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“I have had to visit the local pharmacy,  
hotel gift shop and/or the front desk,  

more times than I care to remember, as a 
result of forgetting to pack one of the most 

important items of all – the toothbrush!”

✔❑
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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
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We asked everyone this month: 
What one item do you  

forget to pack?
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“I’m usually too organized to forget 
anything – I do omit things last-
minute, but usually because they 

don’t fit in the suitcase.”

“My hairbrush – it drives me crazy! 
I put a big sign on my suitcase now, 

so I won’t forget.”

“I’m a fairly meticulous packer, so I 
usually take everything I need.”

“Socks.”

“Nothing, I always pack  
way too much!”

“Pajamas!!!”

“Shaver.”

“Batteries.”
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contributors

“Despite how many times this 
has happened to me, I somehow 
continue to forget to pack my 
pajamas! Perhaps I spend too 
much time selecting my 
daily outfi ts.”

Contact Shannan at: 
sscott@meridican.com

“Socks. I tend to focus so much 
on the big picture, I forget the 
seemingly unimportant small 
items. Have you ever worn white 
athletic socks or gone sockless 
with a blue suit? I have!”

Contact Scott at:
scott.kress@summittraining.com

“A nightlight! Every time I go 
to bed on my fi rst night in a 
new hotel, I think how useful it 
would be to have one, so I don’t 
end up making the inevitable 
walk into a wall in the middle 
of the night.”

Contact Nicola at:
convergenceevents.ca

“A coat to wear when we arrive 
back at the snowed-in Toronto 
airport from somewhere south.”

Contact Patrick at:
pjmcgovern@bladebranding.com

shannan scott
Finding The Right Fit

scott kress
Trends in Team-Building

nicola kastner, cMP, cMM
Cultivate a Strategic Skillset

Patrick McgoVern
The Brand is the Destination
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It’s that time of year again: our Market Re-
port issue, where we interpret the results 
of our comprehensive survey that, annu-
ally, takes the pulse of our industry.

This year’s survey turned up some in-
teresting tidbits, for instance, about where 
Canadian groups are targeting their meet-
ings and incentive-travel programs (the 
results might surprise you). There are also 
some encouraging stats about 2012 actual 
(versus forecast) meeting spend and size.

This is the 17th Market Report we’ve pub-
lished, and ours remains the only bench-
marking survey for the Canadian MICE mar-
ket. It’s invaluable to take stock, once a year, 
to refl ect, collectively, on who we are; where 
we’re at; and where we’re going.

Not surprisingly, as the survey revealed, 
planners continue, increasingly, to em-
brace technology, as they become familiar 
with the available tools and realize how 
these tools can help them produce better 
meetings and events.

So where do YOU fi t into that equation? 
Are you embracing social media, fully or at 
all? If so, how are social media improving 
your work processes? A whole world of im-
proved e�  ciencies awaits.

As part of that increased e�  ciency, so-
cial media make it much easier and quicker 
to brand your business, and Branding Mat-
ters, the column we introduced in our Feb-
ruary.March issue, brings key insight into 
the fundamentals of this complex, essen-
tial part of doing business.

Social media were well covered in the 
education sessions at the CanSPEP confer-
ence, which unfolded Feb. 28 to March 2, in 
Fredericton, N.B.

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.

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

MARKET FORCES

COMING NEXT ISSUE

STAY IN THE KNOW

In one session, Andy Ebon, of EBS Vir-
tual Communications, outlined how to 
build a focused social-media strategy by 
understanding the latest changes in the 
top social-media platforms and how to re-
focus their e� orts on the three or four that 
best serve planners’ business needs.

In another session, Colette Robicheau, 
president of Organize Anything, outlined 11 
LinkedIn ways planners can leverage their 
infl uence to increase revenue. 

CanSPEP is, by far, my favourite confer-
ence of the year. I love its energy and its in-
timacy (this year, 115 delegates attended), 
which opens the door for plenty of top-
notch networking.

No social media required. 

Our annual salary survey, culled from 
our Market Report data. Who makes 
what? How does your paycheque com-
pare to industry standards? Find the 
answers to these questions, and more.

AS I SEE ITAS I SEE IT
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PCMA CONVENING 
LEADERS 2013

The Professional Convention Manage-
ment Association (PCMA) proved that 
last year’s record attendance was no 
fl uke, matching the number of atten-
dees in 2013—a whopping 3,751 from 
22 countries. 

The theme, “The Experience Mat-
ters,” rang true for this year’s confer-
ence, held Jan. 13-16, in Orlando, Fla. 
The meeting began with a fabulous 
opening reception at Sea World, in 
true Orlando style. 

During the day, meeting professionals were given the chance 
to experience unconventional room sets, including a four-cor-
nered lunch setup sponsored by Tourism Montreal that allowed 
delegates to choose from four menus, transforming a standard 
convention centre lunch into a more intimate environment. At the 
luncheon, some of our own Canadian meeting professionals were 
honoured with awards: Madeleine Bart received the 2012 Emer-
ging Leader Award; Heidi Welker received the 2012 Outstanding 
Service to a Chapter Award and the Vancouver Convention Centre 
received the 2012 Spirit Award. 

As always, PCMA delivered opportunities for meeting profes-
sionals to be inspired by professional speakers, industry experts 
and each other, which allowed buyers and suppliers to earn an esti-
mated 17,000 clock hours. 

This year, we saw Convening Leaders’ fi rst-ever mobile game, 
which was played by more than 750 participants, three of whom 
earned complimentary registration for next year’s annual meeting. 

More than 1,500 attended Party With a Purpose, PCMA’s fund-
raising event, and danced the night away at the Hard Rock Live 
Orlando! to the popular cover band the Spazmatics, decked out in 
nerdy attire. And in another fundraising e� ort, more than $3,037 
in donations and 290 lbs of school supplies were collected in sup-
port of the PCMA Network for the Needy Donation Drive, for A Gift 
for Teaching (AGFT). 

The event culminated in a closing reception at Universal Stu-
dios, where attendees were treated to every child’s dream—free 
rein of a movie-themed amusement park. The 2014 edition of 
PCMA Convening Leaders will be held Jan. 12-15, at the Hynes Con-
vention Center, in Boston. —CHRISTINE OTSUKA

MPI OTTAWA CHARITY AUCTION
Every year following the CSAE Tête-à-Tête trade show, the Ottawa 
Chapter of Meeting Professionals International (MPI) hosts its Annual 
Charity Auction and Dinner. This year, on Jan. 31, the event, held at 
the Ottawa Convention Centre, drew close to 700 meeting, event and 
tourism professionals from across Canada. Together, MPI was able to 
raise $31,025 to provide nutritious meals to over 11,300 hungry chil-
dren and youth in 148 schools across Ottawa, through the Ottawa 
Network for Education (ONFE) School Breakfast Program. 

The evening was highly entertaining thanks to auctioneer Ryan 
Watson of Raising the Bid and the many event sponsors who each 
contributed something unique, whether it was a personal story, 
shared by Scott Ventresca, Tourism Toronto, of how local charity 
organizations can help someone become the person they are to-
day; an impromptu singing performance by Brent Beatty, Edmon-
ton Tourism; an appearance from one of Canada’s sweethearts, 
Allan Hawco, aka Jake Doyle, of the CBC television drama Repub-
lic of Doyle, compliments of Destination St. John’s; the delicious 
dessert, Saskatoon berry cheesecake (yum), provided by Tourism 
Saskatoon; or an item for the silent auction. 

As my grandmother says, “many hands make light work” and 
this year’s event is another perfect example of the amazing things 
that happen when our industry comes together with one cause in 
mind—helping those in need!  —CORI-ANN CANUEL

CSAE WINTER SUMMIT
This year’s CSAE Trillium Chapter Winter Summit is one that 
those of us in attendance won’t soon forget. It will be forever re-
ferred to as “the year we were all snowed in at the Marriott Gate-
way in Niagara Falls!” 

The third annual conference took place over two days, Feb. 
7-8, however, thanks to ‘Snowmageddon,’ the hotel extended its 
fantastic rate for Friday evening to the 160 delegates, so that we 
could stay warm and cozy until the storm passed. In just under 16 
hours, the summit packed in a ton of sessions, networking events 
and activities, with three keynote speakers, nine concurrent ses-
sions, a pre-conference workshop, cocktail reception at Scotia-
bank Convention Centre and an outing to the TD Rink by the Brink, 
where delegates enjoyed hot chocolate, skating and the fabulous 
Niagara Falls and early morning yoga session the next morning. 

The summit o� ered something for everyone: top-notch speak-
ers presenting on a variety of topics, from power negotiating to 
rethinking non-dues revenue, to starting over and everything in 
between. Without a doubt, each and every delegate left with at 
least a handful of useful tips and tools that they will be able to 
use to help them reach their organization’s goals, as well as their 
personal goals. 

If you missed the Winter Summit, the chapter also holds a 
Summer Summit. This year, it will be held at Nottawasaga Resort, 
on June 7. Mark your calendars and don’t wait to register, as this 
one sells out quickly! —CORI-ANN CANUEL

SKYLINE Choose Your Adventure!
For your next meeting would you like?

orSPA Dog-Sledding
Turn to page 37Turn to page 36
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event spotlight

CAEM – Canadian Association of Exposition Management, CSAE – Canadian Society of Association Executives, 

ISES – International Special Events Society, MPI – Meeting Professionals International, Site – Society of Incentive 

& Travel Executives 

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

ADDITIONAL INDUSTRY EVENTS:
APRIL

 + 8 The Canada Not-for-Profi t Corpora-
tions Act Workshop, CSAE, 
Hyatt Regency Toronto.

 + 9 The Canada Not-for-Profi t Corpora-
tions Act Workshop, CSAE, 
Sheraton Ottawa.

 + 10 Site 40th Anniversary Event, 
Location TBA.

 + 16 CEM Course: Finance Budgeting 
and Contracts, CAEM, The International 
Centre, Toronto.

 + 17 CEM Course: Event Marketing, 
CAEM, The International Centre, 
Toronto.

 + 17 Revitalize and Re-Energize Your 
Brand, ISES Toronto Chapter, Palais 
Royale.

 + 21 ACTE Global Education 
Conference,  New York. 

MAY
 + 14 Roundtable Discussion with Industry 
Experts, MPI Atlantic Chapter, 
Nova Scotia.

 + 15 May Chapter Meeting, Site Canada, 
Elmwood Spa, Toronto.

 + 16 Tech “Trendz” Day, CAEM.
 + 21-23 IMEX America, Frankfurt.

apr i l
GMIC Sustainable Meetings 
Conference 2013

The Green Meeting Industry Council’s 
Sustainable Meetings Conference, now 
in its eighth year, promises to spark your 
imagination this April in Chicago at Mc-
Cormick Place. Join seasoned profession-
als and newcomers and fi nd out what’s 
happening right now in sustainability, as 
well as what impact sustainability has on 
delivering business value throughout the 
event supply chain. Eric Ryan, co-founder 
of the Method brand of eco-friendly (and 
stylishlly designed) cleaning products 
and Chuck Templeton of Impact Engine, 
a venture accelerator that helps for-profi t 
companies address environmental challen-
ges will deliver the keynote presentations. 
sustainablemeetingsconference.com

Keep on top of professional develop-
ment and networking opportunities 
in the business events community.

National Meetings Industry Day
Celebrate your industry with 

members from the Canadian Chapters 
of MPI. Each chapter will host a separate 
event o� ering educational and networking 
activities that focus on the signifi cance of 
the Canadian meeting industry and the 
value of meetings to the broader busi-
ness community. In addition, each chapter 
recognizes one person or organization in 
their community who has made a di� er-
ence to the meetings industry, but may not 
be actively involved in it. The awards will 
be announced nationally and presented at 
the NMID session. Below is a list of NMID 
events across the country. nmid.ca
MPI Toronto Chapter: Metro Toronto Con-
vention Centre, South Building.
MPI Ottawa Chapter: The Recreation As-
sociation of the Public Service of Canada.
MPI Montreal Chapter: Location TBA.
MPI Atlantic Chapter: World Trade & Con-
vention Centre, Halifax.
MPI BC Chapter: Vancouver Convention 
Centre.
MPI Greater Calgary Chapter: BMO Cen-
tre—Boyce Theatre, Calgary.
MPI Greater Edmonton Chapter: Shaw 
Conference Centre, Hall D, Edmonton.
MPI Manitoba Chapter: Location TBA.

wrap-ups

CA NADA HOSTED BUYER 
SHOW (HBS)
This year marked the fi rst annual Canada Hosted Buyer Show 
(HBS). On Feb. 10, buyers from around the globe, some from as 
far away as India, made their way to Canada’s oldest established 
city, Quebec City, by plane, train and automobile, despite the 
snow, delays and cancellations.

Sunday evening’s opening reception at the Quebec City Con-
vention Centre was the fi rst taste of Canadian hospitality the dele-
gates received. They were treated to local cuisine, a fl ash mob 
by a local dance troupe and, to top it all o� , a surprise guest ap-
pearance by Bonhomme Carnaval, the mascot of Quebec Winter 
Carnival and a true Canadian icon!

Over the course of the two-day event, planners met one-on-one 
with potential suppliers, took in a city tour and visited the regional 

exhibit mall and educational labs. On Monday evening, Quebec City 
CVB hosted a VIP cocktail reception at Musée national des beaux-
arts du Québec, a unique and intimate venue, where guests were 
entertained by the musical skills and humour of Grammy nomin-
ated La Famille Painchaud and closed the show on Tuesday evening 
with a wine tasting event in the heart of the Quebec Carnaval, at 
the SAQ Bistro, on the Plains of Abraham, hosted by MPI Montreal 
and Quebec.

Show organizer François Lanouette says, “We are thrilled to 
have organized the fi rst edition of HBS. This event is the fi rst of 
its kind to promote Canada, both at home and abroad, to attract 
more MICE business to our destinations and suppliers, and espe-
cially from international markets. We are excited about Canada 
HBS 2014, which will be at the end of March in a soon-to-be-an-
nounced destination. We are looking to double its size next year 
and tweak the program to generate an even better ROI and excite-
ment for all participants!”
—CORI-ANN CANUEL
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AS I SEE ITAS I SEE IT
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Historic yet contemporary, traditional yet 
cutting-edge, wild yet cosmopolitan:  
England is a world-class destination for 
corporate meetings, incentive travel  
and congresses.

For cutting-edge congresses, 
think Manchester…
England’s great Northern metropolis is 
a hotbed of cultural activity and home 
to an abundance of venues, including 
the iconic Old Trafford stadium, home to 
Manchester United Football Club.

For incentive travel,  
it has to be Bath…
Two hours from London and Birmingham 
airports sits the UNESCO World Herit-
age city of Bath. A world-renowned oasis 
for well-being and relaxation, it’s famed 
for its luxury hotels, exquisite spas, fine 
dining and world-class shopping, all in a 
grand Georgian setting.

For corporate meetings,  
fly to Chester…
Half an hour from Manchester airport or 
two hours from London is the Roman city 
of Chester. It boasts an eclectic range 
of venues and features luxury hotels, 
a refurbished racecourse, a university 
campus and a zoo.

BALTIC Centre for  
Contemporary Art – Newcastle
This converted grain warehouse is New-
castleGateshead’s major international 
centre for contemporary art. Situated on 
the River Tyne, it offers various spaces 
for rent, including the River Terrace, 
featuring a private outdoor balcony ideal 
for business breakfasts, small-scale 
conferences and seminars, workshops 
and dinners. 
 
Brighton Dome – Brighton 
With three historic spaces under one 
roof—Concert Hall, Corn Exchange and 
Studio Theatre—Brighton Dome is one of 
the most versatile and stylish venues in 
the South.

Warwick Castle – Warwick 
Hold your conference or event at War-
wick Castle—just 30 minutes from 
Birmingham—and soak up drama and 
history dating back over 1,000 years. Sip 
champagne in the conservatory or let a 
fire-eater entertain guests on the lawn.  

Beyond the boardroom
Between meetings and conferences, 
explore some of England’s most iconic 

sights. With ancient Hadrian’s Wall 
straddling the north of England and the 
Eden Project, the world’s biggest indoor 
tropical rainforest, nestled in the south, 
England offers the ultimate mix of old 
and new. 

Take your pick from cultural hubs 
such as Liverpool; striking medieval cit-
ies like York; and countless castles. Dis-
cover the real Downton Abbey, with Brit 
Movie Tours at Highclere Castle (a.k.a. 
Downton Abbey) in Hampshire.

Getting to and around England 
Flying from the U.S. or Canada, Eng-
land offers seven international airports, 
with London, Manchester and Bir-
mingham serving all your direct-route 
needs. Throughout England, there are 
other international airports, serving Eur-
ope and further afield, putting any part of 
the country within easy reach.

There are also excellent train connec-
tions across the country, with two main 
lines from London. One connects London 
with York and Newcastle and the other 
services Birmingham, Manchester and 
the Lake District.

So much more to  
explore beyond London

VISIT ENGLAND
SPECIAL ADVERTISING SECTION
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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)

UPGRADE

FOOD

DESTINATION

“We are all employed in the meetings and 
incentive industry, but planners, hoteliers, 
caterers, speakers, entertainers and 
audiovisual professionals all face di� erent 
challenges and have di� erent goals. And 
although we all make our living from the 
same industry, we don’t really share any 
common objectives or strategies. Without a 
collective focus, I have to question how we 
will share in a collective success.”

BLOG

From Les Selby’s
Industry Insider

RENOVATION  + bit.ly/HalifaxHotels 

HALIFAX HOTELS REFRESH 
AND EXPAND

PITTSBURGH, USA

RAKIA BAR IN 
TORONTO’S EAST END

 + bit.ly/PittsburghUpdate 

 + bit.ly/MoonPalace 

“The biggest challenge in my 
mind is catering to so many 
generational di� erences. We 
are still producing paper copy, 
website copy, mobile copy, 
whereas just 10 years ago, it 
was paper copy only. We must 
all juggle keeping up with 
[what’s new] and expanding 
at the same time, so we are 
multitasking even more. I need 
to � nd a way to balance all 
of this and will be looking at 
resources to help me do just 
that—manage it all.”

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)

SANDRA WOOD, CMP, IN RESPONSE 
TO GREG VAN DYKE’S ARTICLE 
“THE WINDS OF CHANGE”

 + bit.ly/RakiaBar

+ bit.ly/SandraComment

MOON PALACE TO COMPLETE 
MULTIMILLION-DOLLAR UPGRADE  + bit.ly/CollSuccess 
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BRAIN
STRAIN

Here’s the April.May, edition of Brain Strain, featuring 
two fun yet challenging word puzzles meant to give your 
grey matter an aerobic workout and get you thinking cre-
atively 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? 

02
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Give a little of your time and get rewarded with 
complimentary high quality education and networking!

Full details on our amazing new opportunities can 
be found at: 

Quantities are limited for 
both of these new passes!

TWO GREAT NEW WAYS TO 
ATTEND INCENTIVEWORKS!

Produced by:

General Registration opens April 1

+

+

+

+

+

N
o

te
:

Appointments Pass 
open to all 

experience levels

1 2

VIP Buyer Pass 
for senior 

planners only
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SKYLINE Choose Your Adventure!
For your next meeting would you like?

orDinning Snowmobiling
Turn to page 37Turn to page 36

Q. 
How can you successfully justify to a client the cost 
and manpower required to manage adequately an 
event’s social media?

A. 
Having a great website is essential, but construct-
ing and executing a professional, integrated social-
media strategy is what sets events apart. Using so-
cial platforms to build anticipation and community 

in the days and weeks leading up to an event is the way to boost 
attendance. The online word-of-mouth e� ect carries event news 
friend-to-friend, peer-to-peer—and we all know that consumers 
trust social recommendations over paid advertising. 

Having active social channels prior to event day allows poten-
tial and confi rmed attendees to ask questions 
and receive a real-time, human response. That 
one-to-one customer-relations strategy not 
only personalizes the event, but it is also pot-
entially cost-saving, because troubleshooting 
online may require fewer resources. 

Moreover, a manned Twitter or Facebook 
account can act as an early warning system 
for event organizers, signalling confusion and 
complications before they escalate. Once a 

social community is established around your event, it’s easier to 
distribute last-minute updates and schedule changes. 

During the event itself, a social backchannel enables organizers to 
‘listen-in’ to the conversations between delegates, gaining valuable 
feedback that can be used immediately or next time. By monitor-
ing mentions of your event #hashtag, it’s possible to recognize and 
reward the most actively engaged attendees and key infl uencers—
thus encouraging their continued advocacy. After the event, all those 
tweets and photos generated by event participants are ready-made 
testimonials that can be used to promote next year’s event. 

The return on investment in a professional social-media strategy 
is an event that buzzes with engagement and resonates far be-
yond and long past the big day. 

Justifying social media; Using surprise and delight

QUESTIONS AND ANSWERS 
ON ISSUES OF INTEREST

Q. How important a role do you feel surprise and de-
light play in customer loyalty? Who does this best? 
How can I incorporate or take advantage of surprise 
and delight in an individual incentive program?

A. Surprise and delight play a very important part in any 
customer or business-to-business loyalty program. It 
allows you to reward loyalty in line with your know-
ledge of that specifi c customer and is often a way 

to leverage your data and segmentation to drive e� ective return. 
Good examples of this could include: 

+ Providing a gift when a customer enrolls in a program, this 
could be a discount coupon for purchase, bonus points or a down-
load that aligns with the preferences the customer identifi ed dur-
ing the enrollment process

+ O� ering a bonus reward when a customer achieves a cer-
tain threshold in the program, which could relate to time in the 
program, an earning threshold or a bonus upon redemption, to 
encourage them to remain engaged, going 
forward

+ A fairly common surprise-and-delight 
event is the customer’s birthday, when many 
companies recognize that with a personalized 
communication and sometimes an additional 
gift, again making it relevant to the customer’s 
persona, is important when thinking about 
making it personal and not looking like a stan-
dard triggered e-mail event

Surprise and delight have often been 
undermined by programs over-promoting o� ers and there-
fore revealing the surprise prior to the customer achieving and 
receiving it.  

Therefore, striking a balance between overt promotion and 
keeping certain elements as a genuine surprise are important.

Many agencies within the loyalty and incentives industry are 
very good at this. 

It’s important to map out a surprise-and-delight plan across 
the program period in line with your customer behaviours and 
demographics. Also consider what you can a� ord and how im-
portant it is in the overall program strategy.

Surprise and delight go a long way to creating your loyal-
ists. These are your advocates, your most important program 
participants. 

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

M+IT EXPERT 
SIDNEYEVE MATRIX, 
Queen’s University

M+IT EXPERT 
ED THOMPSON, 
Absolute Motivation

ASK AN
EXPERT
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EVOLUTION OF THE INDUSTRY part 2
Are we keeping up? BY EDGAR HIRT 

While the formats of meetings, conventions and exhibitions are 
evolving constantly and rapidly these days, centres often have 
fewer options and less fl exibility, given that they are structural 
entities. Spatial confi gurations are one of the most obviously chal-
lenging areas—but what about equally important things like tech-
nology, services and business relations? These, too, are evolving in 
ways that are important for both centres and their clients.

Nowhere have expectations changed faster than in the world 
of technology, where innovations like social networking can create 
expectations and agendas far in advance of an event and both 
sessions and presentations require increasingly sophisticated sup-
port up to, and including, remote participation. The good news 
is that much of the new technology is wireless and user-driven, 
which means that the main challenge for centres is often more 
related to capacity than hardware. 

HUGE CHALLENGE
However, there is also some bad news: new technology and cap-
acity have to be paid for and as expectations for free services 
grow, the ability to fi nance required additions becomes a huge 
challenge. This can create tensions that make it more di�  cult for 
centres and their clients to come to an understanding, particularly 

in times where fi nances are strained all around.
Since technology is, perhaps, the most rapid area of change, 

it requires constant monitoring and updating of both equipment 
and expertise, which raises issues like, what to invest in and who 
should do the investing. In-house vs. outsourcing has, therefore, 
become another part of the puzzle; should centres be making 
these investments themselves, or look to outside suppliers to both 
provide the expertise and take the risk? This is a question that 
centres will need to address in order to be better prepared.

One area that has evolved substantially is food and beverage 
(f&b), which has become more sophisticated. In fact, this has, in 
many cases, become a defi ning factor for many events and a big 
issue for both planners and delegates. Here again, centres have 
responded with innovation and creativity, to the point where cui-
sine is now one of the primary selling features of many centres, 
in terms of how it delivers quality and often refl ects the local ex-
perience. Many centres now address their sustainability agenda 
through meal services, with local food products and sustainable 
preparation forming an important part of the service o� ering. 

Unlike other areas, this seems to be one where there is a gener-
al willingness by clients to pay for what they get. As a result, it has 
become an important factor in maintaining reasonable revenues 
even when traditional revenues for space and services erode.

GOVERNMENT WILLINGNESS
A lot of the fi nancial basis for the meetings industry was built on 
the willingness of governments to invest in facilities that would 
attract major events in return for an anticipated benefi t in the 
form of economic impacts from delegate spending. The formula 
still works—but more and more governments are simply incapable 
of making the major investments required to build and maintain 
costly facilities. Furthermore, this will only get worse, at least for 
the foreseeable future, while global economic uncertainties re-
main. Under these conditions, the expectation that centres will 
continue to make major concessions in order to secure business 
becomes less realistic. Alternatives need to be considered. 

Various centres are now exploring new models for how risk and 
reward are shared, including rent concessions in return for partici-
pation in any upside that may result from increased attendance. 
Similarly, strategies that reduce costs and increase certainty—like 
multi-year agreements or guarantees of particular service levels 
—can introduce new ways of ensuring everyone benefi ts from a 
successful event. These will have to be the innovations of the fu-
ture if there is to be the kind of equitable distribution of costs and 
benefi ts needed to sustain the industry.  

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

(AIPC) and managing director of Congress Center Hamburg.

CONVENTION 
FILE

AIPC Quality Standards Program

Four Canadian members of AIPC (International Association of 
Congress Centres) have achieved the organization’s Quality 
Standards distinction.

The most recent Canadian centre to achieve the distinction 
was the Ottawa Convention Centre, which secured a Gold-level 
accreditation in 2012, after just one year of operation.

Other accredited Canadian facilities include the Calgary 
TELUS Convention Centre, the Quebec City Convention Centre 
and the Vancouver Convention Centre.

The program standards identifi ed and aud-
ited address 10 key areas, including customer 
service, quality of facilities and operations, 
employee relations, health, safety, security and 
emergency response, fi nancial integrity, com-
munity relations, environmental responsibility, 

industry relations and supplier relations.
Members who complete the audit process uniformly 

report that it not only serves to document their procedures, 
but also enables them to identify any shortcomings for cor-
rective action.

The process is also seen as a team-building exercise, since it 
involves all management sta�  in a collaborative e� ort.
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The Final
Verdict

HEATHER 
MILLIKEN, CMP
Meetings Manager,
SNELL Medical 
Communication

Pay me $20 to enter 
the booth,  some-
one will then o� er 

$25, how about $50? Which booth should I 
choose? All kidding aside,  I think we agree 
that trade shows are for assisting compan-
ies to promote their products and services to 
buyers like myself. Everbody has to have a 
draw to attract foot tra�  c. Once inside, the 
salesperson must still engage my attention, 
tell me something valuable I did not know, 
and make me want to consider buying.

I don’t feel there is anything wrong with 
promoting spa services, o� ering food and 
beverage, creating an ambiance refl ecting 
the destination. However, to preserve the 
integrity and professional decorum of the 
event, and to ensure that planners are not 
seduced by the highest bidder, there should 
be certain rules in place limiting the dollar 
amount of gifts and promotions per plan-
ner. Should the maximum be $10 or $25? All 
I know is that a reasonable amount should 
be determined, agreed upon and enforced. 

I rely on trade shows to keep current on 
what’s happening in the industry. I meet up 
with old friends and make new contacts, 
maintaining and building my network. And 
yes, sometimes I will stop at a booth, chat a 
bit, and then sit down for a quick manicure.

KAREN DALTON, APR
Executive Director,
Canada Public 
Relation Society

The meetings in-
dustry is based on 
hospitality; however, 
personal pampering 

has no place in the business world. As plan-
ners, we are looking for destinations, venues 
and activities that will o� er the best delegate 
experience at an a� ordable cost. When I am 
considering where to hold a conference or 
event or looking for a supplier, I am interest-
ed in fi nding out information about the facili-
ties and amenities. Appealing to my personal 
interests is not appropriate.

If I am attending a trade show for meet-
ing planners, then I am working and would 
not consider it appropriate to be taking 
time to be pampered at a show. While 
it is tempting to get a manicure or mas-
sage, I don’t think o� ering these services 
should infl uence a purchasing decision and 
if it does, then the planner has some eth-
ical issues to consider. Trade shows have 
always been a place where incentives to 
stop by the booth are o� ered. Tradition-
ally, these have been limited to marketing 
materials such as pens, bags, etc. In my 
opinion, personal incentives have no place 
in the business world.

MARIA GASIUNAS
Executive Assistant,
Wendy’s Restaurants of 
Canada Inc.

I personally don’t 
believe such activ-
ities should be pro-
moted by a hotel, 

CVB or any other meeting supplier. Should 
such suppliers wish to attract tra�  c to their 
booth, there are better options, such as of-
fering complimentary takeaway bags with a 
notepad and pen. These items can ALWAYS 
be used, especially at a trade show. Better 
still, o� er up a complimentary night’s stay 
or opportunity to attend/win a FAM trip to 
their destination with a guest, or perhaps 
even o� er a discount at their particular spa.  

Booth space is tight enough and to 
monopolize such real estate by providing 
a spa treatment on-site doesn’t strike me 
as being cost-e� ective.  I would challenge 
if it even provides any ROI for the supplier. 
Furthermore, time is of the essence, for 
most. I would get really frustrated waiting 
to speak to a booth representative due to 
them being short-sta� ed and having to 
fi nish a makeup refresh or eyebrow wax-
ing. There’s a time and place for pamper-
ing oneself—make the most of your time 
(and the time of others) and reserve such 
activities for your true down time.

third party association corporate

IS THE MEETINGS INDUSTRY 
ALL GLOSS?

It’s commonplace to see hotels, destinations and other meeting suppliers use lavish spa treatments and makeup 
applications to attract planners to their trade-show booths. Some say these types of activities have no place at a 
business show and actually encourage the misperception that the meetings industry is all gloss. What’s your opinion?

AS TOLD TO CHRISTINE OTSUKA

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

Most can appreciate why some exhibitors o� er 
personal incentives to attract planners to their trade-
show booths. Quite frankly, it works. But as a profes-
sional industry, what message does it send to our 
peers and our employers if, at a business event, we’re 
lined up for freebies and giveaways? The planners we 
spoke to were divided in their opinions on whether 
these types of incentives have any place in a business 

environment. But I have to wonder if all 
the gloss tarnishes the image of planners 
as business professionals. How could it 
not? It’s pretty hard to shake a vendor’s 
hand with freshly painted nails. 

IS THE MEETINGS INDUSTRY 
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High-performance teams do not just magically happen. They are 
consciously and deliberately created and just like a puzzle, if there 
are pieces missing, the end result will not be achieved.

Team-building is one of the pieces to this high-performance 
puzzle and teams are expecting more from their team-building 
than ever before. Gone are the days when light and fl u� y events 
were acceptable. Today’s teams want programs that are fun, en-
gaging, sophisticated and provide obvious value to their overall 
development. They want the experience to make a di� erence.

CORPORATE SOCIAL RESPONSIBILITY
And it is not just with their development that they are looking to 
make a di� erence. With a growing focus on Corporate Social Re-
sponsibility (CSR), many companies are looking for some form of 
philanthropy in their team-building.

For instance, Frontier o� ers a program called Play It Forward. 
The premise is still the same—search out locations based on cryp-
tic clues—but the motivation is CSR-based. Teams select an entre-
preneur, in a developing country, for whom they will be playing 
(through a partnership with micro-fi nancing organization Kiva). For 
each location, they discover they are rewarded with cash and their 
total earnings are then loaned to their entrepreneur. The payback 
rate has been 100-per-cent and all funds are re-loaned over and 
over again. To date, more than $50,000 has been loaned to over 
425 entrepreneurs, to help them start or sustain their business.

Frontier o� ers a program called Step Up, where teams work 
together to accomplish various challenges. For every completed 
task, the team receives a piece to a prosthetic leg and, as part of 
their fi nal challenge, must assemble the leg. Through a partner-
ship, a hospital in Kenya receives the completed legs once they 
are built. Groups that participate in this program not only return 
to work with a new-found sense of camaraderie, but someone in 
another part of the world literally ‘steps up’ to a new and better 
chapter in their lives.

In some cases, the group may be looking to enhance specifi c 
team and interpersonal skills, such as communication, problem 
solving and decision making. Once again, the paintball competi-
tion or the corporate bowling challenge doesn’t cut it. For teams 
who are looking for a greater learning focus, but who do not want 
a full-blown training program, there are Survive or Thrive and 
Conquering Everest programs

The idea behind Survive or Thrive is to examine the di� erence 
between teams that are merely surviving and those that thrive. 
Teams that are thriving have the time and ability to focus on giving 
back. Frontier has incorporated the Soccket Ball, a new innovation 

TRENDS IN TEAM-BUILDING
BY SCOTT KRESS

Fun, engaging programs that 
make a di� erence.

—Scott Kress is president of Summit Training and Frontier Team Building. 

frontierteambuilding.com

in the world of philanthropy. This ingeniously designed soccer ball 
houses a mini-generator and battery. For every 30 minutes of play, 
there is enough energy generated to power an included LED light 
for three hours. For each team that participates in this program, 
a Soccket Ball is sent to a community in need in a developing 
country. This ball provides them with fun and exercise by day and 
a light source with which to do their homework, by night, in their 
otherwise dark homes.

CONQUERING EVEREST
Finally, there’s Conquering Everest. Based on the true-life story of 
my climb of Mount Everest, this team-building program takes my 
keynote and turns it into an interactive team-building program. As 
the story unfolds with photos and video, teams must make strategic 
decisions that will either lead them to success or failure. Communi-
cation and decision-making tools are provided to help the team in 
this challenge, but these tools can also be easily applied back at 
work, to enhance communication and decision making.

As you can see, team-building can and should provide your 
team with the development they desire, and it can also help to 
make the world a better place in the process. How will your next 
team building event make a di� erence? 

Micro� nance
‘Microfi nance’ is a general term to describe fi nancial servi-
ces to low-income individuals or to those who do not have 
access to typical banking services. ‘Microfi nance’ also 
encompasses the idea that low-income individuals are 
capable of lifting themselves out of poverty if given ac-
cess to fi nancial services. A leader in microfi nance is San 
Francisco-based organization Kiva. Here’s how it works: 
Donors make a loan on Kiva. All Kiva loans are made 
possible by Kiva’s fi eld partners, who vet, administer 
and disburse each loan. Throughout the life of the loan, 
lenders will see progress updates from Kiva through their 
e-mail and if they return to the site. As the lender repays 
the loan, the money becomes available in his/her account. 
This is called the lender’s Kiva Credit. Lenders can now 
use it to fund another loan, donate it to Kiva, or withdraw 
it to spend on something else. kiva.org
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Online Content vs.
In-person Attendance
It’s only natural that many event organiz-
ers are concerned that if they announce 
upfront that they will be o� ering their 
event’s educational sessions and presen-
tations online, this will result in reduced 
attendance at the live event. However, 
all evidence, both anecdotal and that 
gained through industry research, shows 
that these concerns over attendance fi g-
ures being cannibalized are unfounded.

Research shows that the two primary 
reasons individuals don’t attend a live 
meeting, conference or trade show are 
time and money. There are very few 
individuals who would prefer to attend 
an event virtually, instead of in-person. 

In fact, many organizations have 
found that attendance actually increases 
for future events, once participants have 
had an opportunity to experience the 
event’s face-to-face content online. This 
is because it gives them a better feel for 
the value they can gain from the event 
and it builds their confi dence that the 
time and money they invest in attending 
will be well spent.

MEETINGS CONTENT, ONLINE
BY GRETCHEN KIHM-STEGALL

BOBtv will aggregate live/on-demand conference content.

When you sit down to watch TV, it’s easy 
to fi nd what you want to watch. You simply 
grab the remote, fl ip through the program 
guide and make your selection. Wouldn’t 
it be great if it could be just as easy for 
business professionals to go to an online 
community to fi nd meaningful educational 
content presented at their industry’s major 
events? That’s the concept behind BOBtv 
(Best of Business Television), which is in its 
pre-launch phase.

BOBtv will curate and aggregate live 
and on-demand content for business-to-
business communities in a single online 
destination. Organizations collaborating 
on the project include the American Soci-
ety of Association Executives (ASAE), the 
International Association of Exhibitions and 
Events (IAEE) and the Professional Conven-
tion Management Association (PCMA).

ATTENDANCE DROPPING
The concept was developed to meet a need 
in the $200-billion global trade-show and 
convention industry. Attendance fi gures are 
dropping and studies show that 80 per cent 
of the average association’s membership 
does not attend its annual industry event. 
Having access to meeting content on an on-
line platform can give these non-attendees 
a productive and e� ective way to stay en-
gaged with their association, while enjoying 
participation in a larger community.

Like regular TV, BOBtv will be organized 
by network, with each network representing 
a specifi c industry, such as healthcare, busi-
ness services or consumer goods. When the 
service launches later this year, it will initially 
carry content for four industries, then even-
tually expand to all 14 industry segments 
identifi ed by the Center for Exhibition Indus-
try Research (CEIR) index. The service will 
give viewers access to content from their in-
dustry’s conferences, conventions, meetings 
and events 24 hours a day, 365 days a year.

Here’s how it will work. An organ-
ization can choose to present live and/or 

on-demand content from its events on its 
industry network on BOBtv.biz. This con-
tent can be o� ered at no cost, for a fee 
or through password-protected access for 
members at the discretion of the sponsoring 
organization, depending on their objectives. 

Let’s use the American Dental Asso-
ciation (ADA) as an example. The organ-
ization’s content would be presented on the 
Health Care network, on the Dental channel. 
The name of the program would be ‘ADA’ 
and a single episode might be titled, ‘Pre-
venting Decay.’

This online event platform will o� er asso-
ciations and other organizations several key 
benefi ts. First of all, it will provide access to 
educational content for individuals who are 
unable to attend the live event due to time 
constraints, fi nancial limitations or other 
factors. The availability of a global plat-
form can also provide the association with 
the opportunity to create a new revenue 
stream. For those who do attend the live 
event, having the content available online 
enables them to go back and review pres-
entations they attended, to further clarify 
and drill deeper into the material presented. 
It also allows them to ‘attend’ sessions they 
may have missed at the live event.

WIDER AUDIENCE
Finally, the online content presented on 
BOBtv can help organizations reach a wider 
audience. Giving prospective attendees a 
‘window’ into the quality of the educational 
content presented at major industry events 
can function as a recruitment tool to attract 
new members. 

Organizations that already have a con-
tent-management system and strategy in 
place will be happy to know that BOBtv 
will be compatible with almost any tech-
nology platform. In addition, the impact of 
BOBtv will also be measurable. The com-
pany is partnering with Exhibit Surveys, 
Inc. (ESI), a research, measurement and 
strategic-consulting fi rm in the exhibiting 

and event-marketing industry, to track met-
rics such as audience reach, visitor quality, 
sales and marketing acceleration, learning 
acceleration, visitor experience and tactical 
execution. 

—Gretchen Kihm-Stegall is senior consultant with 

bXb Online, based in Chicago. BOBtv.biz
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HELP WANTED
Hiring tempoary sta�  
for events. BY SHEILA WONG, CEM 
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Whether you’re an incentive house or a conference producer, at 
some point, you will end up working with someone who has just 
been thrown into your program or meeting to assist with on-site 
logistics. For you and the sta� , unfamiliarity could breed con-
tempt. As a partner at an event sta�  ng company that has provid-
ed people to work in hundreds of scenarios annually, I understand 
the importance of keeping everyone happy and motivated for the 
task at hand. Here are some tips on building a successful team on 
the fl y. 

❑ LAY OUT YOUR EXPECTATIONS
Set expectations for the sta� . Just as you set objectives for your 
event, do the same for your team. They need to know what you 
want and expect from them so they can deliver. This could be 
something as simple as sharing the “Event Resume,” so they are 
familiar with the bigger picture and will be able to inform dele-
gates and attendees of the same.

❑ PROVIDE AMPLE INSTRUCTION
Provide training in writing, verbally and by demonstrating. This 
will allow for di� erent learning styles. Don’t expect the sta�  to 
absorb everything you tell them only once. The additional materi-
als will help them retain what they’ve been told and shown. In-
clude historical information about your delegates and the event. 
Knowledge empowers your front-line sta�  to serve your custom-
ers better. Training is key, so invest your time and budget for this 
component.  

❑ IDENTIFY KEY PLAYERS
It’s di�  cult for event sta�  to know who everyone is. Identify all 
the key players to your front-line team. I recall a story about the 
president of an association walking up to the registration counter 
to get a badge. He didn’t have the required identifi cation and was 
turned away. Avoid such embarrassment by providing sta�  with a 
list or, when possible, conduct face-to-face introductions.

❑ MANAGE, DON’T DICTATE
We often confuse managing with dictating orders. The front-line 
team is often the fi rst touch-point for your event. Treat them 
with respect and consideration, to keep them motivated and 

happy. O� er praise and positive feedback whenever it is de-
served. Acknowledgment for a job well done goes far beyond 
monetary rewards. 

❑ ADDRESS BAD BEHAVIOUR
Unlike being in a full-time position, when someone is not per-
forming to standards, we do not have the luxury of setting up 
a performance review. Programs and events are short; therefore, 
bad behaviour must be addressed on the spot, but away from the 
eyes and ears of your delegates. Berating a sta�  member in pub-
lic will not only make you look unprofessional, but also humiliate 
your employee, fostering resentment. This may demotivate her to 
change  the bad behaviour.

❑ REWARD GOOD BEHAVIOUR
In addition to o� ering positive feedback, rewarding good behav-
iour could be as simple as sending a thank-you card. At our com-
pany, we keep a stockpile of movie passes. When a supervisor, 
colleague or client recognizes our employees, we send a thank-
you letter stating exactly what they are being recognized for, with 
an invitation to go to the movies on us. It is always well received 
and appreciated. 

❑ COMMUNICATE SIMPLY
Appoint only one person to oversee and be responsible for the 
front-line team. Communication to the sta�  ideally should come 
from one person, to avoid confusion. 

❑ REMEMBER, STAFF ARE PEOPLE FIRST
As with all things, life gets in the way. Your front-line team are 
people fi rst. Keep in mind that although we expect professional-
ism when working, we are dealing with people who may be hav-
ing personal issues that might a� ect their performance. It’s not 
always a quick fi x, but o� ering a bit of time out might help the 
person reset and re-energize before taking up her responsibilities 
again.  

—Sheila Wong, CEM, is one of the founding partners of BBW International Inc. 

Since 1991, her company has specialized in providing front-line sta�  for 

trade shows, conferences and events across Canada. 
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THE BRAND IS 
THE DESTINATION

Shared values draw people to the brand.

BY PATRICK MCGOVERN 

Think of your brand (or your client’s brand) as a destination to 
which you are inviting people. When you look at it that way, it’s 
only natural that you’ll want to achieve three objectives: Make the 
destination look enticing and attractive; prepare a pleasant recep-
tion for when people arrive; paying o�  the promise that originally 
made them excited to come.

Those three items, in a nutshell, are the basic principles of 
brand community building.

In my last column, I introduced the concept of brand com-
munity as a perspective that modern marketers use to envision 
the state of the brand. The brand is seen as a destination around 
which people congregate, forming a community. It is the values 
associated with the brand that draw people to the community and 
consistently delivering on those values keeps them there.

THINK STRATEGICALLY
To think strategically about the brand-building aspect of your 
corporate meetings and business events, you need to learn what 
those key values are for your company or client. That means look-
ing at the big picture: the competitive landscape within which the 
brand presents itself, the audiences you need to reach, and the key 
messaging that will resonate with those who are already in your 
brand community or are open to joining it.

Sound a little overwhelming? Breathe easy; it all comes down 
to step number one, above: what are the values that make your 
brand community an enticing and attractive destination? Many 
people are confused by this, because they think product attrib-
utes or service o� erings are what set a brand apart. Instead, think 
of it this way: Paris or Las Vegas? Both o� er a range of accom-
modations and food. But one city speaks of culture and romance, 
while the other represents adult fun and excitement. Those are the 
brand values that would draw you to one or the other (or maybe 
both, but at di� erent times!).

Once you have a handle on the key values represented by the 
brand, you will want to consider step number two: the welcome. 
Part of brand building is setting up expectations. In your role as 
meeting planner, you should make attendees aware that engaging 
with the brand values and brand messaging are important aspects 
of why they are there.

It will also be in your interest to make it clear to marketing and 
C-level decision-makers that you see brand community building 

as a natural outcome of your events. This establishes a bench-
mark for the important contribution your meetings and events can 
make against top-level corporate objectives. 

Now it’s time for step number three: paying o�  the promise. In 
terms of the event itself, you need to allow participants to feel that 
their depth of engagement contributes to the brand’s success. En-
courage sharing of insights and face-to-face encounters, because 
that is how some of the most e� ective brand community building 
happens. Provide a balanced agenda of education, case studies, 
speakers and networking, but make sure all of it is relevant to the 
brand. And emphasize the joy of engagement; let it be fun!

EVENT SURVEYS
The other promise that needs to be paid o�  is the value of the 
event to the corporation itself, in terms of engagement and brand 
community building. How do you prove you are achieving that? 
One good approach is pre- and post-event surveys. In your evalu-
ation questionnaires, ask value-oriented questions. For instance, 
you could ask how strongly participants agree with certain posi-
tive statements, about the brand, that are consistent with the es-
tablished brand values.

By tracking successive questionnaires, or better yet, running 
before-and-after surveys, you can see how perceptions change 
over time, thereby demonstrating the impact of your events. 

Branding can be a long journey. The best way to start is with 
three simple steps.  

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

ing Inc., a Toronto-based branding, advertising and marketing solutions fi rm. 

pjmcgovern@bladebranding.com

BRANDING MATTERS

SKYLINE Choose Your Adventure!
For your next meeting would you like?

orSnowboarding Urban Adventure
Turn to page 37Turn to page 36
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STRATEGIC
PATHWAY

In my previous M+IT column, I spoke about strategic thinking and 
why it is important for members of our industry to cultivate those 
skills and to apply them to their day-to-day work. I have received 
positive feedback on the concept, as it appears that many people 
in our industry WANT to think strategically, but don’t really know 
what that means. Truthfully, it isn’t surprising at all and may be 
one of the biggest challenges our industry faces.

Read through any industry publication and the options, and 
opinions, about ‘strategic value’ in the event industry are over-
whelming. Everyone (including me) has an opinion about how to 
defi ne strategic value and where the industry should focus. It’s 
little wonder that the industry as a whole doesn’t know where 
to start.

In this article, I’m going to review some of the most common 
questions/discussions about the application of strategic thinking 
in the events industry. Keep in mind that while this list doesn’t ad-
dress every potential topic and doesn’t go into great detail about 
each, it does address some of the key infl uencers we see today. 

VALUE OF LOGISTICS
How do I make people see the strategic value of logistics? This 
topic represents the essence of why I’m writing these articles. You 
should never try to convince your stakeholders that event logistics 
add strategic value.  

While logistics are critically important, since they represent the 
outward manifestation of your brand and can make or break an 
event experience, they are not the only thing that matters. Scott 
Schenker, former vice-president, global events, for SAP (now with 
Microsoft) and arguably one of the most strategic thinkers in the 
events industry, believes the following and I couldn’t agree more. 
“A fundamental mistake is the belief that events are a logistical 
undertaking. The truth is, that there has to be an absolute synergy 
between what the organization is looking to accomplish and what 
the event does.”  

CULTIVATE A 
STRATEGIC SKILLSET
BY NICOLA KASTNER, CMP, CMM

Strategy should drive logistics and not 
the other way around.

Strategy should drive logistics and not the other way around.  
When we understand this, we automatically begin to think more 
strategically.  

With the increased involvement of procurement within the 
events industry, Strategic Meetings Management Program (SMMP) 
is a hot topic. With all the focus, and the fact it has ‘strategic’ in the 
name, it is understandable why many believe SMMP represents 
the ultimate strategic thinking in the events industry. SMMP is 
about managing spending, risk and meeting-planning service lev-
els across the enterprise, as well as collecting and managing data 
to support decisions. While managing these elements is critically 
important, SMMP doesn’t address the crucial issue of the overall 
e� ectiveness of events and therefore, is only one application of 
strategic value.   

While there is defi nite value in implementing an SMMP, keep in 
mind if you defi ne your value only by savings or logistical oper-
ations, you limit the perception of yourself.

MEASUREMENT  
People laugh at me when I say I love measurement, but I really 
do. Measurement gives you knowledge and knowledge gives you 
power. While ROI (return on investment) and ROO (return on ob-
jectives) measurement each have distinct defi nitions and hours 
could be spent debating the merits of each, it really comes down 
to this: measurement gives you the ability to determine the per-
formance of your event and the tools to make appropriate deci-
sions. It helps you determine three things: Did you achieve what 
you set out to do? What data do you have to prove it? How will 
that data help you to improve? 

Measurement is a signifi cant topic, to which I will, in future, 
devote an entire article. For now, the message I want to leave you 
with is that no matter what name you give it, it is important to 
include a measurement component for your event early in the 
planning cycle.  

Strategic path.indd   26 13-03-14   11:40 AM



STRATEGIC
PATHWAY

It is also critically important to measure what matters. So often, 
measurement is focused on attendee satisfaction, or even areas 
that make stakeholders look good, versus factors that truly refl ect 
business outcomes.  

For example, I recently consulted with a client on their strategy 
around a large customer-focused event that had a primary object-
ive of pipeline acceleration. When we reviewed the measurement 
process for the event, it became apparent that most of the focus 
was being placed on how well the attendee had liked the organiz-
ation of the event and little thought had been given to measuring 
the value of leads collected and then following them through the 
sales cycle. Millions of dollars were spent on this event and while 
it likely was adding signifi cant value to the organization, the team 
had lost focus about measuring what was important.

SETTING EVENT OBJECTIVES
The most successful events start with a clear focus on the desired 
outcome and by setting measureable objectives.  

When setting event objectives, it’s key to remember that busi-
ness objectives drive event objectives and therefore, it is import-
ant to understand the greater business context before setting 
goals for an event. If there is not alignment between what your 
organization needs to accomplish and what the event needs to 
accomplish, the simple fact is, the event will not add value.

Ensuring stakeholders clearly articulate their objectives and 
are focused on the right things can sometimes be as di�  cult as 
fi nding a needle in a haystack, so it is not surprising that many 
planners try to avoid the discussion as much as possible. Add to 

the fact that sometimes your key stakeholders don’t actually know 
their objectives, and may be resentful that you are even asking, 
can make the subject more di�  cult.

I’ll be honest, at times, the discussions are still di�  cult for me to 
have, but they are critical. How can you achieve success when you 
don’t know what success looks like? Additionally, knowing what 
you want to achieve, and being held accountable to achieving 
those results, ensures that you focus on the right areas throughout 
the planning process.

Last June, Meeting Professionals International (MPI) released 
a Value of Meetings Tool Kit (free for members), which includes 
a series of white papers that contain in-depth tools and practical 
guidance. I strongly recommend taking the time to read these, 
as they contain some extremely useful information. One of the 
tools in the kit is a question bank, which gives you a conversation-
starting tool about objectives with your stakeholders. The more 
practice you get, the easier the dialogue will become.

In my mind, all of the above choices add strategic value into 
the events industry. The key is to know what you are looking to ac-
complish and which tactic to apply, in order to achieve that value.  

I want to leave you with a fi nal thought. In the previous issue of 
M+IT, the message was clear and consistent from all contributors. 
To change the perception of the meetings and events industry, we 
must fi rst change the way we think and present ourselves. That 
starts with taking the initiative for self-education. 

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

Convergence Event Marketing, based in King City, Ont.
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FINDING THE RIGHT FIT
Gen Ys never settle.

BY SHANNAN SCOTT

I met a couple of friends from university for co� ee recently. We 
chatted about what everyone was up to these days—who had, 
thus far, been successful since graduating and who is still, almost 
two years later, waiting for the right job to come along. 

We started reminiscing about all the networking events our 
post-secondary program would put on and realized that none of 
us had landed our fi rst “real-world” jobs as a result of attending 
those functions.  

My experience, we learned, was the most unconventional.

SOCIAL MEDIA JOB SEARCH
I had spent two months after graduation refl ecting on my life 
goals. But I was antsy. I was so used to being on-the-go that sit-
ting at home “relaxing” was just not cutting it. 
    One afternoon, I was scrolling through my Twitter feed and a 
re-tweet with the words “event planning” and “job opportunity” 
caught my eye so I contacted the person for more information. 
Initially, I was a tad disappointed, since I was looking for a full-time 
gig and this was a contract position, but I knew it was better than 
nothing. I applied and eventually landed the job. 

Although the position was aligned with the job title I wanted—
marketing events coordinator—a few weeks later, I was actually 
glad the position was only a four-month commitment. First of all, 
it took me about a month to fully understand what the company 
did, and second, it did not fall within the industry I had spent four 
years studying—hospitality and tourism. 

Two months into my contract, I began looking for another job 
and found one that I could start as soon as my contract ended, this 
time through LinkedIn. 

MISSING SOMETHING 
My second position was with an event and association manage-
ment company and provided the type of work environment I was 
looking for. I went from working in a large company, where I still 
hadn’t met half the employees during my four months there, to 
working with a company of just 13—what a di� erence! I loved the 

family-like o�  ce environment, in part, because I felt like I made a 
contribution. What I didn’t love were my actual day-to-day tasks. 

During university, my passion for the industry stemmed from 
my ability to be creative and dream up unique experiences. I really 
enjoyed writing proposals for events with purpose and meaning 
behind them. My position at this event and association manage-
ment company was very much on the operational side and I didn’t 
get to use my creative skills. By the fi fth month, I really felt myself 
losing interest for the job and started panicking a little. I had just 
started my career in an industry that I felt was the perfect fi t—had 
I been wrong? Was I not suited for this career? After eight months, 
I felt it best to move on. 

It was around this time that I attended an MPI event where I 
ran into my events professor from Ryerson University, with whom 
I had kept in regular contact. It was in her class that I realized 
events were what I wanted to do—she had inspired my passion. 
During dinner, I shared with her how I was feeling about my job 
and the confusion I was experiencing. She talked me through it 
and provided helpful advice, also mentioning that she would keep 
me in mind if she heard of any opportunities that would be a good 
fi t for me. A couple of months later, I received an e-mail from her, 
encouraging me to apply for a position that had just become avail-
able and was not posted publicly. I was cautious while applying, 
because I really wanted to ensure the position was what I wanted 
and fulfi lled what was lacking in my previous jobs.  

FINDING THE RIGHT FIT 
As I write this, I have been with Meridican Incentive Consultants 
for eight months and I know I made the right career move. The job 
combines two of my life passions—events and tourism. It’s very 
much aligned with my career goals, allowing me to be creative 
and help other companies achieve their business goals through 
incentive trips. In other words, I get to build events with purpose! 

I mentioned in my last column how Gen Ys don’t like to stay in 
one position for very long. We like to be constantly challenged. 
In my opinion, if you don’t move around a little when you’re fi rst 
launching your career, it’ll only be harder years later, when you 
fi nd yourself competing with the next generation! Like me, Gen 
Y focuses on fi nding the dream job and won’t settle for one that 
only meets half of our expectations. 

My friends at the co� ee shop were unsurprised by my approach 
to job searching, which says something about Gen Y—we are un-
conventional and always looking to stay on top of the trends! 

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

the 2013 MPI Toronto Chapter New Member of the Year Award recipient.

TWENTYSOMETHING

SKYLINE Choose Your Adventure!
For your next meeting would you like?

orSocial Gathering Canoeing
Turn to page 37Turn to page 36
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BY CHRISTINE OTSUKA

I like to think I lead a healthy life. I don’t smoke. I exercise. I try to 
eat right. 

But after a hard week, it’s not uncommon to share a bottle of 
wine with a friend. And it seems most weekends there is something 
to celebrate. 

Last month, I saw my doctor for my annual checkup. She asked 
me a bunch of routine questions, including whether I drink—yes. 
And how many drinks I consume in a week. 

I responded, unoriginally, with “depends on the week.” It was 
truthful, but she wasn’t about to let me o�  that easy. So after a mo-
ment of hesitation, I copped to fi ve, six, seven, eight drinks a week. 
I’m still not sure if that’s accurate, but it sounded reasonable. 

That’s when she told me about the nine-drink rule. She said she 
wouldn’t recommend anyone have more than nine drinks a week. 
Any more than that would increase my risk of liver disease. I nod-
ded, knowing there have probably been weeks when I exceeded the 
nine-drink limit, especially during the holidays or throughout the 
oh-so-short Canadian patio season.

Feeling fairly confi dent I was within the healthy guidelines my 
doctor had brought to my attention, I decided to look into this a 
little further. Turns out the nine-drink rule doesn’t stop there. You 
see, it’s not just how many drinks you have in a week that a� ects 
your health. It’s how many you have in a single sitting. And I was 
shocked to hear the recommended number was a measly two.

I went from feeling confi dent to delinquent faster than I could 
say, “another round, please.”

HAVING ONE MORE
It’s an odd concept, over-consumption, in part because as it relates 
to alcohol, there are so many ways to defi ne it. Socially, we see 
those who over-consume as being of the slurring-and-stumbling ilk. 
Legally, their motor skills need to be intact. But when it comes to 
health, as underlined by my doctor, it’s much easier to over-con-
sume than you’d think.

Recently, there’s been some discussion about the fact that more 
Canadians are drinking every day. In fact, 9 per cent of adults in 
Ontario imbibe daily, up from fi ve per cent in 2002, according to a 
recent Centre for Addiction and Mental Heath (CAMH) study. It’s no 
surprise that these numbers have risen, what with the onslaught of 
reports that show the positive e� ects a glass of red wine can have 
on your heart. 

In addition, a nationwide survey conducted by Health Canada 
found that just over 20 per cent of Canadians drink much more than 
is healthy for their body—fi ve or more drinks in one sitting, at least 
once a month. 

And while there’s a lot of information out there on the dangers 
of binge drinking, what about those of us who have a few, or simi-
larly “save it for the weekend?”

Turns out, while this episodic consumption may not lead to alco-
hol poisoning in the same way binge drinking may, it can certainly 
tax your body in unexpected ways.

“Our bodies have to work really hard to detoxify alcohol,” says 
Toronto-based holistic nutritionist Tara Miller, CNP. “If we are using 
all of our energy doing this, we are not using it for other bodily 
functions like cellular repair, renewal, fi ghting disease and much 
needed rest. Over-consumption ultimately leads to premature ag-
ing, disease and a stressed body.”

SCALING BACK
So in a reception-laden industry, where alcohol is in abundance, 
how do we scale back?

Eat fi rst, drink second. While it’s widely known that drinking on 
a full stomach will slow the absorption of alcohol into your blood-
stream, it’s less known that hunger can stimulate your desire to 
drink. For some, a drop in blood sugar levels can cause an alcohol 
craving. If you’re heading to a post-workday reception, it’s best to 
prepare with a late-afternoon snack.

Sip, slowly. Nutritionists will commonly tell you to eat slowly to 

OVERDOING IT
How much alcohol is too much?
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avoid overeating. But the same advice can be used for drinking. Be mindful 
when you drink and take sips, not gulps. If possible, put your glass down be-
tween sips.

Say no to top-ups. Ever sat at a banquet table and wondered how you could 
still be on that same glass of wine? It’s common practice for servers to top-up 
your glass at dinner, sometimes without you noticing, which makes it infi nitely 
more di�  cult for you to keep track of how much you’re consuming. Be vigilant, 
or better yet, choose water over wine with your meal. And be careful not to 
wash your food down with your drink. Water is your friend.

Alternate with water. Often touted as a hangover prevention method, water 
is also an over-consumption deterrent. “Drink a glass of water between every 
alcoholic drink and you will literally consume less overall,” says Joy McCarthy, 
RNCP, NCP, holistic nutritionist and owner of Joyous Health. In fact, “alcohol is 
an appetite stimulant.”

Leave a little in your glass. It may feel wasteful, but that’s better than feel-
ing wasted. Going to the bathroom? Leave your drink behind. See someone 
you want to catch up with? Leave your drink behind. Heading out at the end 
of the night? You get the idea. It’s not imperative that you fi nish every last 
drop, so don’t.

Decide before you go. The amount you drink is ultimately up to you. If 
you’re consciously trying to avoid overdoing it, then make a commitment, or 
better yet, a plan, and stick to it. If you tell yourself, “I’m only going to have two 
drinks this evening,” decide to have one at the reception and one with dinner. 
Having a plan will help you stay on track.

For me, drinking was a voluntary blind spot. I, like the majority of people, 
know that drinking is not the pathway to health, but that doesn’t mean it’s 
not to be enjoyed, responsibly. And gaining that understanding at a routine 
checkup was well worth the visit. For years, we’ve come to know that alcohol 
a� ects people di� erently and some can tolerate more than others. But when 
it comes to alcohol and our health, we’re all bound by the same nine-and-two 
rule. So the next time you hear the expression, “please drink responsibly,” you’ll 
have a better understanding of what that means, in ounces. 

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

good for your group.
When attendees overindulge, everybody 
loses. On one side of the spectrum, hung-
over attendees are far less likely to attend 
morning programming, while at the extreme 
end, issues of liability will come into play if 
an attendee is injured. Here are some tips to 
help prevent over-consumption:

1. Pass around sparkling water, with lemon 
or lime, in stemware

2. Avoid open bars. Instead, run a cash 
bar and charge the maximum price 
for alcohol

3. Shorten the serving window
4. Ensure food is served during receptions, 

but avoid salty snacks that will 
increase thirst

5. Provide cruiser tables where attendees 
can spend time eating instead of just 
drinking

6. Stick with wine and beer, which go down 
slower than hard liquor

what’s a standard drink?
one 12 oz. (341 ml) glass of beer (5% alcohol)
one 1.5 oz. (43 ml) shot of spirits (40% alcohol)
one 5 oz. (142 ml) glass of wine (10-12% alcohol)
one 3 oz. (85 ml) glass of fortifi ed wine (16-18% alcohol)

physical signs you’re 
overdoing it

WEIGHT GAIN
WATER RETENTION
BLOATING
PAIN/DISCOMFORT
FATIGUE
LOW ENERGY
POOR SLEEP HABITS 
ANXIETY
DEPRESSION
IRRITABILITY

SOURCE: CANADIAN PUBLIC HEALTH ASSOCIATION

SOURCE: TARA MILLER, CNP, 
HOLISTIC NUTRITIONIST
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THE MAIN EVENT
Goodbye rubber chicken...hello stellar entrées

BY DON DOULOFF

In the arc of a plated meal, the main course is the star, 
supported by appetizers (designed to whet appetites) 
and dessert (functioning as the sweet denouement).

And thanks to the creativity and attention to detail 
of a dedicated brigade of catering chefs, meeting and 
event attendees are being treated to plated mains of 
uncommon variety.

“We are drawing on the livestock from smaller in-
dependent farms that are raising bison, elk and emu,” 
says Devin Marhue, executive chef of Tulips and Maple 
– The Art of Catering, in Ottawa. He adds that farmers 
around the Ottawa Valley are raising heritage breeds 
of pigs, cattle and turkey  “in ways that produce the 
succulent, fl avorful meat our clients rave about.”

Excitement and fun are also on the menu. “We have 
designed menus that incorporate retro comfort food 
like chicken and wa�  es, and playful meals based on 
international street food,” says Marhue. 

Over at Fairmont The Queen Elizabeth, in Montreal, 
low-temperature, slow, vacuum cooking [known as 
sous-vide] is popular, according to Mark Lintanf, the 
hotel’s chef and manager of business development, 
outside catering. “With this technique, we can e�  -
ciently confi t various cuts of meat, slowly braising a 
piece of beef, duck, goose, pork in its own juices or in 
a light broth. As everyone wants healthier, lighter main 
courses, we no longer make confi t with fat, but with 
stock or broth.” Adds Armando Arruda, the hotel’s dir-
ector, outside catering, “one of the biggest sellers is 
Quebec lamb fed on salted herbs on the shores of the 
St. Lawrence River.”
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For his part, Robert Arslanian, president and owner of Robert 
Alexis Traiteur, in Verdun, Que., near Montreal, notes that “the plat 
dînatoire trend is real and actual. Guests love it. A real dinner meal 
in a small plate! From a duck confi t tian, to a lobster tail with white 
and green asparagus, as long as it is easy to eat while standing 
and chatting, it can be [passed] by the servers or set up as a food 
station.”

At Ottawa-based Thyme & Again Creative Catering, vegetables 
are big, as well as preparations tied to dietary health, says owner/
founder Sheila Whyte.

“There’s been a huge increase in gluten-, dairy- and nut-free 
dishes,” she says. “Vegetable mains are taking o� ,” to the point, 
she says, where “people are ordering vegetable dishes instead of 
meats like duck.” And instead of rice and potatoes, ancient grains 
like quinoa are increasingly popular, she notes.

On the meat side, locally sourced game (bison, elk) is preva-
lent, as are deconstructed plates, such as beef bourguignon, 
whose individual components are arranged and plated separately.

Game is also fi nding its way onto plates at Vancouver’s Culinary 
Capers Catering and Special Events. “We are looking for interest-
ing ways to introduce pheasant to our clients,” says executive chef 
Margaret Chisholm, who uses a confi t method for the dark meat 
and a sous-vide technique for the breast meat. She also serves “a 
combined short rib and sablefi sh, lobster, spot prawns, for a more 
contemporary West Coast take on a surf and turf-themed plated 
entrée.” 

—Don Doulo�  is Managing Editor of Meetings + Incentive Travel.
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ast year, our Market Report Survey revealed a Can-
adian planner community that was cautiously opti-
mistic about its prospects for 2012. Yet as this year’s 
survey results revealed, in reality, 2012 played out bet-
ter than expected.

Indeed, according to this year’s survey, Canadian planners spent 
more in 2012 than they had forecast. Meetings in 2012 were larger 
and more rooms were booked.

On top of that, there was an increase in incentive travel, based 
on 2012 actual versus 2012 forecast numbers. So, all in all, planners’ 
cautious optimism, while understandable in an uncertain economic 
time, was—O pleasant surprise!—premature.

In another interesting finding from this year’s survey, Canadian 
groups are foregoing Canada for their meetings and incentive-trav-
el programs, preferring international destinations.

Digging deeper into this issue, M+IT interviewed key members 
of our industry to get their feedback on this. We also reached out 
to three major hotel chains, to find out how their Canadian group 
business breaks down in their Canadian properties. The news there: 
Canadian groups account for a good portion of their business.

How, then, to explain these seemingly contradictory findings? 
Clearly, the Canadian meeting-planning community is not an amor-
phous, one-size-fits-all group. Following from that, we can con-
clude that the planners who take groups on Canadian programs, 
and stay at domestic hotels, are not necessarily the same planners 
who indicated, in our survey, that they are looking beyond Canada’s 
shores for their meetings and events. They have different experi-
ences and account for different results.

All in all, this year’s Market Report section makes for an informa-
tive, stimulating and provocative read. To dive in, turn the page.
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the news, generally, is good, according to our numbers. last year, 
where spend was concerned, planners were being cautious. Ac-
cording to this year’s survey numbers, planners spent more than 
they had forecast. Moreover, our respondents indicated that meet-
ings in 2012 were larger and more rooms were booked.

“I think that planners are playing catch-up to where their clients 
are heading,” says ellen Boddington, CMp, of Stellar Conference & 
event Management. “Clients are ready to book and move forward, 
things are looking positive. planners are still not sure about the econ-
omy and all that has been communicated since the Big Collapse [of 
2008/09], so I see planners [as being] not sure what to think.”

INCREASED SPEND
Furthermore, she attributes the increase in spend to “clients feel-
ing like they can spend more money. Certainly in Canada, we have 
had a good comeback since the [economic] collapse and we have 
money to spend. Therefore, the return of guestrooms, resort meet-
ings and the availability here in Toronto for higher-end hotels (i.e. 
Trump, Ritz-Carlton, Shangri-la) have led to increased spending.”

On meeting size and rooms booked, our survey numbers indicat-
ed that meetings in 2012 were larger and more rooms were booked.

“I see meetings coming back since 2008/09 that had been on 
hold—same size,” notes Boddington. “now they are going to re-
sorts. I do not necessarily see an increase in body count, but cer-
tainly, more guestrooms, as they are not just having day meetings.”

Mirroring our numbers is the experience of leanne Calderwood, 
CMp, director, global accounts, HelmsBriscoe. “Yes, my clients are 
being more optimistic when setting budgets,” she says. “For as-
sociations, they are being more strategic in picking locations for 
events, thus increasing attendance and revenues, and thus being 
more relaxed with their own spending.”

Calderwood attributes the increased meeting spend to at-
tractive destinations, and accessibility, driving up attendance. She ph
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attributes the larger meetings to certain associations joining forces, 
“leveraging each other’s resources, thus creating larger meetings.”

For her part, Riccarda galioto, chief operations and meetings 
offi  cer, Association of Medical Microbiology and Infectious Disease 
Canada, experienced a small increase in meeting size. The reason? 
location of the meeting. “We always see an increase, when we are 
in Vancouver, because we have a large membership base to draw 
from. The room block did not increase, because people were local.” 
As for reasons behind the increase in meeting size, galioto points to 
“more strategic planning,” as well as choosing locations that people 
want to visit and locations where there is a large membership base 
from which to draw. “I think, too, that planners are collaborating 
more with each other to get the best deals possible,” she notes.

nikki Sayers, CMp, of nikki Sayers events, attributes the increased 
meeting spend on better-quality, higher-priced speakers hired to 
meet delegates’ desire for serious, top-fl ight education. “Attendees 
are looking for ROI—what they can take back with them,” she says. 
“They don’t want ‘fl uff y’ content.” plus, there’s more sponsorship 
money available, resulting in bigger spends on things like a larger 
roster of keynote speakers, says Sayers.

“I saw 2012 as being pretty good,” says Sandy Biback, CMp, CMM, 
of Imagination+Meeting planners Inc. Biback, who specializes in as-
sociation meetings, which all take place in Canada, attributes the up-
and-down nature of meetings to the cyclical nature of the business.

OFFSHORE MEETINGS
After the post-2008 demonization of wasteful meetings, Biback 
says the perception is that it’s okay, once again, to go off shore with 
meetings, as long as groups “can prove it meets their business ob-
jectives, rather than just partying in the Bahamas.”

Oscar nobre, of n Associates, says “90 per cent” of his meet-
ings take place in Canada, with the rest heading to the u.S., driven 
by easy access to fl ights to such destinations as Chicago, Florida, 
Arizona, California and las Vegas.

Most of the u.S. meetings he plans also feature a small incentive 
component—hence the preponderance of fun-and-sun destinations. 

Bottom line for meetings? planners’ fear of the virtual world is 
unfounded, says Biback. “people still need to meet face-to-face,” 
she says, adding that virtual meetings are another tool planners can 
use, where appropriate, to help meet their business objectives. 
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IncentIve travel

ABOUT THE SURVEY

as the stats featured in the other pages of this year’s Market Re-
port Survey show, our survey numbers indicate that fewer incen-
tive-travel programs are being planned for Canada, with more be-
ing targeted overseas and in the Caribbean.

Angie pfeifer, CMM, assistant vice-president, corporate meet-
ings, travel and incentives, at Investors group Financial Services, 
says, “I don’t do incentives in Canada or north America; the destina-
tion needs to be appealing, to motivate competition and growth in 
sales, and unfortunately, our group is well-travelled and sophisti-
cated, so [I’m] looking for my experiential incentive programs.” For 
2013, she’s targeting Italy (Sorrento and the Amalfi  Coast) for the 
top tier and Switzerland (lausanne) for the second tier. She plans 
to take another group to Costa Rica. “I do not perceive Canada as 
an incentive destination,” she says.

CANADIAN DOLLAR
Also aff ecting incentive-travel destination choices is the high value 
of the Canadian dollar relative to the u.S. dollar and euro. “The value 
for money travelling out of Canada is huge: room rates [are] lower, 
food and beverage costs [are] better, and of course, the weather is 
advantageous. And in many cases, the air costs are lower, with more 
carrier choices,” says Jane Wallbridge, vice-president of meetings 
and events at Aimia.

The search for novelty and the next Big Thing are also factors. 
“Our clients are defi nitely looking for new destinations, emerging 
cities, new places to visit that off er value for spend, adventure, 
unique experiences and places that will wow their attendees,” says 
Wallbridge. “look at the incredible growth in cities in China; the 
new hotels in panama; the interest in Vietnam and Cambodia; the 
growth in river cruising. The travel options today are endless and 
clients are open to these new destinations.”

Our survey also revealed an increase in incentive travel, based 
on 2012 actual versus 2012 forecast numbers. “Absolutely. Business 
was back. Corporate clients had the budgets to travel again and 
they were spending. The economy was improving and motivation 
was a big factor for most clients. Meetings and incentives were high 
on their priority list,” says Wallbridge.
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On top of that, the exotic allure of overseas destinations con-
tinues to exert a powerful draw. “Traditionally, an international des-
tination is more of a carrot than a Canadian destination, especially if 
the participating audience is from across Canada,” says Terry Man-
ion, vice-president of Meridican Incentive Consultants. “The incen-
tive is lessened if you are asked to exceed quotas and be rewarded 
with a trip that is in your own backyard”—an observation echoed by 
the planners M+IT interviewed for this piece.

In the view of Roni Feldman, CMp, DMCp, Roni Feldman & Asso-
ciates Inc., “Canada has to get back onboard to promote itself as an 
incentive destination, and has to promote the unique opportunities 
available in each distinct region.” She notes that since “incentives 
don’t fi ll convention centres and generally do not have large room 
blocks,” Canadian CVBs tend to focus on attracting the large-scale 
meetings and conferences that do bring in the bigger groups.

In her view, Canada does off er what she calls unique, “money-
can’t-buy experiences” that are attractive to u.S. and overseas 
groups. “europeans love Toronto, love Canada,” says Feldman, who 
does pitch Toronto, Montreal, Vancouver and Quebec City as an 
incentive-travel destination to both european and u.S. groups. plus, 

incentive groups visiting Canada are often interested in experien-
cing spinoff  trips to the u.S. or other parts of Canada, she says.

EXPENSIVE FLIGHTS
But without question, for Canadian incentive groups, expensive dir-
ect fl ights within Canada are a deterrent to incentive groups con-
sidering off ering programs in their own country. “It’s hard to justify 
the cost of the fl ights against other options,” says Feldman.

“It costs less to fl y to panama than fl ights within Canada,” says 
Oscar nobre, of n Associates.

nobre says his incentive-travel clients are open to Central and 
South America, which he will consider for 2014. For this year, he’s 
looking at Jamaica and Mexico.

During the last two to three years, he’s seen a trend whereby his 
corporate clients make the incentive criteria more diffi  cult, resulting 
in a smaller, more exclusive group. “The companies want to treat 
the true winners,” he says. Although the groups are smaller, the 
companies spend more on each person, thus taking better care of 
the winners, he notes. Moreover, this works to motivate employees 
to try harder to meet the newer, tougher targets, he says. 
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More and more, our newest survey numbers indicate, planners are 
foregoing their own backyard and opting to hold meetings and in-
centive-travel programs outside Canada.

Is that reflected in the traffic at some major hotel chains? At Hil-
ton’s properties within Canada, for example, the em-
phasis is on domestic groups.

“Overall, I would say we are more weighted to-
wards booking more Canadian group business versus 
inbound from other parts. Certainly, the U.S. continues 
to be a big part of that inbound group business, but we 
are seeing more from Latin America and Western Eur-
ope,” says Vito Curalli, executive director, Canada, Latin 
America and international, Hilton Worldwide Sales. As 
for incentive-group travel specifically, Curalli reports 
that 60 per cent originates from Canada; the remain-
der, from outside Canada.

As for Hilton’s properties outside Canada, Canadian 
groups account for a “relatively small amount” of their 
business, says Curalli. But, he adds, Canadian custom-
ers tend to book in certain destinations such as Florida, 
Arizona, New York City, Chicago, London, Paris, Rome.

Over at Starwood, at the chain’s Canadian hotels, according to 
a spokesperson, “The majority of our business, both incentive and 
meetings business, continues to come from within Canada. We are 
seeing that emerging markets, from a group perspective, are be-

coming more prominent, specifically from India and South 
America. We have seen a definite increase in business and 
leads from these markets, and believe these markets will 
continue to grow fast.”

Starwood properties outside Canada? “In talking with 
our sales team, we can say that Canadian-based accounts 
book predominantly in our Canadian hotels, with about 
one-third of their business directed to the U.S., Caribbean, 
Latin America and to a lesser degree, into Europe and the 
Middle East, and Asia Pacific.”

At a third major chain, Fairmont, at its Canadian prop-
erties, the breakdown is as follows, according to a spokes-
person: “Primarily meetings out of Canada, with the U.S. 
coming in second. Incentives are starting to rebound, but 
are still a relatively small percentage of the total. Approxi-
mately 65 per cent of our group business emanates from 
Canada, and 25 per cent from the U.S.”

ranked highest on the list of most-utilized incentive tools and rewards was 
‘recognition awards or certificates,’ followed by ‘organization merchandise.’ Sig-
nificantly, it’s not always the dollar value of the reward, but rather, the perceived 
value that’s most important when it comes to motivating employees. 

“We recommend that there’s always some sort of emotional value attached 
to any physical item given as a reward,” says Claudine Kapel, principal of Kapel 
& Associates Inc., a Toronto-based human-resources and communications con-
sulting firm. “When you give cash, people can spend it on anything, from grocer-
ies to gas, and there is often no lingering emotional value of the cash gift or what 
it represents.” With recognition awards and certificates, and even organizational 
merchandise, the key is to link the reward to an emotion (i.e. pride, accomplish-
ment, gratification), which reinforces whatever it is the individual is being rec-
ognized for. “While it may be easier for an organization to cut a cheque, making 
an effort to choose meaningful rewards or experiences is often more effective in 
the long term,” she says. 

When it comes to employee motivation, sometimes the most effective incen-
tives are those without dollar value. According to Edward Thompson, president 
of Absolute Motivation Inc., the way an award is presented can be more power-
ful than the reward itself. If a customer-service award arrives in an envelope ac-
companied by a $25 gift card, the employee will likely consider it a ‘nice to have’ 
token. But if a senior executive arrives at the employee’s office and presents the 
award to him or her in front of colleagues, the company has now created a high-
ly memorable moment and raised the perceived value of the award incremen-
tally. “Everyone likes to be recognized, so the key, when it comes to recognition 
and rewards, is to create a trophy value that will trigger emotion every time the 
recipient looks at the reward or remembers the experience.” — HAILEY EISEN

M OST  O F F e R e D  R e WA R DS  I n  2 01 2

recognItIon awards or certIfIcates

organIzatIon MerchandIse (logo IteMs)

professIonal developMent opportunItIes

Year-end cash bonus

IncentIve travel — gROup TRIpS

gIft certIfIcates

cash awards

catalogue IteMs (I.e. TV, DVD plAYeR)

IncentIve travel — InDIVIDuAl TRIpS

no reward

green frIendlY gIft

csr gIft

hotels

rewards
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iven the results of M+IT’s recent Market Report Survey, we 
wondered if Canadian planners and their clients are aban-
doning Canada in favour of ‘anywhere else’?

The short answer is, yes and no. According to the destination 
reps M+IT contacted, some business has left, some has grown, much 
has stayed. Those who have left and/or plan to leave are part of a 
natural progression or business cycle.

Michele McKenzie, president of the Canadian Tourism Commis-
sion (CTC), in an e-mail from India, where she is selling Canada, 
says, “The numbers are consistent with what is happening on the 
leisure side—Canadians are travelling outbound in record numbers, 
driving a record travel deficit.”

Her colleague, David goldstein, president of the Tourism Industry 
Association of Canada (TIAC), added, “On the surface, the sector is 
looking okay, with growth over 2 per cent, year over year, tracking 
or exceeding the Canadian economy. We are seeing some strong 
growth from our emerging markets, but overall, international visits 
are only up 1 per cent. What is more disconcerting is that in 2002, 
the sector was 60-per-cent domestic and 40-per-cent internation-
al. now, we are 81-per-cent domestic and 19-per-cent international.”

While the sector sees the numbers going in the wrong direc-
tion, the government apparently doesn’t. In the last three years, Ot-
tawa slashed the CTC’s funding by 20 per cent (from $72-million to 
$58-million). 

DOMESTIC MARKET
For the domestic market, most reps recognize that for several years, 
the weak Canadian dollar held budgets captive, forcing groups to 
work on home soil. Reps believe planners became tired of presenting 
the same programs in what some considered overly familiar destin-
ations. So given Canada’s stronger dollar and economy, groups not 
only can go further on existing budgets, they have become highly 
desirable business for the rest of the world. As pat lyall, president 
of Destination Halifax, says, “We’re now the hunted.”

lyall says, “Canada is seen as a very lucrative market. I saw a 
stat that Canada is now in the top three as far as expected growth 
for outbound tourism. everybody wants Canadians now. Combined 
with that, we’re seeing a lot of destinations outside of Canada that 
were hit harder, sunk lower and are taking longer to come back” 
from the economic downturn “are putting very lucrative and at-
tractive packages together to lure our Canadian customer base.”

 lyall believes a side benefit to this outbound business is the 
positive optics from being seen in a market the client hopes to en-
ter. “Investing in that domestic market can be an economical way 
to trial a destination and get a sense of, ‘is this a place we want to 
do business?’”

For her part, Tourism Winnipeg vice-president Chantal Sturk-
nadeau, says, “the number one obstacle we’re hearing (from lar-
ger corporates and political parties) is that they don’t have enough 
members on the prairies. That’s why they stick to the bigger cen-
tres, because they have the majority of their members there.” 

While Canada cut its inbound marketing, the u.S. launched the 
Corporation for Travel promotion, with a mandate to raise $100-mil-
lion to invest in bringing business to America.

This extra market pressure, coupled with our changing economic 
status and strong dollar, has caused some in the industry to joke, 
“Flat is the new up.”

The good news about any flatline business is that none of the 
destinations are hearing complaints. lyall says, “I’m not sensing 
or hearing customer dissatisfaction with Canada. I think they 
still see it as a safe buy. Safe, meaning they’re going to get 
value for money. We’re still seen as a savvy, mature, credible 
place to do business.”

If there is any weakness in Brand Canada, it is an old perception 
that the country is a bit of a predictable bore—“big, open spaces, 
moose, mountains and Mounties,” says lyall. It’s an image the CTC 
has been working to alter since 2005. “We are making inroads in 
trying to change that, but it’s been with us for so long, that it’s 

Canada’s domestic group business 
is down, but not out.

destination 
‘anywhere else’?

BY allan lYnch
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not something we’re going to turn around overnight. And, as Can-
adians, we sometimes feel it’s more exciting to go away than stay 
home,” says lyall.

LOCAL STORIES
While there may be a national trend to the status quo, there are lo-
cal stories that go beyond statistics.

St. John’s, nfld., is boomtown Canada. According to Krista 
Cameron, director of sales for Destination St. John’s, 2013’s busi-
ness will be up 20-per-cent over 2012, which had already seen a 
healthy increase.

Halifax, according to lyall, has also seen steady business. Over 
the last decade, Halifax refocused away from the all-eggs-in-one-
basket, 90-per-cent domestic/10-per-cent foreign-business mix, 
to a less vulnerable 75/25 mix. She sees growth influenced by the 
$25-billion shipbuilding contract, new $500-million convention-
centre complex under construction, and the need for the city’s uni-
versities to commercialize their research.

According to Julie Holmen, Tourism Toronto’s director of sales, 
corporate and incentives, Toronto’s business stayed steady, thanks 
to the proliferation of corporate head offices, north American and 
global regional offices and the cluster of major industries (financial, 
pharmaceutical, insurance, food and beverage, technology) based 
in the city.

Winnipeg’s two softer years, 2010/11, were attributable to the 
openings of new convention centres in Ottawa and niagara Falls, 
Ont. Winnipeg is now looking to ride the new trend with the open-
ing of the Canadian Museum for Human Rights, in 2014, and an 
expanded convention centre (it will have 50-per-cent more space) 
opening in 2016. 

Vancouver has seen strong citywide meetings since the 2010 
Winter Olympics, in all three key markets; Canada, the u.S. and 
International meetings. David gazley, vice-president of meeting 
and convention sales for Tourism Vancouver, credits the games with 
giving Vancouver a great bounce. As well, many Canadian groups 
have looked to Vancouver after seeing the games on TV. The city 
and region have also really benefited from the spectacular expan-
sion of the award-winning Vancouver Convention Centre. This has 
enabled Vancouver to bid on business it previously couldn’t host. 
Current market softness can be tied to a dip in u.S.-based groups 
affected by the economic downturn.

people obviously appreciate coastal meetings. Vancouver’s 
tracking shows conference attendance on average over the past 
several years 7-per-cent higher than the previous-year conference 
when in Vancouver, wherever they had been held (in-country or for-
eign). In St. John’s, their statistics show that about 50-per-cent of 
delegates extend their stay.

On p.e.I., Michael Matthews, executive director of the newly 
minted Meetings p.e.I. (launched in April, 2012), is working to build 
on their markets and develop the incentive sector. “The incentive 

travel for us is not currently a significant part of what we are doing 
in M&C. We’re focused primarily on corporate that’s not incentive-
driven, and association.” Matthews’s mission is to break out of the 
“unknown quantity” status to build the incentive sector. “We offer 
many of the things people want and go to sunnier destinations for, 
in terms of beaches, culinary and unique experiential tourism op-
portunities. So we are an untapped destination for incentives.”

His biggest challenge is to package, price and position p.e.I. as a 
strong small-meetings and incentive destination and move beyond 
the idea that this is only a family vacation destination.

AREAS OF IMPROVEMENT
In analyzing their and their partner’s weaknesses, the destination 
reps identified four areas for improvement:

lyall says, “I would suggest that a lot of our destinations or indi-
vidual operators weren’t hungry enough and still aren’t. It isn’t until 
they start having hunger pains that they might start realizing ‘my 
customer has changed and I haven’t done anything about it.’ And 
some haven’t fully realized the implications of a shrinking world. 
The world has shrunk to such a degree that ease of access not only 
to get here, but to purchase, is paramount.”

lyall believes, “Our role is to make it as easy as possible to be 
found, because they’re out there, 23 hours and 59 minutes a day, 
surfing, searching, shopping. We might have three seconds to make 
an impression that will earn us the right to capture their attention 
for five minutes. I think in some ways we’ve gotten lazy as to how to 
keep ourselves in the face of the customer.”

Holmen agrees with lyall, warning, “Things haven’t improved 
vastly in the u.S., so sometimes a planner can negotiate a better 
deal in a u.S. destination than they can get in [their] own backyard.” 
With resorts hungry to replace lost u.S. incentive business, domes-
tics have to lighten their grip on traditional rev-par percentages.

Holmen believes some partners take their current clients for 
granted. They count on that business and forget that there are always 
new hotels, venues and destinations hungry for someone else’s busi-
ness. More effort needs to be focused around creating partnerships 
with their current client base and spending time understanding the 
overall needs of the group and how their venue fits into the puzzle.

Interestingly, Holmen commented that there are a large number 
of tools for partners to tap into, to analyze future business oppor-
tunities. By utilizing the pace reports and additional competitive in-
formation provided by Tourism Toronto, the community can gauge 
weaker years against other city-wide competitors and be more ag-
gressive with rate and concession offerings to build base business 
years out.  

Holmen continues, “the existing methods for looking at business 
opportunities provide a great historical analysis and there are no 
great reports or methods for predicting the future. everyone wants 
a crystal ball that they can look into when committing to larger busi-
ness opportunities in the future, so that they capitalize both rate and 
occupancy. There is something to be said for taking chances and al-
though sometimes that can be nerve-wracking when dealing with all 
stakeholders, the payoff can be great when they help increase their 
base business, and provides less focus on ‘need’ times.”

The bottom line is that while the sector may seem to have flat-
lined, there’s a lot of life in Canadian meetings and incentives. And 
it’s up to the partners to fight for the business. We have the prod-
uct—it’s a matter of messaging, salesmanship and flexibility. 

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

MarKet report 2013
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on emerging topics.
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exhibitor to guarantee you see 
who you want, when you want.

Continuing education credits for Education Sessions.
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It’s that time of year again! Each year, we ask our readers which 
hotels, venues and suppliers went above and beyond to meet their 
groups’ needs. It’s our readers’ chance to say a public thank-you 
to those suppliers who consistently stand out from the pack and 
who make planners’ jobs a little easier. The properties and meeting-
supply companies with the most votes get our top honour—not to 
mention bragging rights—and for one year, they’re in an elite class 
of “favourites,” as voted by M+IT readers. Here are the results, in no 
particular order.

If you’re interested in voting for your favourite Canadian suppliers, 
watch for next year’s Market Report survey and have your say! inTerconTinenTal ToronTo cenTre

BEST VENUES WITH BEDS
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TORONTO, ON
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THANK YOU
For choosing the InterContinental 
Toronto Centre Hotel as a favorite 
venue with bedrooms.
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InternationalCentre.com
6900 Airport Road, Mississauga, Ontario  
905.677.6131 / tf 1.800.567.1199

3 450+ EvEnts a yEar
3 $4.5 M rEnEwal Plan
3  500,000+ ft2 EvEnt & MEEtIng vEnuE
3 5,000 frEE ParkIng sPaCEsFollow us!

Big meeting coming up? Ron and his team  
will do whateveR it takes to make it a success. 
Ron Bentley is the Director of Event and Client Services and 
he has been with The International Centre for over 22 years. 
Ron’s expertise and knowledge are extensive. He can work 
heavy equipment – he’s a Class A Auto Mechanic with his  
D Class Truck Drivers license – and, together with his hand-
picked team, he has experience overcoming a wide range  
of logistical and event planning challenges. In short,  
he’s the professional you want by your side when you’re 
organizing a meeting, whether it’s for 50 or 5,000.   
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Before my fl ight landed in Washington, I had my own ideas about D.C. I en-
visioned a government town, where the sidewalks roll up at night. And yes, it’s 
the political centre of the Western world—a destination where history is made 
and immortalized in the National Mall. Think the White House, the Washington 
Monument, the Lincoln Memorial; and for the less politically inclined, think For-
rest Gump.

But when I left Washington a mere two days later, I had a di� erent view. 
I saw a city with life and vitality and youth, thanks in part to a President with 
whom a younger demographic identifi es. And with an infl ux of youth comes 
new restaurants and gentrifi ed neighbourhoods like those in the northwest, 
such as the trendy, boutique-laden 14th Street and quirky arts district, U-Street. 
Downtown’s Penn Quarter is vibrant and cosmopolitan, thanks to venues like 
the Verizon Centre; yummy eats like those at Ping Pong Dim Sum; and celebrity 
chef Jose Andres’s many restaurants, such as Jaleo, packed to the brim on a 
Thursday night. 

Unlike other major U.S. cities, Washington has remained shielded from the 
e� ects of the economic downturn, because despite hard times, politicians, lob-
byists and lawmakers still need to meet and money still needs to be spent. 

A NEW CONVENTION LANDSCAPE
Washington is home base for the U.S. President and elected o�  cials, but it is also 
home to some outstanding hotel properties, more than a dozen of which have 
undergone extensive renovations in the past few years. This includes a $2.6-mil-
lion renovation of The Fairmont Washington, D.C.’s, function space and breath-
taking showpiece The Colonnade; The Park Hyatt Washington’s entire lower level, 
the 10,000-sq.-ft. gallery of impressive ballroom and meeting space; and The 
Renaissance Washington’s gorgeous new lobby and updated rooms, which marks 
the transition of the Renaissance properties to an upscale lifestyle brand. 

While many hotels are renovating, nothing is poised to change the conven-
tion landscape quite like the hotly anticipated Washington Marriott Marquis. 
Slated to open next year, the 1,175-room, 49-suite hotel will adjoin, and connect 

fast facts
washington.org

Washington National 
Airport, DCA; Dulles 
International Airport, IAD; 
Baltimore-Washington 
International Airport, BWI

Has 58 museums 
and art galleries 
(most are free).

Time zone: Eastern 
Standard Time.

Summer 29˚C; 
Winter 7˚C

Population: 632,323 
(city) 5.7 million (metro).

Largest hotel: 
Marriott Wardman Park 
with 1,175 rooms 
and 125 suites.
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WASHINGTON, D.C.

 The Fairmont 
 Washington, D.C. 

 Walter E. Washington 
 Convention Center 

Not your Grandfather’s D.C.
BY CHRISTINE OTSUKA

 Washington Monument 
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inspiration
Last November, when the American College of Rheumatology held its 
annual medical meeting, it chose D.C. “Washington is one of our go-to 
cities,” says Ron Olejko, senior director of meeting services. He says the 
city is a huge draw for his 12,500 delegates, nearly half of which are 
international. “People like going to D.C. because it’s easy to get to, it’s 
easy to get around and you don’t have to plan a lot of activities, because 

it’s got everything—free museums, dining, the National Mall.” For the 
event’s opening reception, he chose the Newseum, an interactive mu-
seum of news and journalism that opened in 2008. The event saw 2,500 
people fi lling the six-level venue with interactive displays and pieces 
of history, such as The Berlin Wall and the World Trade Center. “That 
venue is phenomenal. It’s an incredible event space and not a lot of 
people know about it.” As for Washington, Olejko says his organization 
is already planning to bring its meeting back in 2016 and 2020.

PH
O

TO
S 

D
es

tin
at

io
n 

D
.C

.; 
Th

e 
Fa

irm
on

t, 
W

as
hi

ng
to

n,
 D

.C
.; 

W
al

te
r E

. W
as

hi
ng

to
n 

Co
nv

en
tio

n 
Ce

nt
er

; S
m

ith
so

ni
an

 N
at

io
na

l P
or

tr
ai

t G
al

le
ry

.

via underground pathway to, the Walter E. Washington Convention 
Center. The city’s convention facility is world-class and designed 
to accommodate multiples expos with its more than 2.3-million sq. 
ft. of convention space and reputation for holding events such as 
President Barack Obama’s inaugural ball. A stone’s throw away is 
one of the city’s largest private dining rooms that can seat up to 
100 at Acadiana, a contemporary Louisiana-style restaurant that 
presents a fi rst-rate option for o� -site dining.

A TWIST ON A CLASSIC CITY
Stu� y is one thing this city is not. Not only are the people in Wash-
ington overtly kind, they’re up for new ideas. For instance, a tour of 
the National Mall, with its memorials and monuments, could err on 
the side of boring, but not on Segways, the stand-up, two-wheeled 
intuitive scooters that are a ride in and of themselves. Or consider a 
few venues that are draped in history, but provide opportunities for 
fun. For instance, the National Portrait Gallery is part of the Smith-
sonian Institution, but at 7:00 p.m., you can rent out an enclosed 
courtyard, with an exquisite glass canopy that becomes a breath-
taking, acclimatized indoor/outdoor space for up to 1,200 guests. 
Carnegie Library, now owned by the Convention Center, is a gor-
geous historical site, but the second-fl oor event space has a giant 
illuminated map of Washington that makes for a quirky dance fl oor. 

For grandeur and opulence, the Building Museum’s 19th century 
setting, complete with 75-ft. columns, has seen eagles fl y from the 
indoor balconies, and drape acrobatics from 150-ft. ceilings. Stay 
at one of the Kimpton boutique hotels, such as the Hotel Monaco 
Washington D.C., a former post o�  ce and current historical site, 
where complimentary wine hour, animal-print bath robes and a 
goldfi sh for every guest are the norm, and you can see that this city 
has an imagination.

D.C. WITH A VIEW
Even an upscale American steakhouse, like Charlie Palmer Steak, 
has a light and airy feel to it. The big-city, Constitution Avenue ad-
dress, mouthwatering menu and a wine list of 3,500 bottles of ex-
clusively American wine increase your chances of rubbing elbows 
with the who’s who of Washington. But it’s the rooftop private-
events venue, with its panoramic view of the U.S. Capitol Building 
all the way to the Washington Monument, that will make Charlie 
Palmer Steak a must for every event planner.

While Washington is still very much a political town, the city has 
and continues to exude an unexpected vibrancy. It’s a city that will 
surprise you, as it did me. 

— Christine Otsuka is Associate Editor of Meetings + Incentive Travel.

 The Lincoln Memorial 

 Georgetown Waterfront 
 Smithsonian National  
 Portrait Gallery 
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“Lyon est la ville des ouvriers (Lyon is the city of workers),” says 
guide Anne Ravet, pointing down on city rooftops from the terraces 
beside the Notre Dame de Fourviere basilica.

Ravet’s point is that while Paris had the glamour of royalty and 
aristocrats, it was the merchant families and bankers of Lyon who 
paid for the capital’s opulent lifestyle. The city’s citizens are proud of 
their working past and present. This region has supplied the entrepre-
neurs, industrialists, inventors and bankers who kept France’s kings in 
luxury and who continue to fuel the country’s economic engine.

CAPITAL OF EUROPE
In Roman times, Lugdunum (Lyon’s Latin name) was the most im-
portant city in the Empire outside of Rome. It was essentially the 
capital of Europe, hosting three vast fairs a year. Because of its 
status, the Emperor Hadrian built two amphitheatres here. The lar-
ger 10,000-seat amphitheatre is still used for an annual open-air 
fi lm festival. Groups of up to 1,000 have tented its marble stage for 
events or used the adjoining Fourviere Gallo-Roman museum.

In the 15th century, the French king built on this history, grant-
ing Lyon the right to host four fairs a year. These medieval trade 
shows drew as many as 6,000 attendees from across Europe and 
launched Lyon’s hospitality industry, which built hotels so travellers 
didn’t have to sleep with their horses.

Lyon has strong connections to the movies. It was Auguste and 
Louis Lumiere, working in Lyon, who invented motion pictures. The 
red-marble-lined winter garden, fi lm theatres and gardens of Auguste’s 
magnifi cent mansion, now a museum, are available to groups of 300. 

A Lyon-based detective, Edmund Locard, known as France’s 
Sherlock Holmes, pioneered forensic science, formulating the basic 
principle that “Every contact leaves a trace.” His foundational work 
on forensic investigation is the reason Interpol’s headquarters are 
based in an unmarked o�  ce tower next to the Lyon Convention 
Centre (LCC).

Lyon is also a centre for the world silk industry and has evolved 
into modern fabrications like Kevlar, fi berglass, carbon and optic-
al fi bres. And as banker to the king, Lyon was Europe’s little Wall 
Street, setting the continent’s currency exchange rates. Since the 
leading bankers in the middle ages were Italian, they migrated here, 
marrying their cuisine with France’s and building neighbourhoods 
of Venetian-styled palazzos. They had such an infl uence that locals 
jokingly refer to Lyon as the northernmost Italian city. 

Over two millennia, Lyon grew in such an orderly way, preserving 
its legacy, that UNESCO, in awarding it World Heritage status, com-
mented on the  “exceptional progress and evolution of architectural 
design and town planning over many centuries.”

As for why a group would chose Lyon over Paris or the Riveria, 
Ariane Clough, LCC’s sales manager, says, “We compete on price, 
heritage and easy access” to, and within, the city. Lyon is compact 
enough for delegates to freely and safely navigate this visually ap-
pealing city, aided by an e�  cient transportation system of buses, 
trams, funiculars and subway. 

VENUE CHOICES
Venue choice ranges from a museum of fi lm; chapels; and the 
opera’s rooftop, to fl oating receptions in a fl eet of riverboats; cha-
teaux and the cloisters of the Museum of Beaux Arts, which has also 
been a royal palace and convent. While food trucks are a popular 
craze in North America, here, the Halles de Lyon Paul Bocuse, a 
covered market where chefs shop, are available for private events.

While Lyon may not trip o�  the tongue, it has hosted groups as 
diverse as the 21st International World Wide Web Conference; Cen-
tury 21 sales agents; the Bocuse d’Or culinary competition; and the 
BioVision World Lifesciences Forum; European Society of Human 
Reproduction and Embryology; Peugeot’s International Conference; 
and AstraZeneca Breast Cancer Summit. 

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

fast facts
lyon-france.com

Lyon-Saint Exupery 
Aeroport LYS

The Lyon City Card: 
unlimited travel on 
public transportation; 
free museum and 
attraction admissions

6 hours ahead 
of Toronto

Lyon Convention 
Centre and 
Eurexpo

13,000 bedrooms in all 
categories, with 2,000 
more to open by 2015
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A history of successful events.

BY ALLAN LYNCH
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inspiration
In April, 2012, Lyon hosted 1,800 delegates at the World Wide Web 
Conference. In November, it hosted TPAC, a week-long technical plen-
ary and advisory committee follow-up meeting for 480 international 
delegates from companies like Adobe, Google, Microsoft and Sony.

TPAC organizer Marie-Claire Forgue, who heads up training for 
W3C, the body which oversees the World Wide Web, says, “We 

picked Lyon because the congress centre has excellent amenities. 
We need a large number of (breakout) rooms and big spaces for 
plenary sessions” and the centre had that. Equally important is 
reliable Internet access. “Everyone got Internet without breaks, it 
worked well. No problem.”

Another amenity Forgue appreciated was the dedicated tram 
service operating between the congress centre and main train station. 
“It is super-convenient. Every big city should have this kind of service.”
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 The Mercure Lyon Centre 
 Château Perrache 

 View from the Opera de Lyon 

 The Flower Tree 
 The Church of 
 Saint-Nizier

 Tony Garnier Hall 

 Saint Exupéry Railway Station 

 Le Transbordeur 
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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.

INVEST YOUR TIME IN THE PROGRAM THAT DELIVERS

 + Must-Attend Networking Opportunities

 + Quality industry education to push your career forward 
and earn you CE credits

 + Collaborate with an Intimate Group of your peers 

 + Return transportation to/from Toronto

 + Up to 4 nights’ accommodation with our partner properties

 + Hotel transfers and most meals

SELECT HOSTED BUYERS FROM THE MENU

FULL PROGRAM DETAILS AT

PRODUCED BY

—Amy Thompson 
Event Coordinator, Community Foundations of Canada

I REALLY ENJOYED BEING A PART 
        OF THE HOSTED BUYER PROGRAM. 
   I HAD THE OPPORTUNITY TO VISIT A WIDE VARIETY 
              OF INTERESTING VENUES, MAKE GOOD CONNECTIONS
                              WITH PEERS AND VENDORS 
       AND EXPERIENCE INCENTIVEWORKS IN A WAY THAT 
                             WOULD NOT HAVE OTHERWISE BEEN POSSIBLE.
                                                                           THANK YOU.

HOSTED BUYERS PROGRAM PARTNERS

Space 
Limited, 
Apply 
Today

 + Hosted Buyer Welcome 
Reception

 + MPI Foundation Canada Rocks

 + Toronto Site Tour Event 

 + M+IT Magazine’s 2013 Hall 
of Fame Awards Presentation

 + Hosted Buyer Group Dinner

 + IncentiveWorks Closing Party

056--Hosted Buyers.indd   56 13-03-08   12:53 PM
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A full menu of group options in 
Canada’s Rocky Mountain Province

Alberta

SPECIAL ADVERTISING SECTION
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w. Brett wilson
Chairman, Canoe Financial 
Philanthropist, Entrepreneur, Author, Dragon

success

Space is never an issue. Calgary has 1.2 million square feet of meeting space.

With room for up to 17,000 delegates, it’s easy to host small or large groups.

Calgary is a catalyst for opportunity. An entrepreneurial spirit energizes the city, 
making it the perfect place to talk prospects, profitability and possibilities.

meetingscalgary.com
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algary is a world-class meeting 
and convention destination nestled 
in the foothills of the Canadian 

Rocky Mountains. Hospitality and friendly 
attitude prevail throughout the city and 
not just because we average more days 
of sunshine per year than anywhere else 
in Canada. Calgary is a dynamic city of 
over 1-million people and is surrounded 
by some of the world’s most extraordin-
ary natural beauty.

 
UNLiMiTEd HORiZONS
As the urban backbone of Western Can-
ada’s corporate and fi nancial community, 
Calgary has come to symbolize rapid 
growth, enhanced quality of life and a 
future of unlimited horizons. Within this 
cosmopolitan small town, delegates and 
patrons will enjoy the city’s safe environ-
ment, cleanliness and legendary western 
hospitality. Not to mention the tantalizing 
array of pre- and post-meeting adven-
tures awaiting you in the spectacular 
Canadian Rockies, only an hour’s drive 
from the city’s centre.

With over 1.2-million sq. ft. of fl exible 
meeting and convention space, Calgary 
can effi ciently tailor your event to your 
requirements. Our venues annually host 

meetings and conventions for groups ran-
ging in size from 15 to 17,000 attendees. 
Calgary also boasts a variety of world-
class accommodations, over 12,000 
guestrooms, with something for every 
group’s budget and preference.

All our meeting venues and guest-
rooms are conveniently located within a 
20-minute drive from the airport. Consist-
ently ranked as one of the best facilities 
in North America for overall passenger 
convenience, Calgary International Airport 
is Alberta’s premier international gateway. 
Calgary’s airport offers non-stop fl ights 
to over 60 international cities and is only 
one stop away from every major city in 
the world. The Calgary International Air-
port is currently undergoing a $2.1-billion 
expansion, set to be complete in 2015. 
It includes the construction of a new 
International Terminal, which will double 
the airport’s size, adding 22 aircraft gates.
 
VALUE-AddEd SERViCES
Meetings + Conventions Calgary (MCC) is 
pleased to offer our value-added services 
free of charge, to assist you in choosing 
Calgary for your meeting or conference. 
MCC is a one-stop shop for meeting plan-
ners, corporate clients, government and 

association executives. Our customized 
approach includes experienced advice 
and information on conference venues, 
hotels, pre- and post-event leisure activ-
ities, transportation, green meetings and 
local suppliers. MCC offers a turnkey 
solution for all your event and convention 
planning needs. We are the resource and 
will work with you as your Partner in Plan-
ning. Start planning your event today! •

ViBRANT +
          ENERgETiC

SPECIAL ADVERTISING SECTION

ENERgETiC
Calgary: 
Where hospitality prevails
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he Calgary Stampede is a not-for-
profit community organization that 
preserves and promotes western 

heritage and values. The Stampede con-
tributes to the quality of life by promoting 
volunteerism, presenting a year-round slate 
of events, investing in youth and agricul-
tural programs, and developing a unique 
western experience for the world to enjoy.

CORE VALUES
At the root of the Calgary Stampede 
brand are the core values of western 
hospitality, integrity, pride of place and 
commitment to the community.

The Stampede is a gathering place 
– hosting, educating and entertaining a 
global audience. In true western fashion, 
integrity is at the heart of all our relation-
ships. Our commitment to community  
is reflected in every experience and in par-
ticular by the people who bring them to life.

Located in downtown Calgary, 
Stampede Park, with over 500,000 sq. ft. 
of space, boasts the unique ability to host 
any event imaginable. With elegant, state-
of-the-art meeting rooms; flexible, fully 
equipped exhibition halls; a comfortable 
and intimate theatre; the Grandstand; 

Stampede Corral arena; many outdoor 
venues; and Rotary House, a rustic log 
cabin, Stampede Park is equipped to 
accommodate your event and will do it 
with style.

BMO CENTRE
The BMO (formerly Roundup) Centre is 
one of the busiest facilities of its kind in 
North America, playing host to approxi-
mately 700,000 attendees year-round. 
In addition, it has long been Calgary’s 
largest and most versatile event venue. In 
May, 2001, a major addition of 164,000 
sq. ft. of space was completed. The 
building features a look that maintains 
our western heritage, while at the same 
time, projecting a progressive, cosmopol-
itan feel that is representative of today’s 
Calgary. Put it all together and the BMO 

Centre is the place for everything from 
the largest convention or consumer show, 
to a gala banquet, to the smallest and 
most intimate meeting or wedding. We 
are directly connected to the Light Rail 
Transit station servicing the city and we 
offer over 2,500 parking stalls on-site.  

Agriculture is at the heart of the Calgary 
Stampede and the Agrium Western Event 
Centre will provide a new focal point for 
agricultural events at Stampede Park.

The largest project in our history, the 
Agrium Western Event Centre is an es-
sential part of the Stampede vision of a 
year-round gathering place for agriculture, 
commerce, education and entertainment. 
Bridging urban and rural culture, the com-
plex triples the agricultural space on the 
Park. Local and international visitors alike 
will enjoy this 150,000-sq.-ft. agriculture 
showcase and competition venue.

Completion is scheduled in time for 
the 10-day Stampede in 2014. •

The Calgary Stampede offers convention 
groups a uniquely western experience.

PRESERViNg
HERiTAgE

SPECIAL ADVERTISING SECTION
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SPECIAL ADVERTISING SECTION

RESidENCE iNN By MARRiOTT 
CALgARy AiRPORT
Residence Inn by Marriott Calgary Airport defines flexibility and 
is designed to meet all your business needs. Close to Calgary 
International Airport, Residence Inn by Marriott Calgary Airport 
is perfect for long-term stays. It’s an all-suite property, ensuring 
first-rate accommodation from top to bottom. Included in your 
stay is a hot breakfast, ensuring that you’ll begin each day on the 
right foot. And for those times when you want to channel your 
inner Iron Chef, the fully equipped kitchen, featured in each suite, 
is more than up to the challenge. At Residence Inn by Marriott 
Calgary Airport, we provide complimentary high-speed Internet 
access and a business centre on-site. Moreover, we’re directly 
attached to the Courtyard by Marriott Calgary Airport for a host 
of other convenient amenities, including almost 8,000 sq. ft. of 
flexible meeting space. The finishing touch to your stay with us: 
Complimentary shuttle to the airport. •

CALgARy MARRiOTT  
dOwNTOwN HOTEL
The Calgary Marriott Downtown Hotel offers luxurious lodging 
in the heart of Calgary’s vibrant downtown entertainment and 
business district. Located next to the Calgary Tower, the property 
provides guests easy access to fine dining, world-class shop-
ping, theatres and prominent business destinations, while offering 
spacious guestrooms and suites designed to provide a relaxed 
and productive hotel stay. On-site dining, indoor recreational and 
fitness facilities, concierge services and high-speed Internet ac-
cess are just a few of the many reasons Calgary travellers prefer 
the exceptional accommodations and outstanding service of 
this distinctive hotel. This downtown hotel also offers more than 
17,000 sq. ft. of newly renovated event space, ideal for wed-
dings, meetings and social functions. With direct access to the 
Calgary TELUS Convention Centre, the Calgary Marriott Down-
town offers everything needed for a successful and productive 
event. CONTACT: Tiffany Richards, tiffany.richards@marriott.com, 
Director of Sales & Marketing, Calgary Marriott Downtown Hotel, 
Phone:(403) 266-7331 www.calgarymarriott.com •

COURTyARd By MARRiOTT 
CALgARy AiRPORT
The Courtyard by Marriott Calgary Airport is perfectly situated 
to meet all your group’s meeting needs. Only minutes from the 
Calgary International Airport, the property’s 171 well-appointed 
guestrooms will host your attendees in comfort and style. When 
it’s time to get down to business, The Courtyard by Marriott 
Calgary Airport offers 7,700 sq. ft. of meeting space that can 
be configured to your group’s needs. We’re sensitive to your 
budgetary concerns and offer complimentary high-speed Internet 
throughout the hotel, a boon to any group’s business needs. And 
since we know the importance of f&b to any meeting, our on-site 
restaurant, The Bistro, operates for breakfast, lunch and dinner, 
for maximum flexibility. We strive to provide a pleasing environ-
ment, which includes our flexible, modern, public spaces. Finally, 
when your meeting is complete, we provide a complimentary 
shuttle to the airport. •

SPECIAL ADVERTISING SECTION
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MAKE MOTHER NATURE 
YOUR MOTIVATIONAL SPEAKER

banfflakelouise.com/meetings 

 
World renowned Banff and Lake Louise offers an 
unparalleled level of first-class accommodation,  
and amenities that will leave your attendees feeling 
inspired.  Book your next meeting today.

Scan the QR code to watch the enticing video 
WHY YOU SHOULD “MEET UP”
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T here are destinations, there are scenic mountain des-
tinations, then there is Banff and Lake Louise, where 
you will find so many exceptional venues and exciting 

things to do—with so much breathtaking natural beauty—you 
just may consider staying year-round. 

This is no humdrum, cookie-cutter meeting destination. In 
fact, for planners, coordinating events in Banff and Lake Louise 
is like putting together the elements of a fine dinner menu. 

Planners can choose from an awe-inspiring assortment of 
high quality dishes and beverages—in order words, start with a 

BANff

SPECIAL ADVERTISING SECTION

Unforgettable meeting experiences, fantastic activities, 
all nestled within pristine natural surroundings

ANd LAkE LOUiSE
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banfflakelouise.com/meetings 

 1-800-661-9266
www. banffparklodge.com

403-760-5088
www.banffmapleleaf.com

Located On Banff Avenue’s 
busiest corner, our elegant log 
cabin interior is the perfect venue 
for a truly memorable event.
· Striking mountain views
· 4 private rooms
· Set menus showcasing  

Alberta game meats &  
west coast seafood

· Dedicated group sales manager
· Capacity: 200

IF YOU MEET HERE  
THEY WILL COME

BREWSTER’S 
MOUNTVIEW BARBECUE

MAKE YOUR NEXT EVENT  
AN EXPERIENCE

403-760-5088
www.thebison.ca

1-866-762-0114
www.mountviewbbq.com

Named “One of the top ten 
restaurants worth travelling 
the world for”, The Bison is a 
must while in Banff! Modern 
open concept space features 
a mountain view terrace and 
interactive display kitchen.  
· Mountain views from every seat
· Private & semi-private options
· Set menus featuring the best in 

regional, seasonal cuisine
· Dedicated group sales manager
· Capacity: 85 seated, 150 cocktail

Accommodating groups of 50 
plus year-round, our friendly staff 
serves a hearty, buffet-style meal, 
including the famous Brewster 
BBQ hip of beef.  A central 
bonfire provides warmth and 
atmosphere to dance the night 
away in country and western style.  
Brewster’s MountView Barbecue’s 
unique and distinctive operation 
is certain to highlight any event of 
your Banff area function.  

· 211 guest rooms & suites
· 18,900 sq. ft. function space
· Spectacular location
· Conveniently downtown
· 4 Star service
· Amazing value
 

SEAMLESS GROUP DINING 
AT BANFF’S MOST ICONIC 
CANADIAN RESTAURANT

Alberta 13.indd   66 13-03-14   3:44 PM

http://www.banffparklodge.com
http://www.banffmapleleaf.com
http://www.mountviewbbq.com
http://www.thebison.ca


SPECIAL ADVERTISING SECTIONSPECIAL ADVERTISING SECTION

selection of any of the region’s fabulous hotels and resorts, or 
other charming accommodations. There are numerous world-
class meeting and conference spaces to satisfy any size of 
group or occasion, serviced by professional staff who can tend 
to a visitor’s every wish. 

Planners can customize the rest of the exotic ingredients 
they need to make their event fit their precise requirements. 
For example, visitors to Banff and Lake Louise have access to 
incredible skiing, horseback riding, white-water rafting and a 
multitude of other activities.

This is just a small taste of the fun on offer at this year-round 
playground, where attendees get access to the perfect mix of 
great meeting spaces, accommodations and active and leisurely 
pursuits—all leading to inspiring, team-building opportunities, 
and once-in-a-lifetime event experiences. 

Only a 90-minute drive west of the Calgary International Air-
port, Banff National Park is easily accessible. Several transporta-
tion companies offer charters—for example, Banff Airporter pro-
vides 12 convenient daily shuttles between the airport and Banff. 
Professional, convenient and affordable, the company also offers 
group rates. Alternatively, destination management companies 
can assist with most every detail, offering smooth and successful 
transitions, as well as great programs for planners. 

The park, home to the Town of Banff and the hamlet of Lake 
Louise, is part of a UNESCO World Heritage site. In total, Banff 
National Park offers 6,640 sq. km. of forested valleys, high 
peaks, glacier-fed lakes, gorgeous rivers and wildlife. It is rec-
ognized internationally for its protected, undeveloped spaces. 
Park entry fees ensure the longevity of this special place. Group 
discount rates are available.

Rising up amidst the snow-capped peaks in the heart of 
Banff National Park is one of the region’s jewels, the Fairmont 
Banff Springs. And on June 1, 2013, this spectacular historic 
castle in the Rockies celebrates 125 years of creating special 
memories for guests.

The Fairmont Banff Springs represents grandeur and opu-
lence, and it is home to the largest resort meeting space in 
Canada under one roof. With 768 guestrooms, 76,000 sq. ft. 
of meeting space, a championship golf course and full-service 
Willow Stream Spa, planners will quickly see the advantages of 
booking at this mountain resort. 

History melds with luxurious amenities and group functionality 
at the Fairmont Chateau Lake Louise—located on the shores of the 
turquoise waters of Lake Louise and only 40 minutes west of Banff. 
With 36,000 sq. ft. of meeting space and 550 alpine-inspired gues-
trooms, the Fairmont Chateau Lake Louise is an excellent choice 
for those who require quality, functional space and splendour. 

fUN fOR ALL SEASONS
When not participating in formal events or relaxing in their hotels, 
attendees have access to a great many delightful diversions. In 
winter, prime skiing awaits, as well as ice skating, dogsledding, 
horse-drawn sleigh rides, cross-country skiing and snowshoeing, 
ice walks and tubing. In the summer months, guests can play the 
gorgeous 27-hole Fairmont Banff Springs Golf Course or choose 
from a diverse range of fun-filled activities, including horseback 
riding, white-water rafting, biking, canoeing and hiking. 

SkiiNg PERfECTiON…TiMES THREE
In the winter, elevate your meeting, conference or event from 
the ordinary to the extraordinary at one of Banff-Lake Louise-
Sunshine’s three world-class ski areas: Mount Norquay, Sun-
shine Village or the Lake Louise Ski Area. All three can be found 
in Canada’s Protected Playground, and all within 45 minutes of 
the Town of Banff.

Whether you are planning a gathering of 15 people or more 
than 1,500, create magical memories to last a lifetime. Each ski 
area has a range of authentic meeting and conference space 
options. Guests can take advantage of a special Tri-Area Ski 
ticket. This opens skiers up to 8,000 acres of ski terrain at all ph
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1-87- SKI BANFF
(1-877-542-2633) skibanff.com

403-762-1504
parkscanada.gc.ca/banff

Banff National Park is a place 
where landscapes can inspire 
you, where undeveloped spaces 
make you want to explore new 
possibilities, and where roaming 
wildlife make you feel relaxed 
within their environment. Your 
entry fee to the park helps to 
protect and maintain this place for 
you and future visitors. For group 
discount rates over 100 passes, 
please contact us. 

SUNSHINE’S 
EXHILARATING VENUE 

CANADA’S FIRST NATIONAL 
PARK OFFERS MOUNTAINS

OF POSSIBILITIES! 

INSPIRING MEETINGS. 
INSPIRATIONAL LOCATION.

1-888-449-2901
banffairporter.com

1-877-760-4595
banffcentre.ca/conferences

Banff Airporter is the best way to 
get between Calgary Airport and 
Banff & Lake Louise, offering 
frequent scheduled departures in 
a modern fleet of luxury coaches. 
Looking for custom transportation 
options? Banff Airporter also 
offers private VIP charters for 
direct service.

Each year, hundreds of meeting 
planners from across Canada and 
around the world choose The Banff 
Centre for their events. They are 
choosing a modern conference 
centre with comprehensive meeting 
spaces and services, business-
friendly hotel accommodations, 
experienced conference personnel, 
and exceptional value.  They 
find the tools, support, and the 
environment they need to achieve 
their goals and inspire their 
delegates.

The Sunshine Mountain Lodge 
is located 8 km west of Banff 
in the heart of the Canadian 
Rockies at Sunshine Village 
Ski and Snowboard Resort. 
This eco-boutique hotel delivers 
extraordinary luxury surrounded 
by breathtaking scenery. 
· Customized menus available 

with wine pairing options 
· Private function spaces from 

20 to 120 people 
· Activities such as skiing, 

snowshoeing, yoga, spa and 
team building

BANFF AIRPORTER

team building
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three ski areas. Guests get dis-
counted rates and can take in the 
scenery of this world-famous region 
year-round.

From social gatherings to corpor-
ate retreats, Sunshine Village provides 
an exclusive alpine backdrop in the 
heart of the Canadian Rockies. Just 
15 minutes from the cozy town of 
Banff, the resort provides an unforget-
table experience in the heart of the 
world-renowned ski and snowboard 
resort. 

Create memorable bonds with 
activities such as ski and snowboard 
lessons led by some of the most highly 
regarded instructors in the industry, or 
snowshoe through untouched powder 
and explore the natural bounty of Banff 
National Park. Sunshine’s Group Fun 
Race provides customizable courses 
to bring out friendly competition and 
encourage team-building skills.

Groups of 15 or more can enjoy 
discounts on lift tickets, rentals, trans-
portation and ski school, in addition to 
accommodation at the eco-luxurious 
Sunshine Mountain Lodge.  

Whatever the type of program—re-
treat, board meeting, sales meeting, annual association meeting 
or incentive trip—there is a property and experience that will 
perfectly fit your budget and group size.

For fantastic, functional meetings, stylish meeting rooms 
filled with sunshine and stimulating mountain views are on tap 
for planners organizing events at the Banff Park Lodge Confer-
ence Centre. 

Floor-to-ceiling windows line the distinctive meeting rooms 
and 18,900 sq. ft. of functional space can accommodate up to 
500 people. Themed cocktail events, executive boardroom 
set-ups or hospitality suites, and even large plenary sessions, 
with rear-screen projection or small breakouts, are under one 
roof. In addition, 211 spacious hotel rooms with step-out 
balconies grant access to gorgeous vistas and mountain 
air—beauty in all seasons. 

iNSPiRiNg, CREATiVE EVENTS
Set on 43 acres just five minutes from downtown Banff, The 
Banff Centre is a world-renowned conference centre, and an 
internationally acclaimed institute for advanced learning in the 
arts and leadership.

The Banff Centre’s 72,000 sq. ft. of meeting space consists 
of 60 diverse meeting rooms and includes theatres, auditoriums 
and function halls. In 2010, the Centre opened Banff’s newest 
meeting complex, the Kinnear Centre, which features 21,000 
sq. ft. of modern meeting spaces, each with built-in conference 
technology and floor-to-ceiling windows, which flood rooms 
with all the views and natural light of the Rockies.

Meeting planners receive the full support of a dedicated 
conference-services manager. Delegates stay on-site in one 

of the Centre’s 400 comfortably ap-
pointed and business-friendly hotel 
rooms and suites, and enjoy full 
access to the Centre’s recreational 
facility. Extensive dining services 
include a quick-service dining room, 
a fine-dining restaurant, a bistro and 
customized private banquets.

In Banff, excellent food choices 
abound. For a unique off-site venue, 
Brewster’s MountView Barbecue is an 
authentic corporate event and recep-
tion facility that offers a truly western 
experience. Exclusively for group 
business, MountView Barbecue’s 
friendly, capable staff can serve a 
hearty, buffet-style meal of the famous 
Brewster BBQ hip of beef to groups of 
50 or more guests year-round. 

Inside the famous Brewster ‘Donut’ 
tents, a central bonfire provides 
warmth and atmosphere to dance the 
night away in country and western 
style. Every event includes music 
entertainment and arrangements 
can be made for a Gunfighter’s Stunt 
Show or a Native Dance Performance. 
Other themed events can also be ac-
commodated. An event here is truly a 

one-of-a-kind Banff experience.
The vibrant downtown, with its shopping, galleries, mu-

seums, cafes and pubs, also offers great food. 
The Maple Leaf Grill & Lounge, in downtown Banff, provides 

a wonderful view of the town as well as the mountains beyond. 
Uniquely, it features Canadian cuisine within an award-winning, 
lodge-style atmosphere, and specializes in Alberta beef, bison, 
elk, fresh fish and seafood. 

The spacious, dynamic restaurant can be sectioned off into 
several private dining rooms and nooks for intimate gatherings, 
or opened up for large celebrations. The Maple Leaf’s wine list 
is the largest in the region, and it has won the wine spectator 
award of excellence for each of the past 10 years.  

Rustic elegance meets dining excellence in a gorgeous 
mountaintop setting at the Bison Restaurant and Terrace. 
Guests can delight in a signature cocktail, local bottled beer or 
choose from a carefully selected wine list. Then they can just 
sit back and enjoy the show, as a line of talented chefs pre-
pare regionally inspired meals in an open-concept, coppered 
kitchen. Locals and visitors enjoy the Bison’s sun-drenched 
terrace, with mountain views in the summer and its roaring 
campfire in the winter.

Event rooms can be customized to include a fresh oyster bar, 
hors d’oeuvres stations, a patio campfire, or a live band or DJ. 
Intimate private and semi-private event requirements can be 
accommodated for parties of up to 100 people.

In the end, planners choose Banff and Lake Louise in all sea-
sons, for many reasons. Specifically, those who crave beauty, 
quality, venue flexibility and great activities know that it’s the 
smartest choice •

SPECIAL ADVERTISING SECTION
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SPECIAL ADVERTISING SECTION

T he city of Edmonton, Alberta, is a thriving urban centre 
that is divided into three lively and distinct districts, each 
offering an array of accommodation, attractions and 

amenities. Whether you are planning a meeting, conference or 
retreat, consider the outstanding features offered in Edmonton’s 
City Centre, West End and Southside! 

The CiTy CenTre
The vibrant downtown core features superb hotels, a variety of 
upscale eateries, world-class entertainment and one-of-a-kind 
boutiques. The heart of Edmonton’s arts and culture scene, the 
city centre puts guests in the prime location to enjoy year-round 
festivals, theatre performances, concerts and fi ne-arts exhibitions 
at outstanding venues. The parks, trails and golf courses of the 
Edmonton river valley — one of the largest stretches of urban 
parkland in North America, and 22 times larger than New York’s 
Central Park — are easily accessible from this district. 

Downtown hotels provide guests with quick access to some of 
the most unique, prestigious and state-of-the-art meeting facilities 
the city has to offer, including the Shaw Conference Centre, with 
200,000 sq. ft. of multifunctional space, and the EXPO Centre at 
Northlands, which is the largest trade and consumer show venue 
in Western Canada, featuring 522,000 sq. ft. of meeting space.

Edmonton’s downtown is also home to one of the city’s most 
unique venues, the Art Gallery of Alberta. This architectural 
marvel boasts 85,000 sq. ft. of meeting space spread over three 
fl oors, an education centre, an award-winning restaurant, 
150-seat theatre and exhibition space. Creative planners can 
also make use of the expansive atrium, outdoor sculpture court 
and ‘fl oating’ private lounge. 

The souThside
Trendy and eclectic, Edmonton’s Southside is marked by a blend 
of history, culture and recreation from its local bistros, to the 
historic facades of Old Strathcona, to the living museum that is 
Fort Edmonton Park. The South hosts a multitude of festivals, 
including the Edmonton International Fringe Theatre Festival, the 
Symphony Under the Sky and the Edmonton International Film 
Festival. 

The streets of Old Strathcona are celebrated for their live 
music venues, independent theatre companies, spas, cafes, fi ne-
dining establishments and local fashion boutiques. Only minutes 
away from Southside hotels, South Edmonton Common is a 
shoppers’ paradise, with 320 acres of open-air retail space, while 
the recently expanded Southgate Centre offers more than 165 
upscale stores and services. 

Three Distinct Districts — One Fantastic City!

EdMONTON
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This district is home to a plethora of hotels, ranging from historic 
inns, to trendy boutique properties, to full-service conference hotels 
offering more then 2,000 guestrooms and 100,000 sq. ft. of meeting 
space. The University of Alberta campus also provides convenient 
accommodation, and is the home of the Lister Conference Centre 
that contains over 13,000 sq. ft. of flexible meeting space. 

The WesT end
Edmonton’s West End boasts a diverse blend of business and lei-
sure attractions in the form of concerts, sporting events, festivals, 
shopping, dining, theatre and the arts. With a collection of hotels 
offering more than 2,000 guestrooms, there is something here for 
everyone, from the budget-minded to the luxury-seeking. 

The 135,000 sq. ft. of unique meeting space makes this a lead-
ing neighbourhood for conferences, tradeshows, meetings and 
conventions. Go beyond the ordinary, with evening entertainment 
at one of two celebrated dinner theatres; host a formal gathering 
at the Royal Alberta Museum; hold your function at the TELUS 
World of Science Edmonton or enjoy a cocktail reception aboard a 
replica of the Santa Maria ship in West Edmonton Mall. 

This world-renowned mall incorporates shopping, dining and 
entertainment into one spectacular venue. With more than 800 
stores and services, 100 eateries, a casino, a waterpark and an 
amusement park, no trip to Edmonton is complete without a visit 
to this incredible complex. 

LeT FesTivaL CiTy inspire your visiT! 
With a calendar packed full of special events and world-renowned 
festivals, Edmonton is the ideal destination for a memorable meet-
ing or conference. Consider incorporating one of these exciting 
events into your visit! 

Body WorLds: The CyCLe oF LiFe
Making its Canadian debut from May 18 until October 13, The 
Cycle of Life shows the skeleton, muscles, nerves and organs of 
the human body in real-life poses like never seen before! 
Edmonton International Street Performers Festival

From July 5 to July 14, Edmonton’s streets come to life with 
performances by acrobats, musicians, clowns, magicians and 
more. Incorporate these performers into your event or gala with 
Edmonton’s Festival City in a Box program. 

edmonTon inTernaTionaL  
Fringe TheaTre FesTivaL
Enjoy North America’s largest fringe festival from August 15 to Au-
gust 25, when more then 1,500 performers from around the globe 
take to the stage to entertain and inspire. 

2013 Cn Canadian Women’s open
Join golf fans from August 19 to August 25, at the Royal Mayfair 
Golf Club, as the best players from the LPGA tour battle for the 
cup at the 2013 CN Canadian Women’s Open. 

Canadian FinaLs rodeo
From November 6 to November 10, watch the top professional 
rodeo athletes rip up the dirt and compete against the clock for 
the Canadian title, and a chance to win a share of more than 
$1-million in prize money! •

Three Distinct Districts — One Fantastic City!
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Plan your conference, meeting or 
event during one of Edmonton’s  30+ 

annual festivals that draw and delight 
visitors from around the globe!

Welcome to...

www.edmontondestinationhotels.com
Or Call Toll-Free: 1 (877) 213-8368

City!City!City!City!
Festival
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Plan your conference, meeting or 
event during one of Edmonton’s  30+ 

annual festivals that draw and delight 
visitors from around the globe!

Welcome to...

www.edmontondestinationhotels.com
Or Call Toll-Free: 1 (877) 213-8368

City!
Festival

Alberta 13.indd   73 13-03-14   3:45 PM

http://www.edmontondestinationhotels.com


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

1. Give the gift of wellness. SpaFinder gift 
cards are accepted at over 20,000 spas 
and yoga, fi tness and Pilates studios and 
other wellness locations, in 92 countries. 
spafi nder.ca
 
2. Having fun is a breeze with a pocket-
sized kite made of durable rip-stop nylon. 
Release into the wind and watch it soar. 
Zippered carrying case. $8 USD. 
restorationhardware.com

3. Extra-thick notepad features an eyeglass 
silhouette design on both the outside and 
inside of the cover. Interior pages are lined 
in a vibrant green that complements the 
cover art. $8/$10 USD. seejanework.com

 4. A smartphone cleverly fi ts inside this 20 
oz., silicone-based water bottle. Designed 
for iPhone 4 and iPhone 5, but fi ts other 
models. Red, blue or green. $14.25. 
plumgiftco.com

5. Non-toxic desktop aromatherapy kits 
can be themed (special events, medical, 
etc.) and attractively packaged (mini plant-
ers, mini curbside blue bins, etc). $10-$15/
kit, depending on packaging. 
redscarfpromotions.com

6. Adjustable GripTight Micro Stand fi ts all 
iPhones and most Android and Windows 
smartphones, with or without a case. 
Pocket-sized, with lanyard hole. $29.99. 
henrys.com

7. Custom blended using chef Thomas 
Keller’s signature Cup4Cup fl our, this mix 
makes it easy to make gluten-free cookies 
in minutes—just add butter and eggs. 
$28.95 USD. williams-sonoma.com

8. Roku Streaming Stick lets travellers 
bring their entertainment library with them 
while on the road, by transforming any 
Roku Ready TV into a smart TV. $99.99 
USD. roku.com
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TESTED

“The Scenic Air Freshener has a 
generic, household-solvent smell, 
but the Stellar Desktop Cleaner 
hints subtly of cinnamon, and the 
Superior Screen Sparkler exudes a 
pleasing lavender/rosemary aroma 
(and cleans like a dream!).”
—The M+IT sta� .

cool gifts
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75M E E T I N G S C A N A D A . C O M

1. Overnighter features large-zip main compartment, including front-zip accessory pocket. Separate padded laptop compartment. 
Removable and adjustable shoulder strap and pinched webbing carrier handles. $169.99. thehouseofmarley.ca 2. Perfectly portable 
infl ight snack, 3.5-oz chocolate bar comes wrapped in Pan Am’s iconic, retro-cool blue-globe logo. Available in dark and milk chocolate. 
$3.99 USD. praimgroup.com 3. NOZIN all-natural wellness product works like a hand sanitizer for the nose, to help protect against 
germs while on the road. TSA carry-on approved. 8ml bottle, $12.99 USD. nozin.com 4. Montecito tote features slash-proof, steel-mesh-
reinforced nylon fabric; cut-proof, steel-cabled shoulder strap; fold-and-clip corners; detachable LED fl ashlight. Roomy, zippered main 
compartment, with contrasting lining. $129 USD. magellans.com 5. Turn on Magic Cube projection keyboard and multi-touch mouse and 
pair it with a compatible device via Bluetooth or USB. $200. Available at Holt Renfrew stores across Canada. 6. Stylishly designed travel 
binoculars deliver brighter, sharper colours and improved performance in low-light conditions. Includes padded case and Nikon 25-year 
limited warranty. $389.95. vistek.ca 7. The Rainrap is a water-resistant, reversible, lightweight, fast-drying women’s wrap. Easy to store in 
a handbag or suitcase. Comes with travel pouch. 12 styles. $48-$60 USD. rainraps.com
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TESTED Pan Am chocolate 
bar Test Lab blurb: 
The 55% cocoa-mass 
dark-chocolate bar 
won’t put Lindt or 
Valrhona out of business, 
but it’s a more-than-
respectable e� ort.
—Don Doulo� , M+IT.

AS I SEE ITAS I SEE ITtravel gear
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76 M E E T I N G S C A N A D A . C O M

Mental Floss Sideshow provides intimate and interactive en-
tertainment, including feats of derring-do and curious exhibits 
gathered from around the world. Fees tailored to each event. 
mental-fl oss-sideshow.com

Custom group food/wine tour spends 11 days in Argentina, visiting 
Buenos Aires, mountainous Bariloche region and Mendoza wine 
country. Shop food markets; take cooking classes; sample restaurants, 
and more. zicasso.com

Maple Leaf Adventures’ 2013 journeys, by schooner 
or yacht, showcase the remotest coastal rainforests, 
fjords, islands and cultures of Alaska and B.C. Hosts 8, 
plus 4-5 crew. mapleleafadventures.com

Fairmont o� ers morning, sta� -led group runs, on Vancouver’s seawall 
(Fairmont Waterfront) and in Montreal (Fairmont The Queen Elizabeth). 
Runs can be customized for attendee groups. fairmont.com

Fill cooler tub and table with ice, to keep 
beverages cold. Ideal for sampling, sports 
and beverage programs. Table top can be 
locked ‘open’ or left closed. 
beyondthebag.com

Check In Easy lets you add 
guests on-the-fl y on multiple 
iPads, iPhones and Android 
devices. Guest-credit pack-
ages start at $99 USD for 
events under 400 people. 
checkineasy.com

Eco-friendly badges eliminate traditional plastic holders and print 
on standard o�  ce laser and inkjet printers. One-piece contour-clip 
clothing attachment is reusable and fabric-safe. As low as 15 cents 
each. badgeteconline.com

hot ideas
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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
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MPI Toronto Chapter 
Signature Series

PCMA Convening 
Leaders

LEFT TO RIGHT: 1. Michael Gibson, The Westin Prince; Lynda Ho� , LNH Strategic Event Management. 2. Susan Lanc, CMP, Hilton Worldwide; 
Leanne Hay, Maxvantage; Cindy Hughes, Global Cynergies. 3. Barry Webb, London Tourism; Clayton Caporal, AV-Canada 4. Yola Mar-
shall, InterContinental Toronto Centre; Karen McKeogh, Metro Toronto Convention Centre; Barb Cross, Ottawa Tourism; Jennifer Nielsen, 
InterContinental Toronto Centre; Stella Gallant, Tourism Toronto; Deborah Ross, Tourism Toronto. 5. Marcelo Zolessi, Convention News 
Television; Sonja Chilcott, M+IT; Sarah Solomon, Convention News Television; Robin Paisley, M+IT; Christine Otsuka, M+IT. 6. Nadia Therrien, 
Palace Resorts, Cori-Ann Canuel, M+IT, Bonhomme Carnaval, Carnaval de Quebec, Cindy Raider, Nat Raider Productions Inc. (photo credit: 
NH Photographers group). 7. Nela Mokra, Timewise Event Management Inc., Jill E. Burke, ConferenceDirect, Cori-Ann Canuel, M+IT (photo 
credit: NH Photographers group).

Canada Hosted
Buyer Show
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Cineplex Gift Cards are a great way to 
reward employees, recognize teams and 
engage potential clients.

™/® Cineplex Entertainment LP™/® Cineplex Entertainment LP

Learn more at cineplex.com/CorporateSales
CORPORATESALES@CINEPLEX.COM

Colombia
PresentationQuebec Day

WANT 
MORE 
EVENT 

PHOTOS?
Visit:

LEFT TO RIGHT: 1. Yvonne Dewar, 
Elastic Communications; Robin Paisley, 
M+IT; Wendy MacKenzie, Hospitality 
Connection. 2. Christine Otsuka, M+IT; 
Leandra Ruttan, Backstage Produc-
tions.. 3. Yolanda Molinuevo Ortega, 
Copa Airlines; Maria Fernanda Guz-
man, PROEXPORT Columbia; Alvaro 
Concha, Columbia Government Trade 
Commission; Laura Chinchilla, PRO-
EXPORT Columbia; Carolina Martelo, 
PROEXPORT Colombia; Alanna Mc-
Quaid, M+IT; Laura Marin, Copa Airlines.
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Wednesday May 15, 2013 
Dinner Meeting - Elmwood Spa

Wednesday June 19, 2013 
Site Canada Summer Social

Monday August 19, 2013
Site Canada Golf Tournament

Wednesday September 25, 2013
Chapter Meeting

Wednesday November 13, 2013
Site Canada Education Day

www.sitecanada.org

Upcoming Events

For information about joining Site, or attending an upcoming event, 
please email us at office@sitecanada.org or visit our website at www.sitecanada.org

Site Canada – 25 years of connecting 
motivational experiences with business results 

for incentive industry leaders.

Connect. Grow. Lead.

CAEM Awards Gala

CanSPEP

MPI Montreal Quebec 
New Year’s Party

LEFT TO RIGHT: 1. Lisa McDonald, Prospectors & Developers Association of Canada; Missy Lichtenberger, CMP, CEM,  Scotiabank Conven-
tion Centre; Glenna Cairnie, Glenna Cairnie Administrative Services. 2. Naomi Wagschal, CEM, CMP, College of Family Physicians of  Canada 
and family. 3. Nicole Sampson, Prospectors & Developers Association of Canada; Jennifer Campbell, Town Media; Lisa McDonald, Prospect-
ors & Developers Association of Canada; Jennifer Holland, Metro Toronto Convention Centre. 4. Joyce Morocco, AMCT, CSEP, Elements of 
Success; Gayle Gingrich, CAAP, CMP, The Gingrich Group; Cindy Hick, HPB Association Management Services. 5. Candace Shierling, Tour-
ism Saskatoon; Brian Eastcott, M+IT. 6. Ron Guitar, MPI Foundation Canada; Antonia Issa, The Rubber Association of Canada. 7. Cori-Ann 
Canuel, M+IT; Sabrina Strang, Albert at Bay Suite Hotel, (photo credit: NH Photographers Group).

Caesars Windsor 
High Tea 
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Wednesday May 15, 2013 
Dinner Meeting - Elmwood Spa

Wednesday June 19, 2013 
Site Canada Summer Social

Monday August 19, 2013
Site Canada Golf Tournament

Wednesday September 25, 2013
Chapter Meeting

Wednesday November 13, 2013
Site Canada Education Day

www.sitecanada.org

Upcoming Events

For information about joining Site, or attending an upcoming event, 
please email us at office@sitecanada.org or visit our website at www.sitecanada.org

Site Canada – 25 years of connecting 
motivational experiences with business results 

for incentive industry leaders.

Connect. Grow. Lead.

LEFT TO RIGHT: 1. Patty MacPherson, Frischkorn Audiovisual; Cori-Ann Canuel, M+IT; Marc Forgette, Brookstreet Hotel; Kayley O’Brien, Scotia-
bank Convention Centre; Nicole Desjardins, Skyline Hotels & Resorts; Mira Todorovic, City of Hamilton. 2. Robin Paisley, M+IT; Jean Silzer, Details 
Convention & Event Management. 3. Danielle Piche, AVW TELAV; Helene Moberg, Destination Halifax.

MPI Ottawa Charity 
Auction & Dinner

CSAE Winter Summit

Snapped.indd   81 13-03-14   11:49 AM

http://www.sitecanada.org
mailto:office@sitecanada.org
http://www.sitecanada.org


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

Site Selection 
Via Mobile Apps

 Want to preview a destination, hotel or conference centre from 

 the comfort of your own offi ce? There’s an app for that. 

 (Pictured is a snapshot of Tourism Vancouver’s multi-faceted iPad app.)

 The good news is, these apps are often free or low-priced, 

 making it easy and cost-effective to get a detailed look before 

 you bring your group there or submit an RFP. Do try this at home. 
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BOOK MULTIPLE 
MEETINGS 
WITH EASE.
ENJOY EXTRA BENEFITS.
The Starwood Convention Collection makes it easy and fi nancially 
benefi cial to contract multiple meetings at once—across years, 
properties and destinations. Our largest group hotels in top 
Canadian and US markets provide seamless meeting planning, 
exceptional service and unparalleled facilities.

STARWOODCONVENTIONCOLLECTION.COM

THE WESTIN HARBOUR CASTLE, TORONTO, ONTARIO, CANADA 

©2013 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Aloft, Element, Four Points, Le Méridien, Sheraton, St. Regis, 
The Luxury Collection, W, Westin and their logos are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its af� liates.

STARWOOD
CONVENTION
COLLECTION
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3, boulevard du Casino  I  Gatineau, Québec  I  J8Y 6X4

MAKE YOUR MEETING 
MORE REwARdING.

Earn double Event Planner points and a 3% master account rebate on guest rooms
when you book a meeting that takes place by September 30th, 2013.

Event Planner points are redeemable by the booker for amazing rewards and experiences, 
such as free night stays, airline miles, online shopping rewards and one-of-a-kind experiences.

Furthermore, wiFi connection and outdoor parking are free.

BOOK NOW!
Call our sales specialists at 1 866 488-7888 or at sales@hiltonlacleamy.com

S TAY  H I LTO N .  G O  E V E RY w H E R E .

For meetings booked and held between April 1st, 2013 and September 30th, 2013, based on availability. Minimum of 30 guest rooms required. Offer not valid for  meetings that are already tentative,  
definite, under contract or actualized. Taxes and service not included. Certain conditions may apply.
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