
dedicated parking and a variety of on-site 
AV equipment to suit your needs. The con-
ference centre provides planners with seven 
dedicated meeting rooms for 10 to 320 
guests, all under one roof. 

Meet in the elegant Alumni House Meet-
ing and Event Centre. Ideal for business 
meetings, receptions and social gatherings 
for 10 to 80 guests, this beautifully reno-
vated facility overlooks the Edmonton River 
Valley. Outdoor events are also possible in 
Alumni House’s backyard patio.

Enterprise Square, in downtown Edmon-
ton, features The Atrium—a main-level, 
bright, open space for receptions—several 
meeting rooms, a business centre and cafe. 

Classrooms and theatres at the U of A 
are equipped with the latest communica-
tion technologies. Facilities can accommo-
date intimate meetings of 10 and lectures 
for up to 500, all within a traditional learn-
ing environment.

The professional planners at U of A Con-
ference Services will take the worry out of 
your planning, whether your event is on 
campus or elsewhere in Edmonton. The 
Conference Services team can help with 
online registration, meeting facility coordi-
nation, food and beverage planning, pro-
gramme preparation, budgeting and 
fi nancial planning. Local, healthy and sea-

sonal food options are available on-site. 
Classic Fare catering can help you plan the 
right menu for your group’s dietary needs.

Beyond the traditional dormitory-style 
accommodations available May through 
August, the U of A features 20 hotel-style 
guestrooms in a private, quiet area com-
plete with daily housekeeping service. 
Regardless of their length of stay, delegates 
will feel at home at U of A. •

CAMPUS
MEETINGS

University of
Alberta
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Streamlining and Socializing
New event technology allows planners to streamline the registration and check-in process, while “socializing” 
their events through quick-scan networking and sharing. wri� en by  KEVIN DURKEE

A
s event planners and marketers, the 
challenge of merging our live events 
with the social and digital world is 
constant. Sure, we can set up 

Facebook pages, Twitter accounts, listen and 
maintain conversations between our properties or 
clients and our attendees, but that isn’t inherently 
social. It doesn’t capture conversations that hap-
pen between individuals or empower our 
attendees to become broadcasters on our behalf. 

Recently, I encountered a piece of technology, 
built for events, that allows planners to “socialize” 
their events, while streamlining the registration 
and check-in process. The software, called SLISH 
(slish.me), is built to sit “on top” of all social-media 
networks and seamlessly integrates into the event 
website, social media properties and the mobile 
web. A powerful tool that adds instant value and 

“talk value” to your events.
SLISH supports the four biggest pillars of our 

business: registration, check-in, engagement and 
networking. 

SEAMLESS AND SOCIAL REGISTRATION
The SLISH technology integrates into your existing 
event reservation process (or alternatively, you 
can create a separate but linkable registration 
URL). SLISH will capture relevant information from 
event attendees, link to their social profi les on 
Twitter, Facebook and LinedIn and generate a real-
time database that can be accessed from any 
Android or iPhone.

Once the registration process is complete, 
SLISH will automatically post to the invitee’s 
Facebook wall that they are attending your event, 
as well as all the event details you provide, includ-
ing a picture and your website or Facebook page. 
This social post means you are getting awareness 
and buzz on your event faster, sooner, and 
cheaper—all wrapped up in a “personal 
endorsement”—and fellow attendees start to see 
who else is coming.

SLISH goes further by automatically generating 
a unique QR code for the attendee, who is asked 
via e-mail to take the QR code to the event (either 
printed or on their mobile phone).

CHECKING IN: “I’M HERE, ARE YOU?”
Sta�  will now be able to check-in all registered 
attendees from their Android or iPhone by either 
scanning the attendee’s QR code or simply 
searching by fi rst or last name.

Once a check-in is confi rmed, SLISH will give 
you the option to keep the QR code on the attend-
ee’s phone active, or to activate a generic QR code 
on an attendee’s lanyard or credentials. This per-
sonal code/tag holds all their info, ideal for 
networking, trade shows and large conferences.

ENGAGEMENT
Once inside the event, SLISH provides you the 
opportunity to broadcast from your event to your 
attendees’ social network by creating two key 
opportunites:

Pictures/Video:1.  Using any Android/
iPhone device, SLISH allows you to: 

Take pictures or video on-site >
Preview and approve them >
Scan all the attendees’ QR codes who  >
are involved in the picture or video
Put the picture or video in a custom  >
frame or stamp it with a watermark 
Instantaneously upload it to all the  >
attendees’ social media profi les

Engagement:2.  Any time an attendee engages 
with a station within your event, SLISH al-
lows you to scan their QR code and instantly 
share their engagement with that station.

THE REAL POWER FOR PLANNERS
If two attendees meet at your event and wish to 
share their own social information, using any 
mobile phone scanner, an attendee can scan 
another attendee’s credentials and automatically 
be linked to that attendee’s social profi les for fur-
ther connection.

Leveraging the power of tools like SLISH pro-
vides you with a seamless, cost-e� ective way to 
not only link your event with social media, but 
engrain your event into the social graph of your 
attendees. This provides you increased marketing, 
awareness and opportunities to turn your attend-
ees into social advocates of your events.  

Kevin Durkee is strategic 
consultant with Diamond 
Integrated Marketing. E-mail: 
kevin@experiencediamond.com
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More Value.
Get the most out of your meeting at Starwood Hotels & Resorts. Book a meeting by March 31, 2012 and receive:

1 Welcome reception
 OR  
2 Percent o�  master-billed rooms
 OR  
3 Complimentary room upgrades

STARWOODHOTELS.COM/VALUEADDEDMEETINGS

More Variety.
Starwood Hotels & Resorts o� ers a selection of unique On-Site 
Specialty Events to complement your meeting. From epicurean 
adventures to competitive, team-building events with a socially-
conscious twist, you can create an engaging meeting experience 
on-site, with a single point of contact.

STARWOODHOTELS.COM/SPECIALTYEVENTS
Scan QR for On-Site Specialty Events Video

Plus, up to 100,000 Starpoints® at signing

Full o� er details are posted at starwoodhotels.com/valueaddedmeetings. ©2011 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Preferred Guest, Starpoints, Sheraton, Four 
Points, W, Aloft, The Luxury Collection, Le Méridien, Element, Westin, St. Regis and their respective logos are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its a�  liates.
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Los Angeles International Airport

Los Angeles Convention Center

A view of the city from the Griffith Observatory

The 25,000-sq.-� . ballroom at the Hyatt Regency 
Century Plaza Hotel Los Angeles is undergoing a 
$1.3-million renovation. In January, 2012, the renovat-
ed space will debut, with new carpet, paint and wall 
coverings throughout the California level. hya� .com

A recently completed $33-million renovation to 
the Four Seasons Hotel Los Angeles at Beverly Hills 
updated all 395 guestrooms and suites, the ballroom, 
Windows lounge, Cabana Restaurant and pool, with 
new private cabanas. fourseasons.com

SLS Hotel at Beverly Hills off ers banquet and ca-
tering—with exclusive menus by chef Jose Andres—
and features more than 30,000 sq. � . of indoor and 
outdoor meeting space. slshotels.com

Downtown’s 5.6-million-sq.-� . sports and entertain-
ment district, L.A. LIVE off ers restaurants, nightlife 
and live entertainment and event spaces. A one-acre 
open-air space, the Nokia Plaza accommodates up 
to 10,000. lalive.com

In the Malibu Hills, 250-acre Rosenthal Estate 
Wineries hosts corporate events and private tours, 
with the wine-tasting-room patio ideal for smaller 
parties. rosenthalestatewines.com

Cirque du Soleil’s IRIS: A Journey through the 
World of Cinema involves 72 performers bringing to-
gether dance, acrobatics, live video, fi lmed sequences 
and animation to re-create the history of cinema. 
cirquedusoleil.com

Los Angeles

Recommended Website: discoverlosangeles.com
Average Hotel Room Rate: Downtown—$142
Getting There: There are numerous weekly fl ights from 
Toronto (40 fl ights), Vancouver (85), Montreal (13), Cal-
gary and Edmonton (31). aircanada.com; airport-la.com
Convention Facilities: Technologically advanced and ar-
chitecturally snazzy, the Los Angeles Convention Center, 
located downtown, features 770,000 sq. � . of exhibit 
space—including two carpeted special-event halls for 
keynotes, banquets and small exhibits, plus 152,000 sq. 
� . among 71 meeting rooms, and a 299-seat theatre. 
Moreover, the venue is eco-friendly, boasting 3,400 solar 
panels supplying 15 per cent of the South Hall’s energy 
needs. lacclink.com

The heart of the U.S. movie and television industry, eternally sunny 
Tinseltown fi nds new and intriguing ways to entice groups, with 
elegant hotels, exciting restaurants and peerless entertainment 
options. wri� en by DON DOULOFF
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Los Angeles International Airport

Cirque Du Soleil’s IRIS

The pool deck at SLS Hotel at Beverly Hills

The L.A. LIVE entertainment complex

Jon Shook and Vinny Dotolo, the duo behind ac-
claimed Animal, have launched Son of a Gun, a 55-
seat eatery focusing on seafood dishes, some quirky 
(octopus confi t salad) and some not (lobster rolls). 
sonofagunrestaurant.com

John Rivera Sedlar’s Playa has been earning raves 
for its urban Latin fare inspired by foods and infl u-
ences from across the Spanish-speaking world. 
Private room seats 30. playarivera.com

For some years, Osteria Mozza has been packing 
them in with its rustic Italian dishes. A mozzarella 
bar off ers over a dozen diff erent tastes of that glori-
ous cheese (pasta tasting menus, too). Private room 
seats 30. osteriamozza.com

Beth Brettprogramme ideas
FAM itinerary for a group programme 
put together by LA INC. The Los Angeles Convention and 
Visitors Bureau. Pictured, at right, is Beth Brett, director, 
media relations and communications.

DAY ONE

Morning/Afternoon. Arrivals at Los Angeles International Airport.
Bus transfer to Renaissance Hollywood Hotel. Check-in.

5:15 p.m. Transfer to JW Marrriott/Ritz Carlton, at L.A. LIVE 
entertainment complex, for welcome reception at gLAnce.

8:00 p.m. Return to Renaissance hotel. Evening at leisure. 

DAY TWO

7:00 a.m. to 8:00 a.m. Breakfast at hotel.

9:20 a.m. Depart for Universal Studios Hollywood, for hosted VIP tour. 
Experience behind-the-scenes VIP access to the new studio tram tour, 
the Simpsons Ride and more.

12:00 p.m. Lunch, Universal Studios VIP lounge.

2:30 p.m. Transfer to L.A. LIVE, including hosted tour of Grammy 
Museum, followed by tour of L.A. LIVE complex.

4:30 p.m. Return to hotel.

5:45 p.m. Transfer to West Hollywood for a hosted dinner at the 
House of Blues on Sunset Strip.

6:30 p.m. Dinner at House of Blues.

8:15 p.m. Walk across the street to Saddle Ranch for drinks.

9:00 p.m. Depart and return to hotel. Rest of night at leisure.

DAY THREE

8:30 a.m. Breakfast at hotel.

10:00 a.m. Transfer to Beverly Hills/Rodeo Drive, an area known for 
grand mansions, chic shops, art, architecture and spas.

10:30 a.m. Guided walking tour of Beverly Hills.

11:00 a.m. Transfer, on foot, to the Paley Center for Media, for site visit.

12:30 p.m. Lunch, Spago Beverly Hills, hosted by Beverly Hills CVB.

2:00 p.m. Transfer to Kyoto Grand Hotel.

2:45 p.m. Check-in to Kyoto Grand, followed by welcome reception.

5:30 p.m. Transfer to Yamashiro restaurant.

6:15 p.m. Hosted dinner at Yamashiro, followed by the opportunity to 
experience the new ‘dine & ride’ service.

7:30 p.m. Transfer to Kodak Theatre to meet and greet the Cirque 
du Soleil team and see the new Cirque production, IRIS: A Journey 
Through the World of Cinema.

10:00 p.m. After performance, backstage VIP cocktail reception.

10:30 p.m. Return to hotel.

DAY FOUR

7:00 a.m. to 8:00 a.m. Breakfast at hotel.

9:00 a.m. Transfer to airport and fl ights home.
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Recommended Websites: meetingsandconventionspei.com; 
tourismcharlo� etown.ca
Getting There: Air Canada Jazz off ers direct fl ights from 
Halifax, Toronto, O� awa and Montreal year-round, with 
extra fl ights during the summer months. WestJet provides 
direct service from Toronto year-round, with additional 
fl ights from May to October. fl ypei.com
Average Hotel Room Rate: $130
Convention Facilities: Scheduled to open in April, 2013, 
the Prince Edward Island Convention Centre will provide 
approximately 30,000 sq. � . of new meeting space. The 
facility will include six breakout rooms and three ball-
rooms, and will adjoin the Delta Prince Edward’s ballroom, 
foyer and meeting space of 20,000 sq. � .

With a new conference facility expected in 2013, P.E.I.’s coastal 
capital o� ers groups the perfect blend of culture, charm and 
hospitality, delivered with urban fl air. wri� en by DON DOULOFF
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 PEI

Opened in June, 2011, the 80-room Holman Grand 
boutique property is connected to the Confederation 
Centre of the Arts, and off ers 2,500 sq. � . of natu-
rally lit meeting space. theholmangrand.com

In July, 2010, Best Western Charlottetown complet-
ed a $4.2-million renovation of all 144 guestrooms, 
public areas and function space. Eight conference 
rooms off er 6,000 sq. � . bestwesternatlantic.com

Completely renovated in 2011, Rodd Royalty Inn & 
Suites features 121 guestrooms and 19 suites, off ering 
either separate living space or a lo� . Six meeting 
rooms cover 9,353 sq. � ., including a 4,000-sq.-� ., 
glass-enclosed courtyard with 18-� . ceilings. 
roddvacations.com

With a new conference facility expected in 2013, P.E.I.’s coastal 
capital o� ers groups the perfect blend of culture, charm and 
hospitality, delivered with urban fl air. 

With a new conference facility expected in 2013, P.E.I.’s coastal With a new conference facility expected in 2013, P.E.I.’s coastal 
capital o� ers groups the perfect blend of culture, charm and capital o� ers groups the perfect blend of culture, charm and 
hospitality, delivered with urban fl air. 

With a new conference facility expected in 2013, P.E.I.’s coastal With a new conference facility expected in 2013, P.E.I.’s coastal 
capital o� ers groups the perfect blend of culture, charm and capital o� ers groups the perfect blend of culture, charm and capital o� ers groups the perfect blend of culture, charm and 
hospitality, delivered with urban fl air. hospitality, delivered with urban fl air. hospitality, delivered with urban fl air. hospitality, delivered with urban fl air. hospitality, delivered with urban fl air. 
capital o� ers groups the perfect blend of culture, charm and 

Charlottetown

Culinary boot camp 

Charlottetown Harbour

The Confederation Players
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programme ideas
Sample FAM itinerary created with 
information provided by Meetings & 
Conventions P.E.I. Pictured, at right, is Jo-Ann 
Thomsen, director of meetings and conventions, 
at Meetings & Conventions PEI.

DAY 1

Morning Arrivals at Charlottetown Airport.

9:00 a.m. to 10:00 a.m. Check-in and site of The Holman Grand hotel.

Noon to 1:30 p.m. Boot Camp—Prepare your own lunch with the chefs 
at the Culinary Institute of Canada.

2:00 p.m. to 3:00 p.m. Walking tour with the Confederation Players.

3:00 p.m. Return to hotel.

3:15 p.m. to 5:30 p.m. Time at leisure.

6:00 p.m. to 7:00 p.m. Dinner at Mavor’s, in the Confederation Centre 
of the Arts, followed by shopping in the lobby giftshop.

8:00 p.m. to 10:00 p.m. View performance of Anne of Green Gables, 
the Musical, at Confederation Centre.

10:00 p.m. to 11:00 p.m. Transfer to Globe World Flavours, for drinks.

11:00 p.m. Return to hotel.

DAY 2

8:00 a.m. Escorted fun walk/run along Victoria Park (optional).

9:00 a.m. Check-out of hotel.

9:30 a.m. Breakfast at Cora’s.

11:00 a.m. Check-in and site at the Great George Hotel.

Noon to 1:30 p.m. Lunch, Claddagh Oyster House.

2:00 p.m. to 3:30 p.m. Lobster fi shing excursion, Top Notch Charters.

3:30 p.m. Return to hotel. Time at leisure.

6:00 p.m. to 7:30 p.m. Dinner and entertainment at Top of the Park 
Restaurant, Red Shores Racetrack and Casino.

7:30 p.m. Return to hotel.

DAY 3

7:00 a.m. to 9:00 a.m. Breakfast, hotel.

9:00 a.m. to 2:00 p.m. Transfer to Fox Meadow Golf & Country Club, 
overlooking the Charlottetown Harbour. Golf 18 holes or take a lesson 
from the Canadian Golf Academy located on-site. BBQ lunch provided.

-OR-

9:00 a.m. to 2:00 p.m. Outdoor shopping and dining excursion at 
Peakes Quay, on the waterfront. Enjoy Cow’s ice cream; shop for cook-
ware made in P.E.I. by Paderno; sample Prince Edward Distillery prod-
ucts. Visit other shops such as BagMania, Island Culture, Island Beach 
Company, How Bazaar, Crocs, Village Weavery, etc. Lunch at Peake’s 
Quay Restaurant, for fresh Island seafood. Visit Confederation Court 
mall and shops such as Jems Boutique, Northern Watters Knitwear, 
Anne of Green Gables Chocolates and the Anne of Green Gables Store.

2:00 p.m. Transfer to airport and fl ights home.
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The Pilot House’s wood posts and beams, and brick 
columns, foster an intimate pub feel. Chef Guy 
LeClair’s menu highlights prime rib, steaks, ribs and 
fresh, seasonal seafood, as well as upscale pub grub. 
thepilothouse.ca

Merchantman Pub celebrates local seafood—P.E.I. 
mussels and oysters, Atlantic scallops—while still 
accommodating landlubbers (say, local pork loin 
with spiced cider jus). Private room seats 35. 
merchantmanpub.com 

Sims Corner Steakhouse & Oyster Bar serves up 
P.E.I.-raised beef, along with unique sides (candied 
onions, anyone?). Sims Cellar private room hosts 20 
for a seated dinner or 40, cocktail. simscorner.ca

The Confederation Centre of the Arts comprises three 
theatres, one of the largest art galleries in Atlantic 
Canada, a restaurant and a 21,961-sq.-� . convention 
and meeting facility. confederationcentre.com

Top Notch Charters takes groups out to experience 
a day as a lobster fi sherman. Learn about history, 
biology and conservation and then enjoy a meal 
onboard ‘Top Notch.’ markscharters.com

Culinary boot camps held at Holland College’s Cu-
linary Institute of Canada provide customized experi-
ences allowing participants to work in fully equipped 
kitchens alongside experienced chefs, learning the 
secrets of food preparation, kitchen fundamentals 
and cooking tips. culinarybootcamps.com

Conventions P.E.I. Pictured, at right, is Jo-Ann 

Jo-Ann Thomsen

A rendering of the Prince Edward Island Convention Centre
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Let’s face it, surprises are never welcome.

When it comes to planning your event, you want your meeting to be a professional, seamless and 
smooth production.

With Hilton Worldwide, there are no surprises. Every detail is meticulously accounted for and taken 
care of – no matter how many there are. We’ll be with you every step of the way delivering results and 
peace-of-mind, from the site inspection to the delivery and everything in between.

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 set up your 
next meeting for success..
 

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

© 2011 Hilton Worldwide

LET US MAKE PLANNING 
YOUR NEXT EVENT UNEVENTFUL.
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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!
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