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DO YOU FEEL IT?
The International Centre is buzzing with activity. 450+ meetings
and events a year and a $4.5 million renewal plan. Clients are raving.
Staff are more energized than ever. THERE’S SOMETHING HAPPENING HERE!  
Learn more about the exciting developments taking place here by 
giving us a call or by visiting our new website at internationalcentre.com

 450+ events annually
 $4.5M renewal plan

  500,000+ sq ft of event/meeting space
 5,000 free parking spots

6900 Airport Road, Mississauga, Ontario 
905.677.6131 / tf  1.800.567.1199  
InternationalCentre.com
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Elevate your next event from obligation to anticipation at Caesars Windsor. With over 100,000 
spectacular square feet of conference space, we offer you a level of flexibility that is unmatched 
by other venues. With our customized options and flawless execution, your event is sure to “wow” 
all the right people. When it’s time to mingle, a four-diamond resort with world-class amenities 
is just down the hall.

Best Overall Hotel & Gaming Resort – 12th Consecutive Year 
Casino Player Magazine – Best of Gaming 2012

Book BEforE August 31, 2013 And rECEivE viP uPgrAdEs, ExCiting inCEntivEs 
And Bonus totAl rEWArds®. CAll us for your nExt Big Bonus!

CAmE. mEt. ConquErEd. 
WE knoW A thing or tWo ABout grEAt BusinEss EvEnts.

Know Your Limit, Play Within It! 1-888-230-3505 Ontario Problem Gambling HelpLine. All ages welcome in our Augustus Tower and convention complex. Must be 19 years of age or older to enter 
the casino and all other outlets. Those who have been trespassed from Caesars Windsor and/or self-excluded from any OLG or Caesars property are not eligible to participate in a promotion and/or redeem 
offers. The Caesars brand and related trademarks are owned by Caesars License Company, LLC and its affiliated companies. Used with permission. MPI logo copyright © MPI. PCMA logo copyright © PCMA.  
All rights reserved. Used with permission.

Call 1-877-223-7702 or visit us at CaesarsWindsor.com.

routinely spectacular®

#1 - m&it travel magazine - 01-09-2013
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AN AMAZING JOURNEY
One planner’s personal, and highly 
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We asked everyone this month: 
What’s your favourite 

souvenir you purchased 
While travelling?

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 
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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.
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“Picture frames. My husband and 
I collect the tackiest picture frame 
we can find. Our plan is to travel to 
all the same places when we retire 

and update the photos.”

“A small oil painting from Plockton, 
the fishing village in the highlands  

of Scotland, where my  
grandmother was born.”

“Signed menus from France’s 
top Michelin two- and three-star 

restaurants I visited in 1988.”

“In Istanbul, I was given a painted 
glass evil eye to hang above my 

doorway. It’s meant to ward off evil 
spirits from entering your home.”

“Barca hoodie and photo with  
soccer star Lionel Messi.”

“On a family trip to Europe, 
when I was 18, I bought  

a charm bracelet,  
plus a charm from every  
destination on that trip.”

“A tea light candleholder in the shape 
of a casita. When lit, the light  

radiates from the tiny windows  
and creates a great ambience  

in a darkened room.”

“Venetian ceramic mask.”
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contributors

“Mathis warrior [bought in Bei-
jing] is probably about 3 ft. tall, 
weighs close to 100 lbs. and is 
very fragile, since it’s made from 
terra cotta. Imagine the challen-
ges of shipping it home.”

Contact Angie at: 
angie.pfeifer@investorsgroup.com

“My favorite souvenir is a 
unique ring I bought on Vulcano 
Island, in the Aeolian Islands, off  
the coast of Sicily. It was such a 
magical place and when I wear 
it, I am transported right back!”

Contact Kelly at:
kmacdonald@fh-incentives.ca

“About 15 years ago, I went to 
Sedona, Ariz., on a trip that 
was the beginning of a whole 
new chapter in my career. I was 
presented with a Bloodstone, 
which represented courage and 
determination. To this day, I 
won’t travel without it.”

Contact Nicola at:
convergenceevents.ca

“A three-foot-diameter ‘Tree 
of Life’ medallion. The Hai-
tian craftsman started with a 
discarded 55-gallon oil drum, 
fl attening it, then pounding out 
detailed images of birds, fruit, 
animals and beaming sun, using 
only a hand chisel.”

Contact Patrick at:
pjmcgovern@bladebranding.com

angie Pfeifer, cMM
An Amazing Journey

kelly Macdonald
Why Incentive Programs Work

nicola kastner, cMP, cMM
In Praise of a Strategic Mindset

Patrick McgoVern
Building Brand Community

42 2419 26
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Business-to-business publications have changed dramatically over the years. 
Years ago, we kept readers up-to-date on industry changes, the movers and 
shakers, appointment notices, etc. Now the Internet keeps us current on the 
day-to-day changes. So how do we stay relevant? By o� ering you unique, in-
depth content that draws on industry intelligence and experience, giving you 
di� erent ways to challenge, inspire and grow.

We are not planners, nor are we suppliers; we’re in the middle. We connect 
the two and support the growth and development of the industry. Our job 
is to listen to the challenges, successes, needs and limits on both sides, and 
work with the associations and global partners to better understand who we 
are as a community, where we need to be and what the future holds. Then we 
help deliver that message to you through the pages of the magazine.

Another important role we play is supporting the expansion of our indus-
try, and I am happy to say that during the past 12 months, we have introduced 
over 7,000 new business-event planners to the M+IT community. For a few 
months now, they have received the publication and are becoming part of the 
larger Canadian meetings and events community. This is important because 
as the industry grows, we become stronger and better understand our pur-
pose and who we are.

This past year has brought us a good deal of growth and presented many 
challenges. We have received encouraging feedback from the industry, and 
want to thank you for supporting us in our passion to deliver the premier 
business-events magazine in Canada. This is a unique community, full of pas-
sion, dedication and challenges. We are here for you and want to help con-
tinue inspiring you in your growth and development. If there is any way we 
can support you further, or there are topics you would like to see covered, 
then please reach out to us.

Because we are just getting started. 

THE ROLE OF MEDIA
How we fi t into the puzzle

SONJA CHILCOTT,
PUBLISHER
SCHILCOTT@MEETINGSCANADA.COM
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This month’s cover story, On the 
Same Page?, mentions a roundtable 
organized by M+IT on Nov. 27, 2012. 
The InterContinental Toronto Centre 
hosted the roundtable and we’d like to 
thank the hotel for its hospitality. All 
photos featured in the article 
were taken at the hotel.

Publisher.indd   9 13-01-30   7:09 PM
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The New Year has brought additions to the 
pages of M+IT. To keep you on top of your 
game and further inform you on industry 
issues, we have added new columns, writ-
ten by industry experts, and a fun, challen-
ging puzzle feature. We are proud and ex-
cited to share these new columns with you 
and look forward to hearing your feedback. 
Here’s a partial list of these new columns:

Branding Matters – Marketing/strategic 
branding.
Twentysomething – Experiences in the 
meetings industry seen through the eyes 
of GenY.
Strategic Pathway – Viewing meetings and 
events through a strategic-thinking lens.
Ask An Expert – Our panel of experts 
answers questions from members of 
the industry.
Brain Strain – Two word puzzles, to get 
you thinking.

Feel free to e-mail me any questions 
for Ask An Expert…anything that relates 
to your job processes, industry practices or 
issues, whatever’s on your mind…

You’ll also notice, in this issue’s Pro 
Picks section, the addition of M+IT Test 
Lab. The newest addition to M+IT, the Test 
Lab will be rolled-out in all our product 
lines, including MeetingsCanada.com and 
IncentiveWorks. We encourage you to par-
ticipate in testing products you see in the 
pages of M+IT or online, on MeetingsCan-
ada.com, or even live at IncentiveWorks, 
and give us your feedback. To be part of 
the M+IT Test Team, please e-mail me your 
contact information and when we have 
products to be tested, we will send them 
to you. It’s that easy, so join our Test Team 
today!

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.

Our annual benchmarking Market Re-
port Survey, where we take the pulse 
of the Canadian meetings community, 
analyze the results and then report on 
the results back to you, our readers.

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

GROWING WITH THE TIMES

COMING NEXT ISSUE

STAY IN THE KNOW

As for our cover, you’re not experi-
encing déjà vu. This issue is the follow-
up to our Nov.Dec 2012 issue, which also 
featured half a brain—putting these two 
issues together gives you the full story. 
Our Nov.Dec cover article gathered the 
opinions, of Canadian executives, on how 
they value/view business events. This issue 
looks at how planners can get involved on 
a more strategic level and gain a seat at 
the CEO table. These two articles can start 
you on the path to better understand, and 
take control of, your future in the business-
events community. 

Education in Business events+technology+Professional DeveloPment+Destinations+rewarDs+ 
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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)

FOOD

IDEA

DESTINATION

“Have you considered a prayer room for your 
Muslim attendees? Have you considered 
menu choices not only for those with 
allergies, also for those with religion-dictated 
food requirements? Have you considered 
not doing an event on Friday or Saturday if 
you have a large attendee base of observant 
Jewish people? How are you gathering this 
information? By law, in Canada, you cannot 
ask about religious persuasions.”

BLOG

From Sandy Biback’s
Unconventional 
Wisdom

NEWS

CARTAGENA, COLOMBIA

THEMED BREAKS

 + bit.ly/CartagenaCol 

 + bit.ly/YakitoriBar 

“From experience, 
I know that my 
business would 
not be half as 
successful or 
as enjoyable for 
me without the 
support and 
relationships that 
I share and give 
to others.”

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)

ELLEN BODDINGTON IN 
RESPONSE TO LES SELBY’S BLOG 
POST “JOB PRIORITY – STRATEGY, 
CONTENT OR LOGISTICS?”

 + bit.ly/ThemedBreaks

+ bit.ly/EllenComment

TORONTO YAKITORI BAR  + bit.ly/SandyBBlog 

 + meetingscanada.com/HallOfFame

NOW ACCEPTING 2013 HALL OF FAME NOMINATIONS

NewOnline.indd   12 13-01-30   7:12 PM
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105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com

With free Wi-Fi Internet, spacious lounges and 
pre-function spaces, natural light and picturesque 
lakeside views, the state-of-the-art Allstream Centre 
is the perfect place to host your next meeting, 
convention or special event.

Start planning now. Visit allstreamcentre.com.

Deliver
at Canada’s Greenest 
Conference Centre

013--Allstream Center.indd   13 13-01-28   1:06 PM

mailto:sales@allstreamcentre.com
http://www.allstreamcentre.com


BRAIN
STRAIN

With this issue, we launch Brain Strain, featuring two fun 
yet challenging word puzzles meant to give your grey 
matter an aerobic workout and get you thinking creative-
ly and strategically. After each issue of M+IT mails, we’ll 
post the solutions on MeetingsCanada.com/puzzles. So 
grab a pencil and put on your thinking cap.

These four words can be completed using the 
same three-letter sequence.  Can you find it? 

01

SAVE THE DATE!

August 20+21, 2013 - Metro Toronto Convention Centre

Save the Date for Canada’s Largest event for the meetings, 
incentives and business events community!

Hosted Buyer Applications Launch – February 15th (see pg 59 for details)
Education and Trade Show Registration Opens April 1st

Exhibit Space is on sale NOW.

For more information: 
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In response to M+IT’s November. December 
Perspectives column, entitled, “Is Travel/
Hospitality the Overarching Umbrella?”

In a word—NO! No, no, no!
While I certainly respect Diana’s view, let me stretch this to 

what is really involved in an incentive.
What’s the objective of the company o� ering the trip to their 

employees? Generally, it’s to say “thanks for a job well done and 
do better next year, so our company can increase our profi ts.”

Is that travel/hospitality? Or is it a business objective from the 
business world? And we, as planners, use the services of the travel 
profession (airlines, ground transportation, etc.) and the hospital-
ity profession (hotels, conference centres, etc.) and a variety of 
supplier professions (such as AV, caterers, gift suppliers, restau-
rants, attractions/etc.) Each of these is a profession in and of itself.

Yes, our job is to make everyone feel good—and to ensure that 
each delegate/attendee reaches their specifi c objectives for at-
tending—even for an incentive program. We do that by meeting 
their safety and other needs. That’s customer service and applies 
to any service profession.

I agree with Deborah that we are part of 
the marketing team. I agree with Madeleine 
(watch for her—she is a rising star, trust me!) 
with her last paragraph.

Here’s the dilemma: in most schools, we are 
still part of the tourism/hospitality program. 
This is so wrong! My lifelong dream is to have 
academia catch up with the real world. We belong in marketing 
programs, in business programs.

All current research states it is the business of meetings, not 
the hospitality/travel of business. You might want to take a look 
at some of the research MPI has done in the Economic Impact 
Study in this area.

I am not a party planner, nor am I in the hospitality profession—
I am a meeting/conference consultant who works with clients to 
develop strategic marketing and educational agendas to aid my 
clients and their clients (attendees) to meet their measurable re-
sults/objectives.

Sandy Biback, CMP, CMM
Imagination+Meeting Planners Inc.

Have an opinion? Visit bit.ly/NovDecIssue to comment.
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This is so wrong! My lifelong dream is to have 

event spotlight

CAEM – Canadian Association of Exposition Management, CSAE – Canadian Society of Association Executives, MPI – Meeting Professionals International, 
PCMA – Professional Convention Management Association, Site – Society of Incentive and Travel Executives

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

ADDITIONAL INDUSTRY EVENTS:
FEBRUARY

 + 13 Inner Technology – How Food 
Impacts the Brain at Meetings, PCMA 
Canada East, Toronto.

 + 13 Annual General Meeting, Site Canada.
 + 21 CSR Seminar & Networking 
Reception, MPI Atlantic, Nova Scotia.

 + 26 Presenting Ideas and Getting 
Buy-In Workshop, CSAE, Halifax.

 + 28 Tech Day, MPI Ottawa Chapter, 
Hilton Garden Inn Ottawa Airport.

MARCH
 + 7 Roundtables & Board Elections 
Luncheon, MPI Ottawa, The Albert 
at Bay Suite Hotel.

 + 8 International Womens’ Day 
Community Service Project, PCMA 
Canada East Chapter, Toronto.

 + 20 March Chapter Meeting, Site Canada.
 + 21 Breakfast Educational Seminar, MPI 
Atlantic, Nova Scotia.

february
CSAE 2013 
CEO Symposium

The Canadian Society of Association Execu-
tives’ Symposium for chief sta�  and chief 
elected o�  cers is the perfect opportunity to 
build strong partnerships, establish strong 
relationships and instill a culture of trust. 
Led by Glenn Tecker and Bud Crouch, every 
Symposium is updated to provide fresh ideas 
and concrete concepts designed to achieve a 
common understanding and commitment to 
the key components of successful govern-
ance, strategy and organization. csae.com

CanSPEP
Wired: Where independ-

ents reconnect, energize and discover! is 

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

the title and theme of the 2013 Canadian 
Society of Professional Event Planners’ 
Annual Conference. Fredericton, NB, will 
play host to this much-anticipated three-
day event, which promises exceptional 
education, on-target business advice and 
lively networking. The CanSPEP Board is 
providing free hotel accommodation on 
Feb. 27 so members can arrive in time to 
experience a full planner day on the 28th. 
canspep.ca

march
GBTA Canada 
Conference 2013 

The Metro Toronto Convention Centre will 
host the Global Business Travel Association 
Canada Conference 2013. Expect more than 
50 exhibitors in one expo hall; a chance to 
book appointments; almost four hours of 
dedicated expo time; the opportunity to 
take the GTP exam; 12 concurrent education 
sessions over two days and four general 
sessions. Keynotes include Yvonne Camus, 
high-performing business executive and 
participant of “Eco-Challenge,” and Jeremy 
Gutsche, CEO of TrendHunter.com. gbta.org

letters

AS I SEE ITAS I SEE IT
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Q. I’m currently negotiating a large conference for 
2013 and because of the necessary square foot-
age, there needs to be a certain number of gues-
trooms in the block. We sometimes have issues 

fi lling the block and the looming attrition makes me nervous 
about signing. Aside from lowering the square footage, are 
there other things that can be done to lower the room block 
numbers—more f&b, rental fees, etc.?

Room block numbers; ethics of gift-giving.

QUESTIONS AND ANSWERS 
ON ISSUES OF INTEREST

M+IT EXPERT SHAUN PEARSON, Director of Sales, 
InterContinental Hotel Toronto

A. Defi ning guestroom-to-meeting-space ratio is one 
of the most frequently asked questions we hear, and 
the answer will change with every situation. Each ho-
tel has their own “magic formula” when contracting 

larger space with minimal guestrooms, as it’s based on historical 
trending and the amount of guestrooms or function space the ho-
tel has available to sell; versus the amount of event space required 
by the client.  

EARN SCENE POINTS WITH YOUR MEETING

BOOK WITH
CINEPLEX BETWEEN
FEBRUARY 1–APRIL 30
& EARN FREE MOVIES!

SOME RESTRICTIONS APPLY. 1,000 SCENE POINTS WILL BE AWARDED WITH EACH FULLY-PAID $250 AUDITORIUM RENTAL FEE. 
EVENTS MUST BE HOSTED BETWEEN FEBRUARY 1 – APRIL 30, 2013 ® CINEPLEX ENTERTAINMENT LP OR USED UNDER LICENSE. SUBJECT TO AVAILABILITY.

Contact us today at cineplex.com/corporatesales or 1-800-313-4461

Who will YOU nominate?
Give your peers the recognition they deserve.

Visit meetingscanada.com/halloffame for a full 
list of categories and online nomination form.

Inductees will be announced LIVE at 
IncentiveWorks August 20, 2013

ASK AN
EXPERT
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DO YOU HAVE A QUESTION? Email cotsuka@meetingscanada.com and M+IT will call upon an expert to answer it in an upcoming issue.

Flexibility with dates requested, or being able to confi rm 
your event within a 60-day window, can assist in reducing the 
number of contracted guestrooms. That being said, the hotel 
does realize that you would prefer to confi rm your space prior 
to 60 days. 

Increased rentals or food and beverage minimums are def-
initely taken into consideration and do assist in the negotiation. 
I do recommend sharing your complete events portfolio with the 
hotel sales manager, so they can review your organization’s needs 
for the year, over and above the event in question.  Reason being; 
should you have future potential or a series of events, the hotel 
might be willing to be more fl exible when confi rming larger space 
with minimal or no guestrooms. There is no perfect answer that 
will allow you to contract any and all space that you require, but 
two key factors to a successful event and negotiation with any 
hotel, would be open communication and fl exibility with all par-
ties involved.  

Q. Sometimes when an event planner is on-site at a 
hotel for their meeting or event, the hotel sales rep-
resentative will leave gifts in their room. Is it ethical 
to accept this as a personal gift? Does it belong to 

my company? Should it be donated? What if it’s expensive?

M+IT EXPERT MARSHA JONES, CMP, CMM

A. First of all, you need to know if your company 
has any policies in place regarding received gifts. 
If they do not and you have also checked with 
HR, then it comes down to what your values and 

beliefs are. 
Consider donating it as an item for a charity auction. Is 

there an assistant that you work with who works hard and 
giving the gift would make them feel appreciated? You could 
sell some raffle tickets at the office and donate the money to 
a food bank.  

Only you can determine how you want to handle the gift. If you 
determine that keeping the gift is OK, then that is fi ne; however, 
I’d think twice about letting your co-workers know. Many plan-
ners have told me that other employees who do not work in the 
planning department think planners are privileged because they 
travel, attend events and receive gifts. In essence, they have a very 
skewed picture of the job. What they don’t see is that when plan-
ners do travel, most never get out of the hotel room and all put in 
an incredible number of hours.

The bottom line is, you have to live whatever you feel is right 
and if you listen to your conscience, you will know! 

EARN SCENE POINTS WITH YOUR MEETING

BOOK WITH
CINEPLEX BETWEEN
FEBRUARY 1–APRIL 30
& EARN FREE MOVIES!

SOME RESTRICTIONS APPLY. 1,000 SCENE POINTS WILL BE AWARDED WITH EACH FULLY-PAID $250 AUDITORIUM RENTAL FEE. 
EVENTS MUST BE HOSTED BETWEEN FEBRUARY 1 – APRIL 30, 2013 ® CINEPLEX ENTERTAINMENT LP OR USED UNDER LICENSE. SUBJECT TO AVAILABILITY.

Contact us today at cineplex.com/corporatesales or 1-800-313-4461

Who will YOU nominate?
Give your peers the recognition they deserve.

Visit meetingscanada.com/halloffame for a full 
list of categories and online nomination form.
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EVOLUTION OF THE INDUSTRY
Are convention centres keeping up? BY EDGAR HIRT 
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Meetings, conventions and exhibitions are evolving constantly 
and rapidly these days. But while a decision to change the format 
of an event is relatively easy, it is not as simple for a convention 
centre that is, after all, a solid structure with only so much design 
fl exibility. As far as fi nances are concerned, there is also a some-
what fi xed model that needs to be addressed, given that some of 
the most basic assumptions around convention centre fi nancing—
the role of governments, for example—are now under tremendous 
stress due to the ongoing global fi nancial crisis.

MAJOR PRE-OCCUPATIONS
Thus, responding to di� erent service and confi guration expecta-
tions, as well as adapting fi nancial models, have become major 
pre-occupations for both centre managers and those engaged in 
planning for the facilities of the future. In this two-part series, we’ll 
look at some of the big issues facing centres today—and how this 
may a� ect their interactions with both suppliers and clients.

The fi rst issue is about space—how are expectations changing, 
and what can be done to respond within the limitations of a large-
ly fi xed structure? Managers are responding in a number of ways.

Events used to have a largely predictable combination of space 
requirements, where even the proportions of di� erent spaces 
were well established, and most centres were designed accord-
ingly. Now, along with changing formats are coming spatial re-
quirements that are testing the limits of how spaces with solid 
walls and particular combinations of fi nishes can respond. For 
many centres, a major overhaul of spaces is simply not an option. 

For new design, the emphasis has shifted to fl exibility, spaces 
that can serve a variety of purposes and that can be organized in 
a variety of ways without major dislocation. In fact, in new centres, 
‘multi-purpose spaces’ have become one of the most important 
design factors.  

Centres are also having to become increasingly realistic about 
the kind of business opportunities they can expect, based on ex-
ternal factors such as transportation access and accommodation, 
as well as the capabilities of the centre itself, since design can 

and should be directed toward the best opportunities, rather than 
creating a more generalized confi guration that will require endless 
and potentially costly adaptation.

Another new and important trend along these lines can be 
seen in the growing priority for centre designs to o� er a better 
ability to host multiple, simultaneous events, rather than single, 
larger ones. This is a logical reaction to the fact that the major-
ity of events now in the market are of small- to medium-size and 
the ability to o� er discrete and dedicated combinations of space 
to more than one event at a time not only expands the overall 
business opportunity, but often o� ers greater e�  ciency in related 
areas such as accommodation, transportation and even the load-
ing-in and -out process.

INCREASED FLEXIBILITY
For existing centres, the job is tougher, but many strategies exist 
that enable centres to create increased fl exibility and more are 
being developed every day. Large spaces can be subdivided to 
accommodate demands for more breakout areas, while informal 
areas can be redeveloped in what may have been public or pre-
function spaces, to accommodate growing interest in small group 
gatherings. Often, it can be a matter of something as simple as 
replacing, or even just re-arranging, furniture, particularly when 
meetings are spontaneous and self-generated. 

Given that setup and teardown of specialized confi gurations can 
be costly for both the centre and the client, some centres have been 
exploring more or less permanent changes in confi guration, up to 
and including things like dedicated exhibition units that can be left 
in place, to be used by exhibitors on an ongoing basis. On the other 
hand, fi nishes are, in many cases, being made less specialized, so 
that the same area can serve many di� erent functions and be dif-
ferentiated through the use of lighting and fl oor treatments that 
can be more readily changed than distinctive fi nishes.  

—Edgar Hirt is President of the International Association of Congress Centres 

(AIPC) and managing director of Congress Center Hamburg.

CONVENTION 
FILE
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It was shortly before Christmas and I was in a shopping haze at a 
local big-box store. As I was heading down a crowded aisle, try-
ing to maneuver my cart through the frenzied holiday shoppers, 
I could see a man at the end of the row looking excitedly in my 
direction. He indeed looked familiar, but I was racking my brain 
trying to put our connection into context. He rushed to my cart 
and exclaimed, “Guess what, I got it!”  I am thinking, ‘oh gosh “got 
what”’?  “I received my iPad 2,” he said. It was then that I knew 
who he was. He was a participant in one of our client’s merchan-
dise-incentive programs. He had been saving his points all year 
and was fi nally able to redeem them for the latest Apple product.  

Over the years, we have helped many companies launch and 
implement successful corporate loyalty programs with both trav-
el- and merchandise-based rewards. Programs that o� er one or 
both ‘carrots’ seem to have no problem gaining the support of 
management in order to ensure a successful end result.

COMMUNICATION PARAMOUNT
We have found that those programs that have an ‘ambassador’ 
championing the cause tend to yield the best results. Communica-
tion is paramount, from the top of the organization down, as noth-
ing stunts results quicker than lack of awareness or knowledge of 
the program’s targets.  

We were working with a particular company that used e-mail 
to correspond with its members, but we were noticing that the ac-
count activity was not where it should have been. We launched a 
phone campaign to add a personal touch and realized that much 
of the communication was not making its way through to the 
proper channels.  After the phone campaign, there was a signifi -
cant spike in the number of online merchandise orders and helped 
bring more awareness to the program. Some of the participants 
didn’t know how they could redeem their points, so there were 

WHY INCENTIVE 
PROGRAMS WORK

BY KELLY MACDONALD

O� ering multiple ‘carrots’ resonates.

—Kelly MacDonald is manager, industry relations, 

Fraser & Hoyt Incentives, based in Halifax

quite a few pleasantly surprised callers when they realized that 
they had enough points to buy a TV or stereo!

Over the years, I have found that it’s essential to work with the 
client from the onset, to really understand their business and what 
they are trying to achieve. If the targets are unattainable, then the 
program will fail before it has a chance to get o�  the ground. We 
also work with the client to institute regular ‘touchpoints’ with the 
participants. Monthly e-mails to keep the program top-of-mind 
go a long way, as well as personalized teasers that help highlight 
a new or exciting item. In order to keep the program current, we 
stay on top of new products and constantly add to the product 
o� erings, to make sure we’re featuring the latest gadget or toy.

TIERED APPROACH
Many years ago, we entered into a partnership with one client that 
utilizes a tiered approach to its incentive program. Group travel 
was only going to reward the top 10 per cent to 15 per cent of their 
organization and we didn’t want to miss the remaining 85 per cent 
to 90 per cent. The entire audience has access to earning points 
that can be used for either merchandise or travel. The online ca-
pabilities make the process seamless and the ROI on this program 
has exceeded the client’s expectations. 

We love getting calls from our online participants advising how 
many points they need to purchase their dream item. We have even 
initiated a ‘wish list’ to our online site that allows participants to 
select items to their wish list and as they are collecting points, it up-
dates how far away they are from their dream item. This feature tells 
us that the program works and, more importantly, gives us excellent 
feedback for our client that the incentive is doing its job! 
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The Final
Verdict

NIESA SILZER 
Vice-president,
Details Convention & 
Event Management

I strongly believe 
in education in the 
industry, so I ob-
tained a Master’s of 

Hospitality Administration from the Univer-
sity of Nevada, Las Vegas, with a specialty 
in convention and event management. I 
believe showing that you take education 
seriously will propel your career forward, 
but education does not only have to come 
in the form of designations. Designations 
are meaningful to particular sectors of our 
industry, but shouldn’t be the only way we 
are evaluated (and we should discuss all 
designations, not just the CMP and CMM). 

Within the industry, designations are 
considered valuable, but others outside of 
the industry don’t have a clear understand-
ing of what they mean, so they continue to 
have a limited value. Our clients don’t know 
what ‘CMP’ means, so it doesn’t open doors 
or propel our business forward. What does 
propel us forward or bring in new clients is 
an ongoing commitment to learning new 
trends, new practices, new technologies 
and combining it with our experience.

I haven’t pursued a designation, nor do 
I intend to, but I continue to push my own 
learning and commitment to the industry. It’s 
a combination of real-world experience and 
ongoing education that is important, which 
may or may not include a designation.

JANE WALLBRIDGE
Vice-president, 
Meetings & Events, 
Aimia

Education is great, 
don’t get me 
wrong. But on-the-
job training is how I 

started in this business and I still feel this is 
an integral part of becoming a professional 
meeting planner. 

The CMP and CMM designations have 
certainly raised our profi le in the industry, 
as we compete with other professionals 
who o� er accreditation in their fi elds. It 
has also helped us di� erentiate the wanna-
be from the serious meeting planner. But 
the designation does not qualify the plan-
ner as a senior, seasoned specialist, and I 
think this is the confusion. 

Book learning has prepared the planner 
for the skills needed to do the job: on-the-
job training and day-to-day work experi-
ence allows the planner to be recognized 
as a meeting and events professional.  

So who would I hire? The seasoned pro-
fessional, with or without credentials, to 
get the job done.

ROSE 
TIMMERMAN-GITZI
Lead event designer,
RTG Special Events

I have a degree in 
psychology and I’m 
very proud of that 
accomplishment. 

This education has been an asset, as it 
helps me understand my clients’ needs and 
how best to serve them. 

Having said that, the real-life experien-
ces I’ve had as an event planner are invalu-
able. My experience in the events industry 
has been fi lled with great mentors (know-
ingly or unknowingly) who were willing to 
share their knowledge, not only helping me, 
but also building consistency in what we do. 

Although my career has been suc-
cessful without an industry certifi cation 
or designation to date, I fully support the 
e� orts of those who endeavour to obtain 
them. The information learned through 
the designations or certifi cations will help 
you do what you do better (i.e. formulas 
for f&b mixes, room setups), but what you 
learn from real-life experiences can’t be 
taught in a class. Ultimately, the di� er-
ence between a good planner and a great 
one is the personal touch brought to the 
client experience. 

I truly hope that all who wish to obtain 
a designation or certifi cation have been as 
fortunate as I have been to have the real-
life experiences fi rst. I believe these bring 
value and credibility to the planner.

planner planner planner

THE DESIGNATION VS. 
EXPERIENCE DEBATE

AS TOLD TO CHRISTINE OTSUKA

A designation is not an automatic ‘in.’ 
Sure, it may connote a sense of serious-
ness to your industry peers, but it is 
not synonymous with ‘seasoned/senior 
professional,’ nor does it guarantee a long, 

successful career. These professionals 
prove that you can make your mark with-
out a designation, because at the base 
of any true professional (in any industry, 
really) is passion, drive and experience. 

THE DESIGNATION VS. 
The Other Side
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JENNIFER HOLLY
Business development 
director, Canada
Travel Alberta 

Although I see the 
benefi t in obtaining 
designations and 
commend those 

who have achieved the honour, I took a dif-
ferent path that has led me to a fabulous 
career that I would not change. There are 
three reasons why I did not seek designa-
tions: experience, opportunity and time.

Over the years, I have learned a lot by 
asking questions and being involved in 
committees, attending monthly association 
educational sessions, participating in trade 
shows and, of course, by trial and error. 
Curiosity is a gift and my classroom is life.

Some of the best education I have re-
ceived has come from my peers. I have 
been fortunate to have one-on-one time 
with successful senior professionals in the 
meetings and association industries, which 
has provided me with knowledge that is 
worth more to me than gold.

Finally, our lives are busy and we can’t 
do everything. Time is an issue; I am a 
mother of two young children and love to 
play sports to keep both body and mind fi t.

So do I need my designation? Will 
people stop dealing with me without it? I 
think this is a highly individual choice.

JEREMY TYRRELL
Director of sales,
Scotiabank Convention 
Centre 

“Success is the 
progressive real-
ization of a worthy 
goal.” —Bob Proc-

tor, speaker and professional coach.
These words have inspired, sustained 

and guided me in my humble career in hos-
pitality and sales. I add to that something I 
heard recently: “Strategy exists so we can 
say ‘no’ to some really good ideas.” 

And so, in the course of my career and 
until this time, I have personally said “no” to 
specifi c industry designations and “yes” to 
other avenues of vocational development. 

Mentorship, experience and education 
play a part in success, as do professional 
designations. I encourage my team to 
identify strategically and pursue relevant 
learning, which may even lead to certifi -
cation. Without support from company 
leadership, professional growth and edu-
cation remains a frustrated dream. Certifi -
cation for its own sake, however, may be a 
symptom of unfulfi lled ambition.  

We must be cautious, above all, to not 
let two or three letters after our surname 
defi ne us. Let them instead serve as an 
introduction to others and to remind us to 
deliver on the promise they imply.

I am proud to work beside dedicated 
individuals, many of whom have taken the 
time to obtain a professional designation.

MARCELO 
DEOLIVEIRA
Event logistics manager,
International Centre

An industry cer-
tifi cation, or ac-
creditation, can be 
a very valuable and 

powerful asset. It can fast-forward one’s 
career and open doors for professional 
growth and advancement.

However, this can only be fully achieved 
if paired with hands-on experience in a 
specifi c fi eld or industry and my own ex-
perience has shown that although a cer-
tifi cation, or designation, is very important 
in today’s marketplace, the ability to dem-
onstrate knowledge and experience is also 
crucial for career growth and advancement.

A designation may open doors, but an 
individual’s persona and conduct during 
a prospective job interview, whether for 
a new job or internal advancement, are as 
important as their designation.

When asked, a few planners and suppli-
ers mentioned that ultimately, the decision 
to work, or not, with an individual came 
down to what those individuals, or their 
organizations, had to o� er and whether 
they thought there was a good fi t between 
them. They looked for a win-win partner-
ship beyond simply a designation.

Not having an industry designation 
makes me work smarter and build strong 
relationships to stay top-of-mind with my 
clients, both internal and external.

supplier supplier supplier

We’ve heard from planners and suppliers who suggest CMP 
and CMM designations have real-world value and have opened 
doors for them in their careers. But there’s some debate as 
to whether real-life experience is just as good or better.

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

Education will help lay the foundation for 
a successful career, but that, too, comes in 
many forms, whether it be formal classes, 
hands-on experience, on-the-job training 
or making mistakes. In the end, whether 

you pursue a designation is a personal 
choice, but it is not a prerequisite for a 
successful career.  
To hear from others on this topic, 
visit http://bit.ly/DesignationDebate

—Christine Otsuka is Assistant Editor 

of Meetings + Incentive Travel

The Other Side
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GAME ON!
Gamifi cation enhances 
the event experience.

BY BOB VAEZ 
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Whether it’s a card that collects points every time you buy a cof-
fee or a meter that gauges the completeness of your LinkedIn pro-
fi le, games are used to engage and motivate users to take action. 

Gamifi cation, the introduction of gaming mechanics into non-
traditional game environments, allows event planners to enhance 
the attendee and exhibitor event experience. Di� erent types of 
games can be used for di� erent objectives. For example, a Q&A 
platform that rewards prizes for correct answers enhances educa-
tional sessions, since it motivates attendees to participate.  

Before taking your fi rst step into the world of event gamifi ca-
tion, however, there are factors to consider and steps to take. 

❑ DEFINE OBJECTIVE
Always start with the end objective: What do you want to accom-
plish? Do you want to see a more attentive audience during edu-
cational sessions? Looking to track attendance? Do you want to 
increase sponsorship revenue? Or are you just looking to generate 
a fun attendee experience? Don’t look at technology options until 
you’ve fi nalized your end goal.

❑ CREATE THE STORY
Knowing your objective, the next step is to brainstorm fun, 
thoughtful ways you can guide attendees through a memorable 
experience. For example, if the theme of a leadership conference 
is ‘bridge to innovation,’ reward participants with virtual badges in 
the form of pieces of a bridge.

❑ DRAFT THE CONTENT AND GRAPHICS
Come up with the ideal setup, which actions you would like to 
see attendees take. Do you want them answering multiple-choice 
questions? Or have them physically checking in at specifi c loca-
tions? Or both?

❑ PRACTICE THE FLOW AND GAUGE THE COMPLEXITY
Be the attendee and go through the experience step-by-step. 
Work with your vendor and, ideally, a friend or colleague who can 
act as an attendee using the game for the fi rst time. Don’t expect 
everyone to be playing on their phone; know your audience and 
adjust accordingly. 

❑ PREPARE PRE-EVENT AND ON-SITE PROMOTION
Attendees need to know about your game in order to ensure high 
usage rates. Create a plan to announce the game, along with any 
prizes or giveaways associated with the challenge. Design posters 
and set up QR codes to make the game as accessible as possible.

❑ START THE ONBOARDING PRE-EVENT
Past data shows that pre-event challenges lead to higher overall 
usage of the game throughout the event. Get attendees hooked 
early and don’t forget to engage your infl uencers as well.

❑ PLAN ON-SITE REMINDERS AND ANNOUNCEMENTS
Following up on pre-event challenges and linking them to on-site 
challenges creates continuity for participants, making for a more 
welcoming introduction to the event.

❑ BUILDING EXCITEMENT ON-SITE
Along with signage, involving speakers and showcasing prizes, 
make the leaderboard highly visible in multiple locations, so par-
ticipants can track their progress and attract others to participate. 

❑ TRACK AND MEASURE ON-SITE ACTIVITY
Inevitably, you will see participants scanning QR codes and utilizing 
the features, but to get a true sense of the usage, keep an eye on 
the leaderboard and live-analytics, if your solution provides one.

❑ HOW TO ANNOUNCE THE WINNER(S)
Does the top player win? What if there is a tie? Are there multiple 
prizes? Determine the prizes you will be giving away and make 
sure participants know what they have to do to win.

❑ EVALUATE ROI, ENGAGEMENT AND FEEDBACK
Measuring the return on investment will be crucial to whether 
gamifi cation was successfully implemented and utilized at your 
event. With analytics tools, you will have access to numbers that 
will help you answer the tough questions. You’ll want to focus on 
two metrics that will help you measure engagement: total number 
of players and total number of players who completed the game.

❑ SUCCESS? PLAN TRANSITION TO NEXT EVENT
Debrief with your team and vendor to decide what was successful 
and what could be improved. Was one type of game more success-
ful than another? Would more on-site signage increase usage? At 
what time were attendees most engaged with the game?
Gamifi cation is an exciting and proven method of enhancing event 
engagement, but in order to succeed, it must be executed prop-
erly. The use of mobile technology allows for opportunities that no 
paper passport or bingo card could o� er. Defi ne your objectives, 
get creative and produce an unforgettable event experience.  

—Bob Vaez is president and CEO of EventMobi, based in Toronto.
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Working With WiFi
WiFi can be had at any con-
vention centre, but planners 
face access and cost issues.

Bassel Annab, president 
and CEO, Exposoft Solutions, has seen 
prices for access range from as high as 
$300 to $1,200 per day, depending on the 
city and venue. 

Though his company negotiates 
price, in writing, up front, Annab says 
venues do not o� er bandwidth guar-
antees, since “they have to rely on their 
carrier [for access].” 

One way those participating in 
conferences and conventions—especially 
exhibitors—can avoid pricing surprises 
is to acquire wireless hotspots directly 
from cellular carriers, which o� er un-
limited data, can handle up to 10 devices 
(smartphones, laptops, etc.) and cost as 
little as $50 per month.

Hotel event venues o� er a bit more 
predictable pricing, says Annab, yet he 
says he has heard frustration expressed 
over four- and fi ve-star hotel rooms 
“charging $20 to $40 for access that’s 
free in the lobby.”

NICE MEETING!
BY SVETLANA GOLUBEVA

Interactive presentations in the palm of attendees’ hands.

—Svetlana Golubeva is marketing specialist at 

NiceMeeting, based in Sunnyvale, Calif.

www.nicemeeting.com

Thanks to mobile technology, it’s not un-
common to scan the audience in a typical 
meeting room and see more tops of heads 
than faces. In the age of global connectiv-
ity, engaging audiences during live events 
is becoming far more challenging, and ‘top-
less meetings’ are no longer a way out. 

A new solution, however, means speak-
ers do not ever need to compete for at-
tendees’ attention with personal tablets 
and smartphones. Called NiceMeeting, the 
service operates with local WiFi networks 
and helps planners incorporate attendees’ 
mobile devices into meetings and turn them 
from distraction to engagement. NiceMeet-
ing brings more essential and real-time 
event information to delegates via those 
personal screens and helps them build per-
sonalized event experiences. The solution 
advocates the widespread BYOTD (Bring 
Your Own Technology Device) policy and 
empowers highly interactive meetings. 

INSTANTLY AVAILABLE
Once deployed for a particular event, 
NiceMeeting service is instantly available to 
meeting participants on their devices via a 
link and does not require software down-
loads either for delegates or for speakers. 
By making a couple of clicks, all meeting 
participants log onto the system and access 
its features using a simple interface.

Speakers can use personal tablets and 
other devices to manage the presentation 
via NiceMeeting: upload and show slides; 
receive questions from the audience; share 
fi les with participants and conduct polling. 

Attendees can follow the speaker’s pres-
entation in real time or watch slides on their 
own, delving into deeper detail. Switching 
between the two modes requires one click. 
They can send questions to the speaker, 
take notes, chat and exchange fi les with 
others and share their contact details. 

Event planners can manage the event’s 
time schedule; create polls and receive in-
stant feedback from attendees; provide 

subtitles and voice translation and create 
new marketing channels by placing spon-
sors’ ads prominently in the service inter-
face and upload all marketing materials. 
Equally important, planners are able to 
improve attendees’ visual experience and 
knowledge-sharing practices.

NiceMeeting makes any presentation 
“understandable” by providing a unique op-
portunity to add subtitles or voice transla-
tion to di� erent languages for the slides.

A distinguishing feature of NiceMeeting is 
that, at a conference, it takes very little time to 
set up and launch. Unlike mobile applications 
and audience-response systems, NiceMeeting 
requires no preliminary programming and can 
be launched in one to two hours. Both event 
organizers and delegates can upload and 
share their fi les in real time to the service.

Another innovation is that the service 
operates with local WiFi, ensuring that 
content is stored locally and protected and 
doesn’t require an ultra-wideband Internet 
connection.

Additionally, NiceMeeting is a great tool 
against annoying slide presentations. The 
company’s technology transforms each 
speaker’s presentation into an up-close-
and-personal experience for each audience 
member, so even the worst slides are now 
readable—and better yet, engaging. 

APPROPRIATE FOR MEETINGS
NiceMeeting is appropriate for many types 
of meetings, addressing both specifi c and 
general requirements. It can work for board 
meetings and executive meetings, where all 
participants want to have information in the 
palm of their hand; it’s ideal for breakout 
sessions and medium-sized conferences, 
where it provides interactivity and enhan-
ces knowledge sharing; and it fi ts well with 
bigger meetings, where it helps to create 
personalized delegate experiences. 

In general, NiceMeeting is perfect for 
any kind of BYOTD meetings such as edu-
cation sessions and lectures or so-called 

“tablet-meetings” where attendees are al-
lowed to use their PCs, laptops and tablets 
for interaction with the lecturer and the pre-
sented materials.

The service can also be used as a second-
screen platform for placing of relevant infor-
mation like ads, speaker profi les and other 
event material related to the main screen. 

NiceMeeting revolutionizes the way mo-
bile devices are used at live events, making 
them an integrated element of an event-
tech environment. 
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BUILDING BRAND 
COMMUNITY

Understanding brands connects the corporate 
investment in meetings and events.

BY PATRICK MCGOVERN 

What if your brand, or client’s brand, was so powerfully attract-
ive you could merely announce the date and location of an event 
and know that customers, sta�  and suppliers would show up in 
droves—preferring to use their own transportation—and even 
bring friends and colleagues to join in? This can be achieved by 
focusing on building brand community.  

One of the best-known examples of brand community is the 
Harley Owners Group (H.O.G.), a network of enthusiastic brand 
ambassadors more than 1-million strong, whose members have, 
since 1983, gathered at countless local, regional and international 
events and ‘friendship rides.’ For another well-known example of 
a strong brand community, think Apple Macintosh. These brands, 
and others like them, command such loyalty that fi nancial analysts 
revere them for the value of their brand equity alone. Year after 
year, they maintain an enviable strength of attraction.

BRAND COMMUNITY
Not working for Apple or Harley? Stop feeling sorry for yourself 
and take a lesson from them. You, too, have a brand community. 
It may already be stronger than you think. And, as a meetings and 
events professional, you can have a big infl uence on providing that 
community with added strength and vitality.

At this point, let me defi ne brand community. Today’s smart 
marketers see their brands as destinations that customers popu-
late. People are attracted to the brand, and become part of its com-
munity, because it consistently delivers on a compelling promise of 
benefi t based on the perceived values they share with it. 

The concept of seeing brands as communities is not new, but its 
importance is becoming more obvious in a world where online com-
munities of all types have gained a powerful voice; a world where 
customers increasingly assume you know who they are, and that you 
understand the unique relationship they experience with the brand. 
In this environment, any marketer who doesn’t take into account the 
principles of brand community building is falling behind the times.

This approach to understanding brands o� ers a high-level, 
yet highly practical, perspective that connects the corporate in-
vestment in meetings and events with the ultimate objectives 
of business: performance, profi ts and enhanced brand value. It 
answers the ‘why?’ in the business value proposition, because it 
shows how the investment drives success and furthers the ob-
jectives of the organization.

RELATING TO BRAND VALUE
Seeing your brand as a community also provides a framework for 
interpreting the signifi cance of the abundant data we now collect 
on every possible interaction. Meeting and event planners have no 
shortage of data—and it’s growing all the time. The problem is, 
the numbers have little meaning to the C-level decision-makers in 
your organization until they are related to brand value.

As a meeting planner, your expertise is in creating face-to-
face opportunities for communication and innovation within your 
own—or your clients’—organizations. You take on the challenge 
of bringing together individuals in live venues where they can ex-
press and share the values that connect them to the brand.

It follows that if you know what attracts people, you know 
their priorities and the messaging that resonates with their per-
ception of the brand. This knowledge satisfi es a number of key 
business objectives. One of the most important is how to main-
tain authenticity in the way the organization and its sta�  talk 
about the brand.

In this column, I have provided a brief introduction to a power-
ful marketing concept. Next column: How to make building your 
brand community a key part of the stated objectives of your meet-
ings and events, and do it in a way that provides measurable re-
sults that are clearly attributable to your e� orts. Stay tuned!  

—Patrick McGovern is partner and chief strategy o�  cer at Blade Creative 

Branding, based in Toronto.pjmcgovern@bladebranding.com

BRANDING MATTERS
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The strong Canadian dollar has certainly had an impact on meet-
ing and incentive travel programs. Travel to the United States and 
Caribbean has provided excellent value propositions for incentive- 
travel programs over the last two to four years. When you couple 
this with a slower economic recovery in the U.S., the overall travel 
value has been signifi cant enough that organizations have been, 
and continue to consider, travelling to the U.S., Caribbean and Eur-
ope for their incentive and meeting programs.  

As a result of the recession, incentive-travel programs saw a 
signifi cant cutback in spend, length of stay and access to destina-
tions, due to budget constraints, but also due to overall percep-
tion. An organization could not be seen reducing the number of 
employees and at the same time continue with their incentive-
travel programs. Another signifi cant impact saw organizations 
moving their incentive and meeting programs from fi ve-star re-
sort/hotels to four-star hotels/properties.  

PROGRAM SHIFT
Post-recession, a further shift in incentive travel became evident. 
Some organizations that typically held their incentive-travel pro-
grams in Europe or in more exotic destinations brought their 
programs back to North America, the Caribbean or Mexico and 
reduced their budgets, program length and number of attendees.  

With the range of modifi cations made over the last few years 
around incentive and meeting travel programs, exchange rates 
have certainly become more prominent in the design of an incen-
tive program.  

In addition, a highly competitive marketplace created a buyer’s 
market, further enhancing the value proposition for incentive-
travel programs.  Although program budgets have been reduced, 
there is plenty of value to be had, because of lower exchange 
rates against the Canadian dollar, along with economic downturn 
throughout Europe.

Given the continued rising strength of the Canadian dollar 
against the U.S. dollar, the euro and British pound (50-per-cent 
against the British pound and 14-per-cent against the Euro—rec-
ord highs), it has certainly allowed for organizations to once again 
start considering international destinations, such as Europe and 
the U.K., as viable options for their incentive meeting programs. —Maria da Cunha is vice-president, HRG Meetings, Groups & Events.

There is defi nitely more activity in sourcing for destinations in 
Europe, U.K. and Russia and in South America. In fact, the South 
American region is considered a strong player in the incentive 
market, since it o� ers an excellent participant experience and su-
perb value.

One of the key considerations that still holds back incentive 
programs travelling to international destinations such as Europe, 
U.K. or South Africa is the length of time that has been allotted 
for the program. A signifi cant number of incentive programs have 
been reduced to a typical length of three to four nights, which 
often nullifi es a trans-Atlantic program. This is one of the main 
reasons why the Caribbean has not been greatly a� ected, since 
the strong Canadian currency has bought more and added value 
to incentive programs in the region.

DEVALUED CURRENCIES
There are still high-end incentive programs that continue to travel 
to Europe, Asia, Pacifi c and South Africa. These programs have 
greatly benefi ted from the strong Canadian dollar and devalued 
international currencies. It has allowed for the programs to be 
deeply enhanced in design, experience and value, without an in-
crease to the budget.  

The strong Canadian dollar has defi nitely provided leverage 
in the buying of international incentive-travel programs and has 
opened up the opportunity to consider alternative hotel and des-
tination options outside of Canada and North America. 

Although a high-fl ying Canadian dollar is a strong value prop-
osition in the buying of incentive-travel programs, we are seeing 
that hotels are starting to implement rate increases and higher 
airfares are starting to erode some of the value gained through the 
strong dollar. Ultimately, the key drivers for international (over-
seas) incentive travel are still length of stay or number of nights.  

As organizations start to bring back incentive programs, we 
will defi nitely see the opportunity to expand the programs into 
more exotic destinations that provide an enhanced experiential 
and cultural experience and the strong dollar will defi nitely be an 
infl uence. 

INCENTIVE 
TRAVEL 
INSIGHT

INCENTIVE 

INSIGHTTHE LOONIE 

IS LARGE
BY MARIA DA CUNHA

The strong Canadian dollar provides 
leverage to consider international 
incentive-travel programs.
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STRATEGIC
PATHWAY

In M+IT’s July issue, columnist Susan Radojevic wrote that the great-
est opportunity planners have, right now, is to reinvent themselves 
and revolutionize their role and its perception in and outside the 
community. I agree wholeheartedly, and it appears that many in the 
industry do, too. In fact, a recent study by the IMEX Group found that 
54 per cent of respondents believe the biggest priority for the indus-
try is to increase strategic thinking and long-term planning.  

This is great news; however, as event professionals, we are left 
to ask the question, “exactly what does this mean, and how do I 
make that transition?”  

STRATEGIC THINKING
Throughout my career, I have had the great fortune to work for 
organizations that understand the value of strategic thinking and 
its application in the event space. In this and subsequent articles, 
I will talk about the components of a strategic perspective in the 
events world and give some specifi c tools and ideas that you can 
apply to your own work. However, I have one caveat before I go 
any further: I don’t profess to know it all. I’m still learning and will 
continue to learn throughout my career. The reality is, no one has 
all the answers, but as a community, our goal should be to help 
each other learn.

In my opinion, strategic thinking is about seeing the bigger pic-
ture, knowing what that means, and being able to act on it. It in-
volves looking at oneself, the company, its customers, co-workers, 
competitors, and the overall environment in such a way as to see 
one’s work in a larger context.  

What does it mean to those in the events industry? It’s about 
seeing the value of events in that bigger picture and understand-
ing how events can add strategic value to an organization. 

TACTICAL AREAS
I am a true believer in the strategic value of events; however, so 
often the focus of our industry is on the tactical areas of our busi-
ness. Often, the focus is on the tactical, because the fact is, it takes 
a lot of work to deliver an event. Therefore, it’s no surprise that 

IN PRAISE OF A 
STRATEGIC MINDSET
BY NICOLA KASTNER, CMP, CMM

It’s crucial to understand how events can 
add strategic value to an organization.

many in the industry focus more on running a fl awless event than 
they do on achieving business objectives. The simple fact is that 
the purpose of every event is to produce a business result. The de-
sired results will vary, but the underlying reason is that the event 
is put in place to drive a result. When we understand this, we start 
to change our focus and the conversation.

According to the Harvard Business Review, while some indi-
viduals are born with an innate talent for strategic thinking, we all 
have the ability to develop that talent. This is good news.  

Although strategic thinking can sound intimidating, it doesn’t 
have to be. Below is a list of things you can do to develop a stra-
tegic thinking mindset. Following these suggestions can help you 
incorporate di� erent perspectives into your day-to-day inter-
actions. I suggest printing it out, so you can easily refer to it.  

+  Conduct a thorough self-analysis to evaluate your e� ectiveness 
as a strategic thinker. Do this regularly.

+  Tailor your message for the appropriate audience. Speak the 
language of the meetings business with suppliers, but the lan-
guage of business with your executives.

+  Be mindful in your interactions of what and how you are saying 
it—are you communicating and thinking strategically?

+  Learn the vision/mission of your company—understand it in 
terms of what it means to the organization’s top leaders.

+  Educate yourself. Ensure you are up-to-date on what’s going 
on in your company’s industry and in the larger outside world. 
Know about your competitors, industry regulations, and think 
about what social, demographic, technological and customer 
trends are emerging.

+  Connect the dots—piece together the right information from a 
variety of sources, to generate new insights.

Strategic path.indd   26 13-01-30   7:41 PM

http://www.meetingscanada.com


IDEAS ARE ONLY AS GOOD
AS THEIR INSPIRATION

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

STRATEGIC
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+  Decide wisely—use your insights, not just raw information, to 
make decisions.

+  Assume the role before you achieve it—lead with a strategic, not 
tactical, focus. 

+  Establish a vision for your own work and your career. Link your 
vision to your company’s vision.

+ Design what you need to do and how you want to do it.

+  Prioritize on where to focus your attention—don’t spread your-
self too thin.

+  Identify your core beliefs and values—live them in every deci-
sion and action.

+ Take time to refl ect, daily, about what you have learned. 

+  Challenge your current practices—what am I doing today that I 
could be doing di� erently?

+ Revisit your vision regularly and be willing to modify it.

+ Be fl exible and able to go with the fl ow while staying the course.

+ Act quickly—when you see an opportunity, be proactive.

+ Cultivate a positive, proactive attitude.

As you ponder this list, I want to leave you with a fi nal thought.  
What if we, as event professionals, don’t begin to think more stra-
tegically? In my mind, the words of Jack Welch, former CEO of Gen-
eral Electric and one of the most respected business leaders of our 
time, sum it up best: “Control your destiny or someone else will.” 

—Nicola Kastner, CMP, CMM, is president and chief strategist of 

Convergence Event Marketing, based in King City, Ont.
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MY GENERATION
Change leaders and 
undiscovered rock stars.

BY SHANNAN SCOTT

PH
O

TO
 T

hi
nk

st
oc

k.

Who are we? The simplistic answer would be that we are the 
demographic cohort following Generation X, born between the 
late 1970s and late 1990s. But the more important fact to note is 
that we are the fastest-growing segment of today’s workforce and 
some of the newest to enter the “real world” in hope of a success-
ful future. 

Born in 1989, I am pretty new to the world of meetings and 
events. Having only graduated 18 months ago, I represent the new 
wave of business event professionals. 

I have to say that in my opinion, Gen Y’s are undiscovered rock 
stars in the industry. We are a determined bunch with big dreams 
and goals—and we’ll do what it takes to achieve them. Here’s what 
I’ve come to learn about my generation:

We are particularly focused on relationship building—we 
want to bridge the generational gap that exists in hundreds of 
companies today. I think meeting professionals are really starting 
to take notice of the impending generation shift happening in 
the workplace. Gen Y supports emerging trends and just wants 
other generations before them to embrace their perspectives, 
which has proven to be a little di�  cult at times, as I describe a bit 
later. Unlike the majority of older generations, we crave change. 
We like to move around and not get too comfortable in one pos-
ition for too long; we yearn to be constantly challenged so we 
can discover ourselves and be discovered. We are determined to 
fi nd our dream job where we love and are proud of what we do. 
Sentencing ourselves to a lifetime in a mindless job just to pay 
the bills is not an option. We have a di� erent set of workplace 
and real-world priorities. You could say we’re shaking up the way 
the world does business. 

Each generation defi nitely has a stereotype but in my opinion 
there is some truth to each one—it’s just a matter of looking at it 
in a positive or a negative way. Oftentimes the individual gets lost 

when stereotypes are used. Therefore, we seek a workplace that 
proactively blurs the lines between generations; an environment 
that encourages learning from each other. We choose to ignore 
any negative stereotypes and show the world new solutions for the 
same old problems. Gen Y is stepping up to the plate, taking a lead 
role and acting as change agents in life and business. Personally, I 
think the generations before us who are still working in the industry 
can discover and learn a lot from us. We know the importance of 
standing out and how to gain a competitive advantage. 

But honestly, we always hope that the older generation puts 
out the welcome mat and includes us as partners working towards 
the same goal. I have been fortunate enough in my career to have 
come across a few industry professionals that are totally onboard 
and very positive about working with our generation; recogniz-
ing that we come with a breath of fresh ideas, perspectives and 
thought processes. On the other hand, I have also come across a 
number of industry professionals that are still hesitant to pass on 
their knowledge out of fear that we could possibly be better at 
their job than they are. The meetings and events industry has a 
very strong presence of young professionals, like me, who are tak-
ing proactive approaches to improve the success of the industry 
around the world. 

So, who are we? Gen Y is an abundance of di� erent things I 
could go on and on about, but I believe the heart of Gen Y is an 
achievement-oriented generation that values team building. We 
recognize that we can’t operate as an industry with only one type 
of generation—to us that just doesn’t make good business sense! 
We value our peers and our predecessors because when know-
ledge is shared we all succeed. 

—Shannan is a 23-year-old buyer at Meridican Incentive Consultants and will be 

sharing her Gen Y experiences in her new column, Twentysomething.

TWENTYSOMETHING

Gen Y.indd   28 13-01-31   4:18 PM

http://www.meetingscanada.com


29M E E T I N G S C A N A D A . C O M

BY CHRISTINE OTSUKA

The fi rst time someone described me as “outgoing,” I nearly fell 
o�  my computer chair. I was instant-messaging with a not-so-close 
friend from my high school, when he dropped this atomic-bomb-
like adjective in my lap. I was thrilled—ecstatic, even. 

I had always considered myself an introvert. And I was not happy 
about it. I felt inferior. I was envious of my much-older brothers—
one of whom was naturally charismatic and one of whom was in-
volved in more extracurricular activities and had more friends than 
most people had classmates.

The truth was, I felt uncomfortable in some social situations. They 
made me nervous. And it wasn’t just large groups of people. There 
were times I drove to the mall to go shopping, circled the parking 
lot and headed home, because I feared interacting with the sales 
people and other customers. I just felt more comfortable alone.

As I got older, I fought my introverted tendencies. I put myself 
in situations where I had to interact with other people. I sought out 
jobs in the service and sales industry, volunteered to lead group 
projects, surrounded myself with people and did what felt unnatur-
al, in the hopes that one day, the “un” part would just fall away. 

It didn’t. And it shouldn’t have to.

THE ALMIGHTY EXTROVERT
In today’s world, being an extrovert is like being born into a priv-
ileged family. We value it because we feel it gives us a leg up—a 
special advantage a� orded only to some. We’re taught, in schools 
and in the workplace, that extroversion is the key to success. I guess 
it’s something I’ve always known, but it was driven home recently 
while watching a TED Talk by author and speaker Susan Cain. The 
former corporate lawyer and negotiations consultant had written a 
book entitled, Quiet: The Power of Introverts in a World That Can’t 
Stop Talking. She, too, had spent a large chunk of her life fi ghting 
her natural tendencies toward introversion and decided the way to 
succeed was to embody the qualities most often associated with 
extroverts. Eventually, she realized what a disservice she was doing 

to herself and her community by ignoring what felt natural to her. 
So she decided to write about it. 

Cain argues that we design our schools and workplaces for 
extroverts—think open-plan o�  ces and group work—and that this 
bias creates a waste of talent, energy and happiness. Our cultural 
inheritance is such that we place a higher importance on top-notch 
salespeople with charisma—the extroverts—who can stand out in 
the crowd and have plenty of friends and infl uence. Historically, we 
can blame the shift in our economies from agriculture to big busi-
ness, which forced people to move from working alongside people 
they’ve known all their lives, to working in big cities with strangers 
and needing to stand out in the crowd.

So in a world and an age where extroversion is king, where does 
that leave the rest of us?

THE OTHER ONE-HALF TO ONE-THIRD
A surprisingly large number of people identify as introverts—nearly 
one-half to one-third. It’s important to note that introversion is not 
the same as being shy. Shyness is a fear of social judgment. Intro-
version is about how you respond to stimulation, including social 
stimulation. While I identify with being an introvert, I’m not shy. I 
just feel better, and do my best work, when I’m alone (see my past 
M+IT column, “Party of One,” on MeetingsCanada.com). Being an 
introvert doesn’t mean you can’t interact with the outside world 
or aren’t sociable. Personality is a spectrum, and where you fall on 
it is important for understanding what we need to succeed, both 
personally and professionally.

Most of us have an idea of the environment in which we best 
thrive. (If you don’t, take the Myers Briggs Type Indicator test or 
Cain’s test, in her book, Quiet). Chances are, if you feel most alive 
in quieter situations, where you’re not bombarded by lights, noise 
and multiple social encounters, you’re an introvert. Oftentimes, 
introverts are warm and caring, but prefer to socialize in quieter 
settings—think glass of wine with a friend, as opposed to noisy 

THE POWER OF PERSONALITY
“Introvert” is not a dirty word.
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party, says Cain. “Introverts recharge their batteries by being alone or with 
close friends and family; extroverts recharge by being out and about.”

PROFESSIONALLY SPEAKING
While you may know where you fall on the spectrum of introversion/extrover-
sion, your employer may not, and your workplace happiness and productivity 
may su� er as a result.

Forward-thinking companies understand that introverts and extroverts have 
di� erent needs in the workplace. Unsurprisingly, introverts work better in quiet 
environments; while extroverts need more participatory time, says Cain. 

“There is a belief in the modern workplace that the most creative people, 
and the greatest leaders, are bold, alpha, gregarious, when in fact, this is not 
true,” says Cain. “There is zero correlation between being the best talker and 
having the best ideas.” 

In fact, what’s most useful is for leaders and creative types to have solo time, 
something introverts naturally crave. “Psychologists have found that the most 
creative people tend to have serious streaks of introversion—of a preference to 
spend large chunks of time alone.” 

“Actually getting work done often requires sitting still, thinking, strategiz-
ing,” says Cain. “Extroverts and introverts are equally intelligent, but it can be 
harder for extroverts to sit down quietly and get their work done.”

What it comes down to is not whether you’re an introvert or an extrovert, but, 
rather, recognizing that you can be either and both. The key to maximizing our 
talents is to put ourselves in the zone of stimulation that is right for us. If we can 
fi nd a way to do this, productivity and creativity will reach their full potential.

I spent the better part of my youth trying desperately to fi ght the natural 
introvert within. And while it’s important to grow, and to try new things, rejecting 
your inner introvert is not only futile, but does yourself and those around you a 
disservice. I still get a kick out of it when someone says I’m outgoing, because 
deep down, I know the truth. The di� erence is that now, if someone asks, I can 
say proudly, “I’m actually more of an introvert.” 

—Christine Otsuka is Assistant Editor of 

Meetings + Incentive Travel

introverted leaders.
Who says introverts can’t lead? 
Here are fi ve reasons why they can. 
1. They think fi rst and talk later. They 

consider what others have to say, then 
refl ect and respond.

2. They focus on depth, not superfi ciality. 
They like to dig deeply into issues and 

ideas before considering new ones; 
prefer meaningful, rather than superfi cial, 
conversations.

3. They exude calm. Particularly in times 
of crisis, they project reassuring, 
unfl appable confi dence.

4. They prefer writing to talking. They are more 

comfortable with the written word, which 
helps them formulate the spoken word.

5. They embrace solitude. They are 
energized by spending time alone, and 
often su� er from people exhaustion. They 
need a retreat, from which they emerge 
with renewed energy and clarity

good for 
your group

One step to fi nding the right activities to properly 
engage, incent or reward your group is understanding 
their personality types. In most fi elds, the guest makeup 
will be a 50/50 split, but some professions or indus-
tries attract more introverts or extroverts. For example, 
technology, research and science tend to attract more 
introverts, while sales and HR tend to attract more 
extroverts. But these rules are not hard and fast. There 
are always exceptions. 

When planning group activities, be careful not to 
assume that introverts want to be grouped with other 
introverts. Susan Cain, author of Quiet: The Power of 
Introverts in a World That Can’t Stop Talking, says studies 
show that both introverts and extroverts report appreci-
ating the other’s complementary style. And groups that 
are made up of both introverts and extroverts tend to 
outperform those composed entirely of one type.

Traditionally, incentives include a lot of social activities 
and team building, but those may not properly reward 
introverts. Massage time, spa time, time to take a solo 
walk, guided meditation or other programs where every-
one is sitting together, but encouraged to refl ect quietly, 
are all examples of incentives tailored for introverts.

It’s also important to consider rewards. “If you want 
to thank an introvert for excellent work, don’t send her 
out to dinner for a big get-together with her team,” says 
Cain. “Instead, give her a day o�  to spend her time as 
she pleases.”

SOURCE: FRANCES B. KAHNWEILER, AUTHOR OF THE INTROVERTED 
LEADER: BUILDING ON YOUR QUIET STRENGTH
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Consider the hotel restaurant’s once-tarnished image. Once 
upon a time, properties’ in-house dining rooms were considered 
second-rate, thought to be catering to a lowest common de-
nominator and, worst o� ence of all, not worthy of serious gastro-
nomes. Hotel guests, and visiting groups, stayed away in droves.

No more. Thanks to increased competition and the desire to 
boost their bottom line, hotel brands have spent considerable 
time, energy and resources to make their in-house restaurants 
destinations unto themselves. More and more these days, meet-
ing and incentive groups staying at hotels have a viable on-site 
dining option.

Consider Stock restaurant, in the Trump International Hotel & 
Tower Toronto. Nestled on the property’s 31st fl oor, overlooking 
downtown, Stock is a study in masculine elegance, with con-
trasting dark/light fi nishes (adhering to the hotel’s ‘caviar and 
champagne’ palette), soaring ceiling and wall of bevelled black 
mirrors. A front lounge adjoins the dining room, enhancing the 
clubby feel.

RAISING THEIR GAME
Hotels are creating on-site 

destination restaurants.
BY DON DOULOFF

BLACK COD
Executive chef Todd Clarmo and his team are fi ring on all cylin-
ders. Witness a thick, meltingly tender slab of black cod given 
Asian accents with a miso glaze, sesame sauce, edamame puree 
and bok choy. Silken seared foie gras, creamy gnocchi and braised 
veal shank work together, in decadent three-part harmony. A rich, 
cake-like apple kugel wears an equally rich caramel sauce.

“Around the world, the fi nest restaurants are always in fi ve-star 
hotels,” says Inna Levitan, CEO and managing partner, Talon Lux-
ury Collection at Trump International Hotel & Tower Toronto, the 
property’s owner. “Here in Canada, I wanted to bring that same 
sensibility and o� er a complete dining experience that began with 
breathtaking decor, an inviting ambience, and culinary and service 
that were exceptional.” Levitan’s commitment to quality extended 
to “equipping the kitchen with the most up-to-date and e�  cient 
equipment” and recruiting a top-notch kitchen brigade. Levitan 
says the food is “not avant garde, it’s relatable.”

The strategy appears to be working, since Levitan reports 
that Stock is popular with groups and has hosted business 
meetings in the 40-seat private dining loft (which overlooks 

 Attractively composed fi sh dish, 
 R’evolution restaurant 

 Stock Restaurant, 
 Trump Toronto 
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the restaurant) and buyouts for events that include board meetings and client-appre-
ciation gatherings.

Other Toronto hotels doing noteworthy things with their in-house restaurants include 
the new Four Seasons Toronto (partnering with superstar New York chef Daniel Boulud 
for Café Boulud and dbar); Thompson Toronto (partnering with New York chef Scott Con-
ant); Ritz-Carlton Toronto (chef Gihen Zitouni, who arrived at TOCA restaurant in July, 
2012, has introduced some fi rst-rate tapas-style dishes, such as warm terrine of smoked 
trout with potatoes and aioli; a decor refresh has given the dining room’s front area a 
warm, bistro feel); and Hilton Toronto (at Tundra, chef Kevin Prendergast and his crew 
are doing some fi rst-rate work, especially pappardelle with rabbit, mushrooms and pearl 
onions. A refurbishment reconfi gured the bar so that it’s now part of a new, and smartly 
appointed, lounge area just outside the dining room).

RITZ-CARLTON MONTREAL
In Montreal, the extensively renovated Ritz-Carlton, which reopened in June, 2012, features 
a Daniel Boulud eatery, Maison Boulud, which has earned strong reviews.

Over at Montreal’s Fairmont The Queen Elizabeth, the venerable Beaver Club serves 
up some fi ne fare, with the likes of oysters with feathery sabayon sauce and, at dessert, 
lime sou�  é with tequila/lime ice. The dark ’n’ moist banana bread, served with the bread 
basket to begin the meal (and, if you request it, with dessert, to end the meal) is justifi -
ably renowned.

South of the border, the news is good, too. For instance, at the W Hotel, Ft. Lauderdale, 
the food shows great fl air. At breakfast, there’s a crispy crepe fi lled with Serrano ham, quince 
paste and manchego cheese, drizzled with dulce-de-leche caramel (the play of sweet/salty 
is sensational); at lunch, a sandwich generously stu� ed with tender braised short rib, horse-
radish cream and pickled red onion; and at dinner, crispy shelled tacos stu� ed with big-eye 
tuna and foie gras; perfectly moist pan-seared branzino and miso-glazed black cod; and, to 
fi nish, intensely fl avoured chocolate sou�  é and rich, sophisticated chocolate-banana cake.

“W Hotels puts a lot of focus on our f&b overall, and the restaurant is an important 
component of that,” says Brian Abel, vice-president, North America, food and beverage, 
Starwood Hotels & Resorts.

DESTINATION RESTAURANTS
At W, the goal, says Abel, is to create destination restaurants. As part of that process, the 
brand takes into account the hotel’s location; the competition in each local market; and 
where, in the hotel, the restaurant is located, among other factors.

Once due diligence on a property is complete, the brand must then decide whether to run 
the restaurant itself or partner with a third-party restaurant operator.

By Abel’s estimate, the restaurants in about 70 per cent of the W’s 44 properties 
worldwide are run by third-party operators.

And that’s the case with the Ft. Lauderdale location, where Steak 954 is run by Starr 
Restaurants, a Philadelphia, Pa.-based operator. “Stephen Starr’s restaurant group was a 
natural fi t for Ft. Lauderdale,” says Abel.

Steak 954’s surroundings complement its food. The dining room straddles the formal/
casual divide with aplomb, thanks to dark-wood fl oors, electric-green padded chairs and 
banquettes, and white columns and walls. It’s all very Florida, in the most tasteful way 
imaginable. But perhaps the best way to enjoy restaurant chef Jason Smith’s food is to 
take a seat on the outdoor terrace, overlooking buzzing Ft. Lauderdale Beach Boulevard 
and the sparkling oceanfront. Steak 954 is available for group buyout.

In New Orleans, where they know a thing or two about food, there is, not surpris-
ingly, some fi rst-rate, group-worthy hotel dining. R’evolution, launched in June, 2012, in 
the Royal Sonesta Hotel, is a collaboration between high-profi le chefs John Folse and 
Rick Tramonto.

The kitchen deliciously reimagines classic Cajun and Creole dishes—say, in a smooth, 
sophisticated gumbo with roasted quail; a ‘napoleon’ of fl ounder layered with crawfi sh, 
paired with a rich stew of oysters and artichokes; and a white-chocolate bread-pudding 
crème brulee that deftly balances all three elements. Each room features a di� erent, but 
equally beguiling, look. 

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

 Cheese vault, TOCA, 
 Ritz-Carlton, Toronto 

 Steak 954 restaurant, 
 W Hotel, Ft. Lauderdale 

 Beaver Club, 
 Fairmont Queen Elizabeth 

Cuiscene.indd   32 13-01-30   7:49 PM

http://www.meetingscanada.com


A jazzed, pumped up & ready to go group of 20 MICE 
professionals from North America participated in a three 
day FAM trip to discover � rst-hand why, Niagara Falls is a 
naturally inspired destination, offering the perfect back-
drop for meetings and conventions. 

Celebrating the annual Icewine Festival, Niagara Falls 
Tourism entertained their guests to a weekend full of 
attractions, property site inspections, culinary delights 
and of course – Niagara’s famous icewine.  

NATURALLY PRODUCTIVE - A visit to the new 288,000 sq. 
ft. Scotiabank Convention Centre Niagara was completely 
“unconventional” as the SCCN Hospitality Team transformed 
their 82,000 sq. ft. Exhibit Hall into an active outdoor win-
tery camp � re scene with hot chocolate, home-made marsh-
mallows, and for added ambience – cricket sounds! 

“I just loved the theatre/junior ballroom at the new Convention 
Centre. The retractable 1,000+ seating is a perfect solution for 
many of my client’s speci� c large meeting needs.”

Rebecca Bucher, Director, Global Accounts, Helms Briscoe, 
Highland Village, Texas

NATURALLY EXCITING – We know that much of the 
magic happens outside the meeting room, and Niagara 
Falls is certain to delight.  After all, we offer one wonder 
after another.  

“Niagara’s winery tours are a ‘must see’ with 
something for everyone - from the novice to the 
connoisseur. I can see our delegates planning full 
day tours in the area with so many wonderful 
attractions and activities to do. Niagara Helicopter 
tour – certainly one of the highlights of the FAM.”

Christine Halfkenny-Zellas, CEO Canadian Association of 
Critical Care Nurses, London, Ontario

“I will recommend this Canadian treasure to my clients looking 
for something with charm and excitement – and how beautiful 
are those magni� cent Falls?”

Vicki Hackett, Of� ce manager, Plastics Pipe Institute, Irving, Texas

NATURALLY DELICIOUS – What would our review of the 
FAM be without a word or two about cuisine in Canada’s #1 
Food and Wine Destination?  The secret’s out! Niagara has 
become a culinary hotspot.  Trip Advisor has recognized 
Niagara as Canada’s number one food and wine destination. 

“I was pleasantly surprised to discover the amazing culinary 
talent Niagara has to offer. The program available for my clients 
to learn about the food through the eyes of the chefs is a very 
special experience that I would highly recommend.”

Jenn Abbot, Director of Business Development, International 
Conference Services Ltd. Vancouver, BC

Two more signature FAM programs exclusively designed for 
the Association Market will take place, April 12th – 14th 
and for the Corporate Market, May 3rd – 5th, 2013.  

We invite all MICE planners to contact us at 
www.fallsmeetings.com to join one of our scheduled 
FAM trips or to make personalized arrangements for site 
visits with your clients. Naturally, we are at your service.

Naturally inspired
Niagara Falls, Canada

A wonder of the world so spectacular 
that 14 million people a year come 
to experience it … and just recently, 
we had a few more!

NIAGARA FALLS TOURISM 
Vittoria Wikston, CMP | Joanne St-Pierre | Paula Racher

SPECIAL ADVERTISING SECTION
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he value of events. The strategies behind events. 
As concepts, they’re fundamental to the meeting-
planning process, yet they can be difficult to define. 
But without a clear vision of why an event is behind 
held, its value—and more importantly, its impact— 
are diminished.

This is such a crucial issue and one that, we feel, warrants more 
attention. In the main article, “On the Same Page?,” you’ll find out 
what planners and other leading industry members think about the 
idea of event strategies and how it relates to delivering value.

After you’ve read that piece, take the measure of where you 
stand on the issue. Are you defining event strategies properly (or 
at all) to bring maximum stakeholder value? Does your planning 
process allow for constructive conversations where these sorts of 
‘30,000-ft.’ concepts are discussed at length (or at all)?

The second piece in this event-strategies package is “An Amaz-
ing Journey,” a memoir written by Angie Pfeifer, CMM, assistant 
vice-president, corporate meetings, travel and incentives, Investors 
Group Financial Services (and a 2012 M+IT Hall of Fame inductee).

In her piece, Angie discusses, in detail, how she secured a seat at 
the table, at Investors. It’s an engrossing piece and a step-by-step 
manual written by someone who’s done it.

This is just the start of the conversation on event strategies. In 
future issues, we will provide you with tools and ideas—inspiration 
for your own strategic pathway. —DON DOULOFF.

The
strategic 
approach
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CANADA

MEXIQUE

ÉTATS-UNIS

Québec City

STRATEGIC
LOCATION

For a successful convention, Québec City is your ally.
In Québec City, convention and exhibition centre representatives, hotel operators, 
merchants, and restaurant owners all team up to ensure your convention runs 
smoothly—and leave your guests with the irrepressible urge to come back. 
With its picture-perfect setting, cutting-edge facilities, and countless amenities, 
Québec City has all the resources you need to turn any business meeting into 
a decisive victory. Not to mention top-notch advisors who can meet even your 
most stringent requirements.

Meet in Québec City. 
Fortify your business!

MeetInQuebec.ca

JOIN
FORCES

Contact your strategic partners at Québec City Tourism
Suzanne Roy, Account Executive, 418-641-6654, ext. 5426, suzanne.roy@quebecregion.com
Régis Fleury, Account Executive, 418-641-6654, ext. 5424, regis.fl eury@quebecregion.com
Nancy Dacres, Account Executive, 418-641-6654, ext. 5427, nancy.dacres@quebecregion.com
Patrick Guay, Account Executive, 418-641-6654, ext. 5411, patrick.guay@quebecregion.com

1-888-522-3512
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www.
convention.
qc.ca

WE ARE
EXPANDING 
ON PAGE 83
Contact Lynn Chiasson, Sales Manager, 
to learn what you can do with 73,000 
additional square feet.

lchiasson@convention.qc.ca     1-888-679-4000 ext.4039
Hôtel Delta Québec
Welcome to Delta Québec, adjacent to the charming 
heart of North America’s only walled city and linked 
to the Québec City Convention Centre. Inside our 
hotel, something very new is happening: we’ve 
remodelled our guestrooms with a sleek, intuitive, 
contemporary design tailored to the needs of today’s 
traveler. You’ve never stayed with us like this before.

deltaquebec.com

CHARLES CÔTÉ
Senior Sales Manager
charles.cote@deltahotels.com
418-647-6582

Hilton Québec
Completely renovated, Hilton Québec is known for its 
world class service and numerous meeting facilities 
with natural lighting. It also features the largest ballroom 
in the city. Directly connected to the Québec City 
Convention Centre and steps away from the Old Town, 
Hilton Québec has the perfect location. Come meet us! 

CATHERINE RENAUD 
Corporate Sales Manager
418-648-6486
catherine.renaud@hilton.com

hiltonquebec.com
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he phrase “on the same page” is overused, yet it 
sums up the central question that must be asked 
regarding the stakeholders involved in planning 
meetings and events: Are stakeholders defining the 
‘why’ —that is, the strategies and business object-
ives driving their meetings and events? Are they all 

on the same page?
This question is crucial, because in order to create meetings 

and events with value, stakeholders must think strategically and 
articulate business-focused goals. Otherwise, their meetings and 
events won’t achieve optimum results for anyone—attendees, 
planners and the companies bankrolling them.

Clearly, this topic is uppermost in the minds of industry lead-
ers, according to the IMEX Power of 10 Study, the largest-ever 
global consultation on the future of the industry. The study drew 
on interviews with over 100 leaders, respected practitioners, in-
novators, change agents and future thinkers, as well as results 
from a survey answered by 765 respondents from 68 countries. 
Emerging from that study were 10 Grand Challenges of the Next 
10 Years. Number three on that list: Proving relevance and value. 
Number four: Thinking and acting strategically.

THINK STRATEGICALLY
Not only must stakeholders think strategically, but they must do 
so from the earliest stages of the planning process. “Measure-
ment has to be thought about up front: How do you plan for 
success early in the process? What is success going to look like?” 

says Nicola Kastner, CMP, CMM, president and chief strategist 
of Convergence Event Marketing, the consulting business she 
launched in October. 

She uses the trade-show example: Is its objective to impart 
new skills or knowledge? Foster new contacts? Ensure that ex-
hibitors walk away with new leads?

If that’s the definition of success, “then how do we plan for 
those things?” says Kastner, who worked at Maritz Canada for 12 
years in various leadership roles on the meetings and event team. 
She adds that “knowing the desired outcome provides the neces-
sary focus through every step in the planning process.  Without 
this focus, an event may be expertly planned, but not expertly de-
signed, and there is a real and significant difference between these 
two concepts.”  

Furthermore, she believes that the reality is, many organiza-
tions “don’t know how to define success or align stakeholders.” 
Typically, success, she says, is measured in terms of logistics—for 
instance, did they like the food? Measurement becomes a way to 
quantify what happened at the event, rather than its impact on 
the business. As a result, “the quality and perception of events is 
suffering” because of this lack of strategic thinking, she says. Addi-
tionally, success needs to be planned for, and viewed from several 
different perspectives: the organizer or sponsoring organization, 
the exhibitor, the attendee type, etc. Alignment in the needs of 
each of these stakeholder groups is critical to a successful event.

Kastner, who received her Certification in Meeting Manage-
ment (CMM) in 2004, credits the process of earning her CMM, 

on The 

same page?
Stakeholders must define strategic objectives, to bring value to their meetings and events.  

By don douloff
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and its attendant residency, 
with enhancing her view-
point. “Earning my CMM 
helped change the way I 
think,” she says. “It made me 
look at the business aspect 
[of meetings and events], 
and helped me understand 
the bigger picture.”

And she places the re-
sponsibility for beginning to 
think strategically squarely on 
planners, who “need to take 
the initiative” and start “ask-
ing the right questions about ‘what adds value?’ We need to set 
success metrics, make them a priority and focus on results.”

MEETINGS TOOLKIT
Helping facilitate that process is Meeting Professionals Inter-
national (MPI), which, in June, 2012, introduced its Value of 
Meetings Toolkit. The online toolkit includes, among other 
things, a tutorial on ‘measuring what matters;’ a stakehold-
er question bank; a business and meeting metrics checklist; 
learning tools for calculating success and establishing appro-
priate objectives; worksheets on creating S.M.A.R.T. objectives 
and on reporting results; and a webinar on developing effect-
ive measurement. MPI does not share its web-performance 
metrics outside of its required stats for governance reporting, 
so it’s not possible to gauge how many planners have used the 
toolkit since its launch. But any resource providing a formal 
framework to help in strategic thinking and goal-setting is a 
step in the right direction.

Reinforcing the need to define business objectives is Karen 
E. Venditti, CMP, a meeting, account and project manager 
based in the Washington, D.C., metro area. On her website, 
Venditti features an Event Measurement Toolbox, in which she 
asserts that because successfully proving the business value 

of events is not easy, “most 
planners avoid it.” She be-
lieves that objectives must 
be unbiased; documented, 
in writing; feature measure-
able standards or outcomes; 
and have the consent of all 
stakeholders.

Industry veteran Les Selby, 
CMP, CMM, event specialist at 
Planning for Success, also be-
lieves that event objectives are 
often not defined. “The chal-
lenge, at companies, is that 

Nicola Kastner, CMP, CMM

Susan Radojevic
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the responsibility for events is div-
ided among many departments,” he 
says. “Budgets are divided among 
departments and product lines, so 
there’s not a clear definition of what 
the event is meant to achieve.”

Furthermore, “if companies 
outsource event management to a 
third party, and don’t inform them 
of their strategy, then they can’t 
design events to meet objectives.”

While some companies will 
look for input from planners, many 
corporations view them strictly as 

logistics managers, organizing the food, hotel, etc., says Selby.
Also crucial to the process is the level of executive with whom plan-

ners are working. “The key is to get access to the decision-makers and 
put strategic thinking on the table,” says Selby. 

There’s also a need, he says, for the community to be educated in 
the event process. The onus, he says, is on planners to “learn and ask 
questions about meeting objectives. We need the planning community 
to be open to education, open to new ways of communicating, as part 
of the marketing strategy, that’s not part of logistical management.”

TOOL TO REACH OBJECTIVES
Echoing Kastner’s thoughts, Selby says attaining his CMM, in 2005, 
helped open his eyes. “Spending six days on-site with people who saw 
events as a tool to reach objectives gave me a different view of events’ 
purpose,” he notes.

When planning an event, a multitude of factors can hamper the 
process. Lisa Gaudier, CMP, customer relations, at Bell Media, thinks 
shorter lead times can affect the ability to plan strategically. “It’s all 
very reactionary. It’s best to provide an opportunity to sit down and 
think, ‘how can we align this better?’” she says.

For her events, she says it’s “very difficult” to measure the return 
on investment (ROI), since they’re designed to build relationships and, 
ultimately, bring advertising sales.

“If a corporate leader has a sales 
or marketing background, they’re 
more open to the idea that meet-
ings and events drive business; you 
just can’t see it on a spreadsheet, 
because of the intangibles,” she says. 
“Building relationships can have tan-
gible business results.” But if the cor-
porate leader is “just a numbers per-
son, they don’t get that,” she adds.

Taking another perspective is 
Angie Pfeifer, CMM, assistant vice-
president, corporate meetings, 
travel and incentives, Investors 

Les Selby, CMP, CMM

Lisa Gaudier, CMP
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Group Financial Services. She says planners need to be driving 
event strategy and in order to drive event strategy, they need to 
understand their organization’s priorities, the industry landscape 
of their organization, the competitive environment, the culture 
and what are the issues or challenges. Meetings need to demon-
strate business value, so as part of driving event strategy, plan-
ners need to ensure that their meetings are providing business 
value, she adds.

Moreover, planners, she says, must “become facilitators; align 
themselves with the right people; and start the discussion.” For 
that to happen, says Pfeifer, planners must improve their skill set, 
by taking courses in strategic planning, business planning, vision-
ing, presentation skills.

LOGISTICS IMPORTANT
She acknowledges, however, 
that “we’ll always need logis-
tics; they’re an important part 
of the process. If planners 
can’t do logistics, the rest 
doesn’t matter. But logistics 
are table stakes to get into 
the game.” (For an insightful 
look at how Pfeifer secured 
a seat at the Investors Group 
C-suite table, read her two-
page memoir elsewhere in 
this issue.)

Business-event outcomes was a hot topic of conversation—
one of many, in fact—at a roundtable, on the value of business 
events and the strategies behind them, M+IT held in Toronto  
on Nov. 27.

One roundtable participant, Jean Letourneau, president 
and CEO of management consulting firm Strategic Break-
through Value Creation Group Inc. (SBVCG), noted that deter-
mining the value of a meeting or conference can be difficult. 
“It could be tangible—money—or intangible— the impact on 
people and learning.”

During a lively two-hour-plus discussion, the roundtable 
participants—who, besides Letourneau, included Selby, Kastner, 
Gaudier, Tim Arnold, president of Leaders for Leaders; Debra 
Pickfield, owner/principal of Thinkspot; Sonja Chilcott, M+IT 
publisher; and moderator Susan Radojevic, president of The 
Peregrine Agency—made abundantly clear, with insight and 
eloquence, that defining business-event outcomes and, subse-
quently, the value of meetings, is not always easy: Is the events’ 
purpose to educate? Drive sales? Entertain? Cultivate network-
ing? Or, too often, do companies hold meetings and events “be-
cause it’s what we’ve always done” or “because it’s what every-
one else does, so we do it, too?” From whose perspective is 
value defined? Attendees? Planners? The companies organizing 

the event? Small wonder, 
then, that stakeholders’ stra-
tegic objectives are hazy—or, 
worse, non-existent.

OVERALL BUSINESS 
STRATEGY
Letourneau says meetings’ 
and events’ objectives must 
be designed within compan-
ies’ overall business strategy. 
He believes that old methods 
of measuring ROI are obso-
lete, since results can’t always 
be calculated in dollars and cents. To that end, companies are, he 
says, using a metric called ‘net promoter score,’ whereby events 
encourage attendees to talk positively about the event to col-
leagues, generating goodwill towards the host company and, 
potentially, recommending their products or services. “Attendees 
become part of the company’s sales force,” says Letourneau. He 
refers to meetings and events as a “gold mine” of intelligence—
say, feedback regarding the organizing company’s products—
that can be gleaned from attendees.

An object lesson in the perils of not thinking strategically, 
when it comes to meeting and event program components, 
comes courtesy of Arnold, whose company, Leaders for Lead-
ers, provides corporate team-building and corporate leadership 
development.

“When team-building is part of a bigger event, it can easily 
get lost in the shuffle of planning, and instead of being developed 
in a strategic way, it gets the same amount of attention and time 
as does picking out the meal,” he says. 

But, he says, when outcomes are defined—typically via a 
needs assessment Arnold provides and which, he says, takes the 
client 15 to 30 minutes to complete—the team-building “always 
exceeds [clients’] expectations.” However, outcome-focused 
strategies are rare, he says.

Yet participating companies would benefit from properly 
planned team-building, and in so doing, improve their business 
performance. A business case, then, can be made for team-
building.

Clearly, great challenges, and great opportunities, present 
themselves to planners when it comes to making strategic think-
ing a part of their everyday business practice. But it all boils down 
to two crucial questions (articulated by Selby) that all planners 
must ask at the outset of the process:

“What are we hoping to achieve? Why are we holding this 
event?” 

—Don Douloff is Managing Editor of Meetings + Incentive Travel.

 on The 

same page?

Tim Arnold

Jean Letourneau
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F
or many years now, there has been a lot of discussion in 
the meetings and event (M&E) industry about getting a 
seat at the table. For me, it’s not about the destination, 
it’s about the journey.

My journey began in 1990, when I joined the M&E industry, like so 
many others, by chance. This wasn’t my chosen profession, but I am 
forever grateful for my good fortune. When I entered the industry, I 
was doing logistics, and there will always be a need for this, but for 
those who want to be a part of moving your organization forward, 
the risk and the rewards are huge. The higher up you rise in an or-
ganization, the more expectations are placed on you to deliver. But 
it’s all worth it.

If getting a seat at the table is your goal, you need to design your 
career roadmap to achieve it. You need to have a plan and execute 
that plan. Notice I said YOU have to design it. It doesn’t just happen. 
You have to make it happen.

HOW IT ALL BEGAN
In 1999, I developed a business plan for our department, which cen-
tralized meetings, leveraged corporate travel with meetings and 
defi ned roles, responsibilities and a career path for our team. My 
goal was to ensure our team and the meetings we delivered were 
perceived as a strategic asset to the organization. I wanted us to be 
on the revenue side of the balance sheet and not the expense side. 
That meant our meetings had to be delivering on the infamous ROI.

GETTING STARTED
So how do you start? First, you need to learn your business inside 
and out. By this, I mean you need to know about your business at 
the strategic level and know the industry your business is in.

If you want to engage in conversation at the boardroom table, 
you need to be able to know the business and speak the language 
of business:

+  Do you know what your organization’s strategic plan or key 
priorities are?

+ Who are your main competitors?

+ What are the industry challenges?

+ How will your organization execute on those key priorities?

+ Who are the audiences you are serving through your meetings?

+ What are the issues within each audience?

+ How do you measure success?

If you want to engage in discussion at the C-suite table, you need 
to have enough information to be knowledgeable and credible in 

A career roadmap to getting a seat       at the C-suite table.

an amaZing   Journey
By angie pfeifer, cmm
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these areas, because those in the C-suite aren’t talking about what’s 
on the dinner menu at a function.

And if, by the way, someone does try to engage you in that din-
ner discussion, don’t participate. If you want to be perceived as stra-
tegic, you need to act strategically.

This is the most difficult part of the journey, learning the busi-
ness. One benefit is that you or your team are executing meetings 
and events, so a perfect place to start is to sit in on some of your 
own conference general sessions. Typically, there will be presenta-
tions from senior management or the CEO about the state of the 
industry (your industry, that is).

A learning opportunity is right in front of you.

‘POWER PEOPLE’
Next, you need to find what I will call the ‘power people.’ These are 
people who are connected within your company and build a rela-
tionship with these people. These are people you can ask questions 
and learn from. And finally, you need to read industry periodicals, 
understand the industry your organization operates in, how it is 
evolving and what are the challenges.

Critical to your success is understanding the big picture, within 
and outside of your company.

I know we have all heard it before, but there never should be a 
meeting just for the sake of having a meeting. There should always 
be agreed-upon goals and objectives—and you need to be the one 
driving that process.

Before each conference, typically three to six months out, I 
schedule a stakeholder meeting. Attending this meeting are sen-
ior management, responsible for our sales force, and any other key 
stakeholders who can contribute to the discussion to identify goals 
and objectives.

The objective of this meeting is to facilitate a discussion about 
key priorities, key messages we need to deliver, issues within the 
audience, the tone of the conference. What do you want the audi-
ence to do differently as a result of this conference? What do you 
want them to do when they leave? What does success look like, for 
your company and for the attendees?

As the strategic meeting professional, you need to facilitate this 
conversation, to make sure you clearly understand the direction, but 
more importantly, they identify the strategy. Facilitating this discus-
sion has now allowed you to be at the table.

COMMUNICATION PLAN
Build a communication plan to reaffirm the discussion and the goals 
and objectives and get senior management to sign off on it. Now 
you are acting strategically. You are engaging your senior manage-
ment in a discussion about how to move the business forward. You 

are earning a seat at the table.
Now, develop an agenda and content that supports this and 

measures success. This sounds simple, but it’s not, and it takes time 
to build credibility. Ideally, you want to be able to design the agenda 
and the content. Part of acting strategically is that you are at the 
table guiding the conversation, but you also have data to demon-
strate success.

Which behaviours did you want to change and measure qualita-
tively and quantitatively and report to senior management?

We all know the value of face-to-face meetings. We just need 
to prove it to our senior leaders. This is an evolutionary process. 
You need to have the knowledge to be in the discussion and then 
you need to be able to be at the discussion. Get yourself invited to 
initially listen and passively participate. If there is no strategy meet-
ing occurring in your organization today, then you are in the perfect 
position to implement this.

When you can drive the meeting strategy and process, design 
the agenda and content, and provide data that demonstrate your 
meetings are supporting organizational success, you will have 
earned your seat at the table. When tough economic decisions need 
to be made, if you are delivering meetings that drive the business 
forward, your meetings won’t be the budgets that are cut.

PARTNERING FOR SUCCESS
If this all seems overwhelming and challenging, it is. It takes hard 
work and it takes time. If achieving this alone scares you, partner 
with a company who can help you evaluate your business model 
and processes today as it relates to meetings, and engage them as 
a partner in the process.

For the past 10 years, I have worked with an event and communi-
cations company specifically on the strategy side. They are a stra-
tegic partner and participate in all of our strategy meetings and assist 
us in designing content that is relevant, meaningful and engaging.

I started out saying it’s not about the destination, it’s about 
the journey. The journey to learn never stops, especially when we 
operate in a fast-paced business environment, where change is the 
constant. When you are working on strategy, you are constantly 
learning, you need to stay on top of the priorities and issues. It’s 
personally very fulfilling.

For me, my journey has been remarkable and I hope that all of 
you can have the same sort of experience. We are very fortunate to 
be part of an industry that allows us to make a difference, engage 
with people globally and travel all over the world.

I don’t know of many other professions that are this wonderful! 

—Angie Pfeifer, CMM, is assistant vice-president, corporate meetings,  

travel and incentives, Investors Group Financial Services.

      IF GETTING A SEAT AT ThE TAbLE IS yOUR GOAL,
               you need to design your career roadmap to achieve it.

                         you need to have a plan and execute that plan. 

                 notice i said you have to design it. 
              it doesn’t just happen. you have to make it happen.
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once upon a time, the price was the price. A customer could ask 
“how much” and be confident that the number quoted was the ac-
tual amount they would pay.

In those long-gone days, businesses would build all their expens-
es and a respectable margin of profit into the final number they 
gave a client. This concept seemed to die with the introduction of 
Goods and Services Tax (GST). The government of the day gave 
businesses the option of including the GST in their posted and dis-
played prices or adding on at the point of sale.

Many businesses, fearful of looking more expensive than their 
competitors, opted to add the taxes at the time of sale, versus in 
their ticketed and posted prices. 

This was followed by a crisis in the airline industry when, to com-
bat their losses, airlines started adding charges to cover soaring fuel 
costs. That spread to the concept of “de-bundling,” where every 
aspect beyond the seat cost was listed as an additional charge, fee, 
tax, surcharge and levy. 

ANCILLARY CHARGES
These ancillary charges—sounds almost benevolent, doesn’t it?— 
rake in so much money they are an industry unto themselves. For 
example, The Chicago Tribune reported that in 2011, the top five 
U.S. airlines took in $12-billion in ancillary fees. With this kind of 
money in play, it shouldn’t be a surprise that this endless tacking on 

GOTCHA!
Why isn’t the price the price?

BY ALLAN LYNCH

Feature Article
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of charges has spread to ground-based suppliers and partners. In 
2012, de-bundling hotel services in the U.S. are predicted to gener-
ate an additional $1.95-billion in revenue.

Planners understand sup-
pliers have to make money. 
But suppliers have to realize 
that planners are working 
with client budgets that are 
pretty much fixed at pre-
recessionary rates. Jonathan 
Strauss, president of Winni-
peg-based Strauss Event and 
Association Management, 
referencing a Toronto hotel 
which charged $5.50, “plus 

tax and gratuity,” for a can of Coca- Cola, said, “that hotel and most 
major hotels have not been very profitable for the last four or five 
years. My comment to clients is, ‘we need to see rejuvenation of 
hotels in Canada.’ We’ve got some of the largest convention hotels 
in Canada that are way behind where they should be in renovations 
and it’s because they’re not making any money. That said, what we 
would like to see is less nickel-and-diming.”

The industry nickel-and-diming has gone to fantastical lengths. 
For example, in Hawaii, a planner was shocked when a band charged 
for their sound check. In Calgary, Niesa Silzer, vice-president of De-
tails Convention and Event Management, had a facility attempt to 
charge her $1 for every delegate pen they provided. Another facil-
ity includes round tables in the room rental, but charges for rect-
angular tables. In Las Vegas, a hotel charged for switching from a 
king bed to a room with two doubles. Electricity use is another new 
charge. Other new hotel fees range from a daily housekeeping fee, 
to $5 room-service delivery fee, which is in addition to a 24-per-
cent gratuity.

CONTRACT ISSUES
Lee Ann Marano, senior product manager with Aimia, says, “What 
frustrates me is that you can talk to the hotel 10, 11, a dozen 
times and when the contract 
shows up, there are all kinds 
of things that were never 
brought to your attention. 
One that comes up a lot are 
the f&b minimums. They’re al-
ways way too high. The client 
can’t eat and drink that much. 
When I ask, ‘how do you cal-
culate this figure?’, they can 
never tell you. They’ll change 
it with very little argument. So 
they do try it on for size.”

On the subject of f&b, 
planners don’t understand 
why breakfasts are so expen-
sive. Strauss wonders, “why 

is dinner automatically more than lunch, when you serve the 
same thing?”

Then there are destination-marketing fees (DMF), which can be 
a few dollars or 1 to 2 per cent of a room bill. When multiplied by 
several hundred room nights, this innocuous charge can equal a 
coach hire or reception. On the positive side, larger destinations 
are using some of their DMF revenue to sweeten the pot by offer-
ing to pay for a keynote speaker, shuttle buses, opening reception 
or other program element. Clients are paying attention and these 
incentives are becoming something of a business disruption. 

OFFERING MOST MONEY
In a May meeting to pick the destination for the client’s 2014 AGM, 
Strauss says, “The chair of the board asked, ‘who’s offering the most 
money for 2014? Which city?’ We never had it stated that way, so 
that certainly throws off rotation.”

While planners understand the purpose of a municipal or prov-
incial marketing levy, they don’t understand why private companies 
are tacking their own DMF onto the bill. Silzer says, “One of the 
things that I just find completely appalling are some private hotel 
chains that are charging their own DMF. I don’t understand it from 
the private guy. Why don’t you just raise your rate?”

All clients are price-
sensitive, none moreso 
than the association mar-
ket. Strauss, who handles 
meetings for seven asso-
ciations, says his clients 
have a delegate daily 
spend in mind. “Our cli-
ents believe their mem-
bers or their delegates 

have a maximum amount to spend to attend a conference, so we fac-
tor in airfare, accommodations, meals, cabs, accommodation taxes, 
service charges, gratuities and all that when we look at a destination.” 

Not surprisingly, a planner’s two most hated charges are for 
Internet access and resort fees. Budget hotels toss in Internet for 
free, yet the higher the star rating, the greater the connectivity 
costs. Joanne Keating, program manager at Meridican Incentives, 
recently brought a group to Buenos Aires. After paying a $75 reci-
procity fee (Canada charges Argentinians visiting Canada $35, so 
Argentina charges $75), her hotel wouldn’t budge on Internet, 
which was free in the lobby—until her group started to use it and 
then the property switched it off. She’s now negotiating a prop-
erty buyout at a U.S. hotel. It’s a $10,000 charge for 1,000 people. 
But connectivity has 
other costs, like ‘roaming 
charges,’ for being out of 
your normal cell package 
area. With more confer-
ences tweeting and post-
ing content live, these 
roaming charges can be 
a bitter additional cost.ph
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PATCH FEES
In the same vein as Internet usage charges are patch fees for con-
necting to a hotel’s AV facilities. Some are a modest $50 to $100. 
But one property Keating’s company used charged for the use of 
every rigging point, as well as equipment rentals and patch fees, all 
of which is slapped with a 24-per-cent service fee and then taxed.

Resort fees are another annoyance, since they’re usually either 
for things that would otherwise be included in the cost of a stay: 
use of pool, fitness facilities and Internet. If Internet is negotiated 
into the room charge, planners feel resort fees should be cut to 
reflect this; otherwise, it’s just another form of double dipping. One 
bright spot mentioned was Banff. Silzer says “the Fairmont Banff 
Springs Hotel charges a $10-per-day resort fee for your room, but 
it includes all the gratuities for the staff, and the bellmen actually 
won’t take a tip. We’ve arrived with a car full of heavy boxes that 
needed to get taken to the convention centre. We know it’s a lot of 
work and we’ve tried to tip them and they said, ‘no, it’s included 
in the resort fee.’ I think from a property perspective, it’s nice that 
they pass that message down to the consumer, to say, ‘no, this is 
included in your resort fee.’”

GRATUITY GROWTH
Gratuity growth is another shock factor. At a number of proper-
ties, gratuities have climbed from the traditional 15 per cent to 21-, 
22- and 24 per cent. This is sometimes listed as a “service charge.” 

One of Keating’s colleagues, while conducting a road-show 
event across multiple cities, has encountered several properties that 
have levied a service charge—some as high as 24 per cent—on the 
meeting room rental cost, which was then taxed. This was never 
mentioned in the negotiations or contract.

Not only don’t planners understand the rationale for these char-
ges, it illustrates a disconnect. Planners feel properties and facilities 
are treating these thousands of dollars in extra charges and taxes 
as if they’re non-existent, since the service charge is not part of the 
base product/service price. It’s as if clients are expected to write a 
cheque without noticing the difference. 

The sudden 7-per-cent and 9-per-cent growth in gratuities has 
planners like Keating asking, “how can a hotel anticipate that their 
service is so amazing that it’s worth 24 per cent? How can you put a 
24-per-cent gratuity on something when it’s not yet earned?”

Since planners have given up trying to negotiate much of the air 

component, the question becomes: are properties, destinations and 
suppliers pricing themselves out of the market? 

Strauss says, “For a few years, we weren’t paying a whole lot of 
attention to gratuities. Then, when we started to see hotels adding 
service charges on meeting room rentals or gratuities on AV rent-
als, that can really add up. If you do an event that spends $50,000 
on AV and you’re tacking on a 15-per-cent or 18-per-cent service 
charge, that’s pretty significant.”

ODD PUSHBACK
Pushback is happening in odd places. Marano says, “one big push-
back we get from clients is over bottled water. A hotel in Mexico 
would not include bottled water in the cost, so the client decided 
not to use the hotel.”

On their decision-
making process, Marano 
says rental fees at con-
vention centres and 
similar venues are a fac-
tor in destination choice. 
Four years ago, one of 
Marano’s colleagues 
priced a 500-person 
event for a Canadian 
client, using either To-
ronto or Las Vegas. 
Marano says, “Las Vegas 
won out. It was much 
more cost-effective for us to fly the group to Vegas and do it there, 
than have it here in Toronto, and everybody was Canadian, with 
the majority of attendees from Toronto.” This annual business has 
continued to go to Las Vegas.

Just as facilities are adding new charges to their bills, some are 
adding lines for dubious complimentary items as a type of psycho-
logical tradeoff. Reading from a recent convention-centre invoice, 
Silzer laughs, “It’s fascinating, because they literally put everything 
on the bill, so it makes it look like they’re giving you all this compli-
mentary stuff. So you have complimentary coat check, one compli-
mentary stage, but the stage we needed for the camera rider we’re 
being charged for. Other charged items include: easels, power, 
power, power, Internet service, power, power, power and lighting, 
but the table linens and napkins are complimentary.”

Keating shrugs, “You have to make it work with your supplier 
partners, but at the same time, they have to be sensible and make 
it fair for everybody and keep business rolling. They want the busi-
ness, we want the business, and in the end, we all want a happy 
client. You don’t want clients to say, ‘these incentives [or events] are 
getting too expensive.’”

In a way, these itemized, additional charges may have a reverse 
effect. Instead of adding to a partner’s bottom line, they’re making 
planners pay attention to smaller items they once shrugged off and 
negotiate harder on the partner’s higher-margin areas. 

—Allan Lynch is a freelance writer based in New Minas, N.S.
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YOUR PERSONALITY’S 
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ABOUT SALLY
•  Speaker Hall of Fame member 

•  Bestselling author of the book Fascinate

•  Leader for world-class brands such as 

Coca-Cola, and MINI Cooper

•  Creator of the Fascination Advantage™

•   Guest on The Today Show and in 

The New York Times

AUGUST 20, 2013
METRO TORONTO CONVENTION CENTRE

REGISTRATION OPENS APRIL 1, 2013

KEYNOTE
PRESENTATION

Your personality has one key advantage. It’s 
what makes you different— and better. This is 
how you are most likely to harness attention.
 Sally Hogshead will show you how to under-
stand and apply your most captivating traits. 
Sally developed the Fascination Advantage™, 
the fi rst scientifi c personal brand measurement, 
based on research with 130,000 people. Un-
like tests such as Myers-Briggs, this assessment 
doesn’t measure how you see the world… but 
how the world sees you. 
 Sally will teach you how to identify and use 
your personality’s most captivating strengths 
and how to use those signature traits to sky-
rocket your potential.
 [Don’t forget: Before you attend, get your 
own Fascination Advantage™ report. It’s com-
plementary for IncentiveWorks attendees!]

Sally Hogshead
Author of the best selling book FASCINATE
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LEADING CHANGE
Three ways to lead change in a fast-paced 

and technological meetings industry.
BY CHERYL CRAN

Ph
O

tO
 T

hi
nk

st
oc

k

1) reLAX 
As leaders who initiate change in these auspicious times, it is vital 
to have skills to be able to keep your stress low and your resources 
high. The increasing pace of work means we must have personal 
strategies to relax and slow down. In a survey of leaders, only 39 
per cent take time to refl ect, be still and relax while on the job. 

Many meeting planners feel they don’t have the time to relax, and 
yet, in the high-stress role, the best strategy to deal with the fast pace 
and technology is to have quiet time to refl ect, imagine and relax. 

Can you carve out just 10 minutes per day to close your eyes, 
breathe and relax? There are many relaxation apps available and 
you can put in your headphones and listen to a relaxation MP3 as 
well. Whatever your relaxation strategy, it is crucial that you have 
one in these fast-paced and technological times. 

T
hese days, there are so many things coming at you all 
at once. Communication such as e-mails, Skype IM’s, 
texting, phone calls and face-to-face are happening fast 

and furious. 
In today’s technological workplace, there are constant updates 

to meeting technology, the latest apps and managing teams with 
multiple devices. The use of iPhones, iPads, BlackBerrys, Play-
books and more are all part of the everyday technology we are 
all using. 

While technology has helped to streamline many tasks, it has 
also contributed to the increasing pace of information and the in-
creasing speed of meeting client demands. 

What can we do as meeting planners to lead change at this 
time? Here are three ways: 
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2) AdApt
The meetings industry is changing rapidly as technology infiltrates 
how we plan meetings, how we interact with suppliers and clients 
and how we interact with each other. Whether you are a one per-
son meeting planner or you manage a large team, as a planner  
you need to be accessing all of the technology solutions available. 

Maybe you are a planner who is newer to the industry and you 
are completely comfortable with technology, you know all of the 
latest tech tools, you access all of the latest apps and you show 
others how to use the technology. 

Or maybe you are a planner who is well established and have 
been in the industry for a number of years and you are working on 
adapting to the newer technological solutions available. 

Adapting to new technologies is really a change management 
challenge. The rules that apply to managing change are the same 
rules that apply to learning a new technology. If you look at the 
change chart below, you will see the cycle and where we all want 
to be is on the left side of Integration and Future focus.

When we struggle with adapting to new technology or even 
a faster pace, we are often in the change/past/resistance phase 
of the change cycle. It’s important to note that change/past/re-
sistance are very stressful places to be. In order to shift to the 
discover/integrate/future side, we may need coaching, support 
and clarity. 

As a leader, we can get the support we need through our 
boss, or perhaps an outsourced coach or from learning more 
about change management. We must then coach, guide and help 
our teammates, partners, suppliers and clients to move past the 
change and adaptation challenges as well. 

A great example is a young meeting planner who came up to 

me after I spoke at the IncentiveWorks conference in Toronto last 
August. She told me that her boss is not technically adept at all 
and that it is frustrating, but she realized that in order to move 
forward, she needed to help her boss learn the technology. Rather 
than gripe about the lack of tech skills of her leader, she took the 
time to show her boss exactly HOW to use the technology and 
since then, the boss has adapted quite quickly. A bonus is that 
that same boss gave the Gen Y meeting planner recognition and 
reward for her efforts. 

3) there’s An App for thAt
Productivity is a huge issue and there are so many tools avail-
able now to help meeting planners perform aspects of their 
jobs that used to take forever. In my session at IncentiveWorks, 
I shared some of the apps I have found useful and there were a 
few shared from the group as well. Here is what we came up with 
as a total in that session: 

Evernote — capture articles, notes and more and find easily.
CardMunch — take a photo of a business card and it will auto-
matically go into your contacts AND add the person to your 
LinkedIn account.
Word Lens — a translator tool to convert any language to your 
language of choice.
World Clock — for meeting planners working across time zones 
this is great for getting fast access to the time in other countries.
Event Suite — load your event for attendee access at meetings.
Event Brite — promote your meeting, update and more.
Eventful — find local concerts, movies and other activities for 
meeting attendees.
Meditation Timer — a relaxation tool. 
Docscan — use your phone to scan a document and send as a PDF.
Voxer — a walkie-talkie app for your smartphone—great for  
connecting with each other at a meeting event without using cel-
lular data.

The key to lead change in a fast-paced and technological work-
place is to recognize the need for personal centredness or relaxa-
tion to counteract the speed of our workdays. We need to adapt 
to the fast pace of change and technology and there is an app for 
that—technology is our friend when it’s simple and easy to use.  

—Cheryl Cran, CSP, HoF is the author of four books on leadership and her fifth 

book is titled, Leading Across the Digital Divide. She is the CEO of Synthesis at 

Work a leadership-consulting firm that focuses on helping leaders to grow so 

that the business can grow. www.cherylcran.com 
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Welcome to Okinawa: 
Japan’s paradise of eternal summer

At the southern extremes of Japan, extending more than 1,000 kilometres to encom-
pass 160 diverse Ryukyu Islands, Okinawa beckons as a magical land of cultural, 
historical and ecological mystique. Okinawa’s shores are embraced by the crystal 
clear waters and abundant coral reefs of the East China Sea, with complex geograph-

ical features and a subtropical oceanic climate that combine to foster a world of pristine natural 
beauty. From the transparent blue waters that lap the shores of its beautiful beach resorts, to 
the biodiversity of its primeval forests and mangrove jungles where rare species thrive, Oki-
nawa is a land of intrigue and endless discoveries.

With more than five centuries of illustrious history behind it, the roots of Okinawan culture 
are engrained in the dynamic customs of the ancient Ryukyu Kingdom. Renowned as a prosper-
ous trading nation from the 14th to 16th centuries, flowing trade with China, Japan, Korea and 
other Southeast Asian countries have left their mark on a unique blend of traditions that continue 
to pass from one generation to the next. From traditional handicrafts and foods, to performing 
arts and a general way of life, Okinawa proudly embraces its past within the framework of a 21st 
century paradise.

A magical blend of Okinawan wind, sea and sky await your delegates, combining to offer an 
unparalleled world of inspiration, rejuvenation and enhanced productivity.

SPECIAL ADVERTISING SECTION
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For more than 500 years, Okinawa has been welcoming the world to its breathtaking shores. 
In addition to the allure of exploring an ancient culture in a paradisiacal setting, here 

are six compelling reasons why the southern Japanese prefecture of Okinawa is the ideal 
destination for any productive business agenda:

1. Extensive MICE experience
Okinawa’s stable of professional conference organisers and support staff is experi-

enced in all facets of preparing and hosting international events. Okinawa has played 
host to a wide array of important functions, from the Kyushu-Okinawa G8 Summit in 
2000, to the 28th International Symposium on Space Technology and Science in 2011.

2. State-of-the-art MICE facilities
Okinawa’s modern infrastructure is highlighted by state-of-the-art meeting and 

convention facilities, world-class hotels and partnerships with a diverse network  
of suppliers.

The Okinawa Convention Center features an exhibition hall capable of hosting meetings 
for up to 5,000 delegates, as well as a theatre and two adjoining conference buildings. 

3. Comprehensive MICE support
The Okinawa Convention and Visitors Bureau (OCVB) provide a wide range of MICE 

services, including support for choosing accommodations and conference halls. 
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MEETINGS IN THE HEART OF RYUKYU CULTURE
Blessed with an abundance of naturally beautiful attributes, Okinawa is an ideal destination for groups looking to unwind in an  
environment conducive to inspired creativity. The islands’ modern meetings infrastructure offers everything an event planner 
requires in order to stage productive and memorable meetings, with the added luxury of a resort environment that encourages 
delegates to disconnect at the end of a busy day.  

Okinawa’s proud history and vast experience in hosting important international conferences, academic meetings, symposiums 
and corporate training sessions has nurtured a finely tuned support network for a vast array of events. Okinawa is open for business, 
with efficient logistics and planning support that allows organizers to seamlessly accomplish their goals.

SPECIAL ADVERTISING SECTION

 

SIX REASONS TO 
MEET IN OKINAWA

▼
OKINAWA

Oki Gatefold for DE.indd   54 13-02-20   1:44 PM



For more than 500 years, Okinawa has been welcoming the world to its breathtaking shores. 
In addition to the allure of exploring an ancient culture in a paradisiacal setting, here 

are six compelling reasons why the southern Japanese prefecture of Okinawa is the ideal 
destination for any productive business agenda:

1. Extensive MICE experience
Okinawa’s stable of professional conference organisers and support staff is experi-

enced in all facets of preparing and hosting international events. Okinawa has played 
host to a wide array of important functions, from the Kyushu-Okinawa G8 Summit in 
2000, to the 28th International Symposium on Space Technology and Science in 2011.

2. State-of-the-art MICE facilities
Okinawa’s modern infrastructure is highlighted by state-of-the-art meeting and 

convention facilities, world-class hotels and partnerships with a diverse network  
of suppliers.

The Okinawa Convention Center features an exhibition hall capable of hosting meetings 
for up to 5,000 delegates, as well as a theatre and two adjoining conference buildings. 

3. Comprehensive MICE support
The Okinawa Convention and Visitors Bureau (OCVB) provide a wide range of MICE 

services, including support for choosing accommodations and conference halls. 

4. Pre and post event activities
Okinawa offers a treasure trove of activities for pre 

and post-convention programmes, from tours of World 
Heritage sites, to championship golf, marine itineraries, 
shopping and a variety of cultural activities and workshops. 

5. Unique resort setting
Okinawa boasts Japan’s only subtropical climate, with 

average year-round temperatures exceeding 20 degrees 
Celsius. Okinawa’s pristine natural inland, marked by lush, 
virginal vegetation, is complemented by picture-postcard 
coastal vistas featuring a collection of international hotels, inspirational meeting venues 
and a multitude of fine dining options.

6. Easy access
Okinawa’s strategic location has historically positioned the island as an important 

trade hub throughout Southeast Asia. That historical significance has helped to nurture 
and maintain a modern transportation infrastructure built to connect to the world. 

Okinawa’s capital city, Naha, is easily accessed via direct flights from Hong Kong, 
Seoul, Taipei, Shanghai, Beijing and Guam, as well as more than 20 daily domestic  
flights from Tokyo.

SPECIAL ADVERTISING SECTION

 

WORLD-CLASS FACILITIES
Okinawa Convention Center (OCC)
As a gateway to East Asia, Okinawa’s history as a hub linking busi-
ness and trade between Japan and its regional neighbours puts the 
Okinawa Convention Center (OCC) at the heart of it all. Located by 
the beach, and featuring a marina, a seaside park and an open air 
amphitheatre, the OCC offers delegates the very best of Okinawa as 
a resort convention destination.

The state-of-the-art, multi-purpose facility serves as an exhibition 
hall, a theatre and a conference centre, with meeting spaces and 
specialised services tailored to the specific needs of each individual 
niche. The OCC’s 2,500 m² exhibition hall can accommodate up to 
5,000 delegates and is equipped with state-of-the-art technologies to 
support trade fairs, industrial events, large conventions, concerts and 

even indoor sporting events. Courtesy of bright Okinawan sunshine, 
the glass-walled facility offers plenty of natural lighting, with optional 
electronic black blinds for shading when necessary.

The OCC’s dynamic theater enables a wide variety of settings 
for the theatrical arts. Encased in glass and offering stunning views 
of the East China Sea, the theatre brings performances to life with 
exceptional sound and lighting worthy of any world-class event.

Bankoku Shinryokan
Occupying one of the most scenic spots in all of Okinawa, Bankoku 
Shinryokan is embraced by an emerald ocean and clear blue skies on 
Busena Point. The inspirational facility first opened its doors in 2000 
as host venue of the Kyushu-Okinawa G-8 Summit.

Bankoku Shinryokan’s Summit Hall can accommodate up to 252 
delegates in a classroom setting, or up to 500 guests in a theatre-
style setup. Ocean Hall, featuring a breathtaking oceanview lobby, 
offers 323m² of divisible space capable of accommodating 195 
guests in a classroom setting, or up to 340 theatre-style. On the very 
tip of Busena Point, the Sunset Lounge is ideal for smaller meetings 
for up to 72 delegates, while the Café terrace, featuring stunning 
panoramic deck views, can be assembled to accommodate up to 28.

A GREAT dESTINATION FOR CApTIvATING INCENTIvES...
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...ANd INSpIRATIONAL MEETINGS.
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Okinawa’s signifi cance as a trading hub and business desti nati on 
extends to the diversity of its world-class hotels, resorts and niche 
market properti es. The islands’ portf olio of accommodati ons in-
cludes 38,152 guestrooms across 1,357 hotels, including numerous 
fi ve-star and luxury properti es that cater to the business market. 
Okinawan accommodati ons also include spa hotels, family-friendly 
properti es, bed & breakfasts and golf and beach resorts, off ering 
visitors a wide array of att racti ve choices to suit every budget.

Many of Okinawa’s fi nest hotels also feature the added luxuries 
of exquisite gourmet cuisine, championship golf and world-class 

spas off ering pampering 
treatments steeped in the 
ancient traditi ons of Asian 
culture. One such property 
is the brand new Ritz-
Carlton, Okinawa, featuring 
the soothing experience 
of The Ritz-Carlton Spa 
by ESPA. The picturesque 
Ritz-Carlton, Okinawa, is sur-
rounded on three sides by the Kise Country Club, featuring 18 holes 
of championship golf overlooking the East China Sea.

The new Hoshinoya Okinawa resort on Taketomi Island is 
another shining example of luxurious accommodati ons. Surrounded 
by untouched white sand beaches and coral paths, the resort off ers 
original spa menus using natural, local ingredients such as hibiscus, 
seaweed and sea salt. 

From City centre hotels, to beachside resorts, Okinawa’s diversity 
of accommodati ons allows visitors to tailor choices to their own 
unique goals, all within close proximity to the best of Okinawan 
business, leisure and historic site att racti ons.

For more informati on on some of Okinawa’s top-rated, 
full-service resort hotels, visit the following websites: 

htt p://mice.okinawastory.jp/en/Faciliti es/list.html
htt p://www.okinawastory.jp/en/stay/

EXCEpTIONAL CHOICE OF ACCOMMODATIONS
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Sea to Sky
A wide array of aquati c acti viti es allows visitors to experience 
the magic of the sea, one of Okinawa’s most coveted natural 
treasures. World-class diving and snorkeling along the islands’ 
colorful coral reefs unveils a world of its own, where tropical 
fi sh and abundant marine life thrive in the crystal-clear waters 
of the East China Sea.

Landlubbers can tap into the magic of the islands’ marine 
life at the Okinawa Churaumi Aquarium, where whale sharks, 
illuminated tropical fi sh and lush botanical gardens combine in 
a colourful array of Okinawan nature.

World Heritage Sites
Okinawa is home to nine World Heritage sites, where enduring 
structures and ruins marking the era of the Kingdom of Ryukyu 
take visitors back in ti me. 

A number of theme parks have been built to encompass 
Okinawa’s historical treasures, including Culture Kingdom 
Gyokusendo, whose 5,000 metre cave dates back approximately 
300,000 years. The site also features a scenic village, where old 
Okinawan industrial traditi ons and craft s are on full display via 
glass-blowing and pott ery workshops.

Other themed venues include Valley of Gangala, where 
explorati ons of the south forest and caves of mainland Okinawa 
reveal natural rock arches, limestone caves and stalacti te for-
mati ons. Murasaki Mura is a 15,000 m² theme park that turns 
back ti me, immersing visitors in the heart of the Ryukyu King-
dom with its replicated village featuring red-ti led roofs, stone 
walls and the decorati vely paved streets of a fl amboyant era.

Delectable Okinawan Cuisine
Health-conscious customs promoti ng longevity permeate 
Okinawa’s culinary off erings, from traditi onal Okinawan fare, 
to internati onally infl uenced cuisine. 

Okinawa’s unique cuisine diff ers from traditi onal Japanese 
fare, incorporati ng Chinese and Southeast Asian ingredients. 

Welcoming more than 5.5 million visitors to its shores annually, 
Okinawa’s experience and reputati on in off ering logisti cal sup-
port to group events is unparalleled. The Okinawa Conventi on 
and Visitors Bureau (OCVB) is renowned for its support services, 
which include site inspecti on invitati ons, disseminati on of 
venue informati on, introducti ons to event-related service 
providers and assistance with accommodati ons, dining and 
leisure opti ons. 

Okinawa’s Naha Airport off ers abundant accessibility with 
daily fl ights from Tokyo via JAL, ANA, Skymark, Jetstar Japan and 
Air Asia Japan, as well as direct internati onal fl ights from Asian 
centres including Taiwan, Seoul, Shanghai and Hong Kong.

For more informati on on choosing Okinawa for your 
unforgett able internati onal event, visit: 

htt p://mice.okinawastory.jp/en/

INCENTIvE pROGRAMS

pLANNING AN EvENT ON OKINAWA
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The IncentiveWorks 
Hosted Buyer Program 

brings qualifi ed industry 
professionals from across 
Canada and around the 

globe to participate 
in IncentiveWorks.

          Event Coordinator
         Community Foundations of Canada

—Amy Thompson

I REALLY ENJOYED
BEING A PART OF THE

MAKE GOOD CONNECTIONS WITH 
PEERS AND VENDORS AND EXPERIENCE 

INCENTIVEWORKS IN A WAY THAT

WOULD NOT HAVE 
OTHERWISE BEEN POSSIBLE.

THANK YOU.

I HAD THE OPPORTUNITY TO 

HOSTED BUYER PROGRAM.

VISIT A WIDE VARIETY OF

   INTERESTING VENUES,

INVEST YOUR TIME IN THE PROGRAM 
THAT DELIVERS:

 + Tremendous Networking Opportunities 
through IncentiveWorks and partner events, 
plus private events exclusive to hosted buyers

 + High Quality Industry-Specifi c Education 
that will push your career to the next level 
and allow you to earn CE credits

 + First access to Education Sessions
 + Toronto Site Tour Event
 + Most meals
 + Return transportation to/from Toronto
 + Up to 4 nights Accommodation

HOSTED BUYER APPLICATION PROCESS OPENS FEBRUARY 15, 2013

SELECT HOSTED BUYERS FROM THE MENU

FULL PROGRAM DETAILS AT

PRODUCED BY
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What shapes a city’s character? In Santa Fe, N.M., many factors conspire bril-
liantly to give this high-desert destination its utterly unique personality.

In Santa Fe, architecture shapes character. The dominant style is adobe, re-
fl ecting the region’s Spanish roots. (In 1692, the Spanish carried out the re-
conquest of New Mexico from the Pueblo Indians.) Classically consisting of 
bricks made from local soil and straw, then dried in the sun, the adobe style 
was replaced, in the early twentieth century, by more modern, look-alike ma-
terials (often called ‘fauxdobe’). But that in no way diminishes the destination’s 
architectural appeal, as the characteristic adobe-style buildings, the colour of 
buckskin, dominate. A local ordinance forbids buildings taller than fi ve storeys, 
ensuring the intimate cityscape stays that way. The adobe style even extends 
to the convention centre (28,000 sq. ft. of exhibit space). Opened in 2008, the 
facility must surely rank as one of the most charming and intimate conference 
facilities in the U.S.

CHILE PEPPERS
In Santa Fe, food shapes character. The defi ning culinary question, “red or 
green?”, refers to one’s preference in chile pepper, native to New Mexico and 
ubiquitous on the city’s restaurant menus—for instance, the Plaza Cafe’s chile 
relleno omelette. Two roasted green chiles, fi lled with molten jack cheese and 
packing heat, are stu� ed into an omelette smothered in still more chile—Santa 
Fe on a plate. Green chiles are good, but red are even better. The fully ripened 
version of the green chile, the red variety boasts an irresistibly smoky, complex 
fl avour, experienced most memorably in the sophisticated red-chile chimichurri 
animating plump shrimp, with creamy grits enriched with gouda cheese, served 
at the Old House restaurant, in the Eldorado Hotel & Spa. Santa Fe is food-mad, 
o� ering traditional New Mexican fare, along with creative ri� s on it, too. (For 
more, visit MeetingsCanada.com and search, “Santa Fe Restaurants.”)

Not surprisingly, there’s a red-chile workshop o� ered at the Santa Fe School 
of Cooking, where, one sunny afternoon, chefs Tracy Ritter and Noe Cano dem-
onstrated how to make red-chile sauce and roasted-tomato and chipotle salsa, 

fast facts
santafe.org

Albuquerque International 
Sunport, ABQ

Air is thinner, since city 
is 7,000 ft. above sea 
level; short adjustment 
period may be needed.

Second-oldest U.S. 
city, founded in 1610.

300 days of 
sunshine annually.

Highest daytime 
temps: 28˚C to 30˚C, 
July/Aug; lowest 
daytime temps: -7˚C 
to -10˚C, Dec.Jan.

Rocky Mountains begin 
just outside the city.

Seven times the 
national average 
number of artists 
in city population.
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SANTA FE
 Suite at La Posada de Santa Fe 
 Resort & Spa 

 La Fonda 
 on the Plaza 

Truly, “The City Di� erent.”

BY DON DOULOFF Museum of 
 Contemporary Native Arts 
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inspiration
Tracy Boxler, midwest region sales assistant, Butler Manufacturing, in 
Kansas City, Mo., took a group of 63 to Bonanza Creek Movie Ranch, 
about a 25-minute bus ride from Santa Fe: “It’s an Old West movie 
set that has been used in several movies and TV shows and let me tell 
you, it was FANTASTIC! What a great event that was! They really have 
things organized well.  We were greeted by some cowboys on horses, 

who led us into town, right to the saloon, so we could wet our whistles. 
There were saloon girls, fi repits going in the town; the piano player 
was playing; the smells coming from the chuckwagon barbeque were 
amazing! You were free to roam all around the town and look in all the 
buildings. Right before sundown, there was a stunt show with some 
audience participation. It was great! Dinner was fabulous, the band was 
going and everyone had such a good time. Defi nitely worth it and all of 
my participants loved it.”
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— Don Doulo�  is Managing Editor of Meetings + Incentive Travel.

 Chile-themed demo at the 
 Santa Fe School of Cooking 

 The Lodge at Santa Fe 

 Ski Santa Fe 

 Hotel Santa Fe, 
 Night TeePee 

both superb. This would add a fi rst-rate local food element to any 
group program; the demo kitchen accommodates 60.

In Santa Fe, geography and topography shape character. A city 
of 70,000, the destination is extremely compact, with most hotels 
within an easy walk of the convention centre, restaurants, attrac-
tions and plaza, the central square that’s home to markets, musical 
performances, fi estas, parades and Native Americans selling hand-
crafted art. Among the hotels that can host groups are Hotel Santa 
Fe, the Hacienda & Spa; Inn and Spa at Loretto; La Fonda on the 
Plaza; Eldorado Hotel & Spa; Hotel St. Francis; La Posada de Santa 
Fe Resort & Spa and Hilton Santa Fe Historic Plaza Hotel.

NATIONAL PARK
Topographically, the city is especially blessed. About an hour east, 
there’s Bandelier National Park, featuring canyons and 70 miles of 
trails tailor-made for group hikes. The Old Santa Fe Trail o� ers a 
myriad of scenic day-trip options, as does the High Road, snaking 
along the Sangre de Cristo Mountains and connecting traditional 
villages between Santa Fe and Taos.

In Santa Fe, art shapes character. It is the third-largest art market 
in the U.S. and, astonishing for a city this size, boasts over 250 gal-
leries, 80 of those lining quarter-mile-long Canyon Road. On top of 
showcasing a breathtaking and eye-popping range of artistic styles, 
galleries also accommodate events. Evoke Contemporary Gallery, 
for instance, can host seated and cocktail-style events, including 
those featuring artist demos. Gerald Peters Gallery—at 32,000 sq. 
ft., the city’s largest art space—can host plated events for 150 and 
‘fl ow’ events for 400. A gorgeous outdoor sculpture garden is ideal 
for cocktail events. 

 Meeting room at La Posada 
 de Santa Fe Resort & Spa 
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Few ancient cities change as much as Berlin. It’s the chameleon, 
with an ever-changing role from national capital, to divided city, 
then back as a national capital and economic powerhouse. Regard-
less of how the political winds have blown, Berlin has survived the 
Reformation, the Enlightenment, National Socialism, Soviet-style 
socialism, fi nally free to embrace democracy and capitalism.

It’s a city with something for everyone, with streetscapes lined 
by architectural gems from all schools: baroque, Bauhaus, Gothic, 
Art Nouveau, Art Deco, Modernism to postmodernism. One of the 
city’s constants, according to a writer in The Irish Independent, is 
its caustic sense of humour. “Germany is not famous for its sense 
of humour. Berlin is. The Berliner Schnauze (Berlin lip) has always 
been part of the turbulent city’s survival kit. Which often displayed 
itself in satirical cabarets” like those portrayed in the movie Cabaret.

LINE OF BROKEN BRICKS
Speaking of movies, in The Wizard of Oz, Dorothy sets o�  to follow 
the yellow brick road. In Berlin, visitors can follow a double line of 
broken bricks through the city streets tracing the former 96-mile-
long Berlin Wall, which for 28 years, separated the city into two 
distinctly di� erent sections and made this the centrepoint of Cold 
War tensions between the superpowers.

When reunifi cation took place in 1989, East Berliners, emerging 
from their forced darkness, made a pilgrimage to KaDeWe (pro-
nounced cad-di-vie), the world’s most opulent department store. 
Of special interest to groups and food fanatics are KaDeWe’s sixth-
fl oor food halls, which o� er the best in European culinary delights. 
It o� ers separate sushi, salad and antipasto bars, and serving sta-
tions for whiskey, vodka and champagne. KaDeWe’s food halls are 
available for private functions and provide o� -site catering.

Another result of reunifi cation was the renovation of the Reichs-
tag parliament building. Closed while the democratic government 
met in the temporary capital of Bonn, the Reichstag was redesigned 

by Sir Norman Foster, who added a massive fi ve-fl oor rooftop glass 
dome. Foster inserted a glass wall looking into the chamber of dep-
uties and hung a massive inverted mirror in the dome, to refl ect 
light into the chamber below. The rationale is that given Germany’s 
sometimes dark past, never again will the people’s business be con-
ducted in the dark, behind closed doors.

The renovation also included a rooftop, Restaurant Kafer, and 
terrace, which can host banquets of 70 to 100.

FREESTANDING VENUES
This is one of the 350 freestanding venues Heike Mahmoud, direc-
tor of the Berlin Convention O�  ce of visitBerlin, says the city o� ers 
groups. Mahmoud says, “We can cover everything from a smaller 
board of 10 people to a congress of 30,000. Everything is possible.”

This attitude and inventory has placed Berlin in the top fi ve des-
tinations for international congress for the last eight years.

While the city is well-known for its larger spaces, like the Ber-
liner Congress Center, the 37,590-sq.-ft. studios on the Event Island 
and the ICC Berlin, part of Messe Berlin, which has 80 exhibition 
halls and breakouts for groups of 20 to 9,100 people. One of their 
less-well-known larger spaces is the former Tempelhof airport 
(THF).  Its terminal, hangars and runways have been hired for fash-
ion shows, product launches and exhibitions. Also overlooked are 
Berlin’s smaller and medium-sized facilities, like at the Berlin Wall’s 
famous Checkpoint Charlie, where there is now a Cold War museum 
capable of hosting 200 people, and the Axica conference centre, 
in the DZ Bank building next to the Brandenburg Gate. This Frank 
Gehry-designed facility has a fantastical, James Bond-like sculp-
ture, the Plenum, with seating for 80 and a 100-person auditorium.

The important thing to know about Berlin is that, in spite of its 
history, this is not a dour city. It’s professional, e�  cient and fun. 

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

fast facts
convention.visitberlin.de

The new Berlin Brandenburg 
Airport Willy Brandt, BER 
opens in 2014.

Berlin (pop. 3.4-million) 
has over 300 universities, 
institutes and technology 
parks, 800 technology 
companies and 12 Michelin-
starred restaurants.

6 hours ahead 
of Toronto.

Think Canada 
(cold winters, 
warm summers).

125,000 in all categories. 
In 2012, 635 more bedrooms 
opened. 947 more rooms 
will open in 2013.
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BERLIN Bullish on 
Germany’s captial.
BY ALLAN LYNCH
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inspiration
In July, 2013, Steven Leard, principal at Marketwhys Corp., in Edmon-
ton, is taking 1,800 delegates to Berlin for the International Conference of 
Intelligent Systems for Molecular Biology. The fi ve-day event, which has as 
many as 800 scientifi c posters presented, is being held at the ICC Berlin.

His price-sensitive group, comprised of 85 per cent academics 
and students, rotates between North America and Europe. Berlin was 

chosen for its easy access for European delegates, who can fl y discount 
airlines and use fast trains; the budget-friendly accommodation (for 
bedrooms and meeting space) and the city’s vibrancy and history. Leard 
says, “Exit surveys say delegates want that opportunity to explore the 
city and that the destination is a big part of choosing whether they go.”

Other than an on-site opening reception with delegates/exhibitors, 
his only social function is a thank-you dinner for 40. While no decision 
has been made, he likes the idea of a rooftop dinner on the Reichstag.
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 Museum Island 

 The Reichstag            

 Fischers Fritz 
 at the Regent Berlin  Victory Column 

 The Lorenz Adlon Esszimmer 

 House of Worldwide Cultures 

 Estrel Covention Centre  
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The awe-inspiring beauty of Canada’s West Coast offers 
event planners an abundance of natural and man-made 
attributes across four distinct regions. From the snow-capped 

mountains of Sea to Sky Country, to the urban sophistication of 
Metro Vancouver, the region is open for business year-round as 
a four-season destination.

Whether you’re planning full-blown city conferences, intimate 
incentive programs or executive retreats, Vancouver, Coast & 
Mountains offers an unparalleled infrastructure of MICE facili-
ties and support services in the heart of one of Canada’s most 
diverse cultural and geographic regions. From state-of-the-art 
meeting venues and luxurious hotels to exhilarating experiences, 
breathtaking backdrops and award-winning international 
cuisine, Vancouver, Coast & Mountains invites you to explore 
an endless world of possibilities.

METRO VANCOUVER
Vancouver’s extensive experience in 
hosting international events, includ-
ing the 2010 Winter Olympic Games, 
has generated a world-class infra-
structure of modern hotels, state-of-
the-art meeting venues and stream-
lined transportation options across 
the city’s core and beyond.

Across the city, Vancouver offers 
more than 25,000 guest accommoda-
tions, from fi ve-star waterfront hotels 
to boutique-style properties and busi-
ness-oriented hotels in the downtown 
core. Many of Metro Vancouver’s 

From mountaintop retreats to coastal city 
conferences, the Vancouver, Coast & Mountains 

Region offers a world of new adventures.

    Canada’s 
    coastal
playground

SPECIAL ADVERTISING SECTION

A REFINED TAKE ON 
THE UNTAMED

When you come to Grouse Mountain, you depart the everyday.  
No matter what your outing, the wild alpine surroundings 

transform simple meetings, parties, team buildings or retreats into 
spectacular must-attend events.

grousemountain.com/meetings-events
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hotels are equipped for modern busi-
ness, with functional meeting spaces 
that complement the city’s core of 
stand-alone event facilities.

Just minutes from Vancouver’s 
famed Stanley Park, Shangri-La 
Hotel, Vancouver sets the bar in 
downtown elegance. The 119-room 
property offers meeting planners an 
oasis in the heart of the city, with 
sophisticated amenities and impec-
cable services. Many of the hotel’s 
rooms and suites feature balcon-
ies overlooking the vibrancy of the 
downtown core, while CHI, The Spa 
- just named the Number 2 spa in 
the world by TripAdvisor - transports 
guests to a place of peace and calm. 
Voted Number 1 Luxury Hotel in 
Canada by TripAdvisor in 2012, the 
AAA Five-Diamond property also fea-
tures exceptional regional, seasonal 
cuisine in its signature restaurant, 
MARKET by Jean-Georges - a dining 
destination for locals and visitors 

alike. Floor-to-ceiling windows fi ll the 
meeting space with natural light, il-
luminating the golden-hued interiors. 
In total, 140 delegates can be accom-
modated in a variety of meeting set-
tings in the Conway Room. Unique 
venues include a private screening 
room, the Blue Moon Theatre and a 
canopied outdoor space, The Terrace, 
which runs a full city block and lever-
ages the very best of Vancouver’s 
West Coast views.

At the heart of Vancouver meet-
ings, the Vancouver Convention 

Centre offers 466,500 sq. ft. of meet-
ings, exhibition, ballroom and plenary 
theatre space, featuring breathtaking 
views of the adjacent harbour. The 
award-winning facility hosts hun-
dreds of thousands of delegates an-
nually across more than 350 events, 
ranging from intimate meetings and 
city-wide conferences to trade fairs, 
exhibitions and memorable entertain-
ment galas.

The eco-friendly Vancouver Con-
vention Centre has been deemed 
one of the greenest convention 

A REFINED TAKE ON 
THE UNTAMED

When you come to Grouse Mountain, you depart the everyday.  
No matter what your outing, the wild alpine surroundings 

transform simple meetings, parties, team buildings or retreats into 
spectacular must-attend events.

grousemountain.com/meetings-events

SPECIAL ADVERTISING SECTION
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centres in the world, receiving a 
Power Smart Convention Centre 
designation by B.C. Hydro and a “GO 
GREEN” certificate from the Building 
Owners and Managers Association 
(BOMA).

Foodies can spend an afternoon in-
dulging in a food-cart tour, tasting the 
very best of a unique culture offering 
everything from chicken tamales and 

Korean tacos to fried risotto balls 
and Japadogs garnished with teriyaki 
sauce, seaweed, daikon radish and 
miso sauce.

In the heart of False Creek, the 
vibrancy of Granville Island unveils 
a colourful artistic community filled 
with waterfront restaurants, theatres, 
galleries, studios, unique shops and 
quaint cafes.

Granville Island Hotel is Vancou-
ver’s best-kept secret, with luxurious 
accommodations and an unparalleled 
ambience nestled along the banks of 
False Creek. The 82-room boutique 
hotel overlooks the waterfront and 
beautiful downtown Vancouver, of-
fering guests a one-of-a-kind experi-
ence immersed in the unique sur-
roundings of Granville Island’s local 
art, delectable cuisine and colourful 
performing arts.

The Granville Island Hotel of-
fers five newly renovated banquet/
meeting rooms, all featuring nat-
ural lighting, opening windows and 
complimentary high-speed wireless 
Internet. Proud of its reputation as 
Vancouver’s small-meetings special-
ist, Granville Island Hotel can accom-
modate functions for up to 100 at-
tendees, with the added luxury of an 
elegant, 12-person executive board-
room, for more intimate gatherings.

Vancouver is surrounded by several 
beautiful communities, including the 
multicultural city of Richmond and 
the North Shore playground featuring 
Grouse Mountain.

Just 15 minutes from downtown 
Vancouver, Grouse Mountain is re-
nowned as the region’s consummate 
mountaintop host. A Skyride ascent 
to 3,700 ft. above sea level offers 
panoramic views of the Burrard Inlet. 
Grouse Mountain’s mountaintop cha-
let is capable of accommodating 535 
guests for plated dinners, featuring 
contemporary West Coast cuisine, or 
up to 795 for cocktail receptions.

Other venues include the cultural 
and culinary experience of the híwus 
Feasthouse, an authentic Pacific 
Northwest Longhouse of the Squa-
mish First Nations, which embodies 
their traditional way of life.

A plethora of seasonal activities 
awaits on Grouse Mountain, including 
“The Eye of the Wind,” the world’s 
only wind turbine featuring a publicly-
accessible view pod with 360-degree 
views. From snowshoeing, skating 

Your corporate retreat in 
the heart of Vancouver

• Small meeting specialists
• Experienced Catering

• Natural light 
& Outdoor access

• Intimate surroundings
for private meetings

Let us work with you to build 
the most eff ective & stress free 

gathering possible. 
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 Complimentary wireless in all 
      guestrooms and meeting space

 Natural light in all function space

 Simplified meeting planning with 
      genuine care and attention to detail

 Flexible dining options with outdoor space

1128 West Georgia Street, Vancouver
(604) 661-3361

www.shangri-la.com/vancouver

Five Diamond Service 
Has Never Been 
This Easy

and skiing in the winter, to ziplin-
ing, hiking and exploring the wildlife 
sanctuary in the summer, Grouse 
Mountain offers visitors a refi ned take 
on the untamed.

There are many reasons to meet in 
Richmond, beginning with the city’s 
exquisite collection of urban amen-
ities, including fi ne dining, shopping, 
museums, galleries and theatres, 
complemented by scenic seaside 
trails and mountains. Adventure-
seeking delegates can book a whale-
watching adventure, rent a bike and 
tour the waterfront or scale a 40-ft. 
indoor climbing wall.

Richmond offers all the right ingredi-
ents to ensure a successful meeting, 
including 27 brand-name hotels, an 
array of diverse meeting spaces, a 
plethora of indoor and outdoor venues 
and unique local attractions. Meet-
ings in the growing, multicultural city 
also include value-added offers for 
both meeting planners and delegates 
alike, including savings of up to $2,013 
towards costs and group master folios 
for planners who book a meeting in 
Richmond by December 31, 2013. 
Value-added offers also apply to indi-
vidual delegates who book two nights 
at any participating hotel in Richmond 
before or after their meeting or event. 
Qualifi ed delegates will receive a free 

Valley, where wineries produce 
everything from fruit- and berry-
based vintages to traditional grape 
wines. The fertile region is the beat-
ing heart of abundant agricultural 
production, from fresh produce and 
hazelnut orchards to a community of 
local honey producers.

The Fraser Valley is home to cities 
like Chilliwack, Langley and Abbots-
ford, with the latter being serviced 
by air transportation from most major 
Canadian cities. Abbotsford is also 
home to the Tradex Exhibition Centre, 
offering 120,000 sq. ft. of column-free 
exhibition space.

Inspirational natural surroundings 
offer plenty of team-building oppor-
tunities, capitalizing on the region’s 
pristine waters and fertile lands. Cir-
cle Farm Tours are a gateway to the 
region’s specialty farm-gate vendors, 
open-air markets, heritage sites and 
quaint eateries, providing self-guided 
tours of the area’s farming heritage.

Vancouver Attractions Access Pass 
valued at over $200, providing free 
admission to 11 of Metro Vancouver’s 
top attractions.

Also located just minutes from 
Vancouver International Airport via 
the Canada Line, and just 20 minutes 
from the downtown core, River Rock 
Casino Resort offers event planners a 
one-stop shop of functional meeting 
space, luxurious accommodations and 
an abundance of world-class entertain-
ment. The AAA Four-Diamond property 
features more than 19,000 sq. ft. of 
state-of-the-art meeting space, includ-
ing a modern conference centre over-
looking an adjacent marina. Backed by 
a dedicated team of event-planning 
professionals, River Rock Casino 
Resort can accommodate catered 
functions for up to 1,000 guests.

MIGHTY FRASER COUNTRY
Wine Country beckons from the 
heart of British Columbia’s Fraser 
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SEA TO SKY COUNTRY
No other destination better embodies 
the concept of a four-season destina-
tion than the world-renowned resort 
town of Whistler, offering everything 
from championship golf, hiking, biking 
and fishing in summer to world-class 
skiing and snowboarding in the win-
ter months. Whistler embodies the 
essence of a true mountain resort, 
from luxurious accommodations and 
fine international cuisine to designer 
shopping outlets and a plethora of 
healthy outdoor activities.

Mountain meetings are the house 
specialty at the Whistler Conference 
Centre, offering 65,000 sq. ft. of flex-
ible space and catering services for 
a wide variety of events. The Squa-
mish Lil’wat Cultural Centre provides 
a unique cultural experience in an 
atmosphere marked by authentic 
indigenous art and mountain views 
from the facility. The centre’s Great 
Hall can accommodate up to 270 guests for banquets, or up to 500 for 

cocktail receptions.
Team-building options are numer-

ous in Sea to Sky Country and include 
the new alpine runs at the Whistler 
Mountain Bike Park. The new Top 
of the World alpine trail expands 
the park’s vertical offering to almost 
5,000 ft. of exhilaration, featuring 
some of the world’s best riding in a 
panoramic mountain setting. If your 
idea of thrill-seeking involves less 
risk, Whistler Blackcomb’s PEAK 2 
PEAK Alpine Experience provides 
360-degree views of the region’s sur-
rounding peaks from the comfort and 
safety of an enclosed gondola. At the 
end of any Sea to Sky Country adven-
ture, delegates can keep the winter 
theme alive in the chilly confines of 
the Bearfoot Bistro’s Belvedere Ice 
Room, the world’s coldest vodka 
tasting room and the only permanent 
sub-zero vodka room in Canada.  
Canada Goose parkas are provided  
to guests who can choose from  
more than 50 vodkas from across  
the globe.

Free WiFi  •  Hotel  •  Show Theatre  •  Spa  •  Restaurants  •  Lounges  •  Pool  •  Free Parking

River Rock Casino Resort is a AAA Four Diamond full service meeting place 
destination in Western Canada located just 5 minutes from Vancouver Airport 

   • Featuring over 19,000 sq. ft, of state-of-the-art meeting & conference space
   • 396 rooms across an all-suite hotel and adjourning boutique hotel
   • Can cater for functions from 10 to 1,000 attendees

Give your audience a compelling place to stay and play. With everything
River Rock has to offer, your group may never want to leave.

8811 River Road  •  Richmond  •  BC
Tel 604.247.8911  •  T/F 1.866.748.3718
sales@riverrock.com  •  riverrock.com

Book a Group of 20 room or more room nights and receive a complimentary
River Rock Après-Meeting Cocktail Reception at the resort.

Quote ‘ROCK YOUR MEETING’ when booking.

SPECIAL OFFER!

*Conditions apply. Valid for Groups that stay at River Rock from February 1st 
to May 1st 2013. Groups must be confirmed with the hotel by April 1st 2013.
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SUNSHINE COAST
Complementing the beauty and 
majesty of Whistler’s snowy peaks, 
British Columbia’s Sunshine Coast is 
best served with a healthy dose of 
summer sunshine. Whether hiking 
through the coastal rainforest or 
kayaking through the region’s  
narrow inlets, the area is a gate-
way to the beauty and serenity of 
coastal life.

Although quaint B&Bs capture the 
essence of the Sunshine Coast, the 
area’s diverse portfolio of accom-
modations includes the West Coast 
Wilderness Lodge, a 20-room resort 
located along the Sunshine Coast 
Trail. The resort is ideal for corporate 
retreats, with team-building programs 
that include kayak tours, wildlife view-
ing and hiking along the banks  
of the fastest saltwater rapids in 
North America.

Terracentric Coastal Adventures 

unveil some of the Sunshine Coast’s 
greatest treasures, journeying 
northward along the Strait of Georgia 
for zodiac and kayak tours of Desola-
tion Sound. Other Terracentric tours 
include a journey of discovery through 
the Ragged Islands, with views of 
nearby ‘Major Rock’ and its rocky 
cliffs and shoreline. Landlubbers 
might prefer a tour of Townsite Brew-
ing Inc., a micro-brewery located in 
historic Powell River, which features 
several unique brews.

Collectively, the Vancouver, Coast 
& Mountains Region offers some-
thing for every imaginable agenda and 
budget. Combining urban refinement 
with pristine wilderness adventures, 
Vancouver, Coast & Mountains goes 
above and beyond the traditional 
MICE experience to offer delegates 
the very best of both. For more infor-
mation for planning your next event, 
visit www.vcmbc.com. • Photo: Bob Young

Photo: Bob Young
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1. The breakfast of champions: a pancake 
kit featuring mixing bowl, heart-shaped 
pancake mold, gourmet pancake mix, 
chocolate chips, tea towel and maple 
syrup. $62.95. plumgiftco.com
 
2. Ripe apricots are simmered in sugar 
syrup for three days to preserve their 
natural sweetness, then slowly dried to 
concentrate their fl avor. $61 USD. 
williams-sonoma.com

3. Enjoy a drink with literature’s best. 
Water-resistant coaster set features 
graphic prints from classic novels like 
Lolita, Brave New World, On the Road 
and more. $25. drakegeneralstore.ca

 4. Chelsea belt buckle is handmade from 
fi ne pewter and plated in 14 kt. gold. Pick 
the buckle and select the leather belt to go 
with it. $44. foxyoriginals.com

5. A tin full of charade ideas. Players 
choose a stick and act out the mystery 
phrase for their team. Good, clean fun 
for everyone. $12 USD. 
restorationhardware.com

6. Stash your ‘eyes’ in style, in a contact-
lens holder modelled after Tom Cruise’s 
sunglasses in Risky Business. Available in 
white or black. For daily or travel use. $8. 
drakegeneralstore.ca

7. Add water to the Mushroom Garden—
whose soil is 100-per-cent recycled co� ee 
grounds—and in about 10 days, oyster 
mushrooms will sprout. $19.99. 
amazon.com

8. Everyone loves Scrabble. Now, that clas-
sic board game provides the theme for a 
set of snazzy magnetic tiles that will jazz 
up any fridge. $15. drakegeneralstore.ca

“Best dried apricots 
we’ve ever tasted! 
Plump, tender, bursting 
with intense fl avour and 
not excessively sweet, 
this fruit takes 
the cake.”
—The M+IT team.

cool gifts
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1. Dream Water helps travellers sleep while on the road. 2.5 oz. TSA-approved bottle. Snoozeberry, Lullaby Lemon, Pineapple PM. 
$2.99 USD. Sold at over 1,000 U.S. airport retailers. 2. Hairbrush folds up to a compact size. Spring-loaded handle and round-tipped 
bristles with just the right sti� ness. Features a handy mirror, too. $9.50 USD. magellans.com 3. Looxcie HD is a wearable, point-of-view 
camera that enables users to record, live-stream and share video via social media, while remaining on-the-go. $329.99 USD. looxcie.com 
4. KeepCup Carry holds four co� ee cups, along with all the other things (lunch, for instance) needed when travelling. Available in three 
colours. Change pocket, too. Reversible/washable. $18. eightounceco� ee.ca 5. Made with responsibly sourced, non-toxic, vegetable-
tanned leather, the Bellroy travel wallet features a dedicated passport sleeve and separate compartments for key travel papers. $119.95 
USD. bellroy.com 6. Carry your medication and water together with this 455 ml. drinking bottle and three-compartment pillbox housed 
in the screw-on lid. Made of durable, BPA-free plastic. $14.99 USD. fab.com 7. Gorillapod Focus tripod supports 11.1 lbs and enables 
photographers to pan, tilt and rotate camera. $149.99 USD. Canadian retailers listed on daymen.ca. Order online at joby.com 
8. Tea kettle boils water quickly on either 110V or 220V voltage setting. Compact (3.6 inches x 5.9 inches x 6.7 inches). Comes with 
two cups. Capacity: 13 oz. $39. jet-setter.ca

Clever design! 
Accommodates 
business cards; tickets 
and boarding passes 
fold without creasing. 
The micro travel pen, 
for fi lling out customs 
forms, is genius.
—Don Doulo� , M+IT.

AS I SEE ITAS I SEE ITtravel gear
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Sales of this beautifully beaded, turquoise and wood bracelet 
help women and girls, in Thailand and areas throughout the world, 
escape exploitation and abuse. $50. worldvision.ca/gifts

Members of deVah quartet play high-energy music on electrifi ed 
string instruments (violin, cello and two fi ve-string hybrids), along 
with guest drums. Location and type/length of performance 
dictate price. devahquartet.com

Briefcase converts into a 14-inch by 15-inch lectern 
and battery powered PA system with 20-watt amp 
and dual, 4-inch speakers. Two microphones: 
Handheld condenser and ¾-inch lavaliere clip-on. 
$349.95. hammacher.com

Help children express themselves through art and music. Gift pro-
vides musical instruments, art supplies and more, to develop their 
creative skills. $50. worldvision.ca

Headlining their own show in Branson, 
Mo., since 2006, the ‘Liverpool Legends’ 
Beatles cover band is available for events 
in Canada and the U.S. $10,000, plus travel 
costs. liverpoollegends.com

Gourmet Beverage Company 
provides a wide assortment 
of teas, co� ees, hot choco-
late, smoothies and baked 
goods, along with professional 
baristas and commercial-grade 
equipment. Chocolate foun-
tains, too. gobevco.com

Duelling-piano show features musicians playing songs from the 70s, 
80s, 90s and today. U.S. events only, at 13 dedicated locations and 
one cruise ship (mobile version, for o� -site). howlatthemoon.com

hot ideas
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MEET IN
What makes an energetic AWE-inclusive meeting?
 
It’s discovering a place that has all the modern technology your group needs, 
located in a beautiful tropical resort. Where you can connect to your clients 
with free wireless Internet and even long distance calls to Canada and the 
continental U.S., while disconnecting from the world with our comforting 
luxury amenities. Where anything is possible because everything from coffee 
breaks to banquets and function set-ups to breakout sessions are included 
under one value packaged rate, so you can unleash the true potential of your 
group.

Book your next meeting with us, and see why Palace Resorts is beyond
all-inclusive — it’s AWE-inclusive!

For more information, contact your travel professional or Palace Resorts.
289.521.3233 | PalaceDifference.com
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Palace Resorts is a meeting planner’s dream. There’s no 
need to worry about surprise costs, because our flat-rate, 
all-inclusive meeting packages cover every aspect of what 

a successful meeting needs. From coffee breaks to banquets, 
function set-ups to breakout sessions, food, beverage, snacks and 
more, it’s all covered. And since it’s all-inclusive, both you and your 
group can relax and focus on enjoying our properties.

Rates include accommodations, taxes, gratuities, meals and 
snacks—whether from our restaurant or a private event meeting 
space—wireless Internet access, non-motorized watersports and 
nightly entertainment.

Choose from six beautiful Palace Resorts properties in Mexico, 
each with a vibrant personality of its own and plenty of first-rate 
activities. Plus, there’s Le Blanc Spa Resort, which features excel-
lent meeting packages, sophisticated venues and a luxurious, re-
laxing spa—with the same convenient, all-inclusive flat-rate pricing 
for meetings. Moreover, that property won the 2012 Condé Nast 
Traveler Readers’ Choice Award and currently boasts the AAA Five 
Diamond Award.

Whether you’re planning a meeting, event or an incentive 
getaway, the combination of professional-grade amenities and 
uncompromising customer service, at an all-inclusive price, make 
Palace Resorts and Le Blanc Spa Resort unbeatable choices.

On the technology side, we offer free wireless Internet and free 
long-distance calls to Canada, Mexico and the continental U.S., so 
your groups stay connected at all times. Additional services include 
a business centre offering computers, printers, fax machines, copi-

ers and scanners. Plus, 
each guestroom is fur-
nished with an electronic 
safe deposit box, perfect 
for storing your laptop and 
other valuables.

On top of that, 
budgeting is a snap, 

since our resorts are exempt from Mexico’s value-added tax. And 
our all-inclusive pricing makes things easy from an accounting 
and budgeting perspective, even if there are last-minute changes. 
Need to extend a session the day of the event or add a cocktail re-
ception? No problem. We’ve got it covered—there are no surprise 
costs just because things change on the spot.

Adding to your group’s pleasure is the fact that Palace Resorts 
properties are located in Mexico, whose warm climate and stun-
ning beaches are sure to please, whether you’re looking for team-
building, rewarding hard work, collaborating or all of the above.

In short, Palace Resorts will meet your group’s specialized needs, 
with regards to space, amenities, f&b and technology. You can 
count on the experts at Palace Resorts to make your meeting a suc-
cess. With six stellar oceanfront resorts, our meeting professionals 
approach every event, large or small, with the same level of dedica-
tion and professionalism, delivering the comfort level you deserve.

SPECIAL ADVERTISING SECTION

A PlAnner’s dreAm
Palace resorts has all the bases covered

ContaCt Info:

Website: www.palacedifference.com
Phone number: 289.521.3233 
Contact name: Juan Carlos Calderon, 
Corporate Director of Sales
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ALL WORK. ALL PLAY. ALL INCLUDED.

allinclusivemeetings.com
facebook.com/allinclusivemeetings . twitter.com/aimeetings

Restrictions apply and subject to change. ©2012 Hard Rock International (USA), Inc. All rights reserved.

an all-inclusive experience

coming soon: riviera maya
cancun . vallarta

GIVE YOUR MEETING THE TRUE ROCK STAR TREATMENT.
There’s no such thing as an ordinary meeting at the new all-inclusive Hard Rock Hotels in Mexico.

With more perks than any backstage pass, the Hard Rock Hotel brings the awesome to your accommodations, and 
brings your meeting into the spotlight. And yeah, it’s all included.

For more information on our new properties and all-inclusive meetings,
call Gina Tsirmpas, Director of Sales, Meetings & Incentives - Canada

at 647-328-0481 or gtsirmpas@hrhaic.com

• • Legendary meeting facilities, banquets,
•    receptions, and coffee breaks
• • Complimentary phone calls to the
•    continental US & Canada
• • Free wireless Internet access
• • Private functions

• 

• • Top-shelf drinks
• • Inspired cuisine
• • 24-hour room service
• • Daily activities
• • World-class accommodations
• • Paradise, and then some
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A t the Hard Rock Hotel Cancun, guests are immediately 
transported into the edgy, rock-star vibe featuring a  
signature “Welcome to the Jungle” theme. The larger- 

than-life, guitar-shaped driveway provides the ultimate VIP 
entrance, followed by the lobby’s neon-lit glass staircase, sheer 
metallic curtains and dramatic lighting, to enhance the one-of- 
a-kind Rock Star memorabilia on display – from Elvis to Madonna, 
Paul McCartney to Shakira, and more!

U LT I M AT E  H O T  S P O T
With more than 600 guestrooms, five restaurants, five bars and 
45,000 sq. ft. of meeting and event space, all with unsurpassed 
services, Hard Rock Hotel Cancun is the ultimate hot spot, lending 
itself to limitless choices for meetings, breaks, private events and 
plated or buffet-style meals.  

All-inclusive amenities include luxury accommodations, in-room 
double Jacuzzis, fine dining, top-shelf drinks, 24-hour room ser-
vice and live entertainment. The 12-storey beachfront hotel boasts 
601 guestrooms, including ocean or lagoon views and balcon-
ies to enjoy the cool tropical breezes. Guests relax at expansive 
infinity pools; three Jacuzzis, including two on the raised infinity 

terrace; or at the signature 
Rock Spa®, where Zen meets 
Zeppelin at the six outdoor, 
palapa-style massage rooms. 
Active guests enjoy an array of 
all-inclusive amenities, such as 
a fully equipped Body Rock® 
fitness centre, sporting games 
and nightly entertainment at the 
outdoor amphitheatre. Dining 
delights include five acclaimed 
international restaurants and five 
bars and lounges.

H A R D  R O C K  P R O P E R T I E S
For the brand that is shifting the sands of the all-inclusive resort 
experience, August, 2012, marked the official re-flagging of Can-
cun Palace and Vallarta Palace to Mexico’s first Hard Rock Hotels 
property, blending luxurious style and substance with Hard Rock’s 
spirit of rock ’n’ roll. These ultimate all-inclusive hotels join Hard 
Rock Hotel & Casino Punta Cana in the Dominican Republic as the 
only all-inclusive Hard Rock Hotels in the world. Additionally, the 
All-Inclusive Collection will debut one more all-inclusive Hard Rock 
Hotel, when its Aventura Palace is soon rebranded to Hard Rock 
Hotel Riviera Maya.

In their own words, a few Canadian MICE professionals, 
fresh from a FAM to Hard Rock Hotel Cancun, in December, 
2012, enthusiastically offered …

For the group market, the resort provides key  
ingredients: superb beach location; luxurious  
accommodation; unmatched lively atmosphere that 
can be experienced only at a Hard Rock; and an 
abundance of meeting and function space in relation 
to the size of the resort.
Steve Koth, Sales Director, Event Simple

You automatically feel the vibe of rock ’n’ roll and  
you suddenly feel special, surrounded by all those  
nice pieces that belonged to Elvis, KISS, Red Hot  
Chili Peppers!
Veronique Barbin, Vision 2000 Travel Group

The conference facilities are a breath of fresh air –  
the artifacts inject a sense of play, and this can only 
lend itself to engaged and positive participants!
Lisa Callaghan, CMP, CWT Meetings & Events

SPECIAL ADVERTISING SECTION

HArd rock Hotel cAncun 
All-inclusive collection

calling all would-be rock stars!
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78 M E E T I N G S C A N A D A . C O M

Tourism Toronto
Holiday Celebration

CSAE Trillium 
Holiday Dinner

PCMA AGM
MPI Ottawa 
Holiday Gala

LEFT TO RIGHT: 1. Edan Kaufman and Matt Roy, Solepower Productions. 2. Albert Peres, St. George Street Communication Company; 
Warren Liebmann, Warren Liebmann Photography. 3. Denise Jones, Jones & Jones Productions; Angela Jordan and Sarah Turner, CTM 
Media Group. 4. Cori-Ann Canuel, M+IT; Dennis Turpin, Ottawa Convention Centre; Jennifer Holly, Travel Alberta; Jacques Drury, Ottawa 
Convention Centre; Theresa Gatto, CMP, Ottawa Tourism. 5. Danielle Russell, Base Consulting and Management Inc.; Bonnie Wasser, 
Inukshuk Management; Sandra Moniz, CMP, Meetings & Conventions Calgary. 6. Karen McKeogh, Jackie Lovell-Santos and Jannet Gibson, 
Metro Toronto Convention Centre. 7. Vesi Georgaras, BOMA Ottawa; Cori-Ann Canuel, M+IT; Peg Gallison, BOMA Ottawa; Andrea Fernandes, 
Canadian Museum of Nature; Valerie St. Jean, Imagitheque; Carol Morissette, Delta Ottawa City Centre.
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79M E E T I N G S C A N A D A . C O M

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

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

NEW, larger-format 

2012–2013

Search the Buyers’ Guide online at

LEFT TO RIGHT: 1. Meghan Nelson and Tami Adams, Speakers’ Spotlight; Robin Paisley, M+IT, Rosa Andemariam, Speakers’ Spotlight. 2. Adam 
van Koeverden, speaker and Olympic medalist; Bruce Philp, speaker and brand strategist; Robin Paisley, M+IT. 3. Alan Patterson, Mendelssohn 
Event Logistics; Eleni Papakonstantinou, Metro Toronto Convention Centre.

CAEM Holiday Luncheon
Speakers’ Spotlight 
Holiday Party
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80 M E E T I N G S C A N A D A . C O M

MPI Toronto Chapter 
Holiday Gala

Site Canada 
Holiday Social 

Hit the City

LEFT TO RIGHT: 1. Ilona Khoyker, Retail Council of Canada; Trevor Lui, International Centre; Michelle Ribout, Retail Council of Canada. 2. Ron 
Guitar, MPI; Krista Cameron, Destination St. John’s. 3. Christine Otsuka, M+IT; Mariella Iravarren, JPdL; Shannan Scott, Meridican Incentive 
Consultants. 4. Nicola Kastner, CMP, CMM, Convergence Event Marketing; Judy Healy, Ryerson University; Pam Graham, Congress Canada; 
Cathy O’Connor, Carlson Rezidor Hotel Group. 5. Melaya Horsten, MCC Moore Carlyle Consulting; Amina Hassan, Sheraton Toronto Airport 
Hotel & Conference Center. 6. Natalie Lowe, Celebrate Niagara; Yola Marshall, InterContinental Toronto Centre Hotel; Debbie Smith, Tourism 
Toronto. 7. Nicole Chuchmach and Alister Mathieson, Humber College.
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Done Deal.

Taking care of Meetings.

225 Front Street West at Simcoe, Toronto Canada

To book your next meeting call:  416-597-8170

or email:  salestorontocentre@ihg.com or www.ictc.ca

An unmatched reputation for quality and 

service in the heart of Canada’s business 

and financial capital.

The InterContinental Toronto Centre is 

where smart meetings happen.
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82 M E E T I N G S C A N A D A . C O M

 During conferences, organizers are using select areas of their  

 venues to test-drive new ideas by setting up meeting labs, where 

 attendees can try out innovative room confi gurations, creative programming 

 ideas, etc. Attendees then provide valuable feedback, so organizers 

Meeting
Laboratories

PH
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k

 can improve upcoming conferences, enhancing the attendee experience and 

 adding value. In other words, better meetings through science. 
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www.
convention.
qc.ca/en/
expansion-
project
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