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LEFT TO RIGHT: INDUSTRY BUILDER: LINDA GENEST, MEETING ENCORE LTD.
INDUSTRY MENTOR: JILL HARRINGTON, SALESSHIFT

INDUSTRY INNOVATOR: JEAN-PAUL DE LAVISON, CMP, JPDL
INDUSTRY VETERAN: RONI FELDMAN, CMP, DMCP, RONI FELDMAN & ASSOCIATES INC.
INDUSTRY PLANNER: ANGIE PFEIFER, CMM, INVESTORS GROUP FINANCIAL SERVICES

 INDUSTRY VOLUNTEER: ALICE PARNIS, EVENT FUSION INC.
INDUSTRY RISING STAR: NATALIE CIARALLO, PARETO

Welcome the 
2012 Inductees
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REMINDER: 
THE BEST MEETINGS 
HAPPEN OUTSIDE  
THE BOARDROOM

Alberta is full of extraordinary moments just 
waiting to happen. It is dynamic, culturally 
diverse, an economic powerhouse, and 
– thanks to Mother Nature – an outdoor 
enthusiast’s dream destination.
Planning an intimate gathering? A large-scale convention? 
Seeking a one-of-a-kind destination for an incentive trip? 
Expect to achieve maximum impact for your budget 
in Alberta. Our robust economy has generated the 
development of new and upgraded meeting space and 
accommodation options that are globally competitive. This 
adds up to fresh corporate cachet and planning that’s 
easier than ever before.

Best of all, with two newly-renovated international 
airports, Alberta is convenient for all travel connections, 
so your guests are never far away from having the kind of 
adventure that leaves lasting impressions.

Alberta – The Right Choice
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Meet Green
AT CANADA’S FIRST 
LEED SILVER CERTIFIED 
CONFERENCE CENTRE

105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com

Allstream Centre is the most environmentally 
responsible conference facility in Canada. 
Featuring 100% green power from renewable 
sources, low VOC carpets and paints and many 
more green initiatives, it’s the perfect place 
to host your next meeting, convention or 
special event.

Start planning now. Visit allstreamcentre.com.
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2012 M+IT HALL OF FAME
This year’s inductees, profi led.
BY DON DOULOFF

READY, SET, GO!
Valuable lessons learned from 
incentive planners at the 2012 
London Olympic Games.
BY CHRISTINE OTSUKA

THRIVING AT 100
A look at how the Calgary Stampede, 
which celebrated its 100th anniversary 
this year, stays relevant.
BY ALLAN LYNCH

INCENTIVEWORKS WRAP-UP
A pictorial profi le of this year’s 
IncentiveWorks show.

MOTIVATING FACTORS
The Value of Incentives
BY JOANNA WISEBERG

PERSPECTIVES
Do Designations Mean Anything
in the Real World?
AS TOLD TO CHRISTINE OTSUKA

HARD WIRED
Seamless Live-Streamed Events
BY ANDREI PETRIK

PROVOCATEUR
Change the Conversation
BY SUSAN RADOJEVIC

POWER POINTS
Booking Live Entertainment and 
Upping the Live Entertainment Ante
BY ABBY TOBIAS

GOOD FOR YOU
Memory Lapse
BY CHRISTINE OTSUKA

CUISCENE
Sweet Dreams
BY DON DOULOFF

SYDNEY
A laid-back vibe permeates 
this beguiling Australian city.
BY ROB MCFARLAND

NEW ORLEANS
The Big Easy’s post-Katrina 
renewal is in full bloom.
BY DON DOULOFFPH
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VOLUME 41, NUMBER 5
SEPTEMBER.OCTOBER 2012

EDITORIAL

PRODUCTION + ONLINE + CIRCULATION

INCENTIVEWORKS

BIG MAGAZINES LP

ART

SALES

EDITORIAL CONTRIBUTORS

2012 EDITORIAL ADVISORY BOARD

We asked everyone this month: 
WHAT’S YOUR ODDEST

TRAVEL RITUAL?

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 
such submissions in whole or in part in any form or medium whatsoever, without compensation of any sort. MAIL PREFERENCES: Occasionally we make our subscriber list available to reputable companies whose products or services may be of 
interest to you. If you do not wish your contact information to be made available, please contact us via one of the following methods: Phone: 1-800-668-2374, Fax: 416-442-2191, E-Mail: privacyofficer@businessinformationgroup.ca, 
SUBSCRIPTION PRICE: Canada $76.00 per year, Outside Canada $106.00 US per year, Single Copy Canada $13.00. Meetings + Incentive Travel is published 6 times per year except for occasional combined, expanded or premium issues, which 
count as two subscription issues. Meetings + Incentive Travel is indexed in the Canadian Business Index and is available online in the Canadian Business & Current Affairs Database. Contents Copyright BIG Magazines LP, a division of Glacier 
BIG Holdings Company Ltd. Canada Post — Canadian publications Mail Sales Product Agreement 40069240 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 Valleybrook Drive, North York, ON M3B 2S9. We acknowledge the 
financial support of the Government of Canada, through the Canada Periodical Fund (CPF) for our publishing activities.

VITO CURALLI ,  STEVE DEMPSEY, RICCARDA GALIOTO, JOANNE KEATING, KELLY MACDONALD, ROSEMARY 
NACCARATO, CMP, CMM, CLAIRE SMITH, JENNIFER STRATH, ALEXANDRE TESSIER,  HEIDI WELKER

Market Production Manager
 416.510.6762

IT Business Support Manager
 416.510.6898

Circulation Manager
416.442.5600 x3543

TRACEY HANSON
THanson@bizinfogroup.ca

LAURA MOFFATT
LMo� att@bizinfogroup.ca

BEATA OLECHNOWICZ
BOlechnowicz@bizinfogroup.ca

Vice-President of 
Canadian Publishing

President of Business 
Information Group 

ALEX PAPANOU

BRUCE CREIGHTON

ALLAN LYNCH, ROB MCFARLAND, ANDREI PETRIK,
DAVID PYE,  SUSAN RADOJEVIC,  ABBY TOBIAS,  JOANNA WISEBERG

Account Manager
416.510.6819

Account Manager, International
416.510.5144

Sales + Marketing Associate
416.442.5600 x3213

On Maternity Leave

General Manager 
 416.510.5141

CORI-ANN CANUEL
CCanuel@MeetingsCanada.com

ALANNA MCQUAID
AMcquaid@MeetingsCanada.com

BRIAN EASTCOTT
BEastcott@MeetingsCanada.com

MELISSA SCOTT

ROBIN PAISLEY
RPaisley@MeetingsCanada.com

Publisher
416.510.5226

Managing Editor
 416.442.5600 x3254

Assistant Editor
416.442.5600 x3255

SONJA CHILCOTT
SChilcott@MeetingsCanada.com

DON DOULOFF
DDoulo� @MeetingsCanada.com

CHRISTINE OTSUKA
COtsuka@MeetingsCanada.com

Art Director
 416.442.5600 x3239

KELSEY BREMER/STEPHEN FERRIE
SFerrie@MeetingsCanada.com

“As soon as I enter the hotel room, 
I remove the duvet and unpack, 
making sure things are hung up, 

everything is off the floor and has a 
place in the room.” “I always design a huge packing list before 

I go. It has different headings, categories, 
sub-categories, daily breakdowns of 

clothes. It even has to-do’s on it.”

“I always compile a very detailed list 
of what clothing I need to take and 
then I promptly lose it every time.”

“If it involves a hotel stay, I 
immediately claim the room for my 
own: unpack toiletries, hang up my 
clothing and almost always, I turn 

up the thermostat, because the 
rooms are way too cold.”

“I buy a fridge magnet 
commemorating whatever local 

attractions I visit.”

“Ripping the bed apart as soon 
as I enter the room, to inspect the 

mattress. I won’t sleep, otherwise.”

“Bringing my stuffed dog Brian and 
taking photos of him.” “I usually travel with peppermint or 

other essential oil. I have a sensitive 
sense of smell and it’s handy to mask 

odours when needed!”
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contributors

“Taking two Tylenol tablets every 
night three days before travelling, 
while away, and three days after 
returning home. Preventative ac-
tion or psychological, either way, I 
rarely get sick while travelling.”

Contact Susan at: susan.radojevic 
@theperegrineagency.ca

“As soon as I arrive at the hotel, 
I look for a tacky snow globe 
to buy. Then when I enter my 
room, I check under the bed for 
dust. If it isn’t clean, I request a 
new room or ask for the room 
to be cleaned and vacuumed 
thoroughly.”

Contact Joanna at:
redscarfpromotions.com

“I like to do grocery shopping 
in every new country or region I 
visit. As a marketer, I am keen to 
discover new products, pack-
aging and design.”

Contact Andrei at:
andreipetrik.com

“You say odd, I think practical. I 
pre-load travel toothbrushes with 
toothpaste, so I can quickly brush 
while getting through airports or 
on planes—nothing turns ugly 
faster than a long line for an 
infl ight washroom.”

Contact Allan at:
scribble@ns.sympatico.ca

SUSAN RADOJEVIC
The Provocateur: 
Change the Conversation

JOANNA WISEBERG
Motivating Factors: 
The Value of Incentives

ANDREI PETRIK
Hard Wired: 
Seamless Live-Streamed Events

ALLAN LYNCH
Thriving at 100 

22 5216 20
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A distinguished lake view inspires fresh thinking.  A freshly poured
cup of coffee and the morning sun pouring through a private

boardroom window invigorates big ideas.  Five-star cuisine celebrates
growth. Luxurious accommodations to rest and reflect.

An executive retreat into elegance.
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No matter if you’re a seasoned veteran or 
new to this industry, you never stop learn-
ing, and never stop fi nding new sources for 
insight and inspiration.

It’s vital to keep updating your know-
ledge base, to continually seek out new 
ideas and keep your fi nger on the pulse 
of what’s happening. Why? Because by 
bringing new ideas into the fold, you be-
come better-rounded personally and pro-
fessionally. Stagnation is fatal.

Consider your industry colleagues one 
vast pool of potentially game-changing ideas.

In this issue, for instance, we feature 
articles on two high-profi le, large-scale 
events that took place this summer: the 
Calgary Stampede and London Olympic 
Games. Each article o� ers valuable lessons 
learned from both of these hugely popular 
events—universal lessons that can improve 
your events.

Also this month, we feature the 2012 in-
ductees into our M+IT Hall of Fame. As al-
ways, it’s a stellar group of industry leaders, 
and it’s a group from which we all can learn.

For each inductee, we asked a series 
of thought-provoking questions, on both 
professional and personal matters (for in-
stance, “Passion. Do you still have it?”) and 
for each, published their well-considered 
answers. Let’s all follow their lead and ask 
ourselves these same di�  cult questions. 

DON DOULOFF,
MANAGING EDITOR
DDOULOFF@MEETINGSCANADA.COM

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often o� ered free FAM trips, accommodations and gifts. 
M+IT magazine only accepts those that will be featured in the magazine or online through editorial content. Destinations are chosen 
through reader surveys and market research.

We survey CEOs from top Canadian 
companies, which regularly hold 
meetings and events, to fi nd out their 
candid opinions on the value of 
meetings and events to their business.

Sign up for our newsletters, 
delivered right to your inbox.

Weekly The top fi ve must-read stories 
of the week, plus industry blogs and 
important dates.

Monthly In case you missed it, we 
recap the most-read industry news 
of the month.

meetingscanada.com/newsletters

STAGNATION IS FATAL

COMING NEXT ISSUE

STAY IN THE KNOW

Only by doing that, by challenging and re-
evaluating everything (our belief systems; 
our business practices; our criteria for 
personal and professional fulfi llment) can 
each of us evolve and move forward.

History is full of ‘eureka’ moments that 
happened in the most unlikely places at 
the most improbable times. Keep an open 
mind and never stop tapping industry col-
leagues’ accumulated wisdom, experience 
and business acumen. We all learn from 
each other. Human capital is our most valu-
able resource.

I’ll give the last word to Jim Rohn, an 
American entrepreneur, author and motiv-
ational speaker, whose rags-to-riches story 
infl uenced others in the personal develop-
ment industry: 

“Ideas can be life-changing. Sometimes, 
all you need to open the door is just one 
more good idea.” 

Meet Gavin Mein-
ema, born Sept. 8 
to M+IT’s Melissa 
Scott-Meinema 
(now on mat 
leave) and her 
husband Nick.

AS I SEE ITAS I SEE IT
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what's new on

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

HOTEL MAKEOVER

GROUP ACTIVITY

FOOD

Check out a special 
video edition of Susan 
Radojevic’s column, 
The Provocateur.

VBLOG

RED VELVET 
PANCAKES IN 
LAS VEGAS

CREATING YOUR 
OWN SCENT

 + bit.ly/yumRed  

 + bit.ly/MontHotel 

“Years of research have provided a wealth of 
knowledge and industry relationships that I trust. I 
am not sure that same depth of knowledge can be 
obtained through a quick online Q & A.’” 

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

CAROLINE ASTON ,  IN RESPONSE TO LES SELBY’S BLOG POST, “DO 
SOCIAL MEDIA ENCOURAGE PROFESSIONAL INCOMPETENCE.”

 + bit.ly/groupsmell

Anne Dimon joins the M+IT family 
as contributing online editor. Get 
to know her and the entire team 
on MeetingsCanada.com.

NEW FACES!

+ bit.ly/AnneD

+ bit.ly/ProfIncomp

NEW ORLEAN’S 
HISTORIC MONTELEONE

 + bit.ly/SusanRad 

NewOnline.indd   12 12-10-17   1:20 PM

http://www.meetingscanada.com


013--MTCC.indd   13 12-10-16   4:49 PM

http://www.mtccc.com


14 M E E T I N G S C A N A D A . C O M

L to R: Kitty Ratcli� e, St. Louis Convention and Visitors Commission; Kevin 
Hinton, MPI, and Cindy D’Aoust, MPI, address a press conference at MPI World 
Education Conference, in St. Louis.

wrap-ups

Allstream Centre, at Toronto’s Exhibition Place, hosted the 
second annual CAEM Executive Forum and lunch, Oct. 3.

Themed ‘Building the Show & Event Business in Canada: An 
Insider’s Perspective,’ the event drew a high-level audience of sen-
ior show and facilities managers and entrepreneurs to hear guest 
speaker Steven Levy, president of Informa Canada.

Levy spoke mostly about how to defi ne success within your 
own shows and events. He fi rmly believes that trade shows are 
thriving and that delivering the right platform for buyers and sell-
ers to connect is key for survival in today’s landscape. 

A lively Q+A and networking lunch followed his presentation. 
Many tables continued the conversation and left the event embra-
cing Levy’s words, “People don’t often remember what you did, 
but rather, how you made them feel.” —ROBIN PAISLEY

Hot and sunny St. Louis, Mo., hosted this year’s edition of MPI’s 
World Education Conference (WEC), which drew over 2,100 atten-
dees to America’s Center Convention Complex July 28-31.

Following a conference theme of connectivity, Tuesday’s key-
note speaker, Nicholas Christakis, co-author of the book, The Sur-
prising Power of Social Networks and How They Shape Our Lives, 
used extensive academic fi ndings to demonstrate social networks’ 
impact and importance.

Among education sessions, a standout was a lively and in-
formative discussion from a panel of industry experts, including 
Angie Pfeifer, CMM, of Investors Group Financial Services (and 
2012 M+IT Hall of Fame inductee), providing hard-won tips and 
insight on how to plan international meetings successfully.

On the social side, there was a terrifi c opening reception held 
on the fi eld at retro-charming Busch Stadium.

Equally engaging was the closing reception, staged around the 
Chinese Lantern Festival at the 79-acre Missouri Botanical Garden. 
—DON DOULOFF

MPI WORLD EDUCATION 
CONFERENCE

CAEM EXECUTIVE 
FORUM AND LUNCH

On Sept. 26, Site Canada members gathered at the Metropolitan 
Hotel, in Toronto, for the monthly chapter meeting and dinner. The 
discussion topic was VIP and corporate security protocols.

Steve Summerville, president of Stay Safe and retired Toronto 
Police sta�  sergeant, outlined, to an audience of about 30, which 
questions to ask their security providers (including, “do you have 
errors and omissions insurance?”), considerations when selecting 
and working with a venue, and discussed the planner’s duty of 
care and how to mitigate the risk of liability.

In addition, chapter president Joanne Keating presented the 
2011 and 2012 Board with the o�  cial plaque commemorating the 
Site 2012 Chapter of the Year Award, which Site Canada won at 
the association’s international conference, in Beijing.
—CHRISTINE OTSUKA

SITE CANADA 
DINNER MEETING

The CSAE 2012 Trillium Chapter AGM and Awards Recognition 
Dinner, held at the Sheraton Toronto Airport Hotel & Conference 
Centre Sept. 27, attracted 240 people.

Providing entertainment and MC duties was comedian Paul Huschilt, 
who amused the crowd with stories about his climb up Mount Fuji.

Paul’s mountain-climbing tales fi t the evening’s theme, ‘Soaring 
to New Heights—Reaching Your Pinnacle of Excellence,’ perfectly. 
As award winners took the stage, each shared a message about 

doing whatever it takes to reach your goals. Congratulations to 
this year’s Trillium Chapter award winners Tim Stover, CAE, Motor-
cycle and Moped Industry Council/Canadian O�  Highway Vehicle 
Distributors Council; Kevin Jackson, Biz-Zone Internet Group Inc.; 
Rebecca Harris, CAE, Ontario Association of Residences Treating 
Youth; Kayley O’Brien, Scotiabank Convention Centre and Dinaz 
Garda, CAE, Ontario Real Estate Association.  Well done and well 
deserved!—CORI-ANN CANUEL

CSAE TRILLIUM CHAPTER AGM AND AWARDS 
RECOGNITION DINNER

agenda.indd   14 12-10-17   1:21 PM
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event spotlight

ACTE - Association of Corporate Travel Executives, CSAE - Canadian Society of Association Executives, MPI - Meeting Professionals International, Site - Society of 
Incentive and Travel Executives.

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

ADDITIONAL INDUSTRY EVENTS:
NOVEMBER

 + 4-7 Convivium 2012, MPI Montreal 
& Quebec, Hotel Loews Concorde, 
Quebec.

 + 15 Workshop & Luncheon, MPI Ottawa 
Chapter, Four Points by Sheraton Hotel 
& Conference Centre, Gatineau, QC.

 + 18-20 Education Conference, ACTE, 
Fairmont Hotel Vancouver.

DECEMBER
 + 4 Annual Holiday Season Reception, 
CSAE, Sheraton Centre Toronto Hotel.

 + 6 Holiday Gala Dinner and Fundraiser, 
MPI Toronto Chapter, International 
Centre, Mississauga.

 + 12 Holiday Social, Site Canada.
 + 13 Festive Luncheon, MPI Ottawa 
Chapter, The CE Centre, Ottawa.

november
CSAE National Conference 
and Showcase

Don’t miss the association industry event 
of the year. The 2012 theme is mobilize, 
socialize and energize, with a call to mobil-
ize membership to attend, socialize with 
executives and experts and energize the 
mind through workshops and professional 
education sessions. The Rt. Hon. Michaëlle 
Jean will deliver the keynote address dur-
ing the opening ceremonies. The confer-
ence will take place at The Westin Ottawa 
and the Ottawa Convention Centre. 
csae.com

Keep on top of professional 
development and networking 
opportunities in the business 
events community.

Site Canada Education Day 2012
This year’s program promises an 

all-out idea exchange. Jill Harrington of 
salesSHIFT will talk about working with 
procurement and Mike Ryan of Madison 
Performance Group will deliver a session 
called  “The Evolving Elevator Speech for 
Recognition: New Ideas, Opinions and 
Research Should be Changing the Way We 
Talk With Potential Customers.” Join your 
peers at the Four Seasons Hotel, Toronto. 
sitecanada.org 

The Global Meeting 
and Event Exhibition 

EIBTM is the leading global event for the 
meetings, incentives, events and business 
travel industry, held at the Fira Gran Via 
in Barcelona, Spain. The event delivers 
three days of focused access to a dynamic 
business environment, thought-provoking 
professional education and business 
networks for all attendees. The Hosted 
Buyer Program attracts senior-level buyers 
placing international business with suppli-
ers from across the globe. eibtm.com

AS I SEE ITAS I SEE IT
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I have been in the promotional-products industry for 20 years, 
and I’ve observed that incentives and premiums aren’t a top prior-
ity for companies, even though they should be.

It’s strange, because it’s a way of saying “thank you” and show-
ing appreciation for a job well done. I’m not sure why this is not 
being done more consistently.

I deal primarily with meeting planners who organize events 
and recognizing/rewarding is a gap that needs to be fi lled.

MISCONCEPTION
Showing appreciation doesn’t have to cost a bundle.  There is a 
misconception that rewarding is expensive, but this type of stra-
tegic expenditure is an investment that produces huge returns. A 
lot can be done with very little.

Meeting planners need to use their imagination before they 
approach a client, regardless if it’s an existing or potential 
client. They ought to step away from their computers and think 
about how they’re going to get new business. It requires crea-
tivity. Clients aren’t thinking about creativity; they’re busy do-
ing their job, so you have to do it for them. More often than not, 
a lot of business is lost from assuming clients know. They don’t. 
They have too much on their plate and need to be reminded on 
a consistent basis.

Planners have a huge responsibility. They have to persuade cli-
ents to spend money on something they can’t touch and feel. They 
must paint a picture in a client’s mind of what could be and create 
a need, aside from the regular conferences and meetings that are 
a given. They face many challenges and the biggest (whether it’s 
real or not) is lack of budget for anything new. This is where the 
savvy meeting planner has to listen for the cues and messages 
that are hidden under spoken words, because amazing opportun-
ities are missed by simply not listening. When clients don’t hear 
anything new and exciting, they have no budget. But when a client 

THE VALUE
OF INCENTIVES
BY JOANNA WISEBERG

Planners need to convince 
clients of incentives’ value.

—Joanna Wiseberg is founder of Red Scarf promotions, based in Toronto. 

redscarfpromotions.com

is presented with an interesting idea, money suddenly appears! 
This happens in the promotional-products world as well. 

THEMES, COLOUR, TEASERS
The use of themes, colour, teasers, (fun) premiums for a kick-o� ; 
implementing levels of achievement, and winning a prize worth 
fi ghting for, all work. Creating excitement, competition and en-
gagement makes incentives and premiums interesting. Use a little 
o�  ine and online marketing to generate buzz. In these serious 
times, the element of surprise has been completely forgotten.  

We are now dealing with a sophisticated recipient, so it had 
better be good! Think about what would turn your crank and 
would make you jump a little higher.

Leverage your contacts and ask for ideas. If you don’t ask, you 
don’t get. Decision-makers need to realize that it’s about reward-
ing those people who have made a signifi cant contribution to a 
company’s success. It spreads goodwill and fosters e�  cient em-
ployees who generate profi tability.

I would like to relate a short story about my experience when 
I started Red Scarf Promotions. In the beginning, it was just me 
and my assistant. As time went on and the company grew, I never 
once stopped to think about the backbone of Red Scarf. Those 
who know me, know that I love to sell and it’s always about the 
interaction with my client. I was gently reminded by my assistant 
that she, too, would like to taste the fruits of success and at that 
moment, I realized I could not be successful without her. My entire 
perspective changed. An incentive program was created, for one 
person, that worked for both of us and lasted 10 years.  

Ask yourself this: When was the last time someone thanked 
you for a job well done? 
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The Final
Verdict

BONNIE BOYD, 
CMP, DMCP
President & CEO
BBC Destination 
Management

Absolutely they do, 
on several levels!  
First, a CMP, CMM, 

CITE, CEM or DMCP is evidence of exper-
tise earned by study (extensive testing and 
in the case of the CITE designation, original 
research) and experience. Earning desig-
nations are not for the faint of heart!  

Second, earning designation status is 
challenging and exciting and admits the 
designee to a special “club” recognized 
throughout our industry. The individual 
earning the designation shows commit-
ment, passion, respect and professionalism 
in earning the designation, to his employer, 
to his clients and to the industry. 

Third, and from the corporate view-
point, the designation supports the com-
pany’s commitment to provide best practi-
ces to every client. Companies who count 
many CMPs or DMCPs show the industry 
that they foster professional education, 
high standards and professional conduct.  

Finally, designations can demonstrate 
a company’s belief in their employees and 
can be part of an ongoing motivational 
tool for employee success.  

As the strength of the meetings indus-
try and its far-reaching economic e� ect 
becomes more fully recognized, the desig-
nation will mean even more.

JOY LEONTE, CMP
Account Executive
Exhibition Place, 
Direct Energy Centre, 
Allstream Centre

Speaking as a pro-
fessional who has 
a CMP and [is] cur-

rently pursuing a CMM, I think that desig-
nations demonstrate one’s commitment to 
the industry. Through these programs, I am 
able to consolidate and expand my know-
ledge, which helps me gain an in-depth 
understanding of my profession. 

The “real world” outside of our industry 
may not know the signifi cance of it, but I’m 
confi dent our industry peers realize how 
much investment and hard work went into 
earning those letters on our business cards.  

As a supplier, these letters have [in-
spired] confi dence in my clients and have 
earned the respect of my industry col-
leagues, all without having to wave my 
resume around. It helps open doors, has 
assisted in negotiations and creates a posi-
tive perception. 

My designation has proven my willing-
ness to learn and adapt to trends, a�  rms 
my passion for my career and has elevated 
my credibility among my peers. It is the 
perfect marriage of theory and experience, 
all summed up into three little letters.

What value does it have? Given the 
years of experience, training, volunteering 
hours, and leadership skills that the desig-
nation requires—the value is priceless.

NATALIE LOWE, 
CMM
President
Celebrate Niagara DMC

In any profession, 
pursuit of addition-
al education and 
designations shows 

a commitment to your industry—both my 
optician and my mechanic proudly display 
certifi cates on their walls. 

If, in our industry, we call ourselves 
meeting professionals, our level of respon-
sibility to our clients must exceed know-
ing what wine glass to use—we need to 
be their partner in achieving their fi scal 
and marketing goals for the event in a re-
sponsible, professional manner. In order 
to do that, we have to constantly increase 
our knowledge base and stay current with 
business and industry trends and we show 
proof of that commitment through our 
designations. 

As for real-world value, I have closed 
sales because clients felt comfortable that 
I was a professional to be entrusted with 
their events based on having the CMM 
designation. Directly after my designation, 
I was approached by numerous colleagues 
in the industry interested in pursuing their 
own designations and from that, friend-
ships developed as we discovered our 
shared commitment to our chosen profes-
sion. Also, those relationships bring refer-
rals and business, as well as an opportunity 
to continue our education amongst peers.

supplier supplier supplier

DO DESIGNATIONS MEAN 
ANYTHING IN THE REAL WORLD?
AS TOLD TO CHRISTINE OTSUKA

There’s no arguing that a designation says 
to the world that you are serious, dedi-
cated and passionate about your industry. 
Most understand that there’s extensive 
training and, in the case of the CITE 

designation, original research involved. 
In addition, earning those three or four 
letters may even give you a leg-up in the 
job market. It instills confi dence in your 
employer and can help you win business 
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JENNIFER 
DELA-CRUZ, CMP
Associate Director, 
Meetings & Events, 
Brand Marketing
Royal Bank of Canada

Designations are 
an accomplishment 

that can have real-world value and should 
make those that have achieved them proud. 
I think that whether the accomplishment is 
celebrated depends on the sector, namely 
association or corporate. Speaking from 
the corporate perspective, meeting desig-
nations are not widely known and, there-
fore, may not be seen as having real-world 
value. However, based on past M+IT salary 
surveys, it shows that those with designa-
tions are rewarded and can clearly have 
real-world value. 

As a people manager, when looking 
for new hires, I expect that a senior plan-
ner should have a designation and, if not, 
they should have equivalent experience. 
Designations can elevate a candidate for 
consideration because of the dedication it 
takes to achieve it. It shows commitment 
to the trade and to personal growth. 

The role of meeting planner is one that 
people either love or hate. When a person 
loves it, you can see their passion and drive 
to improve themselves. Designations are a 
way of challenging them to new levels. 

I would argue that not only do designa-
tions have real-world value, but they also 
have real-life promise.

CHRISTINE 
GRUBER, CMP
Event Coordinator, 
Conferences & 
Meetings
Ontario Real Estate 
Association

Since receiving my 
CMP designation two years ago, my pro-
fessional career has changed. 

My employer is an advocate of profes-
sional education; they paid for my educa-
tion and certifi cation. Those who achieve 
their designation are celebrated and this 
puts them in line for promotions and af-
fords them special concessions, such as 
conference attendance. 

Designations are one of the top quali-
fi cations employers are looking for when 
hiring a meeting professional. I have found 
that certain venue suppliers treat me di� er-
ently once they know I have a designation. 
For example, they are able to use industry 
“short-hand” when we communicate. 

I’ve also found other meeting profes-
sionals look for advice from those with 
designations. While I was at MPI WEC, in 
St. Louis, this year, I was approached by 
a planner who asked me about my desig-
nation when she noticed my CMP ribbon. 
I have even approached those who have 
their CMM to ask them about their experi-
ences and what it taught them, as I prepare 
to get that designation also.  

In the end, having a designation will 
help a meeting professional be recognized.

CAROLYN 
LUSCOMBE, 
CSEM, CSEP, CMP
President & Chief 
Event Architect
Eclectic Events 
International Inc.

The subject of in-
dustry designations is a real hot-button 
issue with me. As a professor in the Event & 
Meeting Management Program, at George 
Brown College, it was of great importance 
to me to demonstrate to my students and 
peers that I was certifi ably knowledgeable 
by earning these designations.  

Designations were developed to global-
ly raise the bar in terms of knowledge, skill, 
performance, professionalism, ethics and 
accountability, the idea being that those 
initials would be globally recognizable to 
create international credibility for the indi-
vidual possessing the designations.

In a market where clients are interested 
in shopping for the lowest bidder and not 
the best candidate to partner with, the 
clients are not taking designations into 
consideration when selecting an event or 
meeting partner. 

Why is the corporate market, when 
their reputation is at stake, trusting events 
and conferences to novices? 

In my opinion, formal education and ob-
taining designations should be mandatory 
and should absolutely pose as the barrier 
to entry into the profession of event and 
meeting management.

planner planner planner

It’s been suggested that designations such as CMP, CMM, etc., 
have little real-world value. What’s your opinion?

HAVE AN OPINION? 
E-mail cotsuka@meetingscanada.com

and foster relationships. But experience, 
active industry involvement or association 
membership can, in some cases, provide 
similar results. A designation is not an 
automatic in, but it doesn’t hurt, either. 

It goes a long way toward showing the 
outside world that this is a profession 
and not a job. And in an industry built on 
relationships and, to some extent, trust, it 
makes good business sense. 

—Christine Otsuka is Assistant Editor 

of Meetings + Incentive Travel

SPECIAL EDITION
PLANNERS + SUPPLIERS
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SEAMLESS LIVE-
STREAMED EVENTS
BY ANDREI PETRIK

Handy tips to ensure things 
go smoothly.

—Andrei Petrik is a marketing professional/digital strategist, based in Toronto 

andreipetrik.com.

If you decided to live-stream your event online, choosing the right 
online streaming platform is crucial to ensuring your audience re-
ceives a top-notch experience. On the basic level, most of the main-
stream online streaming services (Livestream, Ustream and Justin.tv) 
provide similar features, such as standard-defi nition video, ability to 
view the stream on mobile devices, and live chats. However, these 
services vary in available options (once you upgrade through di� er-
ent account levels), which will a� ect your audience’s experience.

Before testing out platforms, you must understand your audi-
ence. How many of them do you expect to join the online feed? How 
will they be connecting? Where will they be watching the stream? 
How will they be watching it? Do they want a password-protected 
feed? Answering these types of questions will help you screen for 
the right set of features and pick the right platform.

ADAPTIVE VIDEO
If your audience will be logging-in using a variety of connection 
speeds, you may want to consider Livestream, since it o� ers adapt-
ive video playback. This allows the end users to enjoy uninterrupt-
ed video feed, because the playback adjusts to the type of user’s 
connection speed and other conditions. If your client and audience 
are concerned with protecting their content, many of the leading 
platforms o� er features that allow you to create private channels. 
Both Livestream and Ustream, for example, enable broadcasters to 
create custom channels with their own branding; restrict access, in-
cluding geo-blocking; and confi gure the look and feel of their chan-
nels. Another feature to consider is the ability to switch between 
live video feed and your screen. This enhances the audience’s ex-
perience, since they will be able to view on-screen content, such as 
PowerPoint presentations, in greater detail.  

Before committing yourself to a platform, put yourself in your 
audience’s shoes and begin testing out all leading services. Watch 
a few live broadcasts yourself and pay attention not only to the 
feed quality, but how well the broadcast is presented. Is the channel 

littered with ads and popping banners everywhere? Is the channel 
design too cluttered? How easy is it to access the feed? How intui-
tive is its use? Asking yourself these questions will help you identify 
any obstacles that your audience might encounter. 

After you’ve picked a platform, invest time rehearsing and pre-
paring for the big event. Practice setting up your equipment and 
enabling feed. Take notes and make a checklist. Knowing your setup 
and equipment will ensure your audience views the event as soon 
as you click the ‘broadcast’ button. An important step during the re-
hearsal broadcast is to experience the online stream on various de-
vices. Enlist the help of your team members, even friends or family, 
to help you screen for quality issues on di� erent devices.

AUDIENCE EXPERIENCE
Delivering an excellent audience experience is more than having all 
technical capabilities. You must be able to engage them by using 
the chat system as the feedback loop. Just because they’re on the 
other side of the world doesn’t mean they cannot participate. As 
the broadcast of your event goes live, be sure that you or one of 
your team members participate during the live-stream. This will al-
low you to monitor for quality issues, but more importantly, you will 
have the unique ability to interact with the audience.  

Having the right technology and reliable access to the Web is 
just one component of delivering a smooth live-stream. Your will-
ingness to learn and experiment with di� erent live-stream service 
providers will help you fi nd the right platform for your unique audi-
ence. Investing time to practice for the live event will enable you to 
address any challenges quickly. Adding a layer of interactivity with 
your online audience will win you fans. But to earn a standing ova-
tion, you must bring all these components together in one uninter-
rupted live-stream. 
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Raise your hand if you believe the events you plan, organize and 
deliver are creating value for all stakeholders. What value are the 
events creating? 

In August, at the IncentiveWorks trade show and conference, 
in Toronto, I asked people who participated in my knowledge pod 
session these same questions. 

These were some of their responses: “Networking, panel dis-
cussions, sharing knowledge”; “Using interactive technologies and 
social media”; “Using incentives and recognizing customers (ap-
preciation and rewards)”; “Sharing best practices and solutions.”

Twenty minutes of speed learning followed, where we categor-
ized and analyzed the responses to identify what kind of value 
their events were producing. Participants were surprised to learn 

Is your organization’s event portfolio creating value?

BY SUSAN RADOJEVIC

CHANGE THE CONVERSATION
their events were not creating value. In fact, 60 per cent of the 
responses were ‘preserving value’ and 40 per cent were ‘adding 
value’ (not the same as ‘creating value’).

At our agency, we use four terms to identify the type of value 
events create. They are—Value Creation; Value Preservation; Add-
ing Value and Value Destruction. For corporate leaders to invest in 
events, they need to produce Value Creation.

So what is Value Creation?
Value Creation occurs when an organization is dynamically 

learning from all stakeholders: clients/customers, suppliers and 
shareholders. Through the learning process, the organization is 
growing trust and leveraging what they learned. The data col-
lected is used to innovate and make decisions, internally and 

For more information on attending, exhibiting and sponsoring, visit

meetingscanada.com/incentiveworks

Thank you for another amazing year

Mark your calendar – you don’t want to miss a minute of the 2013 action
August 20 + 21, 2013

 Metro Toronto Convention Centre

Hosted Buyers Registration Opens February 15, 2013

General Registration Opens April 1, 2013

Exhibit Space – on sale NOW
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YOUR TRUSTED M+IT 
ONLINE RESOURCE 
JUST GOT BETTER!

We’ve completely redesigned 
our website, so it’s easier and 

faster for you to use! 

—Susan Radojevic is president of The Peregrine Agency 

and host of Corner O�  ce, in Toronto. Twitter: @susanradojevic

DISCLAIMER The views and opinions expressed in this column are intended to foster debate and discussion on how to revolutionize 
the meetings and events community. They don’t refl ect the views of M+IT magazine. We welcome your feedback.

externally, that will ultimately create organizational growth. 
Today, corporate leaders understand that the way to success 

is to come to grips with what they need to do less of, what they 
need to eliminate completely and what they need to do more of. 
And because of this, how to create value is at the top of the to-do 
list for most forward-looking leaders. By asking ‘what if?’ and ‘why 
not?,’ leaders can transform their business model more e� ectively. 
Ultimately, this will create value and di� erentiate their organiza-
tion from their competition. This makes perfect sense! 

Except the participants’ responses mentioned earlier produced 
event Value Preservation, which occurs when an organization re-
acts to what it sees, what it hears and imitates what others do. 
It’s when the meetings and event community pushes the same 
agenda. Its focus is inward-looking and it talks, only, about travel 
and hospitality event inputs (logistics). Practicing Value Preserva-
tion is dangerous because when we only stick to what we know, 
we are missing out on emergent possibilities and transformational 
growth. When we preserve value and justify an existence, what 
we’re really saying is, “we o� er no value.” Value Preservation tra-
jectory is from 0 per cent to 10 per cent growth, compared to 10 
per cent to 20-plus per cent growth for Value Creation. In which 
one do you think leaders will invest?

Here’s the thing. If an event portfolio is not creating value for all 
stakeholders, there is no reason to have events. And if there are no 
events, there is no need for travel and hospitality event inputs. When 
an event portfolio is aligned, profi ciently measured and designed 
(content design, not just environment design), it creates value. When 
something creates value, then its cost is seen as an investment. 

By simply changing the conversation from only talking about 
travel and hospitality event inputs to talking about event align-
ment and Value Creation, an event portfolio is positioned as 
leadership transformation tools. The value events create is rel-
evant to leaders because through events, leaders can inspire and 
empower all stakeholders to commit on an individual level. And it 
makes stakeholders feel they are contributing to an organization’s 
success. In a nutshell, it’s the di� erence between events being per-
ceived as a discretionary cost or an investment. 

Think about your organization’s event portfolio. Is it creating 
value? And if not, why is that?

In the next The Provocateur v-blog, we’ll explore Adding Value 
and Value Destruction and their use and impact on events. 
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WE DON’T ROLL UP 
THE SIDEWALKS 
AT 5 O’CLOCK
If you’ve visited Ottawa lately, you know 
the Capital’s not the sleepy little town it’s 
sometimes made out to be. We’ve got a great 
culinary scene, the ByWard Market’s pubs, 
clubs and patios, and the spectacular Casino 
du Lac-Leamy. Not to mention a lively music 
scene, theatre, dance and fantastic festivals. 
Add all of that to Ottawa’s national sites, 
great museums, natural beauty and outdoor 
recreation, and you’ve got a destination 
with undeniable delegate appeal. 

WE DO ROLL OUT 
THE RED CARPET 
FOR DELEGATES

Ottawa Convention Centre

Canadian Museum of Civilization

Rideau CanalRBC Royal Bank Bluesfest

WWW.MEETINOTTAWA.CA
1-800-363-4465
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BOOking liVe 
entertainMent
As an event planner, designer, coordinator or consultant, you are 
faced with unique challenges that in some cases are out of the 
realm of your area of expertise. Your client expects you to execute 
in every area, all the time. This can be a daunting task, especially 
in areas that are concept-based. Live entertainment is often one of 
those challenges. To help, I’ve compiled a list of six steps to ensure 
success when booking live entertainment, based on my 15 years 
experience as an agent, manager, consultant, producer and talent. 

 � UNDERstAND YoUR CLIENt
This is typically the fi rst step in any area of your planning. Enter-
tainment planners and producers are often too eager to jump 
into the water to fi nd the best entertainment available. They often 
miss this fi rst step, which is taking the time to understand who it 
is you’re working for. What do they do? What are their mandates 
and company philosophies? An example of this is a client who 
has strong policies about being ‘green.’ Let’s say that the theme 
of their event is ‘80s fads.’ You come with an amazing pitch that 
includes a concept for live graffi  ti artists. Seems like a perfect 
fi t for the 80s, right? Wrong! If you understood your client, you 
would have gone with break-dancers and neon hot pants! There’s 
nothing green about aerosol graffi  ti cans. 

 � DEFINE tAstE
When failure occurs in live entertainment, it’s often not because 
the performer was bad or lacking skill. Rather, it typically occurs 
when it’s simply not the right fi t for the event. When trying to 
understand your audience, most event planners only think about 
the standard factors: age, gender, culture, etc. What often gets 
lost in translation is your client’s taste. Take their use of language 
with a grain of salt. If your client wants a performer who is really 
“cool” and “trendy,” it’s important to get a sense of their defi nition 
of “cool” and “trendy.” Always ask for examples, other artists that 
they enjoy, etc.

 � GEt REFERRALs
In the Internet age, we have learned not to rely too heavily on a 
performer’s website. A fancy website and thousands of “likes” 
on Facebook doesn’t make them fi rst-rate on stage. If the act is 
local, be sure to ask other trusted sources in your city. In most 
markets, top-shelf talent is well-known to the events community. 
If they have done excellent work, other suppliers and associates 

will have probably heard of them. If they are not local, ask for 
references from other events that are similar in style to yours—
“similar” being the key word. If you are looking for a fi rst-rate 
classic-rock band, but all the referrals speak to how well they play 
disco, you may want to keep looking.

 � hAVE REALIstIC EXpECtAtIoNs
I can’t count the number of times I’ve had a client say to me, “I 
want the best bang for my buck.” This can typically cause prob-
lems. If a performer plays a 15-minute set, it’s because that’s the 
ideal length for them. Don’t ask them to perform for 30 minutes 
and expect the same results, especially if your budget falls in line 
with the 15-minute rate. If you have hired a DJ, but given them 
very specifi c restrictions on their playlist, you are limiting their 
ability to deliver for you. This is their job. Let them do it.

 � GIVE thEM WhAt thEY WANt 
Yes, you heard me correctly. If the key to your event is the grand 
fi nale performance that you’ve booked, coordinated, rehearsed 
and spent hours of time (and loads of your client’s budget) on, 
keep the performers happy. Sure, some acts can be diffi  cult, 
and their requests may seem insignifi cant to you, but you want 
to keep them happy. A happy performer is usually a good one. 
Follow their rider and contract requests, and if you can go over 
and above to keep them happy, do it. Live entertainment is 
service-driven, but unlike food, fl owers and trusses with lights on 
them, your performer is a real person. Their emotions will show 
on stage. 

 � WoRK WIth REpUtABLE CoMpANIEs 
It’s shocking to see the number of large and high-profi le events 
that use unknown entertainment suppliers. A company that is 
known to deliver will do just that. If the price is slightly higher than 
the no-name brand, you need to understand what you are pay-
ing for—the service that comes with the act. The offi  ce, fax line, 
receptionist, contract, backup systems and emergency lines to call, 
are all important things when you’re looking at booking something 
that may be not only expensive, but also on a timeline that could 
be 12 to 18 months prior to the event. 

Striking the right chord.

BY aBBY tOBias 

 —Abby Tobias is president of Sole Power Productions, in Toronto. 

For more information, visit solepowerproductions.com.
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upping tHe liVe 
entertainMent ante

So long, dime-a-dozen DJ.

BY aBBY tOBias 

Tired of the same-old same-old? We asked Abby Tobias, president of Sole Power Productions, in Toronto—one of the foremost entertain-
ment providers in the country— to put together a list of hot new ideas in live entertainment, sure to wow your guests, employer or client.

This combines a Wii-like concept with the culture of graffi  ti art. 
Using your basic projection screen, along with an infrared unit and 
customized software, this functions as an interactive activity, where 
your guests can fulfi ll their childhood dream of spraying graffi  ti. The 
beauty of this product is that there is no actual graffi  ti; thus, it can 
be set up in any space, including indoors. The cans make real-life 
sounds and you can implement company logos and other branding 
images into the software, to add value. You can also book a live graf-
fi ti artist to produce high-quality art throughout the event.

During the last few years, there has been a trend where a musician 
plays along with a DJ (roaming bongos, horn players and electric 
guitarists). This takes that idea and adds a high-end visual. The 
drummer plays along with a DJ, while each drum has a built-in L.E.D 
fi xture. With each hit, the sound activation illuminates the drums.

This would be perfect for any high-energy dance-related party 
and adds value, as the drummer can present a short performance 
and/or play along with the DJ all night.

This is a live piece of decor. 
Line the entranceway 
with 20 ft. to 30 ft. of 
red carpet. Having seen 
that at almost every gala 
and formal event they’ve 
attended, your guests 
won’t think much of it 
from a distance. As they 
get closer, however, they 
will notice that the red 
carpet turns right into a 
dress made entirely of the 
carpet being worn by a 
model, who can hand out 
a signature drink, access 
passes or act as a greeter.

This piece is amazing 
to use once. You wouldn’t 
want to repeat it at future 
events if the same crowd 
is attending both.  

A live performance by 
a team of martial artists 
can provide a unique and 
exciting show. Typically, 
the group will not only 
include high-fl ying stunts, 
but also feature weapons 
and props that your atten-
dees have probably never 
seen close-up before. The 
shows are usually 10 to 15 
minutes, and often invite 
children from the audience 
to participate, making the 
show interactive. It’s ideal 
for any Asian or sport-
related event, but also fi ts 

in well with non-themed events.
The drama is heightened if you incorporate a good soundtrack 

and mood/eff ect lighting. Be careful when booking this act if your 
venue has low ceilings or a small performance area. 

l.e.d. druMMer

digital graFFiti Wall

Martial 
artists

red carpet
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Dance perform-
ances have always 
been popular at 
company parties, 
weddings, etc. The 
introduction of 
authentic street-
dance style is a 
tremendous way 
to not only excite 
guests, but also 
include a personal 
touch by getting 
creative and includ-
ing the company 
president as the 
surprise guest 
dancer. Street 
dance works better 
than most styles 
of dance because 
it is visually easy 
to understand and 
includes high-risk, 
and highly skilled, moves that are easy to appreciate even if you’re 
not a fan of dance. Loud costuming and wardrobe changes also of-
fer an added value to a street-dance performance. 

A street-dance performance would last five to 15 minutes and is 
an ideal way to begin a dance set. 

This act/service turns a play on words (valet/ballet parking) into 
a terrific first impression at your event. Hire attractive models to 
play the role of parking attendant, dressed from head to waist in 
typical valet attire (black jacket and white dress shirt) and from the 
waist down in ballet attire (tutu, tights and slippers). Your guests 
will do a double take as they get out of their cars, and will, at that 
point, know that the evening’s festivities have begun. Eye-catching 
signage, appropriate music and live ballerinas roaming the valet sta-
tion’s entrance are an excellent way to spice up the act even further.

This act is clearly meant for the beginning of the night only and 
works best with at least four placed attendants. It adds humour to 
any corporate event. 

Everyone has heard of duelling pianos. Well, this is simply a mod-
ern-day version of that. Place two DJs in a pyramid-shaped setup 
and have them play together, take turns and, of course, battle! The 
DJ setup (which is often referred to as ‘two by four’—two DJs and 
four turntables) provides an engaging visual. Positioning cameras 
above, to get a better view of their hands at work, adds visual flair. 
It’s important to pair DJs who have worked together in the past—or 
even better, simply hire a DJ duo.

Duelling DJs is an imaginative twist on your typical DJ dance 
party, holiday party or private event. You get a full night’s entertain-
ment, as well as a unique focal-point visual and performance.

Have you ever been seated at a table that’s lame or boring? This 
is the perfect fix to that problem. Rent-A-Guest involves hired ac-
tors placed in the crowd to act as a guest. They need a backstory, 
though. So, “you know Mary from PR? This is her boyfriend—they’ve 
only been dating for a few months.” The best part is that you have 
the ability to create any character you want, depending on your 
client’s sense of humour. The character could have had too much to 
drink and is now hitting on all the women at the party; or maybe he 
works for a competitive company and has nothing nice to say about 
your workplace. You get the idea!

rent-a-guest

Ballet parking

duelling djs

street dance
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Now boarding great non-stop
flights to New York with WestJet.
New York City has something for everyone. From the Empire State Building to Times Square, and from 
Central Park to Broadway and everything in between, New York City is like a hundred worlds rolled 
into one. You can shop at world-class boutiques, explore the city’s magnificent architecture, dine at the 
world’s best restaurants or take in arts, culture and sporting events. There’s so much of everything in 
the city that never sleeps.

With eight non-stop flights each business day from Toronto to New York via LaGuardia WestJet makes 
getting there convenient and simple. ^Great connections from other cities are also available. 

As Canada’s most preferred airline, WestJet knows what great value is all about.  Flying a modern 
fleet of Boeing Next-Generation 737 aircraft, they offer scheduled service to 80 destinations in North 
America, Central America and the Caribbean. Powered by an award-winning culture of care, WestJet 
is recognized for their legendary guest service and have truly pioneered low-cost flying in Canada. 

Their everyday low fares and great value make travelling easy and affordable for groups of 10 or more. 
Whether you’re travelling for leisure, business or meeting and convention travel WestJet will get you 
to where you need to be. 

^Schedule is subject to change without notice. See westjet.com for full schedule details.

To request a quote for your group, contact the WestJet group desk at 
1-888-493-7853 or email specialproducts@westjet.com today.
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Through  
Innovation

Through  
Experience

Through  
Communication

calgary-convention.com 
1.800.822.2697   |   T  403.261.8500   |   sales@calgary-convention.com 

Meet with energy! 

We are committed to bringing a world of energy and ideas together. 

Feeding the
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BY CHRISTINE OTSUKA

Use it or lose it.

My memory isn’t what it used to be. 
In university, I was the queen of cramming. It was 

common to have back-to-back exams. Outside of 
school, I worked at a women’s fi tness centre with hun-
dreds of members and part of my job was to know each 
member’s name and their story. I was also a waitress 
—the kind who never used a notepad, but always got 
your order right.

Three years ago, I had to look up my boyfriend’s 
birthday on Facebook. “Is it the 5th? Or the 3rd? No, it’s 
got to be the 8th?” Ugh. 

Not my proudest moment. And one I’ve experienced 
more than a handful of times since then. It’s often for 
simple stu� —like debating the name of a fi lm or TV ac-
tor with friends. Rather than racking our brains to fi nd 
the answer, one of us pulls out a smartphone and looks 
it up on the Internet.

It worried me enough that one day, I suggested to 
my friends that I (and we) should all stop Googling 
the answers when they’re probably locked away in our 
memory somewhere.

So the next time something like this came up, I 
consciously resisted the urge to Google. I sat there, 
hemming and hawing, thinking for what seemed like 
an eternity, and I came up empty. I thought, “maybe 
it will come to me in the middle of the night, or when 
I’m no longer fi xated on fi nding the answer.” Never 

happened—mainly because I caved no more than 20 
minutes later, typed it into the computer and hit the 
search button. Voila! 

THE CONVENIENCE FACTOR
These days, instead of committing things to memory, 
we bank on the fact that we can look up the informa-
tion later. Maybe it’s an appointment in our calendar or 
where a colleague is working. But because we know 
that the answers to pretty much everything—our pro-
fessional responsibilities and even important details 
about our loved ones and friends—can be found else-
where, we know we don’t NEED to remember it.

It’s a matter of convenience. In the past, it took a lot 
more e� ort to fi nd answers and details. Think fl ipping 
through fi les, reports, encyclopedias, or sneakily check-
ing someone’s driver’s license for their date of birth 
when they’re in the other room. 

The convenience factor is there. The information is 
readily available. So we don’t have to use our memories 
quite so much. 

We’re also much more distracted than we were in 
years past. We have more appointments and commit-
ments in our digital agendas, more people in our lives, 
and more of our attention is required throughout the 
day. So it’s no surprise that we’re all prone to forget at 
one time or another. 

MEMORY LAPSE

Look for foods rich 
in antioxidants, 
B vitamins and 
omega-3 fatty acids. 
Brain-friendly foods 
include:

 + Fatty fi sh, such as 
salmon

 + Berries
 + Walnuts
 + Dark leafy greens
 + Turmeric
 + Spinach
 + Red wine (in 
moderation)

 + Grape juice
 + Green tea

EATING FOR 
MEMORY
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IS IT JUST ME?
You expect these kinds of things to happen when 
you’re older, much older. For women, a loss of memory 
is something you associate with menopause or a later 
stage of life.

But according to Ron White, an author and memory 
expert, it happens earlier than you think. “Most stud-
ies point to our memories beginning to decline in our 
30s,” he says. You may notice you can’t recall certain 
things like people’s names or commitments, and you 
can’t process information quite as quickly. That’s nor-
mal and a product of general deterioration, distractions 
and stress. But this impaired memory function doesn’t 
have to be accepted as fact. 

“Just like you can improve the health of your body 
with good nutrition and exercise, you can improve your 
brain with good nutrition and exercise,” says White.

WHAT YOU CAN DO
Beyond the usual list-making, note-taking and remind-
er-setting, one of the most important things you can do 
to improve memory is get eight hours of quality sleep 
per night and if possible, get up early. Studies show that 
early risers perform much better on memory tests than 
their late-rising counterparts.

Another easy tip is to stop procrastinating. If we do 
things when we think of them, we can wipe the task 
from our memory. But if we procrastinate, there’s more 
chance that we’ll forget to do it. Keeping the task in the 
mind also crowds it and increases the likelihood we’ll 
forget other things as well. 

Research shows that socializing and having a sup-
port system has a positive impact on brain health. In a 

recent study from the Harvard School of Public Health, 
researchers found that people with active social lives 
had the slowest rate of memory decline.  

When it comes to professional engagements, prac-
tice makes perfect. Consider this: You’re at an event, 
you meet someone for the fi rst time, and as she’s talk-
ing, you realize you have no idea what her name is. 
“Nine times out of 10, when you don’t recall someone’s 
name 10 minutes after meeting them, it is a problem 
of focus…you weren’t listening,” says White. To keep 
this from happening, try to repeat their name back to 
them following their introduction. If you’re approaching 
someone for the fi rst time, repeat “what is their name?” 
in your head and it will help focus your memory to listen 
for their name.

And fi nally, the root of all evil…stress. When you’re 
stressed out, your body produces cortisol, which has 
been linked to damaging the part of the brain involved 
in memory, according to White. Anxiety, especially 
chronic anxiety, will reduce your short-term memory 
and ability to focus. Manage stress by exercising daily 
or through meditation or yoga.

We all su� er occasional memory lapses. And while 
they range from the annoying to the downright em-
barrassing (but let’s hope not catastrophic), the im-
portant thing to remember is memory is something 
that can be improved upon. It’s like a muscle, and it 
needs to be fl exed. Like they always say, if you don’t 
use it, you lose it. And if you need a reminder, make 
one now, before you forget. 

—Christine Otsuka is Assistant Editor of 

Meetings + Incentive Travel

good for your group
Being social and interacting 
with those around you has a 
positive impact on memory, 
so next time you’re plan-
ning a group activity, try this 
exercise:

1. Ask group participants 
to wear a nametag at the 
beginning of the activity.

2. Have them introduce 
themselves to each other and 
focus on a task.

3. Once the task is completed, 
ask the participants to 
remove their nametags.

4. Finally, ask participants to 
name the other people in 
their group.

what 
is a 

memory 
lapse?

A memory lapse is a 
momentary inability 
to remember a 
piece of information, 
such as how to do 
something, a word, 
a phone number or 
someone’s name. 
When a memory 
lapse resolves itself, 
the recollection 
returns. These brief 
hiccups in memory 
may last only a few 
seconds or a few 
minutes, and they 
can be very frustrat-
ing, as people may 
feel momentarily 
helpless until their 
memories kick in.
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“Life is short; eat dessert fi rst” isn’t just a droll say-
ing. It’s a mission statement for those who worship at 
the altar of all things sweet, be it baked goods, frozen 
treats, chocolate—the works.

They’re on to something, since dessert, when 
done right, can be the high point of an event menu. 
The trick is to combine a skilled pastry department 
with good ideas.

Currently, one- and two-bite desserts and share-
able items are popular, says Kevin Prendergast, execu-
tive chef at Tundra restaurant, in the Hilton Toronto. 
Tiny cheesecake lollipops are a big hit, he says.

Tiered desserts remain hot, says Prendergast, as 
people are looking for options showcasing creativity: 
berry and pistachio macarons; sugar cookies; jellied 
orange peel; bite-sized pieces of chocolate ganache.

At Culinary Capers Catering, in Vancouver, trad-
itional and comfort desserts, with a modern twist on 
presentation, are a hot trend in passed desserts, says 
pastry chef Kim Collishaw. Plated selections of little 
desserts, and sweets in jars and glasses, o� ering lay-
ers of fl avours and textures, are also big.

“Back-to-basic indulgent desserts, in smaller por-
tions, are very much a trend right now,” says David 
Chow, pastry chef at Stock restaurant, in Trump Inter-
national Hotel & Tower, Toronto.

“As much as pastry chefs try to push the envel-
ope with interesting fl avour profi les, everyone always 
gravitates toward the classics,” he says.

SWEET DREAMS
Trends in event desserts and a look at two retail sources specializing in baked goods.

BY DON DOULOFF

PH
O

TO
S 

St
oc

k 
R

es
ta

ur
an

t/
Jo

hn
 N

ar
va

li,
 C

ul
in

ar
y 

C
ap

er
s.

Cuiscene.indd   33 12-10-17   1:30 PM

http://www.meetingscanada.com


34 M E E T I N G S C A N A D A . C O M

Located near the Montreal Museum of Fine 
Arts, Nocochi bistro/tea house boasts a se-
rene, art gallery feel, thanks to white-tiled 
fl oor; white walls adorned with colourful 
artworks; white chairs; and pot lighting. Mini-
ature pastries, made from Middle Eastern 
(mostly Persian) recipes, are the name of 
the game. Expect house-made, traditionally 

fl avoured Turkish delight, dusted with icing 
sugar and studded with pistachios, almonds 
and hazelnuts; dainty baked goods featuring 
nuts and traditional spices; and jellies made 
with pure fruit. Croissants (including almond) 
and mu�  ns (pistachio, almond and choco-
late) are also available. Hot-chocolate-on-a-
stick, too, along with 21 types of tea.  

DUCHESS 
BAKE SHOP

NOCOCHI
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—Don Doulo�  is Managing Editor 

of Meetings + Incentive Travel.

Duchess Bake Shop, operating on 124th Street, in Edmonton, fea-
tures a dessert menu covering the gamut, from macarons (the 
house specialty, in such au courant fl avours as salted caramel, 
dark chocolate,  rose, lemon and coconut), cookies (ginger, fl or-
entines, oatmeal chocolate and gingerbread), brownies and mad-
eleines, to tarts (lemon cream, key lime, passionfruit-raspberry, 

chocolate), classic breakfast pastries (croissants, brioche, scones 
and pain au chocolat). Rigidly adhering to traditional methods, 
Duchess does everything from scratch (no mixes, preservatives 
or shortcuts) and uses top-notch ingredients such as French Val-
rhona chocolate, imported butter and all-natural fl avourings and 
extracts.
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Now in its fourth year, M+IT’s Hall of Fame Awards have 
gained tremendous cachet throughout the industry, 
since they recognize the cream of the crop, those in the 

Canadian industry who’ve distinguished themselves in six key 
categories: Industry Rising Star, Industry Mentor, Industry Vol-
unteer, Industry Builder, Industry Planner, Industry Innovator. 
We also asked each a series of provocative questions. Read 
their answers in their profi le articles on the following pages.

We’ve reinstated the Industry Veteran Award, essentially a 
Lifetime Achievement Award, which is only handed out when 
we at M+IT feel it’s warranted. But what makes our awards so 
meaningful is that they represent peer recognition. Nomina-
tions for the six core categories originate from nominees’ col-
leagues, and it’s that industry stamp of approval that makes 
induction into our Hall of Fame such a sought-after honour.

This year, for the fi rst time ever, we announced the Hall of 
Fame winners live during IncentiveWorks, before the keynote 
presentation on Tuesday, Aug. 21. We did so with the intention 
of heightening the drama of the announcement, lending the 
presentation edge-of-the-seat drama worthy of the Academy 
Awards. Mission accomplished!

We expect to announce the 2013 Hall of Fame Award win-
ners live at IncentiveWorks before the keynote on Tuesday, 
Aug. 20, 2013.

In the meantime, turn the page to learn in-depth about this 
year’s stellar crop of inductees. —DON DOULOFF

PHOTOS BY DONNA SANTOS
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The Rising Star Award recognizes a planner or supplier, with two to fi ve years experience in the 
industry, who has demonstrated leadership and the desire to become an ambassador for our industry.

Natalie is also a committed member of the Pareto 
School Pride Program. Pareto works with Free the Chil-
dren to raise money for training and professional de-
velopment opportunities for teachers in Kenya’s Masai 
Mara region.

In April, 2011, Natalie took the lead with two fellow 
students (who are now industry colleagues) in organ-
izing an artisanal food tasting and silent auction for 100 
guests, raising over $8,000 for School Pride. In addition, 
she assists the School Pride Team in other ways, for in-
stance, with awareness initiatives.

Natalie has put her planning expertise to good use 
in other ways, such as volunteering in 2010 as the lead 
conference planner for Media Access Canada, which 
sought to educate broadcast professionals on how to 
prepare for upcoming license-renewal hearings. Though 
that conference featured many unknown variables, Nat-
alie rose to the challenge, booking the venue and co-
ordinating speakers, delegates, volunteers and catering.

Q VALUE. WHAT DO YOU BRING TO 
THE TABLE?

A I think that being fairly new to the industry, I bring 
an eager approach to learn from some of the best in 

the industry. Working at an organization like Pareto has 
given me a chance to dive into the industry. I’ve had the 
opportunity to put my own spin on the services and solu-
tions we provide to clients. It’s that combination of op-
portunity and creativity that has allowed me to develop 
my skillset and grow as a solutions-oriented manager. 

Q THE COMPETITION. HOW DO YOU 
MEASURE UP?

ANot to sound naïve, but I don’t consider others as 
competition and I am not looking to be in competi-

tion with others, since I consider those who are highly 
motivated and successful to be opportunities for me to 
further develop within my career.  Being able to work and 
collaborate with people of great skill and tremendous 
work ethic is something that keeps me striving to be the 
best I can be. 

N
atalie Ciarallo’s qualifi cations for the 2012 
Industry Rising Star Award are, in a word, 
stellar. As program manager at Pareto, she 
has consistently demonstrated leadership 

and a keen desire to become an ambassador for our 
industry. While a student in Ryerson University’s Hospi-
tality & Tourism Management program, Natalie gained 
hands-on industry experience through her involvement 
in associations, student groups and charity events. As a 
recent graduate, she guest-lectured for Ryerson profes-
sor Judy Healy in classes devoted to the planning and 
management of meetings, conferences and conven-
tions, and the business aspects of incentive travel.

Natalie shared with over 100 students her experience 
entering the industry and how the skills she learned as 
a student fi t into the day-to-day operations of a planner 
and program manager. Subsequent to those guest lec-
tures, she helped create an internship program at Pareto 
for university students interested in the incentive-travel 
industry. As of May, 2012, Pareto’s fi rst student intern 
successfully completed her internship, with a second 
intern slated to start this fall.

To expand her knowledge base, Natalie also works 
part-time for Marla Brown Designs Inc., an event design 
and rental company. By assisting on-site, she keeps her 
fi nger on the pulse of event-design and decor trends, 
giving her valuable insight, which she then applies to 
the events and programs she plans globally.

For the last two years, Natalie has been a member of 
MPI Toronto; she has sat on the communications com-
mittee, as well as contributing and editing articles for 
MEETING magazine.

Earlier this year, she earned a nomination for a liter-
ary award for the article ‘Stepping Out of Your Comfort 
Zone’, published last year in MEETING magazine..

Natalie
   Ciarallo
          Pareto Corp.
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Chic, sophisticated and sexy, Toronto is one hot destination and the 
world is starting to take notice – we’ve recently been ranked as one of 
the hottest destinations to visit in 2012 by Travel+Leisure Magazine and 
featured on NBC’s Today Show. Let us help you experience the excitement 
yourself; we’re experts at hosting, planning and keeping our finger on 
the city’s pulse.

Funding provided by the Government of Ontario.
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     Jill
Harrington
    salesSHIFT

C
ontributing in any way to the success of 
others in this industry has, without question, 
been the single greatest source of joy and 
fulfi llment in my entire career.”

Those words, from 2012 Industry Mentor winner Jill 
Harrington, concisely sum up her fi erce commitment to 
mentoring industry colleagues.

Indeed, Jill’s passion for mentoring led her to launch, 
in 2002, potential2performance and its subsidiary, 
salesSHIFT, focusing specifi cally on the professional de-
velopment of others.

But Jill’s passion for mentoring began many years 
ago and has taken di� erent forms.

It started with mentoring colleagues when she was 
new to the industry and an account executive with Part-
ners in Performance incentive house. Colleagues would 
seek Jill out for advice and she’d sit with them, sharing 
what she had learned and what had shaped her success.

As an industry leader, she went against the grain, hir-
ing people for raw talent and hunger to succeed, over 
experience. She then committed time and energy to 
provide the support they needed to be successful.

Two examples: After interviewing a junior industry 
member, Jill was so impressed, she hired her over more 
experienced applicants. Although she wasn’t her direct 
manager, Jill made herself available to support and guide 
her because she saw her determination to succeed. After 
leaving the company, Jill continued to counsel her, and 
she has since grown to be an industry leader. 

Another time, some years ago, Jill, against the ad-
vice of her then-president and leadership team, chose 
to advance the career of a junior member of her team 
to a director’s position. While others felt she wasn’t up 
to the job, Jill knew she was determined to assume a 

THE INDUSTRY MENTOR AWARD recognizes an individual planner or supplier who, through their 
expertise, professional infl uence or academic position, has provided others with the opportunity, 
inspiration or ability to pursue excellence.

bigger role and was confi dent she was ready for it. Jill 
provided the guidance, feedback and encouragement 
she needed to gain the confi dence and the respect of 
colleagues in her new role. She, too, went on to carve 
out a leadership career in this industry.

Jill has also helped seasoned professionals fi nd the 
right next step for their career. For example, two of her 
colleagues had lost confi dence in their existing role and 
shared their predicament with her. She introduced both 
to new positions and made herself available as a sound-
ing board and source of support as they began their 
new roles. Jill’s support helped them chart new paths 
and both have been respected industry leaders (one 
owning a company) for many years.

She notes, however, that mentoring requires com-
mitment from the person being mentored. “Everyone I 
have mentored has come with the raw talent and, most 
importantly, a willingness to do what it takes. I’ve simply 
been the catalyst for their own greatness.”

QVALUE. WHAT DO YOU BRING TO 
THE TABLE?

AMy personal value comes from how, and what, I 
communicate. Through my training, speaking and 

writing, I enable people (sales and service professionals) 
to think in ways relevant to today’s ambiguous business 
environment. Most importantly, I provide them the critic-
al skills, confi dence and motivation to act on this new 
understanding, so they achieve faster business growth 
and ongoing success, regardless of market conditions. 

QTHE FUTURE. ARE YOU READY FOR 
WHAT’S NEXT?

AIn my mind, the path to assuring your readiness for 
the future is through ongoing learning. And not just 

learning from traditional sources. Step out of your own 
industry, listen to speakers, read books and articles that 
you may not agree with but that will, at the very least,  
broaden your thinking and open your mind to possibil-
ities you wouldn’t otherwise imagine.
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    Roni
Feldman
Roni Feldman + Associates Inc.

THE INDUSTRY VETERAN AWARD recognizes a planner or supplier who has, during a long career, 
distinguished themselves by demonstrating leadership and innovation in all facets of their own job and 
the industry as a whole.

K
ey to the Industry Veteran Award are leader-
ship and innovation. Roni Feldman, CMP, 
DMCP, has demonstrated these admirable at-
tributes throughout her 33-year career.

In 1979, Roni worked for a Toronto-based DMC. After 
discovering there was no certifi cation requirement for 
tour guides operating in the city, Roni created a training 
program of best practices, policies and procedures for 
fi eld sta�  and tour guides. Only those who passed the 
training program were allowed to work for the company.

When the Goods & Services Tax (GST) was intro-
duced, meetings and conventions were not exempt. 
So Roni, along with other industry members, took up 
the cause. Through their e� orts, the GST rules were 
changed to allow organizations outside Canada (that 
had 25-per-cent or fewer attendees living in Canada) 
to claim the full 7-per-cent rebate on direct meeting ex-
penses for conferences held in this country. The positive 
e� ect on the domestic industry, especially for meetings 
arriving from the U.S., was profound.

Roni has also infl uenced how companies exhibit at 
trade shows. Some years ago, during CMITS (the fore-
runner to IncentiveWorks), Marriott asked Roni to de-
vise a concept for their booth. Brilliantly, she came up 
with Meeting Planners are Globetrotters, a basketball-
themed exhibit, the fi rst interactive, themed, booth ac-
tivity to give prospective clients an experience, while 
providing sales reps ample opportunity to promote 
their hotels and services. Subsequently, for her clients 
such as Marriott and Hilton, their CMITS booth themes 
were closely guarded secrets (and greatly anticipated; 
Hilton’s themed ‘Hiltonopoly’ exhibit is legendary). Roni 
was credited with taking CMITS to the next level.

She has given back to the industry in other ways. In 

1994, she was asked to serve as a member of the task 
force set up by the Ontario Tourism Education Coun-
cil to establish and validate standards for the special 
events industry across Canada. Among her many asso-
ciation activities, Roni has mentored students at PCMA’s 
annual conventions and has been a long-time member 
of PCMA’s Canada East Chapter board of directors. She 
sits on CanSPEP’s board as vice-president, education.

Moreover, Roni continues to be in demand nation-
ally and internationally as an instructor and workshop 
leader. She has been involved with CMP study groups 
and has been a guest speaker at such conferences as 
IncentiveWorks, MPI World Education Conference and 
CSAE, among many others.

All of this is in addition to running Roni Feldman & 
Associates Inc., the company she founded in 1995 and 
into which she channels her years of experience into 
event management, marketing, training and education.

QVALUE: WHAT DO YOU BRING TO 
THE TABLE?

AI am the only Canadian who has both CMP [Certi-
fi ed Meeting Professional] and DMCP [Destination 

Management Certifi ed Professional] certifi cations, in 
addition to experience and background in theatre and 
fi lm, as well as professional experience as a producer. 
This range of knowledge is unique in our industry and 
ensures that the myriad of program elements all fi t 
together like a puzzle.  

QPASSION. DO YOU STILL HAVE IT?

AIf you ask any of my clients or the vendor partners 
with whom I have worked for many years, the an-

swer would be ‘yes.’ After 33 years, each new program is 
a new journey for me and it has always been about the 
journey, not just the fi nished product. My life has been 
immensely enriched by the people I have met, the ex-
periences and travel I have been so lucky to have had, 
and the knowledge that I have gained along the way.
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     Angie 
Pfeifer
Investors Group Financial Services

THE INDUSTRY PLANNER AWARD recognizes Canada’s top meeting or incentive-travel planner, 
someone who represents everything professionals should be. The list of criteria includes at least fi ve 
years of industry experience; client satisfaction; business acumen; and mentorship.

QVALUE. WHAT DO YOU BRING 
TO THE TABLE?

AHaving access to senior management, who share 
our corporate goals and objectives…has allowed me 

to have strong knowledge of our corporate focus. That 
knowledge, combined with my understanding of our 
sales force based on the relationships I have been able to 
develop over the years and my e� orts to stay informed 
on industry updates and trends, has resulted in our team 
delivering strategic meetings and events that directly af-
fect the bottom line.    

I am able to contribute to the strategy discussions 
in a meaningful way that will help drive the necessary 
change or results required. Years of investing my time 
to know our company and our industry have resulted 
in meetings and events being a key part of our culture. 

QTECHNOLOGY. DO YOU CONTROL IT OR 
DOES IT CONTROL YOU?

ATechnology is a tool, not a strategy, but also a key 
part of business today and growing in importance. 

As the demographics shift in the workforce and the next 
generations engage di� erently than those today, we 
need to understand how we can engage all generations 
in a meaningful and valuable experience. We need to be 
aware of the trends around technology and understand 
what it can do for us.  

In 2011, we developed and implemented our fi rst hy-
brid meeting. This was a signifi cant undertaking, with a 
steep learning curve, not only for our team, but organ-
izationally. It was a risk, recommending something that I 
really didn’t know much about. It was out of my comfort 
zone, but I felt it was right for Investors Group.

This was an initiative that gained interest by many 
through Investors Group, to see how this would evolve 
and how ready we were organizationally for this new 
frontier. We were successful, able to measure against 
our defi ned objectives and moved the needle slightly to-
wards understanding how technology and social media 
can play a role in our future meetings and events. 

I
n her 20-plus years in the meetings industry, Angie 
Pfeifer, CMM, has a tremendous track record of crea-
tivity and forward thinking.

Currently assistant vice-president, corporate 
meetings, travel and incentives, Investors Group Fi-
nancial Services, Angie demonstrated resourcefulness 
in the early 1990s, shortly after being named leader of 
Investors’ meetings department. At that time, she de-
veloped processes and systems for the department, in-
cluding identifying a budget template and process.

But there were bigger things to come. In 1999, as 
part of her Certifi cation in Meeting Management (CMM) 
case study, Angie developed a business plan for the de-
partment as part of the course requirement. The plan 
included identifying roles and responsibilities for meet-
ing planners and a career path, centralizing meetings 
organizationally, consolidating meeting and corporate 
travel (business/individual) and identifying sourcing 
and contract negotiation as a skill set and requirement.

As part of the case study, Angie presented to sen-
ior brass, who approved the plan, resulting in two new 
hires: one from the hotel industry, to manage sourcing, 
and one from the travel industry, to manage the corpor-
ate-travel program.

Moreover, Angie involves herself in the wider indus-
try. She was a member of the MPI Corporate Circle of 
Excellence and then a co-chair. For seven years, she par-
ticipated on the MPI board of directors and executive 
committee, ending as MPI chairwoman for 2007/2008, 
only the fourth Canadian to do so.

Today, she sits on client advisory boards in Canada 
and the U.S. and on the MPI Foundation Global Board 
of Trustees, giving back to the industry and sharing her 
experience and knowledge with a broader group.
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V
olunteering is embedded in Alice Parnis’s 
DNA. It’s part of who she is—as a meeting-
planning professional and as a person.

Indeed, Alice, founder and president of 
Event Fusion, has always made volunteering a key part 
of what she does. Over the years, she has, for instance, 
devoted countless hours to MPI Toronto Chapter and 
CSAE committees and is a past president of MPI’s To-
ronto chapter (2006/2007). Currently, she sits on the 
chapter’s leadership and nomination committee.

On the community front, Alice has been involved in 
the High Park Alternative School, chairing its art com-
mittee and coordinating its Dream Auction. In 2012, as 
part of the Stretch Your Spirit program, she designed a 
community event targeting children ages six to 12, so 
they can learn and understand holistic activities such 
as yoga and meditation. Perhaps most notably, she or-
chestrated Children’s Day, in Toronto’s High Park (now 
an annual program), which garnered her mayoral recog-
nition for her outstanding performance.

Her volunteering also extends to institutions of 
higher learning, where she has been a guest speaker at 
Ryerson University and George Brown College, for their 
hospitality and tourism programs.

But it’s when she discusses volunteering in her own 
words that her commitment shines through.

“I have always been an active volunteer in all facets 
of my life. I believe that giving your time and energy is 
all for the better good and creates a positive environ-
ment. I have been educated, enlightened and moved 
through every volunteer experience. Through volun-
teering, not only do you help others through your ef-
forts, but you also experience the feeling of being en-
riched by watching something grow or develop into 

Alice 
  Parnis
    Event Fusion Inc.

THE INDUSTRY VOLUNTEER AWARD recognizes an individual planner or supplier who gives freely of 
their time and expertise in the promotion of industry associations, groups, professional industry 
chapters or charity work.

something better. I will always continue to pass on my 
spirit through volunteering and I encourage others to 
do the same. It all adds up to a more caring community 
and a better world.”

QPASSION. DO YOU STILL HAVE IT? 

APassion is defi ned as any potential or compelling 
emotion, as love, hate, joy and anger. When I think 

of passion, I think of the excitement that bubbles up 
when thinking about the circumstance or task at hand. 
Have you heard the term, “I have a burning passion?” I 
believe each one of us has it. Sometimes we may feel like 
we have lost passion in our lives. I certainly have at times!

There was a time when I felt I was always searching 
for something that I wanted to be really good at, when I 
fi nally realized that was the passion I had at that moment! 
It was the search for new things that was driving me onto 
the next fi nd and learning along the way. It was fi nding 
something to believe in! I believe if you put yourself into 
situations, places you’ve never been, learn things you’ve 
never been exposed to, read things that you would not 
usually do—in other words, create experiences that will 
enlighten you—you will then discover more about your-
self and fi nding your passions. It may be an ongoing task, 
however, an amazing reward waits for you each time!

QTHE FUTURE. ARE YOU READY FOR 
WHAT’S NEXT?

ABeing ready for what happens next is a mindset. 
You need to be ready to change with change. Or 

if you choose not to, then you could be left behind. An 
important mindset is to be creative, think ‘innovation.’ 

Time seems not to be on our side, as every day, tech-
nology and forward thinking takes us down di� erent 
paths. The information we get each day seems to come 
at us faster than lightning! So how do we dissect and use 
what we need and discard the rest?  Each day, I plan time 
to receive this information and then categorize for future 
thoughts or discard or use.
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THE INDUSTRY BUILDER AWARD recognizes an individual planner or supplier who has developed 
best practices, created professional guidelines and/or who has built a product or service that has 
improved the way the industry does business.

M
eeting Encore Group Inc., founded in 1990 
by Linda Genest, blazed the trail for a whole 
new industry market segment.

Yes, full-service meeting- and incentive-
planning companies had, for decades, been assisting 
clients with their conferences. But Linda saw a need, 
in the marketplace, for a meeting partner whose sole 
focus lay with sifting through mountains of hotel and 
resort information to help clients fi nd the perfect site.

Meeting Encore Group was born.
Instead of charging clients for their services, Meet-

ing Encore received a commission from the participat-
ing hotel. It’s a business model that has been adopted 
extensively throughout the industry.

The other key component of Linda’s vision was to 
foster partnerships with her hotel suppliers, which 
she did, over time, by demonstrating that third-party 
companies were not rivals, but allies who would bring 
new clients to their properties. Indeed, as more clients 
sought out Meeting Encore for help, more hotels and 
resorts saw the value of paying the company a fee for 
the business they booked. Furthermore, by partnering 
with Meeting Encore, the hotel’s sales team would have 
more time to solicit other business prospects, while 
maintaining existing client relationships. Linda’s win-
win partner recipe became the gold standard for all the 
site-selection companies that followed.

Almost a quarter century on, the company Linda 
founded has grown into a hugely successful brand that 
has booked thousands of meetings worth hundreds of 
millions of dollars in total spend.

Site-selection companies have since become a key 
component for serving a specifi c kind of meeting client.

Linda is now enjoying a much-deserved retirement, 

with her husband Greg, and Meeting Encore continues 
to build on her legacy, under the stewardship of new 
owners Joe Nishi and Jennifer Glynn.

QPASSION. DO YOU STILL HAVE IT?

AThe minute I started Meeting Encore, I set some 
simple goals by telling myself: “Since you’ll get up 

every day and work hard, make sure you are passionate 
about what you’re doing, so you’ll do it well. Why? If you 
do it well, you’ll be rewarded.”

I’ve lived and breathed this industry for 36 years. My 
passion for it has brought me many great successes, 
for which I will always be grateful. But most of all, the 
people I’ve met while pursuing my passion have been 
my greatest reward of all. 

QVALUE. WHAT DO YOU BRING TO 
THE TABLE?

ADuring our retirement party at the InterContinental 
Toronto Centre, last March, my husband and busi-

ness partner, Greg, said it best when he presented the 
LINDA FACTOR to the audience and explained how it has 
guided the team at Meeting Encore for all these years: 

Leadership. Creating a hugely successful business 
model from scratch and then attracting great people to 
join was my number one mission. Integrity. This industry 
is built on relationships and conducting ourselves with 
the highest of standards. No-Nonsense. Getting straight 
to the heart of the issues and then solving them is what 
Meeting Encore does. Determination. Pursuing our pas-
sion and the belief in the value we provide our clients 
keeps the Meeting Encore team on top. Achiever. M+IT 
Hall of Fame inductee. Financially Responsible. ‘Save 
hard’ has been my motto. Accurate. Proofi ng contracts, 
creating RFPs, reviewing proposals... Creative. First, you 
need to capture attention. Tireless. Sleep is overrated! 
Organized. Painfully so. Remembers Everything. This is 
a good thing, at least 98-per-cent of the time. The other 
2-per-cent…well, some things are better left forgotten. 

Linda
  Genest
      Meeting Encore Ltd.
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THE INDUSTRY INNOVATOR AWARD recognizes an individual planner or supplier who has 
implemented a service or product that has increased productivity and/or modernized our industry.

F
or Jean-Paul de Lavison, CMP, innovation has 
been a way of life.

A member of the meetings/events industry 
for 36 years, Jean-Paul founded JPdL in 1982, 

in Montreal. He launched the company as a rare hybrid, 
featuring professionals in both destination manage-
ment and conference organizing.

From those beginnings, JPdL has, in the intervening 
three decades, become one of North America’s leading 
event-planning companies.

What sort of innovations has JPdL launched? Let us 
count the ways.

Long before it was trendy to do so, the company pi-
oneered green meetings and, more importantly, helped 
pave the way for these practices to be adopted by the 
industry at large. For instance, JPdL was an active mem-
ber of the advisory board that worked for two years to 
establish a formal certifi cation in “environmental re-
sponsibility in meeting management” with the Quebec 
Standards Organization.

In addition, JPdL was a member of the APEX Green 
Meetings and Events Practices Panel, which sought to 
develop a North American standard in conjunction with 
US-EPA for ASTM international, one of the world’s lar-
gest voluntary standards development organizations.

Stemming from that philosophy, the company o� ers 
a complete ‘greening’ service for clients to help them 
integrate sustainability into their events. As part of that, 
JPdL o� ers a green on-site task force, comprised of 
sta�  or volunteers to monitor and assist participants in 
taking advantage of the eco-friendly resources on-site.

Jean-Paul has been ground-breaking in other 
areas. In 1994, he created the innovative Breakfast in 
Bed marketing program, during MPI’s convention in 
Montreal, as a way to introduce attendees to the city. 

Attendees sign up and are treated to room-service 
breakfast, along with marketing materials on the city. 
Breakfast in Bed was such a hit, that it has been a 
regular feature at MPI conventions and has been of-
fered by PCMA and others.

Jean-Paul is technologically savvy. In response to 
meeting planners’ growing demands for technology, 
he spearheaded e� orts to place JPdL at the forefront 
of mobile event apps. Consequently, the company of-
fers the industry-leading EventPilot suite that includes 
a product for every budget and event type. Today, JPdL 
is providing mobile apps for events both in Canada and 
in European countries such as the Netherlands.

Noticing a niche for on-site secretarial services at 
conferences, Jean-Paul launched JPdL Business Cen-
tres. All told, his relentless innovation has created a 
business that has grown to include six Canadian o�  ces.

Q TECHNOLOGY. DO YOU CONTROL IT OR DOES 
IT CONTROL YOU?

A Both!  When we take on new technologies, the 
learning curve can initially be challenging and we 

must overcome the fi rst steps before fully mastering and 
exploiting these great tools. With the countless innova-
tions out there, we can only opt for a limited number at a 
time. Therefore, our strategy is to be selective, master the 
tools we have chosen, and stick with them for as long as 
we feel the tools are relevant to our clients’ needs. When 
that is no longer the case, we start looking at alternatives 
and move on!

Q THE COMPETITION. HOW DO YOU 
MEASURE UP?

A We probably have a more rigid sense of what we 
will or won’t do, and we continuously strike the bal-

ance between our clients’ goals and our values. It can 
sometimes be a delicate balance, but we’ve success-
fully honoured our clients, while never compromising our 
guiding principles. Our crew has been working as a team 
for a good while, so we tend to know what we want to do 
versus what is not part of our ethics and values. 

    Jean-Paul
de Lavison
    JPdL
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Atlantis would like to thank all of our sponsors and everyone who attended 

our “Key to Atlantis” Inaugural Corporate  Open House 2012
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>> London 2012
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On Your Mark, 
  Get Set, 
    GO…
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M+IT travelled to the London 2012 Games to talk  
to Olympic-based incentive planners in the trenches 
and bring back some key takeaways for planners here 
at home.  By Christine Otsuka

▼

It’s not every day you’re invited to an Olympic-based incentive program. It’s 
an invitation that’s hard to turn down. But some do. And rather than mark it 
down as a “will not attend” and move on to Plan B, the guest managers at 
Sportsworld (the U.K.’s leading sports hospitality management company) call. 
They ask questions. They try to understand why the guest said no—was it the 
time of year, their schedule, prior commitments, simply uninterested, not sup-
ported corporately?—whatever the case may be, and they use this information 
to improve the chances of that guest attending in the future. They also see it 
as a brand experience opportunity. And they don’t waste a single opportunity.

London 2012 is Sportsworld’s 15th Olympic Games and one of their largest hos-
pitality programs yet. They provide ticketing, guest accommodation, transporta-
tion, food and beverage and a whole host of services for 12 corporate hospitality 
programs, as well as National Olympic Committee supporter partner programs. 
The latter provides these same services for athletes, their families and friends. 
When you count up all the delegates, including those who purchased tickets do-
mestically, this year, Sportsworld saw 35,000 people over 17 days.

So when I caught up with Sportsworld chief executive Chad Lion-Cachet and 
Michelle Kelly, a former Torontonian running one of the corporate hospitality 
programs, I was blown away by their calm demeanour. Having arrived in Lon-
don just two days prior, with my suitcase back in Toronto, remarkably, I think I 
was more stressed than either of them. We chatted about planning Olympic-
based programs and some of the lessons they’ve learned along the way.
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turnaround in her program, as opposed to long static waves, and 
the West End seemed like her best choice to ensure quick, smooth 
transfers. “Fast-forward a year and now we have longer waves with 
less turnaround,” says Kelly, who never lets these kinds of things 
deter her, because “it’s par for the course…. You do what you can 
with the information you have now, and fill in the rest as you go.”

>> UNIVERsAL LEssoN: Flexibility is a necessity, and those that 
excel learn the art of “change management.” Learn to roll with the 
punches and give in to the idea that you won’t know every detail at 
decision-making time.

LESSON 2: MANAGE EXPECTATIONS OF VIP CLIENTS 

>> oLYMpIC sCENARIo: The London 2012 Games drew 100,000 
foreign visitors to the city, on top of the 8-million people who reside 

LESSON 1: PLAN EARLY, BUT BE FLEXIBLE 

>> oLYMpIC sCENARIo: Planning begins years before a program 
takes place, in part, because of the Olympic schedule. For instance, 
ticket orders for any of the official Olympic events—think Opening 
Ceremonies, races, basketball games, etc.—are due 19 months prior 
to the Games. However, that early in the process, Olympic venues 
have yet to be built, hotels have yet to be selected, guests have 
been invited, but your guest makeup is likely to change. So how do 
you move forward with ticket orders and hotel selections? “You look 
at the guest makeup at the time and take a best guess,” says Kelly. It 
doesn’t always turn out as planned. In her case, she opted to forgo 
securing tickets for handball, a sport Dutch athletes typically excel 
at, based on an early breakdown of the guest makeup that showed 

very few participants from 
Holland. “Fast-forward a year 
and do we ever need handball 
tickets,” she says with a laugh, 
adding that’s when strong 
relationships with organizers 
come in handy. 

Similarly, when the time 
came for Kelly to pick a lo-
cation for her program, she 
chose the West End because 
she wanted to be close to 
Heathrow Airport (as op-
posed to the Olympic Park, in 
the East End). At hotel selec-
tion time, there was a lot of ph
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Sportsworld 
Olympic Programs 
by the Numbers

+ 35,000 guests
+ 20 programs
+ 12 corporate hospitality programs
+ 98,000 event tickets including  
   52,000 food and beverage tickets
+ 600 packages
+ 10,000 reservations and  
   transportation elements

Source: Exposoft Solutions

>> London 2012
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there, which can only mean one thing—crammed subways, streets 
and sidewalks. The city did much to ease the congestion, dedicating 
specific lanes to Olympic vehicles. However, door-to-door service 
wasn’t always an option, even for VIPs, because the Games has its 
own regulatory environment and security checkpoints. “We can’t 
manage an Olympic venue. There’s zero we can do to help them 
there, except educate them on what they will be up against,” says 
Kelly. “For instance, when you get to the park, you’ll clear security, 
and then you’ll have a 35-minute walk to the basketball arena. But 
what we can manage is their experience back at the hotel.” 

So what about those guests who are used to getting the royal 
treatment? “Guests, by and large, accept that I can’t get a helicop-
ter to the Olympic Park for you unless you’re the Queen and you’re 
dropping into the Opening Ceremony,” says Lion-Cachet. “The real-
ity is, that’s not possible. Have we had those requests? Yes. And 
that’s part of it. It involves education both ways.” 

>> UNIVERsAL LEssoN: Sometimes, no matter what you do, there 
are pieces of the guest experience you can’t control. Make sure to 
educate VIPs on what to expect, and go above and beyond with the 
pieces you can control.

LESSON 3: DON’T SWEAT THE SMALL STUFF…  
OR THE BIG STUFF

>> oLYMpIC sCENARIo: During the London 2012 Games, the coach 
depot received a bomb threat 60 minutes before 22 coaches were 
set to depart to pick up guests for their daily program. Vehicles 
were halted, back-up plans were soon to be initiated, but luckily it 
was a false alarm, and everything went off without a hitch. Guests 
were none the wiser.

What I learned about 
events from attending 
the London 2012 
Olympic Games

Colour Matters: The 
Games had an entire colour 
palette that was repeated on 
logos and merchandise, but 
electric pink was used repeat-
edly for signage. And boy, 
was there a lot of it. Neon 
pink was easily identifiable 
and helped to ensure no one 
got lost in, around or travel-
ling to a venue. 

Hire for Attitude: The 
volunteers MADE this event. 
They were upbeat, friendly, 
helpful and EVERYWHERE! 
You couldn’t pull out a 
map anywhere in the city 
without someone offering to 
help. And en route through 
security to enter an Olympic 

venue, they did all that they 
could to make you laugh, 
smile, sing, dance or simply 
get to where you were going 
just a little bit faster. 

Lead by Example: After a 
light lunch it was difficult to 
find a “trash” bin. Why? All 
of the food/drinks packaging 
was biodegradable. As organ-
izers, taking the first step to 
mandate all 800 concessions 
stands abide by this rule 
has a trickle-down effect to 
attendees that we witnessed 
firsthand. As a result, the 
grounds were cleaner and for 
the first time, zero waste from 
this area was delivered to the 
landfill. 
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Games-time by 
the Numbers

20-million specta-
tor journeys made 
in London, 3-million 
on the busiest day

800,000 ticketed 
spectators used 

public transport on the busiest day

600,000 pieces of luggage were handled during the 
Games at Heathrow Airport, 203,000 on the busiest 
day (Aug. 13)—35 per cent more than on a normal day

14-million meals served at the Games; Olympic  
Village served 45,000 meals a day

1-million sq. ft. of warehouse space for logistics

15,000 deliveries by 300-truck fleet

Source: London2012.com

With events of any size, you can almost guarantee that something will go 
wrong. There will be that car that doesn’t show up, the driver that’s late, the 
guest that RSVPs for himself but brings his family, unbeknownst to organiz-
ers. “If you’ve planned for it, then you can handle it,” says Lion-Cachet. “We 
take staff training very seriously. We do a full week of training before guests 
even arrive—a full seven days—and we’re running scenarios from how to handle 
irate guests, to HR and finance, ensuring we get everyone’s heads around what 
they’re going to be up against over the next 17 days.” 

They do their best to ensure every member of their team feels comfortable 
with every situation they can think of, so when they push them out in front of 
their guests, they’re prepared. “It’s all very calm and relaxed until they get back-
of-house and shut the door,” says Lion-Cachet with a laugh. 

>> UNIVERsAL LEssoN: Taken straight from the Boy Scouts handbook, “Be 
prepared.” There will always be a problem, but whether it’s a catastrophe or a 
minor glitch, it is largely in the hands of your team. Give them the tools they 
need to handle any situation and trust that they will make the right decisions. 
Oh, and soundproof your war room.

LESSON 4: COMMUNICATE IN REAL TIME 

>> oLYMpIC sCENARIo: Sportsworld and their technology partner Exposoft 
Solutions launched a mobile app across all of Sportsworld’s programs at the 
2012 Olympic Games. The app was designed to give full access to the event-
management system from anywhere, so if a senior manager had to leave their 
desk for any reason, they could take an iPad with them and have access to all 
the guest services, reporting and business elements. Since all data were kept on 
the cloud, reports could be accessed in real time. “What that means is, I don’t 
need to pick up the phone and call you to say, ‘this person has arrived, or they 
need to change their T-shirt size from medium to large,’” says Bassel Annab, 

>> London 2012
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president of Exposoft Solutions, who has partnered with Sports-
world for the past six years. “You can simply put it into the system 
and the person responsible for that particular area just pulls up the 
real-time report.” 

In addition, each coach host was given an iPad with a full itiner-
ary and guest information. So for each individual guest, the coach 
could select their name, pull up their image and greet them person-
ally as they were getting on and off the bus. “It’s about creating that 
one-to-one experience and looking for ways where we can leverage 
technology to do that,” says Annab. 

>> UNIVERsAL LEssoN: Put down the printed reports, and start 
operating in real-time. Work off the cloud, where possible, to ensure 
you’re always working with the most accurate data, and don’t make 
employee buy-in an option. The system works best when every-
one’s on board.

LESSON 5: MAKE BETTER USE OF THE BADGE

>> oLYMpIC sCENARIo: Sportsworld’s Olympic programs ranged 
in size and scope from one-day to five-day programs. To ensure 
the safety of their guests, this year, Sportsworld and Exposoft used 
radio-frequency identification (RFID) technology on some of their 
longer, more complex programs. Each guest was given a badge with 
a special code. As the guest entered a venue, a Sportsworld staff 
member scanned their badge with a short-range distance scanner, 

and the information was transmitted through WiFi to the EMS sys-
tem, so all guest-service managers could see when the guest had 
arrived. Headcounts were generated automatically, and tied to the 
tablet app, so if a guest wasn’t accounted for, it was flagged, and 
the coach host could see the missing person’s photo and informa-
tion, which helped them locate guests faster. 

>> UNIVERsAL LEssoN: Are there pieces of your program that 
could do double-duty? Tracking features on name badges aren’t 
necessary for all programs, but finding ways to incorporate added 
elements into existing features makes good planning sense, so long 
as the operational value is there.

LESSON 6: TOP-DOWN TRUST IS NECESSARY  
FOR SUCCESS

>> oLYMpIC sCENARIo: Lion-Cachet makes it known that he’s 
pretty hands-off when it comes to building the team. The company 
keeps a core staff of about 40 people and swells to around 400 at 
the time of the Games. The bulk of that extra staff is brought on 
during the two months leading up to the Opening Ceremony and 
is selected from a database of Sportsworld-trained, experienced 
event professionals. Each program is run by its own manager—like 
Michelle Kelly—who hand picks her team primarily from the data-
base, often incorporating some fresh blood into the mix, to add 
perspective and in some cases, native language skills. That was the 
case in Beijing, where Sportsworld had to double-up. “For almost 
every person we had, or every two or three roles, we had a Chinese 
speaker,” says Lion-Cachet. They also ran lessons in Beijing for any 
of the staff that wanted to learn the language. Even now, they have 
team members who are taking Portuguese lessons for the 2016 
Games in Rio de Janiero. Lion-Cachet says he believes that provid-
ing his account managers with autonomy to choose their own food 
and beverage managers, accommodations managers and the like, 
is key to their success. “So much is about trust, and you need to be 
able to trust your soldiers in the field,” he says.

>> UNIVERsAL LEssoN: Give autonomy to those running each 
program. Trust is essential for smooth operations. Micromanaging 
won’t help in programs this large. Keep good people in your data-
base and call on them again and again. Use multi-year contracts 
and don’t waste time re-training. 

—Christine Otsuka is Assistant Editor of Meetings + Incentive Travel

Homegrown Talent
Michelle Kelly graduated from the Public Re-
lations program at Humber College, in Toronto, 
and thought maybe she’d be a journalist or 
work in PR, but she connected with a friend 
in school who was a lollipop girl for Formula 
1, and wanted to get involved in some way. 
She started out as an event coordinator and 

worked her way up to managing hospitality programs across the 
globe. Four years ago, she left Formula 1 to join Sportsworld—
she was hired to work on the Eros in Switzerland and Austria—
and hasn’t left. Now, she plans large incentive programs all over 
the world. In the words of her boss, Chad Lion-Cachet, “she’s a 
rising superstar on the international stage.”
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he Calgary Stampede celebrated its centennial 
by maintaining its position as the world’s big-
gest, best-attended outdoor show and richest 

rodeo. This year, 1.4-million people took in the Stam-
pede, representing a 20-per-cent growth in attendance 
over the previous year. You don’t get those kinds of 
results by being the same static event, year-after-year, 
decade-after-decade.

It’s a massive job keeping an iconic festival or event 
fresh. So many events become faded or frayed around 
the edges as locals tire of it, volunteers repeat them-
selves, audiences feel they’ve seen it and new blood is 
too often met with a dismissive ‘we tried that,’ so that 
once-great events become strangled by inertia and pro-
tectionism from an old guard. Not the Calgary Stam-
pede. This celebration, which started in 1912, manages 
to maintain its youthful energy, positive freshness and 
frontier scrappiness.

Even more surprising is the strength of this bastion 
of cowboy culture in a 21st century city whose skyline is 
dominated by the offi  ce towers of oil companies, banks 
and the fi nancial-services sector. The Stampede keeps 
itself fresh by understanding who and what they are, 
who their audience is, what the competition is and the 
need for innovation, while continuing to respect the 

event’s hard-core traditionalists. 
So how do you make an event which seems to the 

outsider to be built around passé clichés of a cowboy 
life fresh and relevant after a century?”

URBAN COWBOYS
It begins with how the Stampede sees itself. Stamped-
ers envision something that is both a cultural and sport-
ing event. Jim Laurendeau, the Calgary Stampede’s dir-
ector of programming, says the challenge is not falling 
into the trap of catering to a mythology that doesn’t 
represent a reality, like assuming attendees roll in off  
the ranch. The reality is that the bulk of attendees are 
urban, rather than rural, cowboys. Laurendeau says, 
“With the decline in rural populations, we could be three 
or four or more generations removed from agricultural 
lifestyle and not know anybody who lives on a farm. So 
it’s really important for us to recognize that people have 
an interest in agriculture and fi nd it fascinating in many 
ways, if it’s presented in a way that is relevant to them.”

To ensure relevance, the Calgary Stampede conducts 
extensive research, according to Paul Rosenberg, vice-
president of programming, “We talk to our community 
a lot and we ask them a lot of questions about what 
they want from us, what they like to see, what don’t 

Takeaways 
from the 
Calgary 
Stampede 
as the 
revered 
rodeo 
event 
celebrates 
its 
centennial. 

BY ALLAN LYNCH
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they like to see. It’s a fine balancing act, but we use re-
search maybe more than a lot of organizations like ours 
would be expected to. And we use it to find out how 
we can move our product further ahead without leaving 
anybody behind. We truly do want to be an all-inclusive 
event. We don’t want people saying that’s only if you’re 
35 and love rodeo or 18 and love rock music.”

Rosenberg adds, “We view ourselves as playing in 
the arena of live entertainment and it requires people 
to make a plan to get off the couch, leave their home 
and come to see us. We can’t be enjoyed as well at 
home, unlike a lot of entertainment features today. So 
our major challenge is, in a time-sensitive world, to 
make sure that we resonate with our patrons enough 
that they will make the trip to see us.” He continues, 
“We recognize, for the person sitting in the stands, the 
rodeo is HD [high definition] in 3D, so how do we make 
it multidimensional and how do we make it super-sharp 
for the live spectator, because that’s what they expect. 
They expect multi-media. It’s not just what’s happening 
in the arena, it’s the music and all the senses activated.” 

CHANGING ELEMENTS
Laurendeau sees a parallel between program-element 
changes and evolving musical styles. The public’s tastes 

change, so organizers shouldn’t become trapped or be 
too in love with any element which fails to appeal to 
current tastes. Not surprisingly, Stampede attendees 
are country music fans. “If we were still playing Hank 
Snow here on the park or some old-school country and 
western singers,” they would appeal to a smaller num-
ber of people. “But country music has moved on, with 
the Keith Urbans and Taylor Swifts and some of these 
more contemporary artists, and so there is a freshness 
to their sound.” Accepting pop-culture change keeps 
the Stampede fresh and relevant.

Like all professional sporting events in North Amer-
ica, connectivity is as important as the competition. In 
an age when audiences feel the need to connect via so-
cial media in real time to their family and friends, the 
Stampede and park are totally prepared to encourage 
attendance by providing that cyber connection.

“Our local cellular provider, Bell, who is our main 
sponsor, installs an immense amount of temporary 
infrastructure to handle the call load,” says Laurendeau. 
“It wasn’t that many years ago that people were just 
calling or texting each other to find out where to meet 
up. Now they’re surfing on their smart phone—we have 
a smart-phone app that’s available on multiple plat-
forms, where people can find out what’s coming next, ph
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 + Know your audience/client, don’t rely on old 
assumptions. Study demographics, but talk to 
attendees about their preferences. Don’t assume 
attendees have static tastes.

 + Don’t be afraid to change. But allow traditionalists 
time to adjust, by staggering implementation of 
innovation by focusing on how to keep the event’s 
soul relevant to modern attendees.

 + Let pop culture be a guide for change—harness new 
trends in music, fashion and technology to maximize 
relevance to your attendee.

 + How change or innovation is accepted is based 
on how it is initiated. Allowing as many people 
as possible to have input into changes decreases 
criticism, while increasing acceptance and success.

 + Embrace technology by ensuring it works. Dropped 
signals or slow connectivity angers everyone on site, 
keeps people away, and drives attendees to shorten 
their stay. Both result in lost revenue and reputation. 
Make sure attendees are as connected as they want, 
when they want and where they want. Be prepared 

to employ live apps to drive them to everything 
from live events to short lines for washrooms.

 + Know your competition—it may be down the street, 
another event, or more likely, in an attendee’s living 
room. Events have to work to motivate someone 
from leaving their really wired homes.

 + Don’t be cheap. Saving a few dollars on staffing this 
year can cost you next year.

 + Think outside the box—or arena—to bolster 
budgets by looking for new ways to rework the 
event, facilities or expertise outside the actual event 
calendar to create a bespoke, saleable version of 
event elements for other clients.

 + Make sure the host community knows you’re 
happening. That starts with airport signage and 
displays, information flow to clerks and cab drivers, 
an information-rich website and aggressive public 
relations campaign.

 + Look for your PR weakness—the thing you can be 
criticized for —and like the Boy Scouts, be prepared 
to address it.

A Century of Lessons Learned

get suggestions on what to do right now and direct 
them to different venues on the park. We also integrat-
ed a density monitoring program on the park, so if there 
are some less busy or more busy places that we can see 
through our closed-circuit televisions and in-person re-
ports, we are using that app and people on the ground 
to direct visitors to things they will enjoy based on what 
we know about them, demographically and otherwise, 
that may be less busy.”

Laurendeau says they not only market and engage 
their audience via Twitter and Facebook, they also em-
ploy technology to provide “things like a Rodeo 101 
video. Things like that really help bridge from what we 
know our audience already knows, to what we think 
they’d like to know, if given the chance.”

“So we have all of our agriculture programming, but 
instead of just having a heavy horse pull that might 
have been seen at the Calgary Stampede 100 years ago, 
now we have moving lights and our own Calgary Phil-
harmonic programming accompanying the heavy horse 
show. We’ve got pre-produced video that outlines what 
some of the hitches have done to prepare for the show, 
so there’s just that layering on of backstory and story-
line to authentic traditional events that sort of combines 
the old and the new and keeps everything fresh.”

SOCIAL MEDIA
However, they understand social media can help and 
hurt.  Laurendeau admits, “The other thing that has 
changed the event industry is the immediacy that if 
you’re not at your best, there’s a video of that right now, 
out there, on the Internet, affecting your brand and at 
the end of the day, our brand is all we have.”

On the programming front is the “constant search 
for equilibrium between” traditionalists who resist 
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Any event involving animals can be controversial. 
Every aspect of their care and treatment becomes 
subject to intense scrutiny. The Stampede knows they 
are under the magnifying glass on how animals are 
treated. They address controversy as it arises, but 
work to prevent or limit negativity by focusing first 
on the welfare of their animals. 

This begins by maintaining a team of vets and animal 
therapists onsite 24/7 at the Stampede Park. 

Prior to each rodeo event, a representative of the 
Stampede explains the equipment used and measures 
employed to protect animal and athlete. 

Furthermore, according to director of communications 
Kurt Kadatz, “We have an independent animal care advis-
ory panel which monitors and suggests improvements to 
our practices. And we provide the Calgary Humane So-
ciety and the Alberta SPCA with unfettered, unrestricted 
access to our park, so they can observe everything.”

Kadatz says, “We feel, first and foremost, the need 
to have strong practices to protect animals. We believe 
we do. We’re always seeking improvements. One of the 
things we did this year was work with the University of 
Calgary on an EKG [electrocardiogram] study measuring 
the fitness of chuckwagon horses. That’s the first time 
that kind of study has ever been done.”

The lesson for other organizers is simple: be prepared 
to handle criticism by doing what’s right. Don’t hide, 
hoping it will go away. Truth will set the record straight.

Ethical Animal Husbandry

—Allan Lynch is a freelance writer based in New Minas, N.S.

most, if not all, change, and change agents who have 
no sacred cows. Respecting the views and passions of 
both sides of the programming debate means “no one’s 
wrong.” Laurendeau says, “While it would be possible 
for us to over-modernize or go too fast and lose our 
core audience, lose some of our heart, it’s important to 
listen to traditionalists as well as people who are driving 
innovation and be somewhere down the middle. So we 
are constantly retiring or updating programs.” Surpris-
ingly, as much as 30 per cent of program elements can 
change from year to year. The key is to keep change 
from being too jarring. 

Part of the peace-making comes via the decision-
making process which involves an annual review of the 
strategic plan.

The strategic plan starts with a six-person core group 
of executives and elected officers and then expands to 
several dozen people who oversee the 50 committees in-
volved in the organization and operation of the event. Lau-
rendeau says, “There is lots of opportunity for feedback 
and ownership and change until the thing is locked in.”

AVAILABLE YEAR-ROUND
On the revenue side, while the not-for-profit Stampede 
and its facilities are well known to their host commun-
ity, their challenge, says manager of sales development 
Greg Newton, is making others aware of what’s avail-
able year-round.

Outside the 10 days in July when the Calgary Stam-
pede takes place, the park plays host to 700 events a 
year. These range from high-school graduations, cor-
porate meetings and western-based incentives, to 
mega-trade shows like the Global Petroleum Show. It 
features huge trade-show space in the 250,000-sq.-ft. 
BMO Centre, and in 2014, is adding the 20,000-sq.-ft., 
3,000-seat Agrium Western Event Centre.

Their sales message is that as the largest meeting 
and convention space in Calgary, they are where city 
meets western culture. 

Should a client feel neglected by missing the actual 
Stampede, they can produce their own bespoke rodeo. 
“In the next calendar year, we have four groups hold-
ing their private rodeos with us in conjunction with 
their conventions. It’s a professional evening of enter-
tainment, tying in the groups’ corporate branding  and 
theme of that group’s convention and conference. It’s 
one memorable evening of activities that includes food, 
beverage, rodeo, as well as other entertainment.”

As for riding the recession and retaining sponsor-
ships, it hasn’t been an issue because of the consist-
ent growth of the event, the loyalty of the audience and 
sponsors, and international buzz created by being a 
world leader.

For other event managers, the Calgary Stampede 
may seem a fantasy, but the key is the research into the 
audience, reinvestment in facilities and programming, 
and rejection of the status quo, while respecting the 
core values that gave birth to the Stampede. 
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SPECIAL ADVERTISING SECTION

In the heart of Niagara-on-the-Lake, Ont., 
meetings held at White Oaks Conference 
Resort and Spa are all about the ‘experi-

ence.’ As an independently owned resort, 
White Oaks exceeds the expectations of 
traditional conference facilities, providing 
guests with an unforgettable mix of five-
star elegance, exceptional amenities and 
unparalleled business excellence.

With a chic and modern decor designed 
for maximum comfort and functional-
ity, the luxurious 220-room White Oaks 
Conference Resort and Spa includes luxury 
suites with gas fireplaces, soaking tubs 
and business amenities that include wire-
less Internet and ergonomically-designed 
workstations.

D E D I C AT E D 
M E E T I N G  R O O M S
Getting down to business, this unique Ni-
agara Conference Centre is a distinguished 
member of the International Associa-
tion of Conference Centres (IACC). The 
67,000-sq.-ft. facility offers 22 dedicated 
meeting rooms, as well as a 6,000-sq.-ft., 
divisible convention room, a state-of-the-art 
amphitheatre, two hospitality suites and 
13 naturally-lit breakout rooms. Under the 
guidance of a team of Certified Meeting Pro-
fessionals (CMPs), White Oaks also offers 
the services of the Learning Institute, where 
team-building, skill-enhancing, corporate 
coaching and recreational activities provide 
creative and unique delegate experiences.

From themed dinners and off-site tours, 
to a steadfast commitment to health and 
wellness, White Oaks takes the meetings 

WhIte Oaks
Meetings in the lap of luxury

experience outside of the box. The resort’s 
world-class amenities include The Club 
at White Oaks, a 115,000-sq.-ft. facility 
featuring indoor tennis, squash and rac-
quetball courts, a multi-purpose gymna-
sium for basketball, pilates, yoga, women’s 
only workout rooms and three floors of the 

country’s most state-of-the-art exercise 
equipment and classes. The resort is also 
home to The Spa at White Oaks, which 
has recently launched its menswear menu 
and conference delegate special pricing. 
For group tournaments or golf events, the 
championship 27-hole Royal Niagara Golf 
Course is located directly across the street.

The inspired experiences of a White 
Oaks retreat will soon be enhanced by 
rewards offered through a brand new 
corporate loyalty program. The program will 
feature complimentary add-on menus for 
groups, including complimentary transpor-
tation, team-building programs and much 
more. Rewards will also provide qualified 
guests with access to their own certified 
butler, providing service levels that are 
unparalleled in the Niagara region.

F I V E - S TA R  
H O T E L  R E S O R T
Chosen as Canada Select’s first Five-
Star Hotel Resort in Ontario, the CAA/
AAA Four-Diamond property is also the 
Niagara region’s only resort to earn a 
prestigious Four Leaf rating from the 
Audubon Green Leaf Program. Above 
and beyond the resort’s commitment to 
green meetings, new developments in-
clude an electric car-charging station that 
positions White Oaks along the leading 
edge of environmental initiatives.

As part of an ongoing commitment to 
improving performance and enhancing 
guest experiences, White Oaks Confer-
ence Resort and Spa is also launching a 
new Virtual Visit component to its new and 
improved website. Designed to ease con-
straints on a busy schedule, Virtual Visits 
allow meeting planners to conveniently 
tour the property from the comfort of their 
desks, while also viewing a variety of meet-
ing room set-ups tailored to the unique 
needs of any event.
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W ith four stunning properties to 
choose from, including three in 
the heart of Niagara-on-the-Lake 

and one in Caledon, Ont., Vintage Hotels 
invites meeting planners to leave the hustle 
and bustle of city life behind for the serenity 
of greener surroundings.

Prince of Wales, Pillar and Post and 
Queen’s Landing all rank on Condé 
Nast’s top 40 hotels in Canada, offer-
ing a combined 35,000 sq. ft. of flexible 
meeting space and 374 guestrooms that 

can accommodate groups up to 400. Set 
amongst 100 acres of woodlands, the 
tranquil Millcroft Inn & Spa completes the 
list of CAA/AAA Four-Diamond properties 
featuring upscale accommodations, fine 
dining and historic charm.

H I S T O R I C  L A N D M A R K S
Established in 1864, the elegant Prince 
of Wales Hotel is one of Niagara-on-the-
Lake’s most photographed historic land-
marks and features a Victorian decor, fine 
dining at Escabèche Restaurant and the 
pampering treatments of the world-class 
Secret Garden Spa.

Country charm and contemporary 
accommodations define Pillar and Post, 
Ontario’s only five-star Country Inn, accord-
ing to Canada Select. The property is also 
home to the mouth-watering cuisine and 
award-winning wine selection of Cannery 
Restaurant. After a long day of meetings, 
delegates can indulge in relaxing treat-
ments at 100 Fountain Spa, voted Can-
ada’s number one spa by Spas of America. 
The laid-back elegance of Pillar and Post 
includes an abundance of streaming 
sunshine, courtesy of skylights, as well as 
an indoor saltwater pool, a heated outdoor 
pool and exotic outdoor hot springs.

The stately Georgian-style mansion 
setting of Queen’s Landing has earned the 
142-room property a ranking among Can-
ada top hotels in the Condé Nast Read-
ers Choice Awards for the past 5 years. 
Overlooking the scenic Niagara River, the 
flagship conference hotel boasts more than 
15,000 sq. ft. of state-of-the-art execu-
tive meeting facilities, ranging from the 
elegant and grandiose setting of the Grand 
Georgian Ballroom, to over a dozen smaller 
meeting rooms for breakout sessions and 
intimate gatherings. 

A W A R D  O F 
D I S T I N C T I O N
Winner of the Fodor’s Choice Award of 
Distinction in 2010, Millcroft Inn & Spa is the 
ideal country retreat for brainstorming ses-
sions or intimate group events. Just 45 min-
utes from Toronto, the 52-room inn is seem-
ingly worlds away, with its Four-Diamond 
accommodations, delectable cuisine and 
more than 4,500 sq. ft. of intimate meeting 
space set against the rolling hills of Caledon. 
The property includes the relaxing ambi-
ence of the award-winning Aveda concept 
spa, featuring 17 state-of-the-art treatment 
areas, an outdoor terrace, a healing garden 
and a fully-licensed Spa Café.

When your meeting demands only the 
finest facilities and services, trust Vintage 
Hotels to deliver an experience worthy of 
unsurpassed precision and elegance. For 
more information, call 1-888-669-5566 or 
visit vintage-hotels.com.

SPECIAL ADVERTISING SECTION

VIntage hOtels
luxury, sophistication and breathtaking 
scenery—affordably.
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Stylish meetings in Canada’s 
most European province

QUEBEC

SPECIAL ADVERTISING SECTION
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Conference &
Special Events Center

2200 Mansfield Street, Montreal (Quebec)
514.844.2000 • 1.866.844.2200 • centremontroyal.com

CREATING
EVENTS

TOGETHER

CMR 7.87x10.75 eng:cmr ad  9/13/11  8:36 AM  Page 1
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SPECIAL ADVERTISING SECTION

“In the vibrant heart of Montreal’s 
downtown core of business, cultural 
and leisure attractions, Centre Mont-

Royal (CMR) continues to thrive as one of 
Canada’s dedicated event venues,” says 
Shyam Harnal, CMR’s general manager.

The uniquely versatile facility offers 
meeting planners an unparalleled prime 
location for memorable events, with 50,000 
sq. ft. of dedicated event space within 
steps of 3,000 downtown hotel rooms.

D I V E R S I T Y
“The secret lies in the diversity of CMR and 
its donning of many hats; Centre Mont-
Royal strives for excellence, no matter the 
event,” says Luis Ribeiro, director of sales 
and business development. “The CMR 
team is not only the driving force behind 
our unique venue, but also a major com-
ponent to the level of confidence that our 
clients instill upon us.” 

Centre Mont-Royal offers planners 17 
unique rooms to choose from, ranging from 
foyers with floor-to-ceiling windows, to ball-
rooms, boardrooms and a signature theatre 
hall. CMR also features an outdoor terrace 
for special events, providing access to a 
‘bright lights, big city’ setting for cocktail 
receptions for up to 100 guests.

Centre Mont-Royal’s pioneering design 
includes the Symposia Theatre, a 730-seat 
performance hall that has forged a reputa-
tion of its own within the event community. 
Ideally designed for awards ceremonies, 
movie premieres, concerts and world-class 
conferences, the Symposia Theatre offers 
fixed-tiered seating in a column-free room 
featuring a built-in stage, state-of-the-art 
audiovisual systems, booth-controlled 
lighting and satellite up/down link capabil-
ities. Other state-of-the-art technologies 
at Centre Mont-Royal include satellite 
broadcast and live webcast capabilities, 
audience polling and simultaneous transla-
tion services.

Mont-RoyalCanada’s most 
unique venue  
for meetings and 
special events.

CentRe

C U L I N A R Y 
E X C E L L E N C E
In the beating heart of a city synonymous 
with culinary excellence, Centre Mont-
Royal is right at home. Under the guidance 
of executive chef Yves Malenfant, CMR’s 
reputation for fine cuisine radiates beyond 
the facility’s walls. From coffee breaks to 
gourmet dinners, the talent of chef Malen-
fant and his brigade can be savoured in 
every facet of CMR catering.

Centre Mont-Royal is a member of 
the exclusive International Association of 
Conference Centres (IACC), adhering to the 
highest standards of the meetings industry. 
CMR continues to strive to provide an eco-
friendly approach to meetings and events, 
which includes the highest air quality, the 
use of recycled materials and a reduction 
in energy and water consumption, to name 
just a few initiatives.

While creating events together for the last 
decade, CMR’s concept offers planners a 
single venue for everything from plenary ses-
sions and product launches, to gala dinners, 
elegant cocktail receptions and world-class 
entertainment. Experience the “dedicated”  
in CMR. Visit www.centremontroyal.com
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The Montreal Airport Marriott Hotel offers modern and flexible  
meeting spaces, unrivalled service and exquisite catering options.

Book your next meeting or event by December 31, 2012 and receive: 

• $10 discount per room actualized (will be applied on final invoice)
• 1 complimentary room for every 35 booked
• Complimentary transportation* 

Plus, earn Rewarding Events® points or miles for every meeting  
or event booked! 

Email yulma-sales@marriott.com or call 1.514.636.6700
for more information and book today! 
 
 

MEET. GREET. SUCCEED.

*Complimentary transportation applies to one (1) charter bus for one (1) outing within 25km of the hotel.
Offer valid at the Montreal Airport Marriott Hotel on new contracts only, for meetings or events held 
between April 1 - August 31, 2013, with 51 or more peak room nights booked by December 31, 2012.

l ocated atop the new U.S. Departures Terminal, at Montréal-
Trudeau International Airport, the Montréal Airport Marriott 
is the brand’s first hotel worldwide within an airport terminal. 

Opened in August, 2009, the hotel is also the first Marriott-man-
aged property in the province of Quebec and is ranked number 
one, in terms of guest satisfaction among all Marriott hotels in 
North America for 2012.

Already honoured for its exceptional interior design, the 279-
room Montreal Airport Marriott is the stunning result of a three-year 
project led by designer Brent Swanson, culminating in a luxurious 

hotel bathed in natural light that encourages movement and 
social networking throughout its design. Designed for unparalleled 
convenience and accessibility, the entire hotel rests on the airport’s 
fourth floor and features floor-to-ceiling windows offering breath-
taking views of the airport tarmacs.

S U S P E N D E D  M E E T I N G  R O O M S
For meeting planners, the hotel’s suspended meeting rooms and 
flexible conference spaces were conceived as part of an open and 
dynamic concept that is conducive to business. The Montreal Air-
port Marriott offers more than 14,000 sq. ft. of meeting, exhibition, 
reception and pre-function space on a single level, including 20 
flexible meeting rooms and the 6,905 sq. ft. Opal Ballroom.

The Montreal Airport Marriott pampers business travellers 
with the boutique-style elegance of a luxury property, while 
providing meeting planners with the state-of-the-art tools, 
amenities and services required to exceed the expectations of 
any meeting or event.

Montreal’s stylish gateway hotel.

SPECIAL ADVERTISING SECTION

MontReal 
aIRpoRt MaRRIott

SPECIAL ADVERTISING SECTION
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Choice reigns here. At Le Westin Montréal
you get the very best service, quality and

options – an overall ease of doing business.
Book a meeting at our property

by March 31st, 2013 and receive*:

Up to 100,000 Starpoints® signing bonus**

2% Rebate to master-billed rooms

Your choice of one of these added benefits:
Accelerated room upgrades, 1/35

 or
Accelerated comp room policy, 1/35

 or
Complimentary Welcome Reception

  

CALL US TODAY
514.380.3333

100,000 bonus Starpoints
One more reason to love your job

Book a Meeting by March 31st, 2013

*Conditions apply: Book before March 31st, 2013 and hold event prior
to December 31st, 2013. Offer cannot be combined with other offers.

Some blackout dates may apply. Does not apply to existing bookings.
** 2,500 points for every block of 25 room nights,

to a maximum of 100,000 points.

©2012 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 affi  liates. 
  

le WeStIn 
MontReal
454-room property gets 
down to business in the 
heart of a vibrant city

Just steps from Montreal’s largest convention centre, the 
454-room Le Westin Montreal combines upscale luxury 
with business functionality in the heart of the city’s vibrant 

downtown core.
Le Westin Montreal is a meetings haven, with approxi-

mately 40,000 sq. ft. of combined meeting space that can 
easily accommodate up to 860 delegates. Offering spectacu-
lar city views from the upper levels of the hotel, Le Westin 
Montreal’s meeting spaces have earned a reputation for 
exceeding expectations for every type of event.

T E C H N O L O G Y  C O N C I E R G E
Backed by the professional services of an on-site Technol-
ogy Concierge, the hotel’s meeting rooms offer the latest 
in business technologies, including high-speed Internet, 
permanent screens and projectors and secure access to 
corporate networks. For larger events, Le Westin Montreal 
is located opposite the Palais des Congres and is linked to 
the convention centre via an underground walkway.

At the end of a busy workday, Le Westin Montreal invites 
guests to unwind in the sleek confi nes of the Westin fi tness 
centre overlooking downtown Montreal and Place Jean-Paul 
Riopelle. The hotel also features an indoor glass-bottomed 
pool, which hovers above the lobby’s grand entranceway.

Under the guidance of executive chef Paul Little, fresh 
local ingredients and tempting tapas selections defi ne Le 
Westin Montreal’s street-level Gazette restaurant. The restau-
rant’s inspired cuisine also extends to the delectable menu 
options offered by the hotel’s dedicated banquet team.

SPECIAL ADVERTISING SECTION
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A BUSINESS TRIP TO 
THE OUTAOUAIS REGION 
IS LIKE A VACATION, BUT 
WITH A SLIGHTLY MORE 
FORMAL DRESS CODE. 

PLAN YOUR NEXT MEETING IN THE OUTAOUAIS REGION !
WWW.OUTAOUAISMEETING.COM  //  1-866-979-0929 
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PLAN A MEETING WITH 
YOURSELF IN THE 
OUTAOUAIS REGION! 
SCAN & WIN!  

Scan this QR code with your smart phone 
or visit outaouaismeeting.com/m&it 
and you could

Win a $1 600  getaway 
in the Outaouais region!
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SPECIAL ADVERTISING SECTION

W ith its unique combination of sophisticated metropolitan 
attractions and pristine natural wonders, the Outaouais 
region offers meeting planners an escape from the 

ordinary. Situated along Quebec’s western flank, just minutes from 
the nation’s capital, the Outaouais region offers meeting planners 
the best of both worlds, blending cosmopolitan vibrancy with the 
serenity of country life.

M E E T I N G  S PA C E
Less than two hours from Montreal, the Outaouais offers more than 
170,000 sq. ft. of meeting space and 2,500 executive guestrooms. 
In Gatineau, Quebec’s fourth-largest city, the Palais des Congres de 
Gatineau features 55,000 sq. ft. of newly renovated meeting space, 
spread across 16 column-free rooms. The venue’s largest space, 
the Outaouais Room, can accommodate up to 4,000 guests. 
Meetings are also on tap at the Four Points by Sheraton Hotel 
and Conference Centre Gatineau-Ottawa, where newly renovated 
meeting and banquet space awaits you in the historic setting of an 
8,000-sq.-ft. conference centre linking directly to the hotel.

Outaouais’s resort settings offer peaceful retreats just minutes 
from the heart of Ottawa, including the Chateau Cartier Hotel and 
its 18-hole golf course, world-class health club and spa, indoor 
swimming pool and Ekko de Brasil restaurant.

Less than an hour from Gatineau, the five-star Fairmont Le 
Chateau Montebello features 211 guest accommodations and 19 
meeting rooms, including a $6.2-million state-of-the-art pavilion. 
On the leisure side, Le Chateau Montebello is home to an 18-hole 
Stanley Thompson golf course, a 4,000-sq.-ft. spa and the only 
Land Rover driving school in Canada.

L A R G E S T  H O T E L
The region’s largest hotel, Hilton Lac-Leamy, features 349 gues-
trooms and more than 50,000 sq. ft. of meetings and banquet 
space, including an 1,100-seat theatre. Located in the heart of 
Gatineau, the luxurious five-star property boasts a world-class 
casino, six restaurants, a full-service spa and three executive floors 
featuring panoramic views.

As a four-season destination, Outaouais’ vibrancy can be 
experienced year-round, with the winter months offering cross-
country skiing along one of the largest networks of trails in North 
America. Altitude Gym offers a warmer climate, where groups can 
scale the walls of an old church that has been converted into an 
indoor climbing and slack-lining venue. All four seasons are ideal 
for indulging in the pampered treatments of Le Nordik Spa-Nature, 
with its three new saunas, infinity pool and European-style lounge 
with outdoor terrace. Le Nordik Spa-Nature is one of only two 
spas in the world to offer the unparalleled experience of Källa, a 
1,200-sq.-ft. floating bath replicating the natural, soothing attrib-
utes of the Dead Sea.

From inspiring woodland retreats, to conventions in the heart 
of downtown Gatineau, Outaouais Tourism’s team of professional 
consultants can design memorable programs tailored to the unique 
tastes and requirements of any size group.

oUtaoUaIS toURISM: BlenDInG 
tHe BeSt oF BotH WoRlDS
Situated on Quebec’s western 
flank, this region offers 
cosmopolitan vibrancy along 
with the serenity of country life.
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THE PERFECT EXCUSE 
WHO SAID YOU WERE GOING TO A HOTEL JUST TO SLEEP? 

NOT THE STAFF OF THE  RAMADA PLAZA MANOIR DU CASINO, 

WHERE YOU CAN EXPECT WELCOMING SMILES AND FRIENDLY 

CONVERSATION THE MINUTE YOU ARRIVE. 

A stay at the Ramada Plaza is a great 
excuse for a little pampering and luxury, 
which is why each of the 174 rooms 
and suites comes complete with 
electric fireplace and two-person air 
jet tub. The hotel also offers a day spa, 
a sauna and massages. And why not 
stop by the hair and beauty salon? 
Get the full treatment while you’re 
here! But there’s a wealth of great 
entertainment in the hotel vicinity as 
well. Cross the street to try your luck 
at the Casino du Lac-Leamy or 

venture a trip to the National Capital, 
which offers a multitude of museums, 
art galleries, restaurants and 
panoramic attractions. All this and more 
make a stay at this luminous four-star 
hotel mandatory!
For your event, conference or special 
occasion, we offer you 
meeting and banquet rooms 
from 10 to 300 people. 
Discover our packages 
while visiting our web site.

Ramada Plaza manoiR du Casino
75, rue d’Edmonton Street, Gatineau (Québec) J8Y 6W9
Tél. : 819 777-7538 Sans frais/Toll Free : 1 800 296-9046
www.ramadaplaza-gatineau.com

A Taste of Sicily! 
Renowned bar-restaurant Le Bifthèque has undergone 

a facelift and now operates under a new and distinctly 
Italianate banner: Risotto Pasta & Grill. Located within 

the hotel, the restaurant specializes in pasta and grilled fare. 
Our new team will surprise you in the brand new, 

updated décor. Our homemade pastries alone will have 
you coming back for more. Divino!

Ramada Plaza, 
a vERy good 
PlaCE To bE

Still the most comprehensive event venue and supplier directory in Canada.

YOUR BEST FRIEND JUST GOT A LITTLE BIGGER.
And easier to reference.

Watch for the NEW, larger-format 
M+IT Buyers’ Guide in November. 

2012–2013

Search the Buyers’ Guide online at
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TAKE THE 
CITYCITY

STRATEGIC
LOCATION
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Québec City has deep historic roots and a European charm that make 
it a magnet for business organizers worldwide. Premium quality hotel 
services, legendary hospitality, and outstanding ground support provided 
by Québec City representatives means that you’ll have all the right tools 
to take the city by storm for your next business event—no matter how big 
or small. Our personalized, turnkey event services will ensure your event 
runs smoothly, and that you and your guests get top brass treatment.

FOR INSPIRING BUSINESS 
MEETINGS, QUÉBEC CITY 
IS YOURS!

MEET IN QUÉBEC CITY. 
FORTIFY YOUR BUSINESS!

quebecregion.com/business
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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

BOOK YOUR 
NEXT MEETING OR 

CONVENTION BEFORE 

DECEMBER 15, 2012 

AND DINNER IS ON US!* 

For complete details contact 

Régis Fleury.

*Certain conditions apply. This offer 

is valid for new meetings 

or conventions only.
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Québec City has deep historic roots and a European charm that make 
it a magnet for business organizers worldwide. Premium quality hotel 
services, legendary hospitality, and outstanding ground support provided 
by Québec City representatives means that you’ll have all the right tools 
to take the city by storm for your next business event—no matter how big 
or small. Our personalized, turnkey event services will ensure your event 
runs smoothly, and that you and your guests get top brass treatment.

FOR INSPIRING BUSINESS 
MEETINGS, QUÉBEC CITY 
IS YOURS!

MEET IN QUÉBEC CITY. 
FORTIFY YOUR BUSINESS!

quebecregion.com/business
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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

BOOK YOUR 
NEXT MEETING OR 

CONVENTION BEFORE 

DECEMBER 15, 2012 

AND DINNER IS ON US!* 

For complete details contact 

Régis Fleury.

*Certain conditions apply. This offer 

is valid for new meetings 

or conventions only.
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QUÉBEC CITY CONVENTION CENTRE
Certified LEED-EB Silver and voted World’s Best Convention Centre 
in 2006 by the International Association of Congress Centres (AIPC), 
the Québec City Convention Centre continues to impress today with 
its bold approach and dedicated team devoted to providing you with 
a world of possibilities. And did we mention it’s right downtown?

quebecregion.com/business

FROM INTIMATE MEETINGS TO INTERNATIONAL CONVENTIONS, QUÉBEC CITY IS THE PERFECT VENUE FOR ANY GATHERING. 
WHATEVER YOUR EVENT, YOU’LL BE SURE TO FIND COMFORTABLE, STIMULATING, AND ULTRAMODERN FACILITIES. PLUS, 
YOU CAN ALWAYS COUNT ON EVENT ORGANIZERS DMC TO ADD A PERSONAL TOUCH AND TREAT YOUR GUESTS TO AN 
EVENT TO REMEMBER!

QUÉBEC CITY’S EXHIBITION CENTER
To celebrate its 100th anniversary, the ExpoCité Exhibition 
Center (Centre de foires) boosted its square footage by 60%. 
The multipurpose, state-of-the-art building now has room for 
18,000 people and 800 stands! The venue is also home to a 
16,000 seat amphitheater and a number of buildings for rent. 

A VENUE FOR EVERY GATHERING

STRATEGIC
LOCATION
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WOW YOUR GUESTS
How about a cocktail reception at Musée national des beaux-
arts du  Québec or at Musée de la civilisation du Québec, a 
panoramic presentation from the heights of Observatoire de 
la Capitale, or a meeting overlooking the waterfalls at Manoir 
Montmorency? Unless you’d rather hold an under water recep-
tion at the Aquarium du Québec, travel back hundreds of years 
at Chapelle de l’Amérique française, or warm up at the Hôtel 
de Glace? Or how does dinner at Le Parlementaire sound? This 
National Assembly restaurant has been hosting state dinners and 
VIP receptions since 1917. Québec City has so many magical 
backdrops, you’re sure to find something truly special!

FOR A CHANGE OF SCENE
Mix business with pleasure with meals, talks, and workshops in 
the open air. Québec City has got a whole portfolio of venues that 
would be picture perfect! Fresh air leads to fresh ideas, and what 
better way to appreciate centuries-old architecture and enjoy 
stunning views of the St. Lawrence River, the Plains of Abraham, 
the city’s floral gardens, and nearby Île d’Orléans... 
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QUÉBEC CITY CONVENTION CENTRE
Certified LEED-EB Silver and voted World’s Best Convention Centre 
in 2006 by the International Association of Congress Centres (AIPC), 
the Québec City Convention Centre continues to impress today with 
its bold approach and dedicated team devoted to providing you with 
a world of possibilities. And did we mention it’s right downtown?

quebecregion.com/business

FROM INTIMATE MEETINGS TO INTERNATIONAL CONVENTIONS, QUÉBEC CITY IS THE PERFECT VENUE FOR ANY GATHERING. 
WHATEVER YOUR EVENT, YOU’LL BE SURE TO FIND COMFORTABLE, STIMULATING, AND ULTRAMODERN FACILITIES. PLUS, 
YOU CAN ALWAYS COUNT ON EVENT ORGANIZERS DMC TO ADD A PERSONAL TOUCH AND TREAT YOUR GUESTS TO AN 
EVENT TO REMEMBER!

QUÉBEC CITY’S EXHIBITION CENTER
To celebrate its 100th anniversary, the ExpoCité Exhibition 
Center (Centre de foires) boosted its square footage by 60%. 
The multipurpose, state-of-the-art building now has room for 
18,000 people and 800 stands! The venue is also home to a 
16,000 seat amphitheater and a number of buildings for rent. 

A VENUE FOR EVERY GATHERING

STRATEGIC
LOCATION
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WOW YOUR GUESTS
How about a cocktail reception at Musée national des beaux-
arts du  Québec or at Musée de la civilisation du Québec, a 
panoramic presentation from the heights of Observatoire de 
la Capitale, or a meeting overlooking the waterfalls at Manoir 
Montmorency? Unless you’d rather hold an under water recep-
tion at the Aquarium du Québec, travel back hundreds of years 
at Chapelle de l’Amérique française, or warm up at the Hôtel 
de Glace? Or how does dinner at Le Parlementaire sound? This 
National Assembly restaurant has been hosting state dinners and 
VIP receptions since 1917. Québec City has so many magical 
backdrops, you’re sure to find something truly special!

FOR A CHANGE OF SCENE
Mix business with pleasure with meals, talks, and workshops in 
the open air. Québec City has got a whole portfolio of venues that 
would be picture perfect! Fresh air leads to fresh ideas, and what 
better way to appreciate centuries-old architecture and enjoy 
stunning views of the St. Lawrence River, the Plains of Abraham, 
the city’s floral gardens, and nearby Île d’Orléans... 
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INNOVATION 
BY LOEWS

EXPERIENCE AN AMAZING NEW 
MEETING CONCEPT IN A TOTALLY 
UPDATED SPACE! OUR NEWLY 
RENOVATED BALLROOM AND MEETING 
ROOMS FEATURE CONTRASTING 
COLOURS INSPIRED BY OUR WINTERS 
AND SUMMERS. THE DÉCOR PAYS 
HOMAGE TO QUÉBEC CITY’S BEAUTY 
AND FESTIVE PERSONALITY. OUR 
BANQUET FURNISHINGS ARE 
CONTEMPORARY, YET COMFORTABLE, 
AND FEATURE NEW CHAIRS WITH 
FLEXIBLE BACKS. 

And what says fun more than food? 
At Loews Hôtel Le Concorde, great 
dining is essential to the guest experience. 
Whether enjoying our revolving restaurant 

or attending a banquet, you will be treated 
to uniquely local cuisine showcasing 
the best ingredients. 

The backdrop for your event will be just 
as vibrant and exciting as the hotel itself. 
Loews Hôtel Le Concorde is bordered 
on one side by lively Grande Allée and 
on the other by the peaceful Plains 
of Abraham.  

In 2011 Loews Hôtel Le Concorde was 
ranked one of Canada’s top hotels by 
Condé Nast Traveler magazine.

* Book a meeting at Loews Hôtel Le Concorde 
before December 31, 2012, and you’ll be eligible 
for our contest.

TO LEARN MORE, CONTACT

loewshotel.com

Chantal Lemelin
Sales Manager
418-640-5816 
clemelin@loewshotels.com
Suzanne Voisine 
Sales Manager 
418-640-5846
svoisine@loewshotels.com

Raymonde Girard
Sales Manager
418-640-5833 
rgirard@loewshotels.com
Lucie De Grandpre
Senior Sales Manager
418-640-5837 
ldegrandpre@loewshotels.com

Annie Bouchard 
Director of Sales 
418-640-5800 
abouchard@loewshotels.com

An impressive hotel in every way! 

WIN A 
TWO-NIGHT 
STAY AT OUR 

NEW LOEWS IN 
HOLLYWOOD*

FAIRMONT LE CHÂTEAU FRONTENAC 
UNVEILS NEW MAJESTIC BANQUET 
ROOM – Le Cellier du Château

FAIRMONT LE CHÂTEAU FRONTENAC 
IS OFFERING A NEW EXCLUSIVE 
BANQUET ROOM WITH GORGEOUS 
DÉCOR REMINISCENT OF THE FINEST 
WINE CELLARS IN THE WORLD. LE 
CELLIER DU CHÂTEAU (CELLAR OF 
THE CHÂTEAU) IS THE IDEAL VENUE 
FOR SPECIAL EVENTS SUCH AS 
BANQUETS, DINNERS, WEDDINGS, 
RECEPTIONS, AND COCKTAILS. 

In order to provide its clients with a truly 
extraordinary experience, the hotel has 
completely renovated and revamped 
the space and décor. Its high ceilings 
with ornate detailing, walls of wine 
bottles, and large picture windows 
overlooking the rue Saint-Louis give 

the room a unique feel. The location 
is convenient, with direct street access 
and valet service readily available. In order 
to leverage the expertise of the Château 
Frontenac sommeliers, wine themes 
and food and wine pairing menus 
have been developed so customers 
can discover the world of wines in 
many different ways. Le Cellier du 
Château has over 2,600 sq. ft. (240 m2) 
and can accommodate up to 150 people 
in cocktail (standing) and nearly 
100 people in banquet (seated) layout.

TO LEARN MORE, CONTACT

fairmont.com/frontenac

Valérie Gagné 
Sales Manager
418-266-3907 
valerie.gagne@fairmont.com
Micheline Dubé
Sales Manager
418-691-2130 
micheline.dube@fairmont.com 

Caroline Bérubé
Director of Sales  
418-691-2124 
caroline.berube@fairmont.com
Marylène L’Heureux 
Senior Sales Manager
418-691-2155 
marylene.lheureux@fairmont.com

Sophie Larivière
Sales Manager
418-691-2116
sophie.lariviere@fairmont.com
Karen Miller
Senior Sales Manager
418-691-2190 
karen.miller@fairmont.com

Fall in love with Château life! 
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INNOVATION 
BY LOEWS

EXPERIENCE AN AMAZING NEW 
MEETING CONCEPT IN A TOTALLY 
UPDATED SPACE! OUR NEWLY 
RENOVATED BALLROOM AND MEETING 
ROOMS FEATURE CONTRASTING 
COLOURS INSPIRED BY OUR WINTERS 
AND SUMMERS. THE DÉCOR PAYS 
HOMAGE TO QUÉBEC CITY’S BEAUTY 
AND FESTIVE PERSONALITY. OUR 
BANQUET FURNISHINGS ARE 
CONTEMPORARY, YET COMFORTABLE, 
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FLEXIBLE BACKS. 
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dining is essential to the guest experience. 
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or attending a banquet, you will be treated 
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The backdrop for your event will be just 
as vibrant and exciting as the hotel itself. 
Loews Hôtel Le Concorde is bordered 
on one side by lively Grande Allée and 
on the other by the peaceful Plains 
of Abraham.  

In 2011 Loews Hôtel Le Concorde was 
ranked one of Canada’s top hotels by 
Condé Nast Traveler magazine.

* Book a meeting at Loews Hôtel Le Concorde 
before December 31, 2012, and you’ll be eligible 
for our contest.

TO LEARN MORE, CONTACT

loewshotel.com

Chantal Lemelin
Sales Manager
418-640-5816 
clemelin@loewshotels.com
Suzanne Voisine 
Sales Manager 
418-640-5846
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In order to provide its clients with a truly 
extraordinary experience, the hotel has 
completely renovated and revamped 
the space and décor. Its high ceilings 
with ornate detailing, walls of wine 
bottles, and large picture windows 
overlooking the rue Saint-Louis give 

the room a unique feel. The location 
is convenient, with direct street access 
and valet service readily available. In order 
to leverage the expertise of the Château 
Frontenac sommeliers, wine themes 
and food and wine pairing menus 
have been developed so customers 
can discover the world of wines in 
many different ways. Le Cellier du 
Château has over 2,600 sq. ft. (240 m2) 
and can accommodate up to 150 people 
in cocktail (standing) and nearly 
100 people in banquet (seated) layout.
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your neXt event Was
a success at the Québec
city convention centre.

TO LEARN MORE, CONTACT

lynn chiasson
Sales Manager
1-833-679-4000, ext. 4039
lchiasson@convention.qc.ca

THIS IS OUR PLEDGE TO YOU. THE RESULT?
I have been to many convention centers and I have to say the Québec City Convention Centre 
is the most beautiful and state of the art. It seems to be built with meeting planners in mind, 
as well as building a great atmosphere for attendees.

Cris Tydingco, Manager Events, ACCPAC International Inc.

HERE IS WHAT OUR CLIENTS CAN EXPECT FROM OUR TEAM AND OUR FACILITIES

• An experienced team that provides step-by-step assistance, solutions and innovation
• An eco-friendly event program, LEED-EB certified building, and award-winning water and energy management
• A central location in downtown Québec City amid memorable attractions, restaurants, and nightlife
• 3,000 hotel rooms within walking distance

THE CONVENTION CENTRE AT A GLANCE

• A total capacity of up to 7,500 attendees 
• 232,000 sq. ft. of usable space
• 100,000 sq. ft. of exhibition space
• 62,600 sq. ft. of pre-meeting space
• 35,000 sq. ft. available for meetings

• A 75,000 sq. ft. exhibit hall 
• A 34,500 sq. ft. column-free convention hall 
• A 25,000 sq. ft. multipurpose room
• A 69,000 sq. ft. expansion to be completed in 2014

“

”

069-76--Quebec Supplement.indd   76 12-10-16   4:54 PM

mailto:lchiasson@convention.qc.ca
http://www.convention.qc.ca


77M E E T I N G S C A N A D A . C O M

Hall of Fame 2012 
Inductees and Annual Dinner

For two days in August, meeting professionals came together to 
connect, learn and do business in Toronto at IncentiveWorks—the 
premier Canadian trade show and conference for the business event 
community.

After 21 years, the spark that lit IncentiveWorks is more alive 
than ever.

This year’s show engaged attendees from start to fi nish, prompt-
ing them to ask questions of themselves and others. Learning oppor-
tunities were everywhere—2012 saw the most workshops yet—for 
all stages of your career. In addition, MPI designed four senior-level 
sessions to provide higher-level learning, and education extended 
from the conference to the trade-show fl oor, with new 20-minute 
mini-sessions in two distinct Knowledge Pods.

The show was abuzz following our fi rst-ever live-reveal of the 
M+IT Hall of Fame inductees, and guests were tasked with trying 
out keynote Mark Je� ries’ networking tips on the trade-show fl oor. 
And that they did. Those looking to extend the conversation with 
suppliers or network with other professionals enjoyed the comforts 
of the stylish enhanced Connections Lounge.

After an inspiring, moved-to-tears presentation by charity:water 
founder Scott Harrison, the conversations continued on the fl oor, 
online (Twitter hashtag #iwshow), and on the interactive plus-sign 

wall, designed by M+IT. As guests peeled o�  the white plus signs 
to reveal colours beneath, they were invited to write their thoughts 
on the wall for all to see, sparking conversation and inspiring some 
planners to adopt this idea for their events.

The innovation continued at the o�  cial IncentiveWorks closing 
party, Seaside Soiree, at The Fifth Social Club, where our guests 
experienced one of the hottest entertainment ideas, the silent disco 
(read more about this on page 92).

This year’s IncentiveWorks was one for the books—and, we 
hope, a source of inspiration for your events.

See you next year: Aug 20+21, 2013         PHOTOS BY DONNA SANTOS
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Great show! I come every year. Love it! Made great contacts! –Wendy Joseph

IncentiveWorks is the “High Holiday” 
for event planners. –Fordham PR+

+

+
+

+

+

Best IW to date! 

–Wendy Bradley

IncentiveWorks is always so innovative! I’m impressed every year.

This show rocks! Great people! 
Great businesses!

The best show and experience! 

Learning is fun!

Once again, the speakers educate, push, remind… and INSPIRE! Job well done!

Love this wall! What a great way 

to engage with your audience. 

Great show! –Congress Canada

Trade-Show Floor
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Education
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Closing Party
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From the centre of Sydney, it’s less than 30 minutes to the near-
est beach—this means visitors can shop all morning and swim all 
afternoon. Throw in an unrivalled harbourside location, an enviable 
climate, an innovative restaurant scene and two of the planet’s most 
recognizable man-made icons—the Opera House and the Harbour 
Bridge—and it’s hard to imagine anyone getting any work done in 
this beautiful city.

But work they do. In fact, in the last fi nancial year, the number of 
events secured by Business Events Sydney set a record for the city. 
Moreover, the International Festival and Events Association named 
Sydney the World’s Best Festival and Event City.

MAIN EVENT SPACE
The city’s main event space, the Sydney Convention and Exhibition 
Centre, is ideally located on the waterfront, at Darling Harbour. 
Starting late 2013, the existing facilities will close, to make way for a 
49-acre convention, exhibition and entertainment complex sched-
uled for completion in late 2016. 

Another option is Sydney Olympic Park, which has more 
than 100 function spaces ranging from intimate boardrooms to a 
150,000-sq.-ft. exhibition hall that can seat 7,000. A 30-minute 
train ride from the city centre, it also has fi ve hotels onsite.

It’s been more than a decade since the last new fi ve-star ho-
tel opened in Sydney; hence, the buzz around the unveiling of The 
Darling last October. Part of the new $860-million AUD The Star 
complex (formerly Star City), near Darling Harbour, the 171-room 
luxury hotel boasts an 82-ft. infi nity pool and a sumptuous 16-room 
spa. Inside The Star are 20 new restaurants and bars, including 
Momofuku Seiobo, Michelin-starred chef David Chang’s fi rst restau-
rant outside New York. Still under construction—but already taking 
bookings—is a 24,000-sq. ft. events space due to open in mid-2013.

Not to be outdone, the Park Hyatt Sydney recently re-opened 
after a $60-million AUD renovation, unveiling a larger spa, a new 
restaurant and a brand new fl oor of spectacular suites with eye-
popping Opera House views.

Sydney’s bar scene has exploded since the licensing laws were 
changed in 2008 to make it easier to operate a small bar. The city is 
now chock-a-block with intimate venues serving up inventive drinks 
in funky surroundings. 

Kick o�  the night at Baxter Inn, a New York-style basement 
speakeasy hidden down an unmarked alleyway o�  Clarence Street; 
move on to Stitch, another subterranean drinking den near Wyn-
yard; and fi nish with a cocktail, served in a jam jar, at Grasshopper, 
just o�  the city’s main artery, George Street.

FINE DINING
For some fi rst-rate sustenance, Westfi eld Sydney recently unveiled 
a collection of fi ne-dining restaurants on level six of its swish shop-
ping complex in Pitt Street Mall. Another well-received addition is 
Gastro Park, in inner-city suburb Kings Cross. Chef Grant King’s 
wizardry is evident in imaginative and beautifully presented dishes 
such as crispy scaled snapper with calamari crackling.

While Sydney has the usual smattering of museums, art gal-
leries and shopping centres, it’s the city’s natural attractions—
the harbour and its beaches—that make it such an appealing 
destination. 

There are countless ways to enjoy Sydney’s natural assets, but a 
perennial favourite is to catch the ferry to Watsons Bay for fi sh and 
chips and a stroll along the beach. 

Another must-do is walking the cli� -top trail from Coogee 
Beach to Bondi Beach for spectacular ocean views, dramatic sand-
stone cli� s and picturesque inlets and bays. 

While there are dozens of harbour cruise packages available, for 
an authentic Aussie experience, grab a sandwich and join locals on 
the sunset ferry ride from beachside suburb Manly back to the city. 
Not only does it showcase Sydney’s greatest asset, but it epitomizes 
the relaxed, carefree attitude that permeates this beguiling city. 

fast facts
sydney.com

Sydney Kingsford 
Smith, SYD

Sydney Convention 
and Exhibition Centre 
333,000 sq. ft.

Flights (Toronto to 
Sydney): Qantas, Air 
New Zealand, Delta, 
United, Cathay Pacifi c

14 hours ahead of 
Toronto

Australian dollar. 
1 CAD = 0.95 AUD

Second-largest New 
Year’s Eve celebra-
tions in the world, with 
1.2-million revellers 
hitting the streets.

January temp range: 
High  26 C, Low 19 C

Summer: December 
to February
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SYDNEY BY ROB MCFARLAND

— Rob McFarland is a freelance writer based in Sydney.

A laid-back attitude permeates this 
beguiling Australian city.
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tip
Sydney Harbour is a National Park and boasts ac-
cessible islands o� ering kayaking, dining, picnicking, 
snorkelling and historic tours. Sailing on the Harbour is 
a good way to view the city; stop in one of the secluded 
bays of coves, for an onboard lunch and a swim.

In 1957, Danish 
architect Jorn Utson 
unexpectedly won the 
competition to design 
the Sydney Opera 
House, with a sketch 
initially rejected as 
“too ambitious.”
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 The Park Hyatt Sydney 

 The Darling 

 Sydney Convention Centre 

 The Bayside Gallery in the 
 Sydney Convention Centre 

 Sydney Olympic Park  Gastro Park 

 Bondi Beach 

The top of the arch of 
the Sydney Harbour 
Bridge rises and falls 
by up to 7.2 inches 
when the temperature 
changes. The bridge 
is fi tted with hinges to 
accommodate this.
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When Hurricane Katrina struck New Orleans in August, 2005, the resulting 
chaos and devastation made headlines around the world. Yet if such a horrifi c 
disaster can have a silver lining, it is this: Katrina was the catalyst that inspired 
a strong sense of renewal and purpose. As a result, New Orleans has rebounded 
splendidly and is now a more desirable destination than ever for groups.

The evidence is everywhere. A host of tourism-centric programs are under-
way, including South Market District (focused on luxury apartments, retail, res-
taurants and entertainment venues in the heart of downtown); Reinventing the 
Crescent (redeveloping six miles of unused industrial and commercial space 
along the Mississippi River); and Canal Street Development Corp. (revitalizing 
the intersection of Canal and Basin Streets into a performing-arts district).

On the meetings side, there’s plenty afoot, too. Fully 26 hotels have reno-
vated, including the 126-year-old Hotel Monteleone, in the French Quarter. Fol-
lowing a multi-million-dollar, top-to-bottom facelift, the 600-room Monteleone 
added 3,000 sq. ft. of meeting space, which now totals 23,000 sq. ft..

NEW HOTELS
New hotels have come onto the scene. In January, 2012, after a $45-million pur-
chase and transformation, boutique-style The Saint Hotel New Orleans threw 
open its doors. Launched in December, 2011, was 135-room The Hotel Modern, 
following a major makeover and rebranding of Le Cirque hotel.

Another potent symbol of the city’s renewal is the New Orleans Ernest N. 
Morial Convention Centre, which, post-Katrina, has reclaimed its spot as one 
of the premier convention venues in the U.S. Featuring 1.1-million sq. ft. of con-
tiguous exhibition space, the convention centre will, in January, 2013, unveil a 
60,300-sq.-ft. divisible Great Hall, part of a $50-million refurbishment—in time 
for the city hosting the 2013 Super Bowl.

Doubtless during the Super Bowl, great use will be made of Champions 
Square, a 121,000-sq.-ft. outdoor festival space adjoining the Mercedes-Benz 
Superdome. The adjacent Club XLIV o� ers 9,500 sq. ft. of elegant space.

On the food front, New Orleans has more restaurants than ever—not sur-
prising, since “this is a city that talks about the next meal while enjoying every 

fast facts
neworleanscvb.com

Louis Armstrong N.O. 
Int’l Airport, MSY

Ernest N. Morial C.C.,  
1.1-million sq. ft. of 
exhibition space.

Air Canada and 
United Airlines o� er 
direct fl ights from 
Canada.

Highs 88°-90°F  
Low 45°F 

New Orleans is the 
birthplace of jazz, 
which still reigns 
supreme in the city’s 
clubs and bars.

The First Mardi 
Gras parade, Shrove 
Tuesday, 1838

The Mercedes-Benz 
Superdome is the 
largest enclosed 
stadium in the world.
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NEW 
ORLEANS

BY DON DOULOFF

 Champions Square 

 The Saint Hotel New Orleans 

The Crescent City’s 
post-Katrina renewal 
is in full bloom.
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tip
Opened in June, 2012, 750-acre NOLA Motorsports 
Park o� ers go-karting, road racing, drag racing and 
dyno tuning—and specialized options such as skid cars 
and hot laps (on race-prepared Mustang FR500S cars 
and Nissan GT-Rs). nolamotor.com
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NEW 
ORLEANS

— Don Doulo�  is Managing Editor of Meetings + Incentive Travel.

 The city is in full 
 recovery post-Katrina. 

 New Orleans Ernest N. 
 Morial Convention Centre 

 St. Bernard Project 

 Alligator at Cochon  R’evolution 

bite of the current one,” says Nikki Moon, vice-president, conven-
tion sales, New Orleans Convention and Visitors Bureau. Home to 
the most distinctive regional cuisine in North America, the city now 
boasts 1,315 eateries, compared to 805 pre-hurricane—a decisive 
rebuke to Katrina.

And a delicious rebuke, too! Must-try eateries include Cochon 
—widely considered the best restaurant to open post-Katrina—spe-
cializing in traditional Cajun Southern fare, and R’evolution (opened 
in June, 2012), which reimagines classic Cajun and Creole dishes. 
For a round-up of New Orleans restaurants visited on this FAM, visit 
MeetingsCanada.com and search, “New Orleans on a Plate.”

FILM CENTRE
New Orleans has surged in other ways. Thanks to generous state tax 
incentives, the city is now the third-largest centre in the U.S. (be-
hind only Los Angeles and New York) for movie shoots. Capitalizing 
on this is The Original New Orleans Movie Tours. Led by person-
able host Jonathan Ray, the tour visits over 30 city locations used 
in movie shoots. At each stop, tour-goers watch a video clip of the 
movie scene featuring that location, providing fascinating context. 
Groups up to 50 can be accommodated.

But the most life-a�  rming symbol of New Orleans’ resurgence 
is the voluntourism programs that have arisen post-Katrina. St. Ber-
nard Project, for instance, is a non-profi t rebuilding organization as-
sisting vulnerable families, senior citizens and disabled residents still 
struggling post-hurricane. On a steamy July morning, I was part of a 
group assisting with the renovation of a hard-luck family’s home in 
St. Bernard Parish. Seeing, fi rst-hand, this organization’s good work 
brought New Orleans’ renewal into sharp, poignant focus.

And proves that you can’t keep a good city down. 

Poker was invented 
in New Orleans in 
the 1700s.

The fi rst opera 
performed in the 
U.S. was in New 
Orleans, in 1796.

New Orleans is the 
largest port on the 
Gulf of Mexico, the 
second largest in the 
U.S. and the third 
largest in the world, 
in volume of cargo 
handled.
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1. Plastic piggy bank. Twist open bottom 
to retrieve stored change. Available in 
transparent black, blue and red, and clear. 
4 7/8-inches x 3 3/4-inches x 4-inches. 
As low as $2.24. mynextpromo.ca
 
2. Five-inch square gift card incorporates 
Buddha Board painting surface: when 
water is applied, it ‘paints’ in that colour, 
evaporating after several minutes, leaving 
a fresh canvas. $11.95. buddhaboard.com

3. Crystals transform Earbuds into a styl-
ish listening experience. Built-in device 
expands and retracts cord to fi ve stopping 
points and prevents tangling when not in 
use. About $35. plumgiftco.com 

4. Felt-covered Gourmet Co� ee Basket 
holds branded mugs for two, a package 
of biscotti, silver Bodum co� ee press and 
a half-pound of ground co� ee. Minimum 
order: 6. $99.95. plumgiftco.com

5. Underneath Leather Luggage Tags’ 
protective fl ap is a clear slot, sized to hold 
a business card—or simply fi ll-in provided 
card with contact info. $24. 
seejanework.com

6. Lab Work Desk Set includes test tubes 
fi lled with paperclips, binder clips and push 
pins. All three tubes sit in an epoxy-coated, 
metal holder. $20 USD. seejanework.com

7. Soft and pliable, Swirly Stress Balls are 
a fun way to release tension. Available in 
black, blue, red and lime green. 
As low as $1.46. mynextpromo.ca

8. Protective Cases, lined with chamois 
cloth, for BlackBerrys and older iPhones. 
Goatskin leather (left) and crocodile-em-
bossed leather. $49.95. plumgiftco.com 

9. Olive Board features olives, oil, brus-
chetta crisps and bread dipping-oil mix, 
displayed on an oil wood board. $80. 
bypeterandpauls.com

10. Handcrafted Soapstone Shotglasses 
cool from the outside in and will not retain 
odours. Store in the freezer for a super-cold 
shot. Set of 4, $40 USD. teroforma.com

cool gifts
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1. Need medical help, but can’t speak the language? Medical Visual Language Translator ensures quick communication with medical 
personnel regarding illness symptoms, wounds, falls, bites, pain and medications. $19.85. magellans.com 2. Compact Kit contains a 
two-week supply of pain medications, wound treatments, bandages and medical tools, for two people. Also includes the Comprehensive 
Guide to Wilderness & Travel Medicine. $40. magellans.com 3. In-fl ight sleep is a breeze thanks to 40 Blinks molded-foam eye mask, 
contoured for pressure-free, smudge-free comfort. Lightweight and cool, mask features adjustable straps and is hand washable. $12.95. 
bucky.com 4. Arch BandIT Foot Supports wrap around your mid-foot, holding a compressible pad to support your arch, improving bal-
ance and comfort. Can be worn with any shoe. $26.50 USD. magellans.com 5. Brooks Trouser Strap wraps snugly around the leg, keep-
ing slacks clean and safe during rent-a-bike sightseeing jaunts while travelling. Available in black, honey or brown. $27. curbside.on.ca 
6. Made from light, highly absorbent Irish linen, this Beach Towel features compartments to hold a wallet, iPad or book. Large compart-
ment holds swimwear. $120 CDN. travelteq.com 7. Currency organizer features fi ve colour-coded zippered pockets for bills, credit cards, 
passport. Fits into any handbag or pocket or attaches to belt. Lightweight, water-resistant nylon. $12.95 USD. magellans.com 
8. Juice Pack Plus features a 2000mAh battery in an ultra-thin, lightweight case, providing iPhone 4/4S users more than double 
the time to rock/talk/surf. $99.95 USD. mophie.com 

AS I SEE ITAS I SEE ITtravel gear
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Deerskin Purse with Fringe, made by aboriginal craftsmen employed 
at Winnipeg-based Manitobah Mukluks, which partners with the 
Centre for Aboriginal Human Resource Development. manitobah.caForester for a Day allows groups to assist park rangers in clearing 

underbrush, pruning trees and preparing fi re breaks and forest 
paths in Northern Israel’s Carmel Forest region. $18/person. kkl.org.il

Made from lightweight, 
heat-resistant, fi brecast 
concrete, Ventless Fire 
Column provides a 
glowing fl ame for in-
door or outdoor events. 
Includes river rocks and 
stainless steel snu� er. 
$249/$379 USD. 
restorationhardware.com

Upload your guest list Excel fi le and start checking-in guests 
with this handy iPad/iPhone app. Eliminates unwieldy paper 
lists. $99 USD for 500 guest credits. checkineasy.com

Flowers—available in 
over 100 varieties—
crafted from specialty 
papers sourced from 
around the world. Will 
never droop. Allergen 
free. $15-$35 USD. Cus-
tom orders available. 
thecrimsonpoppy.com

MOO for Events o� ers 
branded business cards 
and mini-cards to atten-
dees, delivered directly to 
the event. Typically, cards 
are free (shipping charge of 
about $4 USD). moo.com 

Made from soft Brazilian rubber, 
Musewear Flip Flops feature thought-
provoking quotes and are 100-per-cent 
recyclable. Partial proceeds help fund 
protection of natural habitats. $30. 
ethicalocean.com

Get creative with culinary team-building such as the Urban Chef 
competitions and group cooking classes at Bar Cocoa’s Cocoa Lab 
kitchen, Ritz-Carlton, Charlotte, N.C. $95 USD per person. ritzcarlton.com

hot ideas
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LEFT TO RIGHT: 1. Brenna Levin, EOCI Pharmacomm; Cindy MacIntosh, Maxvantage. 2. Brent Taylor, CMP, CMM, Timewise Event Management 
Inc.; Annette McCunn, Simply Eventful Management Inc. 3. Catherine Puccino, Santa Barbara Conference & Visitors Bureau; Alanna McQuaid, 
M+IT; Denise Dibble, Fess Parker’s DoubleTree Resort. 4. Lori Winch, M+IT; Michelle Moody-Itwaru, Assembly of First Nations; Nicola Webb, 
HelmsBriscoe; Daniela Caputo, Daniela Caputo Event Management. 5. Kelsey Bremer, M+IT; Sonja Chilcott, M+IT; Arlene Sibley, Fraser & Hoyt 
Incentives; Kelly MacDonald, Fraser & Hoyt Incentives. 6. Cathy Duke, Destination St. John’s; Alan Doyle, Great Big Sea; Larry Laite, Destination 
St. John’s. 7. Elizabeth Raoult, Meeting Encore; Ivonne Ramirez, Hilton Hotels & Resorts; Rosanna Spina, Hilton Worldwide. 8. Glen Bowie, New-
castle Hotels & Resorts; Seamus O’Regan, CTV National News; Helene Moberg, Destination Halifax; Gus Vonderheide, Hyatt Hotel Corporation. 
9. Eddie Chang, PJA Groups. 10. Marva Donovan, Dolphin Vacations; Dawn Benedict, Capella Hotels and Resorts; Scott Harradine, Kempenfelt 
Conference Centre; Cori-Ann Canuel, M+IT. 11. Vito Curalli, Hilton Worldwide; Joe Orecchio, Road Ahead Meetings and Events.

In and Around 
IncentiveWorks
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MPI World  
Education Congress

MPI Toronto Chapter 
Signature Series

MPI Ottawa Chapter Kick O� 
CHMSE Training 
Program

LEFT TO RIGHT: 1. Jeremy Tyrrell, Scotiabank Convention Centre; Bob Vaez, EventMobi; Jeannie Wolf, EventMobi. 2. Wayne Ho� man, Ho� -
man Entertainment; Courtlynn Beets, Ho� man Entertainment. 3. Jennifer Mason, MPI; Aaron Missner, CMP, Tourism Toronto. 4. Olivia Batt, 
CMP, University of Toronto; Marcel Potvin, Stagevision. 5. Mary Mulligan, CMP, Mary Mulligan Event Management; Michael Marmur, Pinpoint 
National Photography. 6. Scott Ventresca, Tourism Toronto; Jennifer Holly, Travel Alberta. 7. (back row) Haddy Wong, Trump International 
Hotel & Tower Toronto; Maylene Saylou-Bautista, Westin Prince Toronto; Alanna McQuaid, M+IT; Greg Webb, GW&A Consulting; (front row) 
Marisa Goncalves, Holiday Inn Toronto International Airport Hotel; Vivian Chiu, Westin Prince Toronto Hotel.
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Site Canada Education Day
Join us for a day of solid educational content 
with an opportunity to exchange ideas, ask 
questions and network. 
Wednesday, November 14, 2012
Four Seasons Hotel Toronto
 
Site Canada Holiday Social
Wednesday, December 12, 2012
InterContinental Toronto Centre

Please check the Site Canada website 
for updates: www.sitecanada.org

Upcoming EventsSite 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 2012 and 2009. We are also the proud 
recipients of the Site Global Chapter Excellence Award - 
Membership for 2010 and 2011.

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
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LEFT TO RIGHT: 1. Brock Dale, Porter Airlines; Christine Otsuka, M+IT; Simon St. Onge, Hotel Le Germain. 2. Steve Summerville, Stay Safe; Susan 
Lanc, CMP, Hilton Worldwide; Janet Jakobsen, CMP, Niagara College; Frank Simone, Stay Safe. 3. Dallyce Macas, Maguire Travel Advisors; Joe 
Orrechio, Road Ahead Meetings and Events; Claudia Taylor, Skyline Hotels and Resorts.

Site Canada September Meeting
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 Wowing the crowd at the closing shindig capping off this year’s 

 IncentiveWorks trade show and conference, in Toronto, 

 silent disco involves a group of party people/clubgoers 

 rocking out to dance music on wireless headphones that 

Silent
Disco
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 give them choice over the tunes they’re listening to. Do give this a whirl, 

 because it’s a riot…a quiet riot, actually. 
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YOU’VE NEVER STAYED WITH US 
(LIKE THIS) BEFORE. 
Delta is proud to introduce ModeRoom™, a new kind of guest room 
for a new kind of traveller. In designing these rooms, our approach was  
simple. Make it functional. Make it versatile. Make it comfortable. Make 
it beautiful.

    • Get down to business at the SmartDesk™ work area.
    • Power up with bedside docking for your mobile device.
     • Play movies, music and even presentations on the large-screen HDTV.
    • Connect with complimentary wired or wireless high-speed 
      Internet service.
   • Refresh with philosophy™ personal care products.
   • Relax when the day is done in your pillow-top Delta Sanctuary bed.

Available at eleven Delta hotels and resort locations to date. 
To learn more, visit deltahotels.com/moderoom 

Delta Victoria Ocean Pointe Resort and Spa
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WWW.WHITEOAKSRESORT.COM   1.800.263.5766

FUEL YOUR
INSPIRATION

Niagara-on-the-Lake

Inspired Conferencing.
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