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Physician, professor, Kinesiologist
Locale Representative Canadian Academy
of Sport & Exercise Medicine

LYNN CHIASSON
Assistant Sales Director

Québec City Convention Centre

FAIRMONT LE CHÂTEAU FRONTENAC
Rediscover Québec City’s icon! 15,000 sq. ft. of meeting space is being added
for a total of 40,000 sq. ft. in 23 naturally lit meeting rooms.

HÔTEL DELTA QUÉBEC
A 4 star downtown hotel directly linked to the Convention Centre. 
Accommodates groups up to 500 with 12,000 sq. ft. of meeting space
and 377 new, modern ModeRooms.

FAIRMONT.COM/FRONTENAC

DELTAQUEBEC.COM

MARRIOTT QUÉBEC CENTRE-VILLE
Our service makes the difference. The new Marriott Québec, completely
renovated with an upgraded product, enhanced services, and a perfect
location in Old Québec.

MARRIOTT.COM/YQBMC

GENEVIÈVE DUFOUR 
418-694-1525
gdufour@marriott-quebec.com

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

KAREN MILLER 
418-691-2190
karen.miller@fairmont.com

HÔTEL 71
Located in the heart of Québec’s Old Port, this 4 diamond/4 star hotel
features 4 meeting rooms, the onsite Il Matto restaurant,
Clefs d’Or concierge, and free Wi-Fi.

HOTEL71.CA

STÉPHANIE DUFRESNE 
418-694-1796, ext. 617
sdufresne@hotel71.ca

QUÉBEC CITY CONVENTION CENTRE
Surrounded by cultural attractions, gourmet restaurants and 3,000 nearby 
hotel rooms, we offer step-by-step assistance, eco-conscious solutions,
free high-speed Internet, and a 73,000 sq. ft. expansion.

CONVENTION.QC.CA

ALINE TESSER 
418-644-4000, ext. 4035
atesser@convention.qc.ca

LYNN CHIASSON,  Assistant Sales Director
418-649-7711, ext. 4039 | lchiasson@convention.qc.ca

STAY ZEN! We’re in perfect synergy with your business,
to help make your meeting a success. Our team will guide 
you, staying at your side every step of the way—from your 
very fi rst thoughts about fi nding the ideal venue, hotel, and 
social activities. Join us in Québec City and discover what 
being in perfect sync with our talented team can do for you. 
Québec City: where business and simplicity are always
in total harmony!

Quebec Tourism p2-3.indd   2 14-01-21   6:56 PM
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AUGUST 19 + 20, 2014  METRO TORONTO CONVENTION CENTRE

- HELEN BROOKE 
PHARMA SAVE DRUGS NATIONAL LTD

Produced by: Full program details at

We welcome qualified buyers from across 
Canada and internationally to Toronto each 
year to participate in IncentiveWorks.

SUBMIT YOUR HOSTED BUYER APPLICATION AS OF FEB 10, 2014

The IncentiveWorks Hosted Buyer Program 

brings more to the table than just 
appointments with suppliers. Today’s business 
is about relationship building and over the two 
days a hosted buyer has the chance to network 

and create new business contacts along with 
fostering existing partnerships.

The IncentiveWorks Hosted Buyer Program  
brings qualified industry professionals from  
across Canada and around the globe to  
participate in IncentiveWorks.

INVEST YOUR TIME IN  
THE PROGRAM THAT DELIVERS:
      Tremendous Networking Opportunities through  

IncentiveWorks and partner events, plus private events 
exclusive to hosted buyers

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

     First access to Education Sessions

     Toronto Site Tour Event

     Most meals

     Return transportation to/from Toronto

     Up to 4 nights Accommodation

HB_Ad_Feb2014.indd   4 14-01-22   10:02 AM

http://www.meetingscanada.com/incentiveworks
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READERS’ CHOICE AWARDS
The votes are in! Our readers pick 
their favourite Canadian hotels  
and venues from coast to coast
BY CHRISTINE OTSUKA

AUSTRALIA 
Our writer visits Sydney, rides on 
the back of a Harley in the Outback 
and discovers experiential travel 
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Mother Nature’s investment in the destination is 

seemingly endless. A $60 million expansion to the 

St. John’s Convention Centre seemed the least we 

could do. 

Call now to inquire about 2016 booking incentives.

Krista Cameron

Director of SalesDirector of Sales

kcameron@destinationstjohns.com

1.877.739.8899 ext 1

www.destinationstjohns.com

We’re a colourful destination but sometimes we’re partial to blue. 

Destination StJohns p7.indd   7 14-01-21   7:02 PM
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what's new on

In December, Site Canada took home the Best 
Chapter Award at Site Global’s annual conference 
in Orlando. Then, in January, Heidi Welker, vice-
president, Marketing at Freeman Audio Visual 
Canada and president of PCMA’s Canada East 
Chapter, received PCMA’s 2013 Chairman’s Award.

NEWS

“I can’t imagine how many 
people and services had to 
come together to create the 
variety of memorials held 
to honour Mandela in the 
week after his passing.”

BLOG

From Sandy Biback’s blog
“Unconventional Wisdom: 
Nelson Mandela”

 + bit.ly/FourSeasonsOrlando  

FOUR SEASONS’ ORLANDO  
RESORT OPENING THIS SUMMER

 + bit.ly/SiteCanWin  + bit.ly/PCMAAward

POLLDESTINATION

MARRIOTT EXPANDS INTO SOUTHEAST ASIA

CANADIANS TAKE TOP  
INDUSTRY HONORS

 + bit.ly/JWMHanoi 

 + bit.ly/Sassafraz 

You’ve hired a great 
keynote speaker.  
As he delivers his talk, 
you notice several 
members of the 
audience checking 
emails, etc. If you 
could, would you block 
Internet access during 
the keynote?

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) + bit.ly/BlockWiFiPoll

SUMPTUOUS SASSAFRAZ  
REVISITED

 + bit.ly/WisdomMandela 

55%
45%

HOTEL

RESTAURANT

(As of January 20, 2014)

NewOnline.indd   8 14-01-21   7:03 PM



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.

Engage
at Canada’s Greenest Conference Centre

Allstream p9.indd   9 14-01-21   7:03 PM
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“Maximizer CRM”

VOLUME 43, NUMBER 1 
FEBRUARY/MARCH 2014

EDITORIAL

CIRCULATION + PRODUCTION + ONLINE

INCENTIVEWORKS

BIG MAGAZINES LP

ART

SALES

EDITORIAL CONTRIBUTORS

We asked everyone this month:  
WHAT TECH TOOL OR APP 
DO YOU RELY ON TO STAY 

ORGANIZED AT WORK?

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 
such submissions in whole or in part in any form or medium whatsoever, without compensation of any sort. MAIL PREFERENCES: Occasionally we make our subscriber list available to reputable companies whose products or services may be of 
interest to you. If you do not wish your contact information to be made available, please contact us via one of the following methods: Phone: 1-800-668-2374, Fax: 416-442-2191, E-Mail: privacyofficer@businessinformationgroup.ca,  
SUBSCRIPTION PRICE: Canada $77.50 per year, Outside Canada $108.00 US per year, Single Copy Canada $13.00, Buyers Guide $60.95. Meetings + Incentive Travel is published 6 times per year except for occasional combined, expanded or 
premium issues, which count as two subscription issues. Meetings + Incentive Travel is indexed in the Canadian Business Index and is available online in the Canadian Business & Current Affairs Database. Contents Copyright BIG Magazines LP, 
a division of Glacier BIG Holdings Company Ltd. Canada Post — Canadian publications Mail Sales Product Agreement 40069240 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 Valleybrook Drive, North York, ON M3B 2S9. We 
acknowledge the financial support of the Government of Canada through the Canada Periodical Fund of the Department of Canadian Heritage.

Circulation Manager
416.442.5600 x3543

Market Production Manager
 416.510.6762

IT Business Support Manager
 416.510.6898

BEATA OLECHNOWICZ 
BOlechnowicz@bizinfogroup.ca

TRACEY HANSON
THanson@bizinfogroup.ca

LAURA MOFFATT
LMoffatt@bizinfogroup.ca

Vice-President of  
Canadian Publishing

President of Business 
Information Group 

ALEX PAPANOU

BRUCE CREIGHTON

Chala Dincoy, Katie Dolan, Don Douloff, Donna Kastner,  
Nicola Kastner, Lisa McDonald, Cynthia Richards

Account Manager
416.510.6819

International Business 
Development Manager

416.510.5144

Sales + Marketing Associate
416.442.5600 x3213

General Manager 
 416.510.5141

Event Coordinator 
 416.510.5231

Event Intern
416.510.5238

CORI-ANN CANUEL 
CCanuel@MeetingsCanada.com

ALANNA MCQUAID
AMcquaid@MeetingsCanada.com 

BRIAN EASTCOTT
BEastcott@MeetingsCanada.com

ROBIN PAISLEY 
RPaisley@MeetingsCanada.com

STEPHANIE HILTZ 
SHiltz@MeetingsCanada.com

MICHELLE TIAM FOOK 
MFook@MeetingsCanada.com

Publisher
416.510.5226

Editor
 416.442.5600 x3254

Associate Editor
416.442.5600 x3255

SONJA CHILCOTT 
SChilcott@MeetingsCanada.com
 

LORI SMITH 
LSmith@MeetingsCanada.com

CHRISTINE OTSUKA
COtsuka@MeetingsCanada.com

Art Director
 416.442.5600 x3239

STEPHEN FERRIE
SFerrie@MeetingsCanada.com

“My iPad – I use a lot of different 
apps depending on the need.”

“I love my IPad mobile  
backlit keyboard, ultra-thin  

to travel light – SEXY!”

“Feedly – I get all my industry news,  
RSS feeds and blogs in one place .”

“Evernote—I use it to quickly clip 
and file articles, web sites pages, 
and more so I don’t forget them 

and I can find them.”

“I’m old-school and use  
Outlook to keep organized.”

“For only $3.99CDN in the Play 
Store, Swiftkey is a time-saver!  

It not only allows you to swipe/type 
on your phone, but also intuitively 
populates your most used words, 

right down to names and acronyms. 
Perfect for this industry.”

“Outlook Calendar”

“I use Google Calendar. Any new 
entries automatically update on 

all my devices and platforms”

Masthead_Contributors.indd   10 14-01-22   10:10 AM



contributors

“I live by my iPhone calendar.  
It surely is my little personal as-
sistant (though some days I could 
probably use one of those too)!”

Contact Cynthia at:  
eventspectrum.ca

“I’ve reverted to old-school...  
I have my all-encompassing ‘To 
Do’ list which I then break down 
each morning into my ‘Today List’ 
which lives on a sticky note on 
my computer screen.”

Contact Lisa at: 
pdac.ca

CYNTHIA RICHARDS
Leadership

LISA MCDONALD
Ask an Expert

16 18

“My iPad—it keeps my travel  
photos organized and easy to 
take with me. I also use Evernote 
on it to keep all my notes in  
one place.”

Contact Sandy at: 
imaginationmeetings.com

SANDY BIBACK, CMP, CMM
Unconventional Wisdom 

“The Cloud storage system is 
something I couldn’t live without. 
With the amount I travel, it means 
I can access my files from any 
computer, my mobile phone,   
or iPad.”

Contact Nicola at: 
convergenceevents.ca

NICOLA KASTNER, CMP, CMM
Events by the Number

26

EARN SCENE POINTS 
WITH YOUR MEETING

GROUPS AND EVENTS

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

CONTACT US TODAY!
cineplex.com/groupevents   1-800-313-4461

*SOME RESTRICTIONS APPLY. 1.000 SCENE     POINTS WILL BE AWARDED WITH EACH FULLY-PAID $250 AUDITORIUM RENTAL FEE.
EVENTS MUST BE HOSTED BETWEEN FEBRUARY 1 - APRIL 30, 2014  CINEPLEX ENTERTAINMENT LP OR USED UNDER LICENSE.
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ONLINE
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APRIL 10, 2014
SAVE THE DATE!

Vancouver, Calgary, Edmonton, 
Winnipeg, Toronto, Ottawa, 

Montebello QC, Halifax

National Media Partner: 

For more information, please visit www.nmid.ca

#nmid14 
facebook.com/nationalmeetingsindustryday

The meetings industry gathers together for ONE DAY IN APRIL to debate, 
discuss and celebrate the IMPACT of Meetings. The VALUE. The POWER.

NMID p12.indd   12 14-01-21   7:06 PM
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The week before this issue was due to head 
to the printer, I took an hour out of a pro-
duction day to listen to a Northstar Meet-
ing Group webinar, sponsored by Cvent, 
which looked at “How the C-Suite Views 
Meetings.” It focused on new research con-
ducted by D.K. Shifflet & Associates, Ltd. 
for Northstar, which covered a lot of the 
usual ground: measuring the effectiveness 
of meetings, adding sizzle to events, being 
a good steward of company resources, and 
the importance of demonstrating value. 
All of it was interesting but there were a 
couple of points where I really sat up and 
took notice.

Early in the webinar, Tim Brown, CEO 
of Meeting Sites Resource, said that it’s 
very seldom that executives arrive at the 
C-suite having travelled a career path 
through meeting management. I took 
that to mean that in businesses that aren’t 
strictly aligned to the industry, planners 
rarely become presidents. While meetings 
frequently fall under the auspices of the 
company’s marketing department or, more 
often now, the finance department, there 
doesn’t seem to be a natural career pro-
gression for planners in most corporations. 

There are exceptions. Angie Pfeiffer, 
CMM is vice-president of event marketing 
and corporate travel for Investors Group 
Financial Services Inc. A year ago, she 
shared the steps on her journey to the C-
suite table in this magazine (February.
March 2013). But, how many  more Angies 
are out there? If you’re a planner who has 
climbed the corporate ladder or know 
a planner like Angie, let me know. I can’t 
help but think if  we could gather these 

LORI SMITH,
EDITOR
LSMITH@MEETINGSCANADA.COM

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often offered 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 five 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

WHAT DO YOU THINK?

COMING NEXT ISSUE

STAY IN THE KNOW

individuals together, we’d be able to have a 
round-table that would add significantly to 
discussions on the value of meetings and 
events, and professionalism in the industry.

Another point in the webinar that 
caught my attention centered on the im-
portance of getting meaningful data to 
prove the strategic importance of meet-
ings. I have three questions on the subject 
and would welcome any insights or obser-
vations anyone might have. 1. How many 
corporate planners have good access to 
post-event data from internal stakehold-
ers? 2. Is it even possible for third-party 
planners to get that type of information 
from clients? 3. If third-party planners 
don’t have access to data from the events 
they’ve organized, how can they make 
their value case in a data-obsessed world? 

What do you think? Can planners be-
come presidents? Is data the key to meas-
uring value? By sharing your opinions and 
experiences, we can start the kind of con-
versations that will elevate the industry.

M+IT’s Annual Market Report will be 
in the spotlight. Get ready for new 
numbers on meetings, incentives and 
hot destinations around the world. 

+EDITOR’SCOMMENT

Editorial.indd   13 14-01-21   7:06 PM
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+AGENDA

What About Windsor?
Thank you, Lori, for covering a story on Meetings in the Motor 
City (Meetings + Incentive Travel, December.January 2014). I have 
owned an event planning company in Windsor, Ont., for more than 
27 years and know first-hand the wonderful sights, events, restau-
rants, venues and sporting life that Detroit offers to all of us who 
live in the area. However, I was disappointed that you neglected 

to point out Detroit’s border city 
connection with Windsor. The 
geographic facts that Detroit is 
located on the busiest border in 
the world and is a stone throw’s 
distance from Windsor were 
never mentioned in the article.

Given the fact that Meetings 
+ Incentive Travel is a Canadian 
publication, it seems almost neg-
ligent that you did not recognize 
the wonderful relationship Wind-
sor and Detroit share in hosting 

events and conferences. The CVBs work closely together to bring 
conferences and events to the area. Hotels on both sides of the 
border are booked to full capacity during large events and con-
ferences. Visitors have the international option of staying in Can-
ada (with shuttle service) when large events like the International 
Auto Show are on in Detroit. I would love to see mention made of 
this in an upcoming issue.

NANCY CAMPANA,
Nouveau Event Planning

Editor’s reply: Nancy, you’re right. Not including information on 
how Detroit and Windsor work together to facilitate meetings and 
other events was a shortcoming of the article. I appreciate you 
writing and setting the record straight. 

Letters to the Editor are welcome. Send your comments and sug-
gestion to Lori Smith via email (lsmith@meetingscanada.com) 
or snail mail (80 Valleybrook Drive, Toronto, Ontario, M3B 2S7). 
Follow Lori on Twitter @Lori_MITCanada.

+LETTERTOTHEEDITOR

event spotlight

CanSPEP – Canadian Society of Professional Event Planners, CSAE – Canadian Society of Association Executives, GBTA – Global Business Travel Association,  
GMIC – Green Meeting Industry Council, MPI – Meeting Professionals International, Site Canada – Society of Incentive Travel Executives (Canada)

MARCH
 + 3  CSAE Anti-Spam Law Workshop, 
Vancouver, BC 

 + 6  MPI Toronto Awards Gala, Toronto, 
ON

 + 6  MPI Ottawa March Round Table 
Luncheon, Ottawa, ON

 + 13  MPI Manitoba AGM & Luncheon 
Meeting, Winnipeg, MB

 + 19-21  GBTA Canada Conference 2013, 
Toronto, ON

 + 21  MPI Atlantic: Half-day Panel  
Discussion with Industry Experts, 
Holiday Inn Harbourview, Halifax

 + 25-27  Canada Special Events Expo 14, 
Toronto, ON

APRIL
 + 8  Site Canada Social, Toronto, ON
 + 10-11  Convivium MPI Montreal  
& Quebec, Montebello, QC 

 + 15-17  GMIC Sustainable Meetings 
Conference 2014, San Fransisco, CA 

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

Apr i l

  National Meetings Industry Day. 
The Canadian chapters of Meet-

ing Professionals International (MPI) are 
celebrating National Meetings Industry 
Day (NMID) with a cross-country roster of 
events offering educational and network-
ing opportunities. Members of the industry 
will gather in Halifax, Montebello (Mont-
real), Ottawa, Toronto, Winnipeg, Calgary, 
Edmonton and Vancouver to share what 
meetings mean to them and to the com-
munities they work in. An MPI initiative, 
NMID has three objectives:  to define and 
shape the meetings and events profession 
in the future; to help raise the profile of 
the industry; and to discuss the economic 
impact of meetings with people outside 

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

the industry. In addition, each chapter will 
honour a person or organization in their 
community, who has made a contribution 
to the industry. Visit chapter sites for event 
details. nmid.ca
MPI Atlantic Chapter, mpiatlantic.com
MPI Montreal & Quebec,  
mpimontrealquebec.com
MPI Ottawa, mpiottawa.ca
MPI Toronto, mpitoronto.org
MPI Manitoba, mpimanitoba.ca
MPI Greater Calgary, mpi-gcc.org
MPI Greater Edmonton, mpiedmonton.org
MPI BC, mpibcchapter.com

ADDITIONAL INDUSTRY EVENTS: 

FEBRUARY
 + 6  Site Canada Annual General Meeting, 
Toronto, ON

 + 6  CSAE Tête-à-Tête 2014, Ottawa, ON 
 + 6  MPI Ottawa Charity Auction & Dinner, 
Ottawa, ON 

 + 11-12  MPI BC Education Conference, 
Vancouver, BC

 + 20-22  C2O CanSPEP Conference 2014, 
Ottawa, ON

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

CAESARS�WINDSOR�RESORT�&�
CONVENTION�CENTRE�
WE�KNOW�A�THING�OR�TWO�ABOUT�GREAT�BUSINESS�EVENTS�

TO BOOK A MEETING: 
Hotel Sales: 
1-877-223-7702

Send RFP to: 
sales@caesarswindsor.com

Take a virtual visit at: 
VisitCaesarsWindsor.com

Find the perfect meeting venue. With over 100,000 square feet of customized space and 
fl awless service, your event is sure to “wow” all the right people. And a four-diamond resort 
is just down the hall.
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Having worked in the meetings and incentive industry for over 
30 years, 18 of which I have spent leading our team at Event Spec-
trum (ESI), I have witnessed many changes. In this time, I have 
noticed how fragmented and insular our industry can be. With 
margins being increasingly squeezed by unfocused competition, 
some well-known agencies have closed their doors for good. This 
is an interesting time for the event management industry and I 
believe it is time for strong leadership. Unity on things such as 
industry best practices will help connect the pieces and solidify a 
more stable landscape in which to do business. 

I believe it is time to stand up and stand out.

FRAGMENTATION 
The meetings and incentive industry was left badly fragmented by 
the latest recession. According to a Service Canada trend analysis, 
there was a 40 per cent increase in employment insurance claims 
in this field alone in 2009. We know we are highly susceptible to 
economic fluctuations; we’ve all experienced it firsthand.  

We are seeing fragmentation occur in two ways.
First, we have seen a rise in independent planners; those who 

have been let go from large firms during the recession have de-
cided to hang up their own shingles. This increase in the num-
ber of low-overhead companies that can bid on any proposal has 
made it harder for established companies to be successful. For ex-
ample, in October, Pareto Corporation filed for bankruptcy citing a 
sluggish economy and increased competition that pushed prices 
down as the main reasons for its decline. Pareto had been in busi-
ness for more than 10 years, and was acquired just two and a half 
years ago by U.S. private equity firm Riverside Co. for $125-million. 
Boasting 200 full-time and more than 1,500 part-time employees, 
Pareto didn’t appear to be anywhere close to bankruptcy. How-
ever, with close to 1,700 employees unexpectedly launched into 
the job market and few large competitors having the capacity to 
hire all of them, another wave of independent planners appears 
inevitable. In fact, a Pareto spokesperson did mention in an on-
line statement that some employees would continue to work in-
dependently with former Pareto clients.

With many incentive travel and meeting bids being decided by 
procurement professionals who care only about cost, the clients 
may not recognize the varying levels of experience and skill that 
different independent planners will bring to any project and may 
not make the wisest business decisions. 

Second, many of the well-known large companies have be-
come “generalists,” offering clients a one-stop-shop for multiple 

marketing services, diminishing meetings and incentives as their 
areas of focus. 

UNIFICATION AROUND BEST PRACTICES 
Prior to the recession, our industry had vocal leaders, such as Tony 
Chapman. Once again the industry needs leaders who are inter-
ested in starting the dialogue around unity by asking the critical 
question: how can we come together to re-establish the industry?

I believe the answer can be found in defining some new indus-
try best practices and so here is my industry wish list for 2014:

1) Get over the fear of losing “the cornerstone” client 
Both independents and larger agencies are often after their one 
“BIG ticket” client and will do anything to hold on to them. How-
ever, if that client doesn’t value what we do for them where is the 
win/win? At ESI, we have consciously decided to only work with 
clients who embrace the same values of respect and care that we 
do. Being consistently late on deadlines, not showing up for status 
meetings, or simply not responding because “you are too busy” is 
not collaboration and will never result in your best work. When the 
values are aligned, the end result is magical. 

2) Take a stand against issuing multiple free RFPs 
Much like the world of advertising, the meetings and incentive 
industry revolves around RFPs (Request for Proposals). The only 
difference now is the advertising agencies have come together in 
saying no to “free creative.”  

In our proposals, industry professionals deliver original think-
ing and spend hours brainstorming and developing documents 
only to be pinned against the competition by clients who want 
more for less in shorter timeframes. 

3) Embrace collaboration 
Our most successful client experiences come with companies who 
understand the value in collaboration.  Rather than just sending 
an RFP and asking for a theme, these clients know that working 
together on event objectives and strategies as a partnership results 
in hitting the bull’s-eye every time in achieving business objectives.
So, as someone who continues to be passionate about the import-
ance of what we do, I would love to start a conversation. Please 
join me.  

—Cynthia Richards is president of Toronto-based event management agency 

Event Spectrum. cynthia@eventspectrum.com

+LEADERSHIP

STAND UP AND 
STAND OUT

Uniting around best practices.

BY CYNTHIA RICHARDS
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LOOK CLOSER.

Why choose between fantastic food, convenient location and flexible spaces when  

you can have them all? At the Metro Toronto Convention Centre, you can expect more.  

Take our award-winning cuisine, for example. Our diverse menu is prepared in-house  

with locally sourced and sustainable ingredients. And when it comes to location, you  

can’t beat downtown Toronto’s vibrant entertainment district. Inside the Centre, you’ll  

find a wide selection of meeting spaces that can be configured to accommodate events  

of all sizes, plus the elegant 1,332-seat John W. H. Bassett Theatre. Take a closer look at  

all we have to offer at mtccc.com.
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Q.Recently I was told that a third-party housing firm had 
contacted some of my attendees and suggested they 
book with them outside the room block. How do I stop 

this from happening?

A.This is a problem that has become increasingly common 
for event organizers, particularly those with annual shows 
with sold-out room blocks. At PDAC the issue surfaced 

about five years ago with a company named Convention Expo Trav-
el based out of Las Vegas and it has been a reoccurring theme ever 
since. The company names change however the story is the same.
In our case, exhibitors are the target, likely because we print a list 
of company names on our website and in our program. While we 

do not publish contact information, these com-
panies have resources to research and compile 
this information from the web. They reach out 
by phone or email and represent themselves as 
being affiliated with the event organizer. Atten-
dees are convinced they have access to rooms 
at lower rates. This is sometimes attractive 
enough for the attendee to provide their credit 
card information. Clearly this is never a good 
idea when being cold called, however, in the 
case of our show people are often desperate 

for a room as hotels tend to sell out very early. It’s the perfect storm 
for hotel poachers to swoop in and exploit. 

What can event planners do to fend off these companies? 
Communicate. Eblast your exhibitors and attendees to warn them 
that they may be contacted and inform them that these compan-
ies are NOT affiliated with your event. Post a warning message on 
the housing page of your website, in print and on social media. 
Provide exhibitors with a list of official suppliers informing them 
which companies ARE affiliated with your event as this type of 
misleading marketing is not limited to hotel rooms, it is becoming 
increasingly more common with other kinds of suppliers such as 
AV companies, printing, show services etc. Send cease and desist 
letters to the companies perpetrating these activities. Inform your 
hotel partners this is happening and urge them to apply pressure 
as well. In some cases the rooms being booked by these third 
parties are actually being resold through the tour and travel in-
ventory that most hotels have. Speak to your hotel salesperson 
to ensure this back door is not available to outside companies to 
book around your block. Be proactive, assume your event will be 
a target and communicate these messages to your exhibitors and 
attendees before it happens.  

 Protecting yourself against third-party housing firms; the BYO sponsor model

QUESTIONS AND ANSWERS 
ON ISSUES OF INTEREST

Q.I’ve heard of the Bring Your Own Sponsor model but 
I’m not sure how it works. Can you explain?

A.With so much helpful content on the web, expectations for 
live conference programming are rising fast. As a result, 
today’s conference attendees are less inclined to suffer 

through one-way monologues delivered by less capable speakers. 
As conference organizers deal with this new reality, many are 

scaling back their use of Call for Papers (CFP) and scaling up 
their use of paid, professional speakers. Unfortunately, conference 
budgets aren’t advancing as fast as demands for high-quality con-
ference content.

The Bring Your Own Sponsor (BYOS) mod-
el offers conference organizers a way to im-
prove the quality of speakers and conference 
programming, without breaking their budget. 
In essence, they’re giving professional speak-
ers the option to secure their own sponsor, 
who will then underwrite their speaking fee.

Like any other strategy in your conference 
playbook, you’ll need to determine if it’s the 
right fit for your audience. The last thing you 

want to create is a “Pay to Play” atmosphere where attendees 
must endure endless sales pitches. 

Other things to think about as you explore this model:

Sponsor Targets
Which companies/organizations are you most interested in sign-
ing on as sponsors? It’s helpful when you can identify a short list of 
solution categories that resonate with your conference audience 
to share with potential speakers.

Who Owns the Sponsor Relationship?
Will the speaker sign on the sponsor or will you? Think through 
how you’ll handle contracts, invoicing, etc.  

Enforcing the “No Sales Pitch” Rule
If the speaker or sponsor starts selling from the stage, how will you 
handle this? This needs to be spelled out in the sponsorship and 
speaker contract, because ultimately, it’s your brand on the line. 

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 
LISA MCDONALD
Prospectors and  
Developers Association 
of Canada

M+IT EXPERT 
DONNA KASTNER
Velvet Chainsaw 
Consulting
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MAYOR NAHEED NENSHI
Mayor of Calgary

LEADERSHIP

Calgary is highly accommodating, with more than 12,000 hotel rooms.

Getting here is easy. Every week there are 1,800 direct flights from 60 cities.

Calgary breeds leaders and embraces visionaries. Being open to change  
and change-makers energizes the city, making it the perfect place to step up,  
take charge and move forward.

MEETINGSCALGARY.COM
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MONTREAL
LE CENTRE
SHERATON HOTEL

MARCH 26

M+IT University isn’t a stuffy academy 
or a party school. It’s a chance for 
50 professional meeting planners to 
come together and hit the books. 
Each education session is tailor-made 
for you with input from the meeting 
planners in your city, and designed 
to elevate your industry and business 
knowledge, making you a better 
planner and a valuable asset.

50 Seats
per city

Only $49

M+IT University provides non-stop 
content and networking:
• 3 industry specific seminars and lunch  
   keynote presentation
• Group networking during breakfast, 
   breaks & cocktail reception
• 8 one-on-one supplier appointments
• Professional development earning you 
   CE credits
• Small group size ensures all attendees  
  spend quality time together @mitucanada     #mitucanada

NEW
Conference for 

Planners! 

Is there a bigger challenge for meeting 
planners than how to keep your attendees 
engaged? How do we make the best use 
of technology so that it's not a distraction, 
but rather a tool that engages our 
conference-goers with our events? In this 
customized presentation, Max will speak 
about the changing world of technology 
and how it can best be used to engage 
attendees. Good conferences don't just 
get people to show up–they ensure people 
stay present.

PRESENT!

Max Valiquette

Using Technology 
To Create Engaging 
Conference Experiences

REGISTER TODAY FOR THIS ONE DAY CONFERENCE

 Marketing & Technology Trends Expert

VANCOUVER
PAN PACIFIC
VANCOUVER HOTEL

MARCH 4

CALGARY
BMO CENTRE AT 
STAMPEDE PARK

MARCH 5

OTTAWA
OTTAWA CONVENTION
CENTRE

MARCH 25

PRESENTING 
IN ALL FOUR 

CITIES

KEYNOTE SPEAKER

FLIP FOR 
SEMINAR SESSIONS

For full agenda and sessions: 

2014

/University
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COMING TO A CITY NEAR YOU

TUESDAY MARCH 4
 Hot Technologies You Need To Know About in 2014

 Meeting Design: Breaking from Tradition

 Building a Social Media Strategy for Your Event

 Digging Deeper: Social Media ROI

TUESDAY MARCH 25
 Meeting Design: Breaking from Tradition

 Tech Tools for Meeting Professionals

 Strategic Meeting Management 101

 Digging Deeper: How to Implement a 
   Strategic Meeting Management Program

WEDNESDAY MARCH 5
 10 Meeting Trends To Watch This Year

 Digging Deeper: Meeting Trends

 How to Make Healthy Menus a Reality 
  (Without Blowing Your Budget!)

 Hot Technologies You Need To Know About in 2014
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In addition to Max Valiquette’s keynote, 
check out these sessions in each city.

WEDNESDAY MARCH 26
 Promoting Your Event-Planning Business: 
   How To Gently Attract Clients

 Top Destinations for Meetings and Incentive Travel

 10 Meeting Trends to Watch This Year

 Digging Deeper: Meeting Trends
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A

REGISTER TODAY

FLIP FOR KEYNOTE 
AND EVENT DETAILS

Your seat is 
waiting for you!

For full agenda and sessions: /University
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You might not even think you market your business but I guar-
antee if you’ve ever told another human being what you do for a 
living, you are absolutely marketing your business and you don’t 
even know that you’re doing it. Every time you communicate with 
anyone, whether in person or online about what it is that you do 
for a living, you are marketing. 

Now let’s see if what you’re doing is working for you.

1. The first big analysis question is: On average, how many 
times per week do people ask you the question, “How much 

is it to work with you?”
My rule of thumb is that at least five people should be asking you 

this question per week. If your prices are lower than your industry 
average, it should be more like 10 people who are asking you this 
question, since you’ll need more clients to make more money.

Why do I ask this question to determine what’s wrong with 
your marketing? Because every person who asks you how much it 
is to work with you is called a “lead.” A lead is someone who could 
potentially turn into a client if they end up buying the service that 
they’re asking you about. 

2. The second big analysis question is: What percentage of 
leads are you converting to clients (otherwise known as 

“closing” them)?
If four out of the weekly average of five leads end up working 

with you, then your close rate is 80 per cent. If all five leads agree 
to become clients, then your close rate is 100 per cent.

If your close rate is higher than 60 per cent (and this is based 

on my own experience), your price might be too low. Conversely, 
if your close rate is lower than 30 per cent, either your price is too 
high or your closing skills need work. 

3. The last big analysis question to help you determine if your 
marketing is working for you is: What are you currently do-

ing to market your business and what return on that investment 
(in other words, ROI) have you gotten from each effort?

For example, if you’ve been networking for the past year, how 
much did you pay in fees and membership dues to your network-
ing organizations? How many clients did you get from that?

Let’s say you paid $1,000 for a Board of Trade Membership 
plus all the luncheon events for one year and you got only one 
$5,000 client out of the investment. If the formula for ROI is ROI = 
[(Payback - Investment)/Investment)] x 100 that means your ROI 
is 400 per cent which is pretty awesome. The real comparison will 
come out once you do this analysis for all your marketing.

If at the end of this analysis, you’ve concluded that you don’t 
have enough leads; you’re not closing enough leads; and your ex-
isting marketing efforts are not bringing you clients, then you have 
a lot to do.

—Chala Dincoy is a small business marketing coach and CEO of Coachtactics 

(coachtactics.com). This column is an edited excerpt from her Coachtactics Busi-

ness Breakthrough Take Home Self-Study Program. Chala 

will lead a session on marketing your event-planning busi-

ness at the Montreal edition of M+IT University on March 

26, 2014. Visit www.mituniversitycanada.com for details.

+BUSINESSMATTERS

WHAT’S WRONG  
WITH YOUR  
MARKETING:  
AN ANALYSIS
BY CHALA DINCOY
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STRATEGIC PATHWAY

EVENTS BY THE NUMBERS

Dek:  The strategic importance of measuring what matters

+STRATEGICPATHWAY

In the last two issues, I have written about the key focus areas 
to consider when building an integrated event marketing strat-
egy. I have already covered running the correct types of events to 
achieve business and marketing goals (The Right Portfolio) and 
creating appropriate experiences at events (The Right Experi-
ence). This article, the last in the series, is about ensuring you put 
the “Right Metrics” in place.

People think I’m crazy when I say I love measurement, but I really 
do. In my opinion, measurement gives you knowledge and know-
ledge gives you power. It’s truly been a differentiator throughout 
my career.

Rather than focusing on the measurement of either return on in-
vestment (ROI) or return on objectives (ROO), I’d prefer to focus on 
the value of measurement. When boiled down to the simplest terms, 
measurement gives you the ability to determine the performance of 
your event, and the information to make appropriate decisions. 

In fact, measurement should play a critical role throughout the 
entire event planning process. I have said this many times, and 
am going to say it again: It is critical that your events are aligned 
to your organization’s overall business objectives. When you have 
clear objectives, it is relatively easy to determine what the meas-
ures of success are for the event. This knowledge will keep you 
focused on the right areas throughout the event planning process. 

It is critically important to measure what matters. Often meas-
urement is focused on attendee satisfaction or items that make 
stakeholders look good, versus factors that truly reflect business 
outcomes. For example, I recently consulted with a client on their 
strategy around a large customer-focused event that had a pri-
mary objective of pipeline acceleration. When we reviewed the 
measurement process for the event, it became apparent that most 
of the measurement focus was being placed on how well the at-
tendee had liked the organization of the event. Little thought had 
been given to measuring the value of leads collected and then fol-
lowing them through the sales cycle. Millions of dollars were spent 
on this event and, while it likely was adding significant value to the 
organization, the team’s measurement focus wasn’t on what was 
really important.

EVENTS BY THE NUMBER
BY NICOLA KASTNER, CMP, CMMThe strategic importance of measuring what matters.

DETERMINING WHAT’S IMPORTANT TO MEASURE
The list of potential metrics you can measure around an event is 
extensive and includes the following:

▲ Deal Closure
▲  Marketing Touched Pipeline (amount of sales pipeline in  

attendance at the event)
▲  Marketing Generated Opportunities (amount of opportunities 

generated as a result of the event)
▲ Quality and Quantity of Leads Generated 
▲  Marketing Generated Sales (sales that were generated as a 

result of the event)
▲  Impact on Length of Sales Cycle (how the event impacted 

the traditional amount of time it takes to move a customer 
through the marketing and sales funnel)

Strategic path.indd   26 14-01-21   7:13 PM
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▲  Net Promoter Score (how likely an attendee is to purchase 
and/or refer the company as a result of attending the event)

▲ Upsell/Cross Sell opportunities
▲ Audience Mix 
▲ Brand Awareness
▲  Spend per Result (i.e. how much did it cost to generate per 

dollar of result)
▲ Earned Media
▲ Attendee Satisfaction 
▲ Online/Social Interactions

Keep in mind that not all of these are applicable to every event. 
Determining what to measure should be tied to your event object-
ives. How long you can attribute results to an event depends on 
the average length of your sales cycle (refer to Strategic Pathway, 
M+IT, October.November 2013 for more information on this).

Best practices to consider are: 
1. Start with the end in mind. It is important to include measure-
ment planning for your event early in the planning cycle.
2. Develop clearly stated Key Performer Indicators (KPIs) for stated 
event objectives. In other words, identify exactly what those ob-
jectives mean when stated as measurable results. 
3. Engage support groups to achieve results from the event. 
Many organizations lack discipline around setting measureable 
outcomes and creating plans to determine success against those 
outcomes. This is by no means just the event planner’s fault, as 
all stakeholders (typically the people who help set the objectives 
and strategic direction for the event) should share responsibility. 
However, if it isn’t happening consistently, a planner can start the 
process, ultimately demonstrating his or her own strategic value 
to the organization as well as the value of clearly defining event 
measurements.  The question to ask your key stakeholders is: How 
will we know that this event was a success? The answer will be the 
starting point of your measurement strategy.
4. Be Consistent. Each event should be measured to some de-
gree. Use the same measurements to compare events with like 
objectives.
5. Compare events side by side, as well as to other marketing 
tactics. While measuring at the event level is extremely useful and 
necessary, it is much more effective when looked at from a port-
folio perspective. The ability to make a side-by-side assessment 
of different events (and ultimately different marketing tactics) is 
something that should be kept top of mind. The benefit is that it 
allows you to compare the impact of different event investments 
and make informed decisions about which events actually add 
value to the business.
6. Create a standardized classification for categorizing events. 
This allows you to make side-by-side comparisons. This classifica-
tion will be different for each organization but could include tiers 
by size, audience, etc.
7. Communicate results. Communicating the results is just as 

important as achieving them. Ensure the information is shared 
with the appropriate parties and is used consistently throughout 
the event planning cycle and to set priorities.
8. Put results in context. Big numbers are impressive but don’t tell 
the whole story. Ask yourself what the numbers mean. Keep this 
top of mind as you communicate the results.
9. Use the results. Collecting the data and doing nothing with it 
serves no purpose. The information must be used to make adjust-
ments to future events so they can truly add the business value 
intended. If the results are successful, figure out how they can be 
replicated or applied to other events. If the results aren’t positive, 
learn from them and identify what needs to be done differently. 
10. Be prepared to take baby steps. This is a significant change in 
approach to the way events are typically planned. It may take time 
for your organization to understand the value but it starts with 
you doing something in a different way.

WHERE TO START 
There are many different methodologies available to consider for 
event measurement, which in my humble opinion can become 
completely overwhelming. 

One of the best known, and one I have presented on at in-
dustry events before, is the ROI methodology developed by Dr. 
Jack Phillips. He has written many books focused on the events 
industry and, for those of you who are really interested in taking 
this much further, I would recommend them. However, I can tell 
you that in my experience, very few organizations, including some 
of the world’s most sophisticated brands, take their measurement 
to this level.

My recommendation is to use this article as a springboard, and 
have the discussions within your own organizations. Do your own 
research. There are many industry blogs dedicated to this topic. 
Use what works best for you. Don’t be afraid to experiment. 

I also have a specific comment to those who work in agencies 
or for other suppliers. It is extremely difficult to add a significant 
amount of value around the discussion of event measurement un-
less you reside deep within the brand. I have spent the majority of 
my career on the agency side of the business, and very rarely was 
I able to have the right discussions with my clients to add value. 
Many times it was because they did not know themselves, or they 
were not at liberty to share the necessary information.  However, 
asking questions about event objectives and what constitutes 
success is something you definitely should do; the answers will 
help keep you focused on achieving the right outcomes. 

As a final note, I wanted to say thank you to everyone who 
has read my articles over the last year or so. This is my final col-
umn in the Strategic Pathway series. I hope I have been able to 
inspire you to take a more strategic approach, and given you some 
specific tools and ideas that you can apply to the work you do. 

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

Event Marketing, based in King City, Ont.
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I got my start in the meetings industry…
at the recommendation of an old coworker of mine at Swimming 
Canada. She used to work in tourism and had once told me that 
she thought my personality was the perfect fit for this industry. 
There was a maternity leave opening in the Travel Trade Depart-
ment at Ottawa Tourism, which I applied for and ended up getting 
the job. 

The most valuable lesson I learned was…
that the sky really is the limit. I only started believing in the po-
tential of where my career can take me in my late twenties. I have 
my mentor to thank for that. I was one of 20 people selected 
globally to attend the ICCA Forum for Young Professionals in 
Barcelona in 2012. In addition, I recently applied to the PCMA 
“20 in their Twenties” class, and was accepted. For both of these 
accomplishments, I spent countless hours and invested all of my 
energy into my applications. It’s amazing what you can accom-
plish when you’re not only committed to the project, but believe 
in yourself too. 

I think our industry could truly benefit from…
a spin-off of the Ottawa Tourism “Stars of the City” program and 
awards gala that recognizes front-line tourism staff for exception-
al customer service on a global scale. This would motivate people 
to continue putting customer service as a focus, and also show the 
world that our industry values client relations and puts customer 
service as the top priority.  

I plan to make my mark by…
spearheading an alumni program for planners that have hosted 
meetings in Ottawa and creating buzz for other destinations to 
do the same. I think creating these types of programs for planners 
would be beneficial to our industry’s progression in two ways: it 
would keep planners connected with the cities they have hosted 
meetings in (to further encourage repeat business) and also boost 
a city’s likelihood in capturing the legacy and lasting impact that 
meetings have had on their city. 

One thing most people don’t know about me is…
I am a twin! My twin sister’s name is Sarah. She is my person and my 
Anyway friend (for those of you who watch Grey’s Anatomy & Private 
Practice, you’ll know what I’m talking about here). It really is a special 
thing to have someone in my life that I see myself in. She works in a 
different industry than I do, yet she has always been extremely inter-
ested and invested in my career. It’s amazing how much more you 
can do and accomplish when you have a solid support system. 

In 10 years, I see myself…
continuing to advance within Ottawa Tourism. I believe that I am 
fortunate enough to already have a dream job. I’m a strong believ-
er in tourism and the importance of meetings, and I have always 
felt as though I am in my element working with people. I have the 
drive to keep moving up the ladder within my organization, and 
will strive to lead my department one day. Perhaps even lead our 
Destination Marketing Organization down the road.  

+TWENTYSOMETHING

Name: Katie Dolan 

Title: Convention Services Manager

Company: Ottawa Tourism

Age: 29

Education: Bachelor of Social Sciences, Leisure 
Studies/Bachelor of Arts, Psychology (Cum Laude), 
University of Ottawa 

Association membership (past and present): 
CSAE, MPI, ESPA & PCMA
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COLD. YES.
DARK. YES.
BORING. NEVER.
Segway Trekking / Snowy Outdoor Patios / Aurora Borealis 
With so much to see and do, you’ll wish winter was a year-long season.
Start planning your conference in Edmonton now.

Theresa Kloster, Eastern Canada  780.969.0480  tkloster@edmonton.com
Daniela Stucki, Western Canada   780.917.7621  dstucki@edmonton.com

www.winterinedmonton.com
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Sally Hogshead
Author, Fascinate

TUESDAY, AUGUST 19, 2014
METRO TORONTO CONVENTION CENTRE

With so many people competing on the 
planet right now, HOW WILL YOU EVER 
GET NOTICED? If you’re simply being 
yourself, chances are, you won’t. Mark 
Bowden will show you how being your 
“AUTHENTIC” self may be impeding your 
success. In this highly entertaining and 
PROVOCATIVE keynote speech, Mark 
suggests the part of our brain responsible 
for making snap judgments is actually 
steering us away from beneficial and 
PROFITABLE RELATIONSHIPS,  
both personally and in business. Why?  
It’s a survival mechanism, used to help 
us feel safe. But it’s also what’s standing 
between us and our full potential. Come 
prepared to laugh and leave with techniques 
that YOU CAN USE IMMEDIATELY to 
change how people see you.   

KEYNOTE PRESENTATION

THE POWER OF 
BEING INAUTHENTIC

ABOUT MARK BOWDEN
Mark Bowden is an expert in human behaviour and body  
language, and the creator of TRUTHPLANE, a communication 
training company and unique methodology for anyone who has 
to communicate to an audience with impact. Mark gives keynote 
speeches worldwide on persuasive verbal and nonverbal language 
and communication structures to stand out, win trust and profit, 
and his techniques are widely used by Fortune 500 companies, 
CEO’s and G8 leaders. Mark’s publications are bestselling  
Winning Body Language; Winning Body Language for Sales 
Professionals; and Tame the Primitive Brain.

Mark Bowden
Communications Expert

REGISTRATION OPENS APRIL 1, 2014

MEETINGSCANADA.COM/INCENTIVEWORKS
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I’ve had long hair my whole life. When I was 10 years old, my hair 
was so long I often sat on it. But I didn’t mind. Long hair, I thought, 
was the ultimate representation of femininity. I carried this feeling 
into adulthood, which meant I only visited my hairstylist twice a 
year, when my split ends started to show. 

And while I loved my long locks, they were getting in the way. My 
hair was often caught beneath my purse strap, grocery bags, even 
my armpit. Having hair this long made running on a treadmill extra 
sweaty and unclogging my shower drain a frequent chore. 

When I told my stylist I wanted a change, and was considering 
cutting a bunch off, he suggested something I had thought about 
recently—donating my hair to Locks of Love, an organization that 
takes donated hair and creates human-hair wigs for cancer patients. 
Donating my hair meant I’d have to cut off a bit more than my usual 
three inches. Much more. But ‘why not?’ I thought. And just like that 
it was gone. It was so exciting as I held my recently severed 10-inch 
ponytail in my hands. 

It was the most hair I had ever lopped off at one time (and the 
minimum required for donation). I had a hard time watching so 
much hair cut off at once. It would take two years to grow my hair 
that length again. Yet, I felt good knowing I was doing something 
good for someone else.

When I arrived at work the following day, my coworkers asked 
what inspired such a dramatic chop. I told them of my desire for 
change and my frustrations with my long hair, but also of my deci-
sion to donate. As I told person after person of my reasoning, I felt 

really good about what I had done. Their smiles and admiration 
prolonged that sense of happiness for days to come. 

GOOD FOR THE GIVER
We often think of giving as a completely selfless thing. We’re giv-
ing of our time, money, or expertise to help someone deserving or 
give back to organizations we support. It’s admirable, inspirational 
and deserves appreciation, but there is much to be derived from 
giving that serves the self as well: tax benefits for charitable dona-
tions, networking and new relationships as a result of volunteering 
on committees, and acquiring experience that makes you a more 
desirable candidate for future jobs or awards. 

Fans of the 90s sit-com Friends will remember the episode 
where Lisa Kudrow’s character Phoebe is trying to prove to Matt 
Le Blanc’s Joey that selfless good deeds exist. But she fails. Why? 
There is much to be gained by giving, particularly to our health and 
emotional wellbeing.

For instance, studies show that giving is associated with lower 
blood pressure and stress as well as greater self-esteem and self 
worth. Those things seem logical, but more surprisingly altruism 
also reduces our chance of major illness and may even lead to a 
longer life. A University of California, Berkeley, study found that 
people over 55 who volunteered for two or more organizations 
were 44 per cent less likely to die over a five-year period than those 
who didn’t volunteer—a greater effect than exercising four days a 
week. And when Harvard University researchers showed one group 

BY CHRISTINE OTSUKA
Giving is good for your health.

THE HELPER’S HIGH
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good for your group

a film about Mother Teresa’s work with the poor in Calcutta and another group a neu-
tral film, they found an increase in the production of protective antibodies in those who 
watched the film about giving. 

HELPER’S HIGH
But the most immediate benefit of giving, and undoubtedly the reason why so many people 
choose to volunteer, is that “warm and fuzzy” feeling you get from doing something good for 
others. It’s what’s known as a helper’s high, a euphoric feeling, followed by a longer period of 
calm, experienced after performing a kind act. Put simply, giving makes us feel good. 

The act of giving activates the dopamine pathway in the brain, says Bryce Wylde, a 
health expert and member of the medical advisory board to The Dr. Oz Show. Dopamine 
is one of the most powerful chemicals in the brain, often called the “feel good” chemical 
because it’s tied to emotions and pleasure. Wylde likens this helper’s high to the positive 
feeling you get after eating your favourite foods. “Low dopamine can cause us to feel de-
pressed and even instigate food cravings and urge us to overeat all the wrong foods,” says 
Wylde. “The act of giving—or the altruism—has a positive up-regulating effect on dopa-
mine. It has a similar effect that eating our favourite foods might have when it comes to the 
dopamine high we’re looking for.”

SPREADING THE LOVE
So it turns out that acts of generosity are the ultimate win-win, with as many or more bene-
fits for the giver as for the receiver. To maximize the benefits, Wylde suggests volunteering 
over time, as it may yield a lower but more regular amount of “feel good” hormone versus 
the very high and immediately gratifying yet short-lived boost from a financial donation. 

In addition, volunteering or sharing your efforts with others prolongs that good feeling. 
“The very act of being altruistic yields the inherent dopamine reward (among other 

things). It doesn’t require onlookers, proof, or validation. However, we all like to be further 
rewarded and acknowledged for our hard work,” says Wylde. “Working among others and 
inspiring them to your cause not only validates and solidifies your efforts, but also likely 
drives others to get involved and quickly multiplies the results.”

For me, that was certainly the case. I donated my hair because I wanted to do something 
positive for someone else, but I also knew it would make me feel really good by doing it. 
What I didn’t plan for was how long that good feeling would last. The validation by my col-
leagues and peers was an added benefit. But what’s even more heart-warming is that I’ve 
inspired at least one other long haired lady to donate her hair. So I’m happy I can inspire her 
to help someone else but also help herself, which helps me too! Win-win-win.  

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

Over the years I’ve built relationships while building a bike with 
MPI Toronto, building a prosthetic hand at MPI’s World Education 
Congress in Las Vegas and most recently organizing clothing dona-
tions at the Red Door Shelter in Toronto for PCMA’s Service in Sync. 
Instead of looking at CSR-style additions as a cost, reorganize your 

networking events around charitable ventures. Working together 
for a good cause is not only a great way to build relationships but 
it bonds you to the small group participants as you share in a re-
warding and hopefully unforgettable experience. They say the best 
relationships are built through shared experiences, so have at it!

NO MONEY?  
NO PROBLEM!

Try these non-cash acts of 
generosity.

 + Raise funds. 
Sign up for a 
local fun run and 
collect donations 
from others to 
support a  
worthy cause.

 + Mentor. Share your expertise 
and lend support to an industry 
colleague. All that’s required is 
your time.

+  Donate food and clothing. If 
you have it and don’t use it, 
consider donating it. Warm 
jackets and diapers are usually 
high on the priority list.

 + Cut your hair. If you have long 
hair and would like to donate it, 
go to your local salon and ask 
them to cut at least 10 inches in 
a ponytail. Mail to Locks of Love.

 + Volunteer your services. Think working 
pro bono is something only lawyers can 
do? Think again.

+GOOD FOR YOU
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2014M+IT

2014M+IT

HALIFAX MARRIOTT HARBOURFRONT
HALIFAX, NS

Each year, we ask M+IT readers to vote for their 
favourite hotels and venues—those that went over 
and above their groups’ expectations in 2013. It’s 
our readers’ chance to say a public thank-you to 
those suppliers who consistently impress them. 
But this year, we went one step further, asking our 
readers to vote for their favourite hotels and venues 
by region. There are six awards for hotels (with 
bedrooms) and venues (without bedrooms) across 
three distinct regions in Canada. The votes have 
been counted and the results are in. Turn the page 
to see who M+IT readers voted their favourite hotels 
and venues in Western, Central and Eastern Canada, 
and, of course, the runners up. 
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WINNER
THE FAIRMONT PACIFIC RIM HOTEL
VANCOUVER, BC

HONOURABLE MENTION
THE WESTIN CALGARY HOTEL
CALGARY, AB

HONOURABLE MENTION
THE FAIRMONT BANFF SPRINGS
BANFF, AB
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WINNER
VANCOUVER CONVENTION CENTRE
VANCOUVER, BC

HONOURABLE MENTION
CALGARY STAMPEDE
CALGARY, AB

HONOURABLE MENTION
SHAW CONFERENCE CENTRE
EDMONTON, AB
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WINNER
THE WESTIN OTTAWA HOTEL
OTTAWA, ON

HONOURABLE MENTION
JW MARRIOTT THE ROSSEAU 
MUSKOKA RESORT & SPA
MINETT, ON

HONOURABLE MENTION
FOUR SEASONS HOTEL TORONTO
TORONTO, ON

Readers Choice.indd   36 14-01-22   10:03 AM



37M E E T I N G S C A N A D A . C O M

HONOURABLE MENTION
MISSISSAUGA CONVENTION CENTRE
MISSISSAUGA, ON

HONOURABLE MENTION
CENTRE DES CONGRÈS DE QUÉBEC
QUÉBEC, QC

WINNER
THE INTERNATIONAL CENTRE
TORONTO, ON
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DOREEN ASHTON-WAGNER
INDUSTRY INNOVATOR BETTYANNE SHERRER, CMP, CMM 

INDUSTRY PLANNER

JUDY HEALY
INDUSTRY MENTOR

DANYELLE MACCULLOCH
INDUSTRY RISING STAR

TREVOR LUI
INDUSTRY BUILDER

J. RALPH STRACHAN
INDUSTRY VETERAN

SHEILA WONG, CEM

INDUSTRY VOLUNTEER

- 2013 INDUCTEES - BOSS. COLLEAGUE. 
PARTNER. FRIEND. 
CLIENT.
Give them the recognition 
they deserve.

Nominate your peers for a 2014 
M+IT Hall of Fame Award Today!

 Industry Mentor 

 Industry Innovator

 Industry Planner

 Industry Volunteer

 Industry Builder 

 Rising Star

Categories:

Visit www.meetingscanada.com/HallofFame to nominate

A special thank you to our sponsors:

Produced by:

HONOURABLE MENTION
PARAMOUNT CONFERENCE  
& EVENT VENUE
WOODBRIDGE, ON

HONOURABLE MENTION
ST. ANDREW’S CLUB &  
CONFERENCE CENTRE
TORONTO, ON
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WINNER (TIE)
WORLD TRADE AND 
CONVENTION CENTRE
HALIFAX, NS

WINNER (TIE)
PRINCE EDWARD ISLAND 
CONVENTION CENTRE
CHARLOTTETOWN, PEI
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WINNER (TIE)
DALVAY BY THE SEA
YORK, PEI
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HONOURABLE MENTION
DELTA BEAUSEJOUR
MONCTON, NB
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WINNER
HALIFAX MARRIOTT HARBOURFRONT HOTEL
HALIFAX, NS

Readers Choice.indd   40 14-01-22   10:04 AM

http://www.peimc.com
mailto:info@peimc.com


A BALLROOM WITH A VIEW

Our new renovation is complete, and total meeting and 

convention space is now 22,000 sq ft. The jewel in this new 

crown is our breathtaking Sable Ballroom, offering floor to ceiling 

views of the spectacular waterfront, and a lovely outdoor terrace 

right on the Halifax boardwalk.

With brilliant natural light and spectacular harbour views, business will 
be a pleasure and social events will be memorable. 

HALIFAX MARRIOTT HARBOURFRONT
1919 Upper Water Street
Halifax, Nova Scotia
Phone 902.421.1700
www.halifaxmarriott.com
Twitter @HalifaxMarriott
facebook.com/HalifaxMarriottHarbourfront

Halifax Marriott p41.indd   41 14-01-21   7:23 PM



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

In July, the Society for Incentive Travel Executives (Site) and the 
Site International Foundation welcomed Kevin Hinton as the new 
head of its management team. Formerly the executive vice-presi-
dent of Associated Luxury Hotels International (ALHI) and CEO of 
hinton+grusich, Hinton has worked in the meetings and incentive 
industry for 15 years. During that time, he has served on several 
international meeting associations and worked closely with Meet-
ing Professionals International (MPI). His volunteer work and ca-
reer achievements combine to give him a truly holistic view of the 
industry. M+IT caught up with him just after the wrap of the 2013 
Site Global Conference in Orlando, Florida. ~ Lori Smith, Editor

1. WHAT CHALLENGES ARE FACING THE  
INCENTIVE TRAVEL INDUSTRY TODAY?

I think our opportunity and our challenge is to connect the incen-
tive travel experience back with its business purpose.  In 2008 
and 2009, a lot of companies cancelled their incentive trips be-
cause they were concerned, basically, about the optics of them. 
But what they learned [since then] is that incentive travel works 
to motivate top performers and keep them performing at high 
levels. The business has come back in many ways and incentive 
travel had a very strong year in 2013 and is predicted to continue 
to grow through 2016.

Our challenge is not to focus on incentive travel as a week-long, 
over the top experience for some people without connecting it to 
its business purpose. Making the business case for incentives—I 
think that’s our biggest challenge. 

2. HOW DO YOU START MAKING THE BUSINESS CASE? 
Well, I think we have to talk about the psychology behind 

incentive travel. Why people will work for an experience that they 
can share with a spouse or friend—somebody close to them. Why 
travel  makes a more lasting, impactful reward or incentive than 
cash or even merchandise. Those are motivators, no question. But, 
they’re very different from offering a week-long experience that 
people can work towards. 

Our story-telling needs to be more business focused, and 
that’s something we’re aware of and working on. The challenge 
is correctly positioning [incentive travel], and the solution to that 
is communicating and messaging. But, the communicating and 
messaging has to be in a business context not just with our incen-
tive travel lens on. We have to get the word out effectively.

3. DO YOU HAVE A PLAN TO GET THE WORD OUT?
Yes, we do. It’s an evolving plan and it’s multi-faceted. I’d 

say the whole business events industry globally is faced with this 
challenge. It’s not a Site issue. It’s not a North America issue. It’s 
a worldwide issue. I’ve had this conversation in multiple countries 
and multiple regions. Now there are initiatives underway that are 
pan-industry. A “Meetings Means Business” campaign was an-
nounced during the PCMA Convening Leaders conference in Janu-
ary. It’s a simple message that can be replicated in any country 
in the world. Again, it’s attaching meetings and incentives with 
business as opposed to other words that have been attached to 
our industry by the mainstream media and government leaders 
over the past few years. 

In terms of incentives, our plan is to work with our Foundation 
to help us make the business case for incentives. It’s one thing 
to talk about the business case for meetings or that meetings 
mean business, but how can we tell the story around incentives 

+INSIGHTS

5Questions
for Kevin Hinton,  
Chief Staff Officer,  
Site and the Site  
International Foundation
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and how they drive business results? That’s what we’re planning 
to do through research, case studies, communication and our mes-
saging. The challenge here is extracting those data points, which 
many companies regard as proprietary information. One of our first 
initiatives for 2014 is conducting an  Executive Viewpoint Study that 
asks business leaders whether or not they invest in incentives, par-
ticularly incentive travel, and why they do or do not.  This study will 
provide us some insights into why executives are believers or non-
believers, and will help us build our messaging. 

4. WHAT FACTORS ARE CONTRIBUTING TO  
CHANGES IN THE INDUSTRY TODAY?

When you look at the incentive travel industry now, there’s clearly 
a global focus. Incentive travel is coming from different parts of the 
world and going to different parts of the world. Traditionally, the 
biggest markets have been the United States and the United King-
dom—and they’re still big—but there are plenty of other markets: 
the Canadian market, the Brazilian market, the Chinese market. 

I also think workforce diversity is having an impact. Generally, 
the incentive travel component has been reserved for certain levels 
within an organization, and  our challenge is to help our members 
design programs for clients that are cognizant of the demographic 
differences within companies. Don’t say that Millennials don’t want 
a trip, they just want cash. And don’t assume that a sales executive, 
who has been rewarded with many incentive travel experiences, 
wouldn’t want merchandise or cash one year. It’s about personal-
izing incentive awards and not generalizing. 

Another challenge for incentive planners and suppliers is work-
ing with budgets that haven’t increased and costs—airfare, hotels—
that have gone up. They need to be able to make the business case 
for increasing budgets. 

5. WHAT GOALS HAVE YOU SET FOR SITE IN THE  
NEAR FUTURE?

We just completed a Painted Picture exercise, which is a strategic 
planning process created by a Canadian entrepreneur named Cam-
eron Herold. He was the COO of 1-800-GOT-JUNK and is the author 
of a book called Double Double, which explains how to double your 
business in three years. Developing a Painted Picture helped the 
Site board create a series of statements describing how we want 
the organization to look, feel and act in 2016. So that’s the three-
year plan. 

In 2014, the plan is to work on things like: how do we communi-
cate effectively; how do we engage sponsors and have business 
conversations with them; and how do we align all the different busi-
ness components of our association—our members, our commit-
tees, our chapters, our boards—so that we’re all pointed in the same 
direction to achieve Site’s Painted Picture.  

View Site’s Painted Picture at siteglobal.com

Research released by CWT (Carlson Wagonlit Travel) Meetings 
& Events reveals that this year suppliers will be raising prices as 
demand outstrips supply. As a result, CWT reports that many 
markets around the world will see moderate increases in most 
daily attendee costs (sleeping rooms, meeting space, f&b, en-
tertainment, etc.). Similarly, the American Express 2014 Global 
Business Travel Forecast says that competition will decrease 
Canada-U.S. air fares, but hotel and ground transportation 
prices will rise. Here are some numbers from both companies 
that you might consider when requesting, or writing, an RFP.

1 to 1.5% Expected rise in ground transportation prices as a re-
sult of rising fleet cost and consolidation. (American Express 2014 

Global Business Travel Forecast)

1.4 to 6.4% Increase in costs for mid-range and upper-range 
Canadian hotels. This rise is fueled by growing demand for 
rooms in Toronto, Montreal, Calgary, Vancouver and Halifax. 
(American Express 2014 Global Business Travel Forecast)

-3% and more Expected decreases in air fares (Canada) due 
to budget airlines expanding their Canada-U.S. networks and 
the addition of Premium Economy fares: Short Haul – -6% to 
-3% (economy) and -9% to -5% (business); Long Haul – -11% to 
-8% (economy) and -6% to -3% (business); Transborder – -6% to 
-3% (economy) and -12% to -8% (business). (American Express 2014 

Global Business Travel Forecast)

3 to 6% Forecasted rise of hotel room rates across North Amer-
ica. Variations are expected depending on region and city. Tier 2 
cities are expected to be more competitive. (American Express 2014 

Global Business Travel Forecast)

60-80 days Average advance booking time for smaller meetings 
in North America. (CWT 2014 Travel Price Forecast, M&E Supplement)

25% Recommended amount of budget (without overspending) 
to try to invest in better attendee experience or other activities. 
(CWT 2014 Travel Price Forecast, M&E Supplement)

5-Star North America and EMEA (Europe, Middle East and Africa) 
planners booking at upscale/luxury hotel properties (with excep-
tion of pharmaceutical companies due to compliance regulations). 
Planners in Asia and Latin America more willing to use midscale/3-
star properties. (CWT 2014 Travel Price Forecast, M&E Supplement)

Things to Think About7

Insights.indd   43 14-01-21   7:24 PM



AUSTRALIA
Defining experiential travel.

BY ALANNA MCQUAID
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There I was, at 5:30 a.m., climbing on to the back seat of a Harley 
Davidson, holding on tight to a stranger’s worn leather jacket for my 
first ride ever, which just so happened to be in the desert of Central 
Australia’s Outback. Off we roared into the darkness to eventually 
arrive at a viewing platform to wait, and soon witness, the sun’s dra-
matic ascension onto the horizon. I was awed by the breathtaking 
views of the monolith, Uluru, as the desert awakened and trans-
formed from black to hues of pinkish-red. Now that is a WOW factor! 

We all know that today participants are looking for incentive travel 
programs that offer more than luxury accommodation, world-class 
cuisine, golf, spa, great entertainment and sightseeing tours. They 
are looking for authentic travel experiences that involve meaningful 
engagement with the people, heritage, arts and special character of 
the destination. While a comprehensive list of criteria must always 
be met to ensure a successful incentive travel program, it is iconic 
destinations like Australia that transport participants to a place 
where the imagination soars and inspiration swells. 

My dawn ride in the Outback was part of my trip to Australia 
to attend LUXPERIENCE, a new luxury trade show and the only 
luxury travel exchange in the southern hemisphere. The trip gave 
me the opportunity to discover what Uluru and the vibrant, har-
bourside city of Sydney had to offer MICE planners looking for 
“experiential travel” elements to incorporate into their clients’ in-
centive travel programs. What I found was an abundance of cre-
ative, unique and memory-making options sure to satisfy even the 
most discerning participants.

Just standing in front of iconic landmarks like the Sydney Opera 
House, with its unique sail-like construction, and Sydney Harbour 
Bridge, the world’s largest steel arch bridge soaring above the world 
famous harbour below, makes for a goose-bump kind of morning. 
But, becoming part of the local, authentic experience by participat-
ing in themed activities or tours, if only for an afternoon or a day, is 
to shift to a new sense of awareness about the destination that, for 
program participants, can range from simply enjoyable to cathartic.

Samantha Holmes, business events executive, Americas, at Tour-
ism Australia, is much like all the Australian travel folk I met: profes-
sional, enthusiastic, knowledgeable and bursting with ideas for all 
types of incentive travel itineraries. Australian suppliers are keen to 
incorporate experiential travel into their itineraries along with the 
luxury hotels and venues, outstanding multicultural cuisine, golf, 
spa, sightseeing, experienced DMCs and world-class entertainment. 

Some of the extraordinary and exciting Sydney itineraries include: 
★ A private lunch on the rooftop of the Museum of Contempor-

ary Art followed by a short walk to the Opera House for a private, 
behind-the-scenes tour with a renowned opera star. 

★ A sunset water-taxi ride to Cockatoo Island for an exclusive 
dinner at the funky Island Bar, an industrial-look venue built from 
recycled shipping containers—an homage to the island’s past as a 
shipbuilding yard and naval base. 

★ Breakfast at the Taronga Zoo, a space that offers fabulous 
views of Sydney Harbour as well as the company of real wildlife.

★ A panoramic tour of the city and environs aboard a private sea-
plane followed by an exclusive gala dinner with A-list performances 
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and costumed wait staff at The Star, Sydney’s premier fine dining 
and entertainment venue.

★ A trip to Jervis Bay, where a local marine biologist will take 
the group on an exclusive tour to view the humpback whales that 
migrate up and down the coast. 

★ An Aboriginal-guided tour of the Royal Botanic Gardens.
★ A private cooking class with a renowned chef at the Sydney 

Fish Market.
★ A ferry ride across the waters of Sydney Harbour to Manly—

one of the city’s most popular seaside destinations—to get to know 
the locals over a plate of fish and chips. 

One of the highlights of my time in Sydney was the day I spent 
with Richard Graham, owner of My Sydney Detour. Graham is a tour 
guide extraordinaire—passionate about connecting corporate groups 
with everyday Australians and exploring parts of Sydney not written 
about in guidebooks. And he delivers! This is experiential travel done 
well. From the moment your guide arrives at your hotel, behind the 
wheel of a 1964 Holden (an iconic Aussie car), you know you’re in 
for a tour with a difference. You get an insider’s view of Sydney and 
you do as the locals do: partake in the café culture; drive through the 
salubrious suburbs; walk along rugged coastline and secluded fore-
shores; and discover some of Sydney’s hidden gems.

INTO THE OUTBACK
Uluru, formerly known as Ayers Rock, is the quintessential Austral-
ian icon. A UNESCO World Heritage site, it is located in Uluru-Kata 
Tjuta National Park, in the southern part of the Northern Territory—
the red heart of the continent. Jutting out of the desert landscape, 
some 335 kilometres from Alice Springs, it is sacred to the country’s 
Aboriginal people and home to ancient springs, waterholes, caves 
and rock paintings. A visit to Uluru is experiential travel defined: 
extraordinary, inspirational, humbling, engaging, and for some, a 
life-changing event. Overwhelmed by the sheer enormity of the 
rock and its inherent spirituality, some leave Uluru different than 
when they arrived. In addition, only in Uluru can you come in con-
tact with the world’s oldest living culture, Anangu, and its people, 
the Aboriginal custodians of this ancient way of life.

A wide variety of tours are available for program participants to 
experience Uluru in unique ways. I was delighted to take part in three 
during my stay. The first, Desert Awakenings, starts with a pre-dawn 
motorcycle ride away from the crowds to a secluded sand dune to 
watch the sunrise over Uluru and Kata Tjuta, providing a photo op-
portunity with a kaleidoscope of colours like no other. The second, 
Sounds of Silence, invites guests to dine in elegance and style under 

the stars in an isolated desert setting.The third tour I took, Outback Sky 
Journeys, is a combination stargazing and fact-finding mission under 
the Southern night sky. A professional astronomer guided our group 
through the evolution of the Universe by exploring the vast celestial 
skies overhead. Using telescopes, binoculars and iPads, we learned 
how stars are formed, why they produce light, the lifecycle of a star, 
the theory of “the Big Bang” and much more. What an awesome ex-
perience to have our questions answered in an Australian Outback 
classroom. This was a great big check-mark off my Bucket List.

Clive Scollay, general manager, Maruku Arts and Retail Gallery, 
is not someone I will soon forget. I spent an afternoon with him 
enthralled in an authentic cultural experience. It began with a Dot 
Painting workshop, which was followed by time spent browsing the 
impressive gallery filled with magnificent works of art and sculp-
tures by indigenous artists (and yes, even some for sale—beautiful 
and memorable keepsakes for your participants). Finally, he led us 
on a moving, emotional tour around the base of Uluru. 

Scollay’s enthusiasm for experiential travel for corporate groups was 
matched by his experience in delivering creative and interactive solu-
tions for teambuilding events, artist commissioned Dot Art corporate 
logos, and beautiful corporate gifts carved from wood and incised with 
burnt-wire decoration. But it was his obvious devotion and respect for 
the sacred land and Aboriginal people of Uluru that was most inspiring.

Back in my room at the five star luxury Sails in the Desert Hotel, a 
beautiful property within the Voyages Ayers Rock Resort, I lay for a 
long time staring at the ceiling thinking about our group dinner that 
night—a culinary delight in the desert that began as the sun set and 
darkness fell to the sounds of a didgeridoo being played under the 
watchful eyes of a million twinkling stars. 

Tali Wiru, which means beautiful dune in the local Anangu lan-
guage, encapsulates the magic of fine dining under the Southern De-
sert sky. Limited to an intimate group of 20 people, the evening begins 
with French Champagne and canapés around a firepit and progresses 
to the dune top for a table d’hôte four-course dinner, matched with 
premium Australian wines. The group was lively and in good spirits but 
often quieted by the exceptional clarity of the desert sky that allowed 
us to gaze at the stars, planets and galaxies far away in the dark night. 
I felt humbled by our microscopic presence in this enormous desert, 
silent and black, except for the fading embers from the fire and the 
stars above. A WOW factor – oh yeah!  

— Alanna McQuaid is the international business development manager for  

Meetings + Incentive Travel. 
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NOT IF YOU’RE MEETING AT THE RIGHT PLACE!
ONE WITH LIGHT-FILLED ROOMS, GARDEN VIEWS, ACCLAIMED SERVICE AND FLUFFY DUVETS. 
THE WHITE OAKS GUEST ROOM IS EQUAL PARTS GORGEOUS AND COMFY. THE PERFECT PLACE 
TO PUT UP SOME SERIOUS ZZZZZ’S AFTER A FULL DAY OF INSPIRATION.
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top ranked chefs and an innovative 
street food scene—Japadogs, Korean 
tacos, fried risotto balls—that earned 
third place on Travel + Escape maga-
zine’s 2013 list of the top five street 
food cities in North America. 

Its hotels are as diverse as its culin-
ary offerings. Accommodation options 
range from large branded properties 
to exquisite boutique hotels like the 
Granville Island Hotel, which is one of 
Vancouver’s best-kept secrets.

The 82-room hotel, nestled on the 
banks of False Creek, features views of 
downtown Vancouver’s iconic skyline. 
And its Dockside Restaurant, which 
offers superb West Coast food, has a 
patio—voted “Best in Vancouver”—
that is the ideal place to relax and enjoy 
the sunshine and water views.   

A small meetings specialist, the 
Granville Island Hotel is perfect for 
functions with up to 100 attendees. 
It has five newly-renovated banquet/
meeting rooms, all with natural light-
ing, windows that open to let the 
fresh air in, and complimentary high-
speed wireless Internet.

The city also offers a wealth of 
activities for meeting participants to 
enjoy in their free time. In Stanley 
Park, Vancouver’s famed city park, 
they can cycle or walk the nine kilom-
eter seawall that lines English Bay, or 
hike through the park’s 27 kilometer 
forest trail system. And attendees 
looking for a mountain adventure 
need only travel 15 minutes to Grouse 
Mountain on Vancouver’s North Shore.

Renowned as the region’s consum-
mate mountaintop host, visitors to 
Grouse Mountain can snowshoe, 
skate and ski in the winter, or hike, 
zipline and explore the wildlife sanctu-
ary in the summer. They can also 
enjoy The Eye of the Wind, the world’s 
only wind turbine featuring a publicly-
accessible view pod with a breath-
taking, 360-degree panoramic view. 

Accessible via a Skyride gondola, 
which ferries people to 3,700 ft. 
above sea level, Grouse Mountain’s 

There are few places in the 
world where people can at-
tend a business meeting in 

the morning, go skiing or sailing in the 
afternoon, and dine in a cosmopolitan, 
five-star restaurant in the evening. 
Meeting, corporate retreat, conven-
tion and conference attendees can do 
all that and more in British Columbia’s 
spectacular Vancouver, Coast & Moun-
tains (VCM) Region.

VCM is a four-season destination, 
where mountains meet the ocean, 
and business and pleasure combine 
effortlessly. Planners considering the 
region will find that it has spaces and 
places ready and able to accommo-
date groups of all sizes, from conven-
tions with thousands of attendees 
to intimate incentive travel programs 
and corporate retreats. 

The port city of Vancouver anchors 
the region. Host of the 2010 Olympic 
Games and Paralympic Games, Van-
couver boasts a world-class transpor-
tation and hospitality infrastructure. It 
can also lay claim to being a foodie’s 
delight with restaurants helmed by 

Offering exceptional meeting venues, awesome outdoor adventures 
and world-class f&b, the Vancouver, Coast & Mountains Region has 
everything you need to put together an unforgettable event!

Meet, Eat, Play

Unleash Your Team
When you come to Grouse Mountain, you depart the everyday.  
No matter what your outing, the wild alpine surroundings transform simple 
meetings, parties, team buildings and retreats into spectacular must-attend 
events. Learm more at grousemountain.com/meetings-events

only hereONE DESTINATION, ENDLESS EXPERIENCES

GrouseMountain-MeetTravelIncen_2014.indd   1 12/20/2013   10:00:17 AM

Photo: Grouse Mountain/Bob Young

SPECIAL ADVERTISING SECTION
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chalet is capable of accommodating 
535 guests for plated dinners or up 
to 1,000 for cocktail receptions. 

On the f&b side, chefs Dino L. 
Gazzola and Spencer Watts offer 
planners a selection of menu op-
tions featuring the finest, freshest 
regional ingredients available. Other 
mountaintop venues include the 
cultural and culinary experience of 
the hiwus Feasthouse, an authentic 
Pacific Northwest Longhouse of the 

Squamish First Nations, which em-
bodies their traditional way of life. 

In addition to Metro Vancouver, 
VCM includes British Columbia Sea 
to Sky Country. Here planners will 
find luxury resorts and restaurants 
delivering world-class meeting facili-
ties and more. It is also home to 
Whistler Blackcomb, North America’s 
largest ski resort. 

Northwest of Vancouver, VCM also 
encompasses the Sunshine Coast, a 

secluded stretch of coastline run-
ning180 kilometers from Gibsons to 
Lund. Accessible via a 40-minute ride 
on BC Ferries, it is home to exquis-
ite islands, coastal rainforests and 
more. Its secluded resorts are perfect 
venues for small meetings and cor-
porate retreats. 

Moving inland in the VCM Region, 
Mighty Fraser Country is one of 
British Columbia’s agricultural heart-
lands. Home to the cities of Langley, 
Abbotsford, Chilliwack and Mission, 
planners can’t go wrong booking 
events at any of the area’s wineries, 
restaurants or hotel properties. The 
region is particularly a delight for 
gourmands, who can feast on local 
produce, honey and hazelnuts as well 
as award-winning wines. 

Vancouver, Coast & Mountains: 
the perfect place to meet, eat and 
play!  •
 

Visit 604pulse.com for more inspiration.

Unleash Your Team
When you come to Grouse Mountain, you depart the everyday.  
No matter what your outing, the wild alpine surroundings transform simple 
meetings, parties, team buildings and retreats into spectacular must-attend 
events. Learm more at grousemountain.com/meetings-events

only hereONE DESTINATION, ENDLESS EXPERIENCES

GrouseMountain-MeetTravelIncen_2014.indd   1 12/20/2013   10:00:17 AM
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SNAZZY SNACKS

Break tables reach new heights. 

Consider the break. Typically offered mid-morning 
and mid-afternoon during meetings and conferences, 
breaks provide an opportunity to network, stretch the 
legs and recharge. 

On the food front, break tables have evolved light 
years beyond meek muffins and weak coffee, and 
cater to a wide variety of food preferences, sensitiv-
ities and allergies.

For instance, gluten-free is popular. “We did intro-
duce new items to our corporate delivery menu [in 
2013] that focused on gluten-free, which is a huge shift 
we are seeing in our corporate delivery orders,” says 
Debra Lykkemark, CEO of Vancouver-based Culinary 
Capers Catering and Special Events. “Up to 75 per cent 
of our breakfast and afternoon break-table items in-
clude gluten-free menu items.” Breakfast offerings in-
clude gluten-free cranberry orange scones, blueberry 
lemon muffins and banana chocolate bread.

In fact, health-conscious foods are popular across the 
board. “Not only my clients who are non-profits based 
in the health sector, but also my clients in the religious 
market are asking for healthy breaks, preferably with a 
little protein available,” says Heidi Wilker, CMP, principal 
of Blessed Events. “So, what used to be a morning break 
of muffins, breakfast breads and Danish pastries is now 
granola and/or protein bars and whole fresh fruit. The 
afternoon break that used to be cookies and squares is 
now veggies and dip, hummus and babaganoush.”

At Toronto’s L’eat Catering, healthy break options in-
clude whole wheat mini-wraps stuffed with turkey breast, 
light tuna salad or grilled vegetables, and western wraps 

 Gluten-free blueberry lemon muffin 
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(egg, ham, roasted red peppers and caramelized onions) that “are 
really popular for morning meetings, quick and easy, with little mess,” 
notes Suzanne Dunbar, marketing manager with the L-eat Group.

Pear salads with romaine, arugula, walnuts, roasted pears and 
goat cheese “can work year-round,” says Dunbar. “If it’s a small sen-
ior meeting, platters of exotic fruit and skewers of little nibbles such 
as caprese salads laid out for people to snack on also work well.”

At the Grand Cypress Villa, in Orlando, Florida, attendees 
can snack on various nut butters (peanut, almond, etc.) served 
with organic apple slices, celery sticks and gluten-free or 
whole-grain crackers. 

Elsewhere, other healthy options include parfaits made with 
yogurt (Greek-style, for instance), granola, nuts, goji berries and 
power fruits such as blueberries, strawberries, cherries and cran-
berries.

Build-your-own is popular at the International Centre, in Mis-
sissauga, Ontario. “People seem to like breaks that allow them to 
customize the offerings to their liking,” says executive chef Tawfik 
Shehata. The Health Nut break, for example, lets attendees choose 
from a variety of homemade fruit and berry crumbles, yogurt and 
sliced fruit, or make their own parfaits from a variety of toppings. 
“We also offer a mini-deli bar and bagel bar where people can make 
their own mini-deli sandwiches, or toast and top mini-bagels.”

Following a client’s request to create a unique break that 
would engage attendees, the International Centre team “curated 

a make-your-own sundae bar and the company executives wore 
chef jackets and hats and scooped the ice cream for their staff. 
Not exactly one of our healthier options, but fun and interactive,” 
says Shehata. 

The Fairmont Pacific Rim, in Vancouver, offers a bar that lets 
attendees build their own virgin Caesar cocktails from house-
made clamato mix, house-cured bacon and house-pickled carrots, 
green beans and onions. 

Also for breaks, the hotel offers a sushi bar stocked with Ocean 
Wise sustainable fish, along with vegetarian offerings like nigiri-style 
rice bundles topped with compressed watermelon or sweet potato.

Taking a resolutely locavore approach is the Fogo Island Inn, 
which opened in May 2013, in northern Newfoundland. Regional 
foods served at breaks include white “three-bun loaf” spread with 
butter and molasses, and lassie tart, a pie made with a ginger-
bread-spiced crust and filled with partridgeberries, a fruit similar 
to cranberries that’s native to Newfoundland. 

Also on the inn’s break menu are Newfoundland fish cakes, 
made with salt cod, potatoes and onion, served with pickled zuc-
chini and mustard; salt cod with hard tack, a type of bread; and a 
dip, similar to the French brandade, made from whipped salt cod.  
“If we can’t get it in Newfoundland or the other Maritime provinces, 
we won’t put it on the menu,” says executive chef Murray McDonald. 

On a more extravagant note, the Island Shangri-La, Hong Kong, 
last August, launched five themed coffee breaks. 

Break themes highlight Paris, Shanghai, Mumbai, Bangkok and 
Hong Kong. In addition to showcasing the cuisines of those des-
tinations, the breaks incorporate elements of each city into the 
décor, ambience and buffet-table setup.

For example, event organizers can choose from themes that 
would take guests to an afternoon on the side streets of Bangkok 
to sample spring rolls with crabmeat or to a chic Parisian café for 
crepes Suzette. The menu includes such dishes as sticky rice with 
mango, tandoori chicken, dandan noodles and raspberry mille-
feuille, along with a chef’s station for each theme. 

—Don Douloff is a food and travel writer based in Toronto.
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 Hong Kong themed break table 
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Sally Hogshead
Author, Fascinate

WEDNESDAY, AUGUST 20, 2014
METRO TORONTO CONVENTION CENTRE

It’s not just crazy outfits, over-the-top 
performances, and catchy tunes that have 
made Lady Gaga one of the most successful 
pop stars of all time. Marketers have also 
been awed by her UNCONVENTIONAL 
customer loyalty strategy. With 39 million 
Twitter followers she blows away her peers 
on social media. She has methodically 
built a GRASSROOTS base of what she 
calls her “Little Monsters”—passionate fans 
who look to her not just for music but also 
for joy and inspiration. Marketing expert 
Jackie Huba UNPACKS THE METHOD 
behind Lady Gaga’s success and isolates 
the seven strategies businesses can apply in 
an ENGAGING and interactive presentation 
based on the RESEARCH from her new 
book, Monster Loyalty: How Lady Gaga 
Turns Followers into Fanatics.  

KEYNOTE PRESENTATION

LOYALTY LESSONS 
FROM LADY GAGA

ABOUT JACKIE HUBA
Jackie Huba’s work has been called “the word-of-mouth-gospel” 
by Forbes magazine. An expert on creating and sustaining 
customer loyalty, Jackie is the bestselling author of Monster 
Loyalty: How Lady Gaga Turns Followers into Fanatics, and  
is the co-author of Citizen Marketers: When People are the 
Message, along with Creating Customer Evangelists: How  
Loyal Customers Become a Volunteer Sales Force. Through 
her work, she has helped companies such as Discovery 
Communications, Whirlpool, Dell, Rogers, Yahoo, and Kraft  
to create unprecedented loyalty in their customer base.

Jackie Huba
Word-of-Mouth  
Marketing Expert

REGISTRATION OPENS APRIL 1, 2014

MEETINGSCANADA.COM/INCENTIVEWORKS
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1. WAFF silicone notebooks come with two silicone closures. Offered in three sizes, they are available in black, blue, red, green, purple 
and orange. $7-$22. kristinsgifts.com  2. Heys new Lightweight Pro luggage is made from 100 per cent polycarbonate. It is available 
in three sizes: 21”, 26” and 30”. MSRP: 3-pc set is $909.99; individual pieces - $249.99-$349.99. heys.ca  3. Fits for the Occasion Tiles 
are erasable ceramic accent labels with interchangeable, magnetically-attached motif designs. Available in two sizes: MessageTile and 
PlaceTile (shown). $14.95-$38.95USD. placetile.com  4. This Skin Silkening Body Soufflé combines vitamin C-rich Tarocco orange, bitter 
orange, eucalyptus and sage. $36. crabtree-eveyln.ca  5. Final Touch Bottoms Up beer glass is made of durable borosilicate glass and 
features double-wall construction. Per unit prices start at $24.50. universallinksinc.com  6. Glacier Glass is a line of eco-friendly glassware 
made from recycled wine bottles. It includes tumbler and highball sizes. $59.99USD (set of 4 glasses). rolfglass.com  7. Victorinox Swiss 
Army’s Airboss Watch features a Valjoux 7750 automatic winding mechanical movement. It is available in four models. $2,195-$2,295. 
swissarmy.com/ca

+GIFTS & GEAR
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1. menzEGO Thick Rhythm Bracelet 
features etched bronze made from a drum 
cymbal and stitched, black leather band. 
$130USD. xovivo.com
 
2. Pivot Power is a flexible surge- 
protecting power strip that bends to  
accommodate all sizes of plugs and adapters. 
Prices start at $29.99USD quirky.com

3. Made from stainless steel, the Kebo 
Bottle Opener is designed for single-
handed operation. It comes packaged in a 
keepsake tin. $24.95USD rush3studio.com

4. Zoom Power2Go Backpack and Zoom 
Energy Square set lets users charge their 
mobile devices on the go. The backpack 
features a dedicated pocket for the power 
block and internal cord management. Per set 
prices start at $134.87. universallinksinc.com

5. The Gorilla Mobile Yogi for iPad case  
features removable legs that can be bent 
and twisted to keep the iPad straight and 
secure on any surface. $24.95USD joby.com

6. Your clients can build their own eco-
friendly conference bag thanks to Nexus 
Collections, Europe’s largest manufacturer 
of conference bags. Prices vary.  
nexuscollections.com

7. Royce Leather offers a full line of 
refined leather goods including dopp kits, 
duffel bags, cufflink boxes, and the legal 
briefcase shown here. All products can be 
personalized with initials, full name and 
corporate logos. $350USD.  
royceleathergifts.com

8. This cordless speaker system is  
compatible with any digital devices with 
external speakers. It is available in grey, 
white, red, orange, lime, green and blue. 
Minimum 50 units; $37.95 per unit.  
plumgiftco.com

See more Gifts & Gear @ www.meetingscanada.com

+GIFTS & GEAR
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+SNAPPED

CanSPEP Lunch

Panama Event

LEFT TO RIGHT: 1. Alicia Bodanis, Toronto Marriott Bloor Yorkville; Suzanne Cowley, LARCO Hospitality. 2. Pamela Smith, Toronto Special 
Events; Melissa Deslauriers, AVW-TELAV. 3. Sheila Wong, CEM, BBW International Inc.; Deanna Jean Patawaran, SpringHill Suites by Mar-
riott Vaughan; Mary Mulligan, Mary Mulligan Event Management. 4. Panamanian model; Alanna McQuaid, M+IT; Melva Mendez, Panama 
Tourism Authority; Yolanda Ortega and Laura Marín, Copa Airlines; James Woolford, Consulate General of Panama. 5. Jane Schuldt, Site 
International Foundation 2013 President; Tyler Lovenuk, Fairmont Hotels and Resorts; Pam Graham, MCI Toronto; Dianne Alexander, Meridi-
can Incentive Consultants; Natalie Lowe, Celebrate Niagara; Jennifer Glynn, Meeting Encore; Melanie Cook, MGM Resorts; David Sands, Site 
International President 2013 6. Robin Paisley, M+IT; Martin Perelmuter, Speakers’ Spotlight; Christine Otsuka, M+IT. 

SITE Global Conference
Speakers’ Spotlight  
Holiday Party
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+SNAPPED

MPI Toronto Chapter 
Holiday Gala

LEFT TO RIGHT: 1. Jennifer Chiappetta, Hilton Toronto/Markham Suites Conference Centre & Spa; Sean Metcalfe, Holiday Inn Toronto Yorkdale; 
Kristen Ip, Holiday Inn Toronto Yorkdale. 2. Mariella Irivarren, BMO Financial Group; Anahit Dervishyan, Ryerson University Student; Rachel 
Stark, Intact Insurance. 3. Claire Kurek and Jennifer Moir, Conference  Resort & Spa; Elizabeth Stewart, JPdL; Erin Reid and Grace Eldajani, 
Whites Oaks Conference Resort & Spa. 4. Carol Gran, Courtyard by Marriott Downtown Toronto; Tuesday Johnson-MacDonald, CMP, CMM, TAP 
Resources; Stephanie Hiltz, M+IT. 5. Catherine Rogers, Carlson Wagonlit Travel; Stephanie Mintz, Janssen Inc; Susan Lanc, Hilton Worldwide; 
Jennifer Campbell, CMP, CMM, BDO Canada LLP. 6. Back row: Craig Prentice, Tourism Saskatoon; Debbie Arato, Arato Entertainment and 
Events; Mitch Nemeth, Hilton Garden Inn Saskatoon; Candace Schierling, Tourism Saskatoon; Alana McLennan, Travelodge Hotel Saskatoon; 
Front row: Nikki Ryan and Brandi Mills, Canadian Country Music Awards; Jenny Faucher, Managing Matters. 
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 This spring the Conrad Maldives Rangali Island will begin offering  

 its undersea restaurant, Ithaa, as a meeting venue. 

 Five metres under water, it offers 180° views of the island’s  

 spectacular coral reef. Seats 14 boardroom-style.  

 Pricing on request. 
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