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UPexpress.com

Pearson Airport to downtown Toronto  
in 25 minutes, every 15 minutes.
Get there fast. Not furious.

Launching in Spring 2015, Union Pearson Express will be a new, direct link between 
Toronto Pearson International Airport and Union Station in the heart of downtown 
Toronto. With only two quick stops, a comfortable, spacious interior and on-board 
amenities like Wi-Fi, airline check-in, and flight information screens, UP Express will 
change the way anyone travels downtown. Whether it’s a quick meeting or a longer 
stay, we’re ready to make your trip enjoyable and stress free.
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Our AAA/CAA Four-Diamond award-winning resort and spectacular convention centre is the 

perfect venue for your special event or business meeting. With over 100,000 square feet of 

customizable space, paired with unparalleled service, your event is sure to “wow” all the right 

people from start to fi nish.

Contact us now at sales@caesarswindsor.com to book one of our lowest group room rates today! 

Valid Sunday – Thursday only from January to March.

Promo Code: WINDSOR���
Available for a limited time only.

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. Caesars Windsor reserves the right to cancel or modify this offer/promotion at any time without prior notice. Valid for groups, events, and meetings Sunday – Thursday during the time period specifi ed. Valid for 
new bookings only and with a minimum of a 10 guest room block per night. This offer is not valid for catering only or wedding contracts. Offer is subject to availability of guest rooms and meeting facilities at time of booking. 
May not be combined with any other offers, incentives, discounts or promotions. Offer is non-transferable to cash. Dollar amounts shown in CAD. 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.
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what's new on
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Krista Cameron

Director of Sales

1.877.739.8899 ext. 1

kcameron@destinationstjohns.com www.destinationstjohns.com

Learn more. Book now.

A hop, skip and a jump from this dramatic 

coastline is the new St. John’s Convention Centre.

Ever wonder what inspired the earth tone palette?

Now you know.

QUOTABLE

NMID NOW A 
CONTINENT-WIDE 
CELEBRATION
Planners in the US 

and Mexico have 

adopted National 

Meetings Industry 

Day (NMID), which 

was launched by 

Canadian event 

pros 20 years ago. 

The event has been 

renamed North 

American Meetings 

Industry Day 

(NAMID).

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)

“There also seems to be a growing 
recognition in our professional 
community that a new ‘app’ is not 
a replacement for intelligence and 
experience.”

Les Selby
Industry Insider: 2015 
– Another Year of 
Challenges?

BLOG

TRENDS

GCB REVEALS  
PREDICTIONS FOR  
MEETINGS INDUSTRY

CONVENTION CENTRES 

Padraic Gilligan
Managing Partner, Sool-Nua 
“Site Canada Education Day 2014”

“Don’t look at the 
colour of the badge. 
Everyone is someone 
you can build a 

relationship with.”

DIRECT ENERGY  
CENTRE GETS  
LEED GOLD

Photo:  Thinkstock.comPhoto: Direct Energy Centre 

Photo:  Delta Toronto
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“The  Beatles ‘1’ album 
and Bryan Adams’ Reckless.”

Contact Julie at
Julie.Calvert@payroll.ca

“The Sound of White by 
Missy Higgins and The 
Essential Yo-Yo Ma.”

Contact Gerry at
Gerry@SanduskyGroup.com

JULIE CALVERT, CMM CMP
Planning + Procurement

GERRY SANDUSKY
The Team Myth

17 22

“Elton John, Your Song would 
remind me of the joy of friendship, 
and Tchaikovsky’s 1812 Overture.  
It’s a big piece of music that I  
could play really loud and perhaps 
shake coconuts out of trees.”

Contact Allan at 
nsceit@hotmail.com

ALLAN LYNCH
Getting There From Here

“My two ‘desert island’ albums 
would be: Beethoven’s Ninth 
Symphony, which gets my vote 
as the single greatest piece 
of music ever written, and 
The Beatles’ White Album.”

Contact Don at
dondouloff@rogers.com 

DON DOULOFF
Feeding Creativity

32

Make your meetings click!

Search over 3,000 suppliers and 
resources for your next meeting or 
event and much more....

 Ideas
Your source for daily industry news and 
issues, advice from industry experts and 
the latest technology trends for meeting 
and events.

 Tools 
How-tos on event planning, best practices, 
and get inspired with ideas for corporate 
and employee gifts and incentives.

 Research
Read first hand accounts of destinations at 
home and abroad. Find out what Canadian 
planners have to say about hotels, venues 
and activities wherever you want to go in 
the world.
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The MICE industry is exceptional. Can 
you think of any other industry that holds 
an annual event—not a convention or con-
ference or trade show—to celebrate and 
inspire all of its stakeholders? I can’t. Na-
tional Meetings Industry Day (NMID) was 
born in this country 20 years ago. This De-
cember it was announced that the day and 
its objectives have been adopted by the 
meetings and events communities in the 
United States and Mexico. So on April 16th, 
NMID morphs into NAMID–North American 
Meetings Industry Day. And its growth is  
thanks to ... you.

Folk singer Pete Seeger famously said, 
“Participation—that’s what’s going to save 
the human race.” Too true. It’s certainly 
saved the MICE industry. When a group of 
industry members decided to create and 
participate in an event that was about the 
collective health of the  industry, they were 
putting aside their individual interests. 
From that day forward, more and more of 
you joined in the celebration, giving freely 
of your time, energy and passion. Your 
participation inspired us here at Meetings 
+ Incentive Travel (M+IT). It inspired your 
southern counterparts. And now they will 
inspire others. 

I also want to take this opportunity 
to say that your willingness to partici-
pate has helped power M+IT. In 2009, we 
launched our annual Hall of Fame (HoF) 
Awards with the mandate of recognizing 
and celebrating individuals who have dis-
tinguished themselves in the industry. The 

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.

IN PRAISE OF ... YOU 

COMING NEXT ISSUE

success of the program—there are now 41 
inductees—is due to all who have taken 
the time to nominate a peer, colleague or 
friend. Thanks to your participation, the 
HoF Awards honour volunteers, mentors, 
builders, innovators, rising stars, veterans, 
planners and those individuals with big, 
industry-changing ideas. Its members form 
an exceptional group. Now, it’s time for me 
to turn to you again and ask for nomina-
tions for the 2015 program. 

Similarly, we owe you a big thank you 
for your contributions to our annual Market 
Report and Salary survey. Now in its 19th 
year, the survey’s results provide a snap-
shot of the Canadian MICE industry in the 
year just past and the year ahead. It is a 
long survey and we appreciate the time 
and effort required to complete it. This 
year, to help lighten the workload, we have 
divided it into two parts. By the time you 
read this, we will be out in the field with 
the market report portion, which will be 
sent to one sample of respondents. In late 
February, we will send the salary survey to 
a second sample. I hope that you will par-
ticipate in whichever survey you receive. 

2014-15 Market Report Survey results; 
an update on the Korean conven-
tion scene; and a look at ethics in the 
industry.

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

STAY IN THE KNOW

+EDITOR’SCOMMENT
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2014 SITE GLOBAL CONFERENCE

The theme of the SITE Global Conference 
2014 was “Orchestra of Emotions”—a fit-
ting umbrella to bring old and new SITE 
members under to celebrate, congratulate, 
network and learn.

The fast-paced conference was held 
November 14-17, 2014 in Rotterdam, The 
Netherlands. I was delighted to attend and 
have the opportunity to hear new ideas 
from leading experts, who delivered in-
spirational and entertaining presentations. 
I was front of line to sign-up for sessions 
such as: The Power of Relationships in Sell-
ing Incentives; How to Win More Business, 
Create Engaging Events and Live a Happy 
Life; Happiness as a Strategic Tool; Boost-
ing the Effects of Motivational Campaigns; 
and Not Just Fun but the Realization of 
Human Potential. Not one of them was a 
disappointment. (Note: PowerPoint pres-
entations in PDF format are available for all 
education sessions on the SITE Global web-
site, siteglobal.com.)

Outgoing SITE Global president Paul 
Miller, managing director for Spectra, 
welcomed incoming president for 2015, 

Rhonda Brewer, vice-president, Maritz 
Travel Company. SITE Global CEO Kevin 
Hinton kept the pace moving with well-
presented information on the current state 
of affairs as well as the future of the as-
sociation and the industry. For some of 
his more light-hearted presentations, he 
slipped into a pair of traditional wooden 
shoes and kept us smiling.  

A bounty of great accomplishments 
were recognized and rewarded on our last 
night at a gala dinner held on the SS Rot-
terdam. SITE recognized the 2014 Chapter 

of the Year and Excellence Award Winners. 
For the second year in a row, our own SITE 
Canada chapter was recognized, receiving 
the Chapter Excellence Award for Member-
ship—a salute to its “personal approach to 
engaging all members and potential mem-
bers in order to retain current members 
and attract new members.” The Chapter 
of the Year award went to Minnesota, USA.

Delhi, India has been selected for the 
2015 Site Global Conference, being held 
October 23–26, 2015. Check siteglobal.com 
for details. – ALANNA MCQUAID

Photos: SITE/D
arryll A

tem
a Fotografie, N

etherlands

1. Delhi, India will play host to the 
2015 edition of the SITE Global 

Conference. 

2. Outgoing president Paul Miller, 
managing director of Spectra, 

took to the stage to present the 
association’s awards and welcome 

incoming president for 2015, 
Rhonda Brewer, vice-president, 

Maritz Travel. 

3. SITE CEO Kevin Hinton slipped 
into wooden shoes and kept 

delegates smiling. 

Rotterdam is known internationally 
as one of the world’s largest ports. 
Although the city is over 650 years 
old, the vibe is young, modern and 
friendly with a cosmopolitan allure.  
Situated on the banks of the river 
Maas, Rotterdam remains the gate-
way to Europe. Since the destruction of the city centre in World War II, the focus has 
been on building a new vision for a modern city and not the restoration of the ruins. 
With creative development and innovation, the big buildings and wide streets have 
earned Rotterdam the nickname “Manhattan on the Maas.” – A.M.

A LITTLE ABOUT 
ROTTERDAM

3
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3, boulevard du Casino  I  Gatineau, Québec  I  J8Y 6X4  I  www.hiltonlacleamy.com

IF YOU THINK THE ROOMS ARE NICE
YOU SHOULD SEE THE GREENS.

This summer, the Hilton Lac-Leamy, in partnership with ClubLink
and the Club de golf Hautes Plaines, invites you to combine business with pleasure!

Rates starting at $149.00 per person*
One complimentary meeting room

Free WiFi in guest rooms and meeting room
Complimentary outdoor parking

Reserve your foursomes at the ClubLink Club de golf Hautes Plaines (6 km from hotel).

For more information on this offer, contact Jean-Simon Roberge, Account Executive, 
at 819-772-4008, 1-866-488-7888 or at jean-simon.roberge@hiltonlacleamy.com

*For meetings booked and held between June 15 and August 30, 2015, based on availability. Minimum of 10 actualized guest rooms required per night. Offer not valid for meetings that are already tentative, definite, 
under contract or actualized. Taxes and service not included. Certain conditions may apply.14 M E E T I N G S C A N A D A . C O M

+WRAPUPS

The second annual PCMA Canadian Innova-
tion Conference took place at the Fairmont 
Queen Elizabeth in Montreal on November 
23-25, 2014. This three-day conference saw a 
40 per cent increase in attendance over last 
year in Niagara Falls, with 360 registrations 
this year. And on Sunday night, we gathered 
together to be welcomed by co-chairs Heidi 
Welker and Chuck Schouwerwou. The con-
ference kicked off with the highly entertain-
ing and energetic Olympic Champion Mark 
Tewksbury along with his Olympic Coach 
Debbie Muir who got us up, moving and 
connecting with a series of activities that left 
us revved up and energized. Later, the open-
ing reception saw fire, dry ice and acrobat-
ics, enough to set the tone for the event—we 
were to be wowed in the days to come.

The first full-day, we were treated by a 
passionate astronaut, aquanaut, and well, 
overachiever, Dr. David Williams, and the 
PCMA president and CEO Deborah Sexton, 

who paid PCMA’s Canadian Innovation 
Conference a gigantic compliment when 
she referred to it as a mini-Convening 
Leaders (PCMA’s flagship event). The 
next two days were filled with education, 
networking and product demos. Mike Lip-
kin created something brand new for the 
PCMA CIC attendees on the theme of be-
ing “always new” and the show-stealer of 
course was Tornado Hunter Greg Johnson 
whose humour and personality was just 
as big as the sound effects and stunning 
severe weather photography he served up 
on PCMA CIC’s enviable AV-setup (which 
had a price tag of $200,000). 

Mr. Johnson, the Tornado Hunter, 
joined us with his wife at the final night 
reception which took us to St. James 
Theatre, a former bank turned event 
space which was transformed into a 
Gatsbyesque period party complete with 
underground poker, burlesque show and 

scrumptious food. Attendees pulled out 
all the stops with fringe dresses, pearls, 
long gloves and feathers all in the name 
of fun. Dancing continued back at the 
hotel for the official after-party featuring 
the musical stylings of Les Dynamicks 
Orchestra and a midnight poutine run to 
complete the experience. 

The 2015 conference will be in Toronto 
at the Metro Toronto Convention Centre, 
November 22-24. – CHRISTINE OTSUKA

PCMA CANADIAN INNOVATION CONFERENCE

+AGENDA
APRIL

++ 7-9+ Online Revealed 2015,  
Toronto, ON

++ 9+ CAEM Technology Session,  
Toronto, ON

++ 14+ SITE Canada Spring Social 2015, 
Toronto, ON

++ 14+ CAEM CEM Course: Conference & 
Meeting Management, Toronto, ON

++ 15+ CAEM CEM Course: Facilities & Site 
Selection, Toronto, ON

++ 16-17+ Convivium 2015 – MPI Montreal 
& Quebec, Montreal, QC

++ 20-22+ GBTA Canada Conference 
2015, Toronto, ON

++ 22+CSAE Roundtable Discussion & 
Volunteer Appreciation Luncheon, 
Ottawa, ON

++ 22+PCMA Canada East: Work Life  
Balance Education Session, Montreal, 
QC & Ottawa, ON

++ 23+PCMA Canada East: Work Life  
Balance Education Session,  
Toronto, ON

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

CAEM – Canadian Association of Exposition Management CSAE – Canadian Society of Association Executives GBTA - Global Business Travel Association Canada  
M+IT – Meetings + Incentive Travel MPI – Meeting Professionals International PCMA – Professional Convention Management Association

event spotlight

APRIL
NATIONAL MEETINGS  

INDUSTRY DAY (NMID)
The Canadian chapters of Meeting Profes-
sionals International (MPI) will once again 
celebrate the industry with a roster of inspir-
ing cross-country events. Here in Canada 
members of the industry will gather in Hali-
fax, Montreal, Toronto, Ottawa, Winnipeg, 
Edmonton, Calgary and Vancouver to learn 
and connect. This year, for the first time, we 
will be joined in the celebration by event 
pros in the United States and Mexico. In early 
December, it was announced that our neigh-
bours to the south were adopting NMID, and 
that it would be renamed North American 

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

Meetings Industry Day (NAMID). For more 
information on NMID visit nmid.ca and indi-
vidual chapter sites. 

Halifax – mpiatlantic.com
Montreal – mpimontrealquebec.com
Ottawa – mpiottawa.ca
Toronto – mpitoronto.org
Winnipeg - mpimanitoba.com 
Edmonton - mpiedmonton.org 
Calgary - mpi-gcc.org 
Vancouver - mpibcchapter.com 

ADDITIONAL+INDUSTRY+EVENTS:
+

MARCH
++ 4+ MPI Montreal & Quebec, Lunch & 
Learn Concordia, Montreal, QC

++ 5+ One Conference: The Un-Conference 
(MPI GCC), Calgary, AB

++ 6+ CSAE Accessibility for Ontarians 
Workshop, Ottawa, ON

++ 11+ Collaboration, Partnerships & Social 
Innovation (CSAE), Edmonton, AB

++ 12+ MPI Toronto Awards, Toronto, ON
++ 24+ M+IT University,  Montreal, Quebec
++ 24+ EXPERIENCE with MPI (GCC): 
Food Tour Part II, Calgary, AB

++ 26+ M+IT University, Ottawa, Ontario
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3, boulevard du Casino  I  Gatineau, Québec  I  J8Y 6X4  I  www.hiltonlacleamy.com

IF YOU THINK THE ROOMS ARE NICE
YOU SHOULD SEE THE GREENS.

This summer, the Hilton Lac-Leamy, in partnership with ClubLink
and the Club de golf Hautes Plaines, invites you to combine business with pleasure!

Rates starting at $149.00 per person*
One complimentary meeting room

Free WiFi in guest rooms and meeting room
Complimentary outdoor parking

Reserve your foursomes at the ClubLink Club de golf Hautes Plaines (6 km from hotel).

For more information on this offer, contact Jean-Simon Roberge, Account Executive, 
at 819-772-4008, 1-866-488-7888 or at jean-simon.roberge@hiltonlacleamy.com

*For meetings booked and held between June 15 and August 30, 2015, based on availability. Minimum of 10 actualized guest rooms required per night. Offer not valid for meetings that are already tentative, definite, 
under contract or actualized. Taxes and service not included. Certain conditions may apply.
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more particular measurements 
imposed by the organization. 
ROI is something unique to your 
event and that needs to be part of 
your benchmarking process.

Performance reviews tied 
to the strategic objective of the 
meetings will ensure compliance 
and accountability. Encourage 
your planning team, volunteers 
and other conference staff to 
stay focused on their objectives 
by defining goals tied to attend-
ance, revenue amounts, registra-
tion minimums, evaluation feed-
back—this will provide data that 
can be measured and used for 
benchmarking in the procure-
ment process.

Use your post-event debrief 
to update the SWOT analysis 
both for procurement and for 
yourself. Noting the wins and op-
portunities for your next meeting 
will ensure you are constantly 
streamlining your process.  

–Julie Calvert, CMM, CMP is the man-

ager of Events & Regional Programs for 

The Canadian Payroll Association. 

PROCUREMENT
In today’s every-changing busi-
ness world, remaining competi-
tive requires a rigorous oversight 
of revenue management, collab-
oration with business partners, 
strategic business acumen and 
accountability. The 21st century 
planner services stakeholder in-
terests at multiple levels of an or-
ganization and is accountable for 
significant spend. 

The management of internal 
stakeholder relationships is cru-
cial in order to first get the “buy 
in” for meetings before going 
out to the marketplace to pro-
cure meeting services. As busi-
nesses realign and fiscal over-
sight gets more granular, it is 
becoming increasingly common 
for meeting planning depart-
ments to roll up to the procure-
ment department. Today, more 
than ever, meeting planners are 
important business advisors 
and contribute to the bottom 
line by executing meetings and 
conferences that foster business 
relationships and alliances. 

Initially, mentioning “meet-
ing planning” and “procurement 
department” in the same sen-
tence can seem intimidating. 
However, striking a harmonious 
balance between the two can be 
fairly seamless if there is mutual, 
ongoing communication. The 
expertise that a procurement 
group brings to the table can be 
enormously helpful when manag-
ing new or long-standing vendor 
relationships. Procurement can 
also assist with the creation of a 
strategic meeting management 

+LEADERSHIP

(SMM) program to ensure you are 
levering your spend (something 
which should now be a default 
business practice, particularly 
in large organizations). When 
negotiating new agreements or 
creating RFPs for new service 
providers (eg. multi-year soft-
ware technology contracts for 
registration, audiovisual RFPs, 
hotel master agreements, mobile 
app agreements, etc.) your pro-
curement department can be a 
valuable resource.

Procurement departments 
have expert knowledge in, and 
can assist with, the following:
• Creation of a SWOT (strengths, 
weak nesses, opportunities, threats) 
analysis for a new project, which 
will assist with identification of 
potential pitfalls of a vendor re-
lationship.
• Creation of Key Performance 
Indicators (KPIs):  Metrics or an 
actionable scorecard that you 
will use to keep our strategy on 
track. KPIs enable you to man-
age, control and achieve desired 
business results.
• Creation of multiple RFPs, an-
alysis and objective recommen-
dations based on calibre of RFP 
responses.

Standardization is the key 
to success. Verbiage in recur-
ring vendor contracts should be 
consistent to ensure procure-
ment using the same vendors 
for meeting services contains 
mutually agreed upon word-
ing and manages the organ-
ization’s business expectations 
and vision. Contracts that are 

not standardized leave money 
on the table and can introduce 
unnecessary vulnerability and 
risk. To ensure an optimum re-
sult, all stakeholders involved in 
contracting should have a seat 
at the table during this process.

Ensure there is a centralized 
process in place for initially re-
questing a meeting and that there 
is a legitimate, approved business 
objective for the meeting. The 
person requesting the meeting 
should have a clear idea of why 
it needs to happen and who the 
key players and guests will be 
and relay that in clear business 
terms to the planner so a proper 
budget and meeting outline can 
be recommended.

Once the business objective 
has been established and ap-
proved, the planner can create 
a detailed budget. Ideally, prep-
aration of at least two budget 
options will enable your client 
to make an informed choice and 
will provide reassurance to the 
procurement group that you 
have done your due diligence. 
If you have not been given a 
defined budget, providing sev-
eral cost options shows fiscal 
responsibility to procurement, 
finance and client groups.

Return on Investment (ROI) 
is important but can sometimes 
be an intangible measurement. 
Depending on your market, ROI 
could be measured by achieving 
a targeted revenue amount, num-
ber of new clients or members, 
number of evaluations received 
with specific gradings, or other 

Making the most of this pivotal partnership

PLANNING + 

Illustration: kmlmtz66/iStock/Thinkstock

BY JULIE CALVERT, CMP, CMM

Photo: Donna Santos
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to ensure they can deliver what 
event organizers want and need 
in a time when those require-
ments are evolving quickly.”

The third component of the 
value proposition for conven-
tion centres is the role they play 
in helping communities address 
their economic, academic and 
community development pri-
orities, adds Donaghy. “As well 
as the stimulus surrounding 
construction and the ongoing 
revenue benefits, savvy govern-
ment investors are realizing they 
can use to advantage the power 
a centre has to attract events 
that help them profile and ad-
dress their own policy priorities. 
Taken together, these three fac-
tors make a powerful economic 
argument that is driving centre 
development throughout the 
world today.”  

– This column was contributed by the 

International Association of Conven-

tion Centres, www.aipc.org. AIPC 

represents leading convention centres 

in 54 countries worldwide.

A recent analysis performed by 
Sentis Research on data gath-
ered on investments made to 
convention centres over their 
lifespan reveals that centres 
make contributions to local 
economies that extend well be-
yond the economic impact of 
the events they host. 

The analysis calculates that 
the International Association 
of Convention Centres’ (AIPC) 
172 member convention cen-
tres represent a collective cap-
ital investment of more than 
US$60 billion in over 50 coun-
tries around the world. This 
investment provides an addi-
tional measure of the economic 
impact such facilities generate 
in their host communities, as 
it is typically repaid by the 
incremental tax and operat-
ing revenues generated by 
the events they attract from a 
variety of markets.

“As an industry, we have long 
focused on the economic im-
pacts generated by the events 
our members host rather than 

+CONVENTION FILE

says Donaghy. “A government 
investor has multiple ways of 
capturing the benefits arising 
from a centre beyond what 
comes in by way of direct 
revenues; they also reap the 
benefits of the additional tax 
revenues that accompany or-
ganizer and delegate spending, 
and for that reason are inevit-
ably profitable for the govern-
ment investor. These latter 
taxes are generally paid largely 
by non-residents, due to the 
nature of the convention busi-
ness, which means locals are 
benefiting from government 
services that are being paid for 
by visitors rather than being a 
burden on the local tax base.”

“These are not just one-shot 
investments,” says Donaghy. 
“In today’s highly competi-
tive markets, centres need to 
keep improving their products 
and adapting to the rapidly 
changing expectations of cli-
ents and delegates. Our mem-
bers maintain a close watch on 
industry developments in order 

Convention centres contribute 
significant, long-term benefits  
to local economies

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

Illustration: ©Thinkstock

DELIVERING 
DIVIDENDS

the stimulus that the initial con-
struction creates in a host com-
munity,” says Geoff Donaghy, 
AIPC president, CEO of Inter-
national Convention Centre 
Sydney and director, Conven-
tion Centres AEG Ogden. “What 
this study shows is that even in 
the development stage, centres 
are already generating jobs and 
spending in the local commun-
ity, all of which will ultimately 
be paid for largely by the users 
of the facility. When you add 
these impacts to the ongoing 
business and tax revenues a 
centre will continue to generate 
throughout its operating life, 
you begin to realize just how 
much of a factor our member 
facilities represent in their re-
spective communities.”

Governments often engage 
in public facility development 
as a means of economic stimu-
lus but when that investment is 
in a revenue-generating facil-
ity like a convention centre, it 
keeps paying long-term divi-
dends back to the community, 
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Your brand is not just your logo. It’s how you represent your busi-
ness to your prospects and your customers. Your brand is the 
character, the constitution, even the soul of your company. It’s the 
impression you make with every customer interaction online and 
off. And it’s your responsibility, as the leadership, to develop and 
safeguard your brand. 

In developing a stronger, more effective brand, you must be 
clear on what exactly your “brand” is. Your brand is a living es-
sence found in the overall impression that your audience has of 
your business. It’s what people expect of your business as a result 
of what you actually deliver versus what you say you deliver. For 
example, half of the sushi restaurants in Vancouver claim to be 
“Vancouver’s best sushi” but that really isn’t true, and after trial 
and error only a handful live up to that brand.

When you boil it down, there are three steps you can take to 
achieve a stronger, more effective brand.

Clear, consistent messaging,  
across all platforms

Your promotional efforts must position your brand as clearly and dir-
ectly as possible to your target market. Any deviation in your mes-
saging will have the effect of a broken promise. After all, what is a 
promotional campaign but a promise of something good to come, 
if only your prospect will buy your product or engage your service?

So, whatever you’re selling, you need to find a way—or possibly 
set of ways—to communicate what you offer and what you stand 
for, as clearly as possible. And, of course, you need to actually 
deliver on that promise.

A good example here is Mountain Equipment Coop (MEC). All of 
MEC’s advertising, packaging, marketing campaigns, customer ser-
vice and online presence, present the company as an earth-friendly, 
quality, wholesome place to shop; a place that cares about people 
and the environment. As a result of this consistency, they have a 
strong identity in the marketplace and a loyal following. 

A rock solid 
market position

When it comes to your brand, your goal is to absolutely dom-
inate your market position in the minds of your prospects and 

customers. Your target market must recognize you as a primary, 
trusted resource in your area of specialty. 

Contrary to popular belief, this does not necessarily require a 
mass marketing approach with a gigantic budget. It does if your 
brand is Coca-Cola® or Kleenex®, but these brands have equally 
gigantic target markets. By carefully targeting your promotional 
efforts, you can have a similar type of impact on your particu-
lar target market without breaking the bank. We’ve seen many 
small companies do this successfully, and grow into much bigger 
enterprises as a result (Kin’s Farm Market and Tom’s Shoes are 
great national and international examples, respectively.)

Once you have settled on a market position, you’ll want 
to focus your entire company on it. Branding is a way of 
doing business.

Everything in your business must  
support your market position

Yes, I mean everything. Backing up your messaging with what you 
do every day is the most important part of branding. It’s no good 
to position your business as the leader in quality and then use 
regular photocopies for your brochure. Or to say you have the best 
customer service, only for people to quickly find that’s not true. 
When customers see conflicting messages in a business, they get 
turned off and go elsewhere. 

Every time your prospects come into contact with your busi-
ness they have an experience. It may be subtle but it will always 
be there. The result, over time, is a strong, almost unbreakable 
opinion about your business in the minds of your prospects. The 
success of your branding strategy lies in its ability to positively 
influence those opinion-forming experiences. 

Take some time to develop a carefully mapped out brand-
ing strategy, following the three steps above, and ensure it 
translates across your entire business. I guarantee you’ll see 
more customers, and increasingly loyal customers, return for 
years to come. 

— Mark Wardell is president and founder of Wardell International (www.wardell.

biz), an advisory group that helps design and implement growth plans for SMEs, 

as well as ManagementDriver.com, a performance management platform. Email 

him at mark@wardell.biz.

+BUSINESSMATTERS

THREE STEPS TO BUILDING A STRONGER, MORE EFFECTIVE BRAND BY MARK WARDELL
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+POWERPOINTS

THE TEAM MYTH
The five steps of successful team building

BY GERRY SANDUSKY

The National Football League (NFL) has 32 teams, not groups. All teams are groups, but not all groups are teams. Calling a group a 
team doesn’t make it one. That’s the team myth. Too many business owners and executives think of “team” as a label. It’s not. A “team” 
is an achievement; a dynamic process that includes talent, focus, motivation and sacrifice. Sure, you can call the people on the second 
floor your marketing team. That doesn’t mean they’ll act like one. Neither will your leadership team, your operations team, or your 
events team until they commit to the five steps needed to form a team.

Everything should push the team 

in the direction of increasing its 

chances of achieving its ultimate 

goal. Everything. And everyone 

on the team should understand 

that singularity of focus. What is 

the clearly defined goal or goals 

that will help reshape the talent-

ed individuals you have brought 

together into a team?

STEP THREE | 

CREATE A CLEARLY DEFINED  
AND SHARED SUCCESS BENEFIT  
FOR EACH TEAM MEMBER
No one on an NFL team shows 

up to practice every day 

focused on earning the head 

coach a new contract. In your 

organization, no one shows up 

every day hoping to earn the 

CEO a bigger bonus. Everyone 

arrives motivated by his or 

her wants, desires and hopes. 

Harnessing that broad spec-

trum of ambitions and motives 

requires clarity. 

Every member of the winning 

Super Bowl team gets a ring—a 

big, shiny ring unique to that 

team and that season, a ring they 

can’t buy anywhere. They have 

to earn it—together. The success 

benefit for a team has to extend 

beyond each team member’s 

salary and each member’s indi-

vidual motivations. Salary, which 

is part of step one (attracting 

talent) is a personal benefit. Suc-

cessful teams revolve around 

shared benefits. What is the 

shared success benefit for your 

team members?

STEP FOUR | 

EVERY TEAM MEMBER  
BUYS IN WITH A SPECIFIC  
AND SHARED SACRIFICE
A team has members who 

sacrifice something important, 

something they all surrender. 

That surrender creates buy-in, 

the foundation of a merit sys-

tem. No one gets to play right 

tackle for the Cleveland Browns 

just because his father played 

right tackle for the Cleveland 

Browns. The right tackle earns 

his job both on his individual 

merits and on the price he pays 

as part of the team. Have the 

members of your team paid a 

price to belong? People value 

what they pay the most for.

STEP FIVE | 

HOLD THE TEAM TO A  
SPECIFIC TIME PERIOD
Groups, associations and organ-

izations are open-ended. Teams 

are not. Teams have a specific 

start and end date. The first four 

steps help your team reach the 

start date. The fifth step, the end 

date, helps push the team with 

sense of urgency, purpose and 

focus to the end goal. Your team 

needs a specific time period 

that drives it toward achiev-

ing excellence. Is it a month? A 

quarter? Half a year? Two years? 

You decide.  

STEP ONE | 

ASSEMBLE A TALENTED  
GROUP OF PEOPLE
Talent matters. Every NFL head 

coach knows that the more 

talent he has on his roster the 

smarter he becomes. Identify-

ing and recruiting talent is only 

the first step. Talent alone is 

never enough. It is the starting 

point, not the finished product. 

Identify the talent you need. 

Bring that talent together. But 

don’t even think about calling 

that talent a team yet. 

STEP TWO | 

BUILD EVERYTHING AROUND  
A CLEARLY DEFINED GOAL  
OR SERIES OF GOALS
All teams organize around 

specific objectives. In the NFL, 

every team builds around the 

goal of winning the Super 

Bowl. To do that, teams map 

out a series of goals, with each 

goal moving the team further 

along in the direction of the 

one major goal. 

On successful teams, every 

member knows the primary goal. 

It is communicated thoroughly 

and consistently. The goal pro-

vides a direction so powerful 

team members know when 

they have drifted off course. 

Gerry Sandusky is the play-by-play voice of the Baltimore Ravens, speaker, corporate trainer and author of The New York 

Times bestseller, Forgotten Sundays. The recipient of two regional Edward R. Murrow and Emmy Awards in broadcast 

journalism, he is an expert in effective leadership techniques and communication. GerrySandusky.com 
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CONFRONTING MY BOSS
and meeting new people

Q.  I go to a handful of meetings indus-
try events a year with the hope of 
meeting new people. The problem 

is when I arrive at these events I’m too busy 
catching up with old contacts that I run out of 
time to meet new ones. What can I do to ensure 
I’m meeting new people without giving current 
industry colleagues the cold shoulder? 

A. If there’s one thing I’ve learned 
in my 20 years of networking, it’s 
this: Be proactive! Don’t simply go 

with the flow and hope for the best; rather, 
take personal responsibility for making the event as productive as 
possible. How can you do that? Here are a few suggestions:

Plan ahead. Try to identify who will be at this meeting that you 
would like to connect with. Do a search on various social media plat-
forms for people who have said that they’re planning to attend. Once 
you’ve identified potential contacts, prioritize which ones you want to 
meet. Aim for a reasonable goal, perhaps two to five people.

Arrive early. The last thing you want is to rush in at the last 
minute and get cornered by the proverbial “non-stop-talker.” So 
plan to arrive early. This gives you an opportunity to scan the room 
and intentionally seek out those whom you want to approach.

Try to strike a balance between making new contacts and main-
taining existing relationships. You should give some time to those 
you know, but remember that it’s important to keep establishing new 
contacts, as you never know where they will lead. If you don’t stra-
tegically plan and seek out new contacts, you’re likely to give the 
lion’s share of your time to people you already know by default. 

Stay in control of your time. If a particular conversation seems to be 
consuming more of your resources than you can spare, find a way to 
politely move on. A lull in the conversation could be your cue to tactful-
ly excuse yourself by saying something like this: “Well, it’s been great 
catching up with you. I’m sure there are others you have plans to meet, 
so I’ll let you go.” Close off with some well-wishing or a remark about 
something you learned in the conversation, such as: “I hope your trip/
move/event/goes well…” or “Congratulations on…” When you close with 
statements like these, you end the conversation on a positive note and 
demonstrate that you really listened to and care about your colleague. 
As you can see, it’s not always easy to effectively network with exist-
ing contacts while prospecting for new ones. But with a little fore-
thought and effort, you can strike the right balance and make the best 
use of every opportunity! 

Q. I tried to talk to my manager about something she had 
done that I felt was unprofessional. When I broached the 
subject with her, she became very angry and defensive. I 

don’t want this unprofessional behaviour to continue as I feel it re-
flects badly on our company. How can I have this conversation with 
her without her feeling attacked or without her attacking me?

A. The challenge you face is a typical “crucial conver-
sation.” Strong emotions were created when your 
manager became angry and defensive. If left unan-

swered, this could have a negative or even toxic impact on your 
work environment.

At the heart of mastering such crucial 
conversations is the ability to engage in dia-
logue. True masters of dialogue create an 
atmosphere where everyone feels safe about 
adding his or her own views to the “shared 
pool” of ideas being expressed. In this case, I 
would suggest you ask your manager ques-
tions about what she had done to get a bet-
ter understanding of why she had acted in an 
unprofessional manner, and secondly, what 
made her angry and defensive when ques-
tioned about it.

To have an effective dialogue, you need to create an atmos-
phere where self-expression feels safe for everyone involved 
in the conversation. To do this, you first need to ask before 
advocating a position. It is also good to examine past assump-
tions and make sure that you inquire rather than interrogate. 
You should always work towards maintaining a sense of secur-
ity, should the conversation fall “silent” or seem to be moving 
to “anger”—the two most common positions when dialogue 
starts to break down. Focus on returning to a starting point of 
mutual purpose and mutual respect. Ensure everyone has the 
same focus or understands the outcome of the conversation. 
Ensure everyone is being treated with respect.

The key to establishing mutual respect and purpose is to be able 
to answer these three questions honestly. What do I want out of the 
conversation: For me? For the other person? For the organization? 
These three questions are truly a life safer in creating dialogue.

Finally, turn your conversation into a good decision and mu-
tually accepted united action.

By following these tips you should be able to achieve an out-
come that both works for both you and your manager. This is not 
an easy task and there is no silver bullet. Times might be (tem-
porarily) tough after the conversation, but if both parties act as 
professionals and keep the dialogue going; they, their team and 
their organization should be stronger for it.
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I got my start in the meetings industry… 
by working at the Aldo Group head office. I had an administrative 
position where my duties included processing purchase orders and 
data entry on a regular basis, but what always intrigued me were 
the company’s monthly events that we were able to attend either at 
the head office or off-site. Whether they were annual sales meetings, 
employee recognition galas or even Christmas parties, they were al-
ways spectacular. These events inspired me and very quickly I real-
ized that I wanted to be part of these creations and plan corporate 
events. It was at that point that I discovered my true passion and 
wanted to be in this field. I decided to go back to school and obtain 
my event-planning certificate. After graduating, I completed my in-
ternship and started working for a Montreal corporate event planning 
company before finally working as a program and meeting coordina-
tor at the Canadian Institute for the Administration of Justice (CIAJ). 

When people ask me what I do  
for a living, I tell them… 
I am a meeting planner and professional coffee guzzler. The coffee 
machine and I are good friends over at CIAJ, where I plan and coor-
dinate judicial programs all over Canada for our Canadian members 
and judges. I’ve built a close and trusted rapport with the organiza-
tion’s committee and I’m the primary contact to all of our suppliers. 
Planning meetings and events isn’t always such a glamourous task, 
but it is very satisfying. There’s a lot of hard work involved and 
many people depend on you to get everything right.  I work with 
tight deadlines and often stay onsite during our programs for up 
to 15 hours a day to ensure that everything goes smoothly and that 
our committee and attendees are happy and satisfied.

The most challenging thing for me  
when I began my career was… 
believing in myself and confidently applying what I’ve learned in my 
event planning courses to real-life situations. Starting a new job or 
switching careers is a big step and it definitely takes a lot of courage 

to do so however the sense of accomplishment you feel after is amaz-
ing. An education is great but it doesn’t always prepare you for the 
real-life experiences and I feel that’s where you learn the most.
  
The most valuable lesson I learned was… 
to always ask questions. When I first started, I believed that asking 
too many questions meant I didn’t know what I was doing. But 
my past managers always said to ask questions; don’t ever as-
sume. I’ve been in situations where details were left out because 
the questions weren’t asked from the very beginning. I’ve learned 
that there is no such thing as asking too many questions, whether 
it’s with your client, supplier or coworkers. The more you know, the 
better you are at accomplishing your objectives and bonus: it also 
reduces your stress levels!  

One thing most people don’t know about me… 
is that I’ve been volunteering at Tel-Aide for the past seven years. 
Tel-Aide is a charitable organization offering an anonymous and 
confidential telephone listening centre for Quebec residents. I 
signed up to volunteer back when I was in university and I’ve been 
volunteering at least once a month since then. I truly enjoy helping 
others and giving back to my community. 

In 10 years, I see myself… 
pursuing my career in event and meeting planning. CIAJ is such 
a great nonprofit organization and I am so honoured to be part 
of their team; I definitely want to grow with them. It’s been a lot 
of work to get where I am today and I am very excited to finally 
be at a great place in my career. There is so much to learn in this 
industry and I am very excited to discover and experience new 
challenges. The event planning world is always exciting and evolv-
ing so I know I will never get bored. I also hope to find time in the 
next 10 years to plan a few weddings on the side. Even though it’s 
not my expertise, I would love to create and be a part of such a 
milestone event. 
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a vast array of health benefits.
In the first large-scale review of 400 research papers in the 

neurochemistry of music, a team led by Professor Daniel J. Levi-
tin of McGill University’s Psychology Department has shown that 
listening to music has clear benefits for both mental and physical 
health. In particular, music was found to improve the body’s im-
mune system function and to reduce levels of stress. Listening to 
music was also found to be more effective than prescription drugs 
in reducing anxiety prior to surgery. 

But that’s not all. Other studies have found that listening to 
music is also linked to a reduction in chronic pain and depression. 
According to research published in the UK-based Journal of Ad-
vanced Nursing, music stimulates the release of endorphins, which 
counteract pain, and listening to slow music promotes relaxation by 
slowing both breathing and heartbeat.

Music is also a headache remedy, and can reduce their intensity, 
frequency and duration. Finally, according to research reported at the 
American Society of Hypertension, listening to classical music for 30 
minutes every day may significantly reduce high blood pressure.

I like to work in silence. A quiet space helps me zero in on a 
task, craft the perfect sentence or come up with a great idea. 

But silence isn’t always possible in an open-concept of-
fice. Without walls, doors or really much division between 
my desk and those of my coworkers, I often find myself en-
gaged in other people’s conversations. It doesn’t help that by 
and large we’re not a particularly quiet team. Most of us are 
loud talkers and our impromptu at-desk meetings and collabora-
tions have been the subject of many a noise complaint from our 
officemates in the past. 

And while I love working collaboratively, when I’m on a deadline 
or need to think creatively, hearing rumblings from other people’s 
desks can be utterly distracting. It’s these times that I want to shut 
the non-existent door to my wall-less office.

But it got me thinking… We put a lot of stock in engineering 
the right visual environment at work—from decorating our work-
space, fighting for that spot near a window, bringing in plants or 
pictures of loved ones, having a clear desk. But we give much less 
thought to our sonic environment because we think it’s out of our 
control. But it’s not.

FEEL-GOOD EFFECT
The first time I listened to music at work, I did it out of desperation. 
I needed to get some writing done and I couldn’t focus with all 
the noise around me. And as time passed, I began plugging in my 
headphones at work more often—sometimes when it was already 
quiet in the office. It made some unexciting computer tasks seem 
much more enjoyable and served as a pick-me-up when I was 
feeling tired or down.

So I decided to Internet explore what was going on.
Turns out, melodious sounds encourage the release of the feel-

good chemical dopamine in the brain similar to when we eat some-
thing delicious. That’s why listening to music can be a pick-me-up.

But beyond being a mood booster, music has been linked to 

Is music the new brain food?

BY CHRISTINE OTSUKA

Turn it up!

Illustrations: Thinkstock

Good For Your Group
Using music at events is a no brainer. Most of us already do so before general sessions. We use “walk-in” music to get 
attendees fired up with excitement or to indicate it’s time to move from one room to the next. Movies use music to elicit 

emotions. Spas use it to help you relax. Even retail stores use music to put customers in the mindset to buy things. But 
would you ever play music in a boardroom? Perhaps you should. In the same way we can use music in the office to help 

our concentration or focus, background music can create a productive or creative environment for meetings, or at 
the very least, put those in the room in a similar state of mind. And a productive meeting is a successful one.  
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BENEFITS FOR WORK 
Beyond health benefits, music has been linked to increased physical outputs, but how does 
that affect the typical office worker? While music may not make you instantly smarter, 
the right background music can make you more productive, improve your memory and 
concentration and allow you to think creatively, upping your problem-solving skills. Here’s 
what to do…

If You Want To Be More Productive. Teresa Lesiuk, Ph.D., an associate professor and 
program director for the Music Therapy program at the University of Miami Frost School 
of Music set out to see if listening to music had an impact on high-cognitive jobs. In her 
2005 study of information technology developers, she found that when participants lis-
tened to music of their own choosing for at least 30 minutes their mood was improved 
to a level of contentment (mildly happy) and as a result, they were more productive. 
Takeaway: Choosing your own music is crucial to the mood-boosting and productiv-
ity benefits.

If You Want To Improve Your Memory. Studies have shown that baroque classical music 
(think Mozart) with a 60 beats-per-minute beat pattern activates both the left and the right 
side of the brain, maximizing learning and retention of information. The information being 
studied activates the left brain while the music activates the right brain. In addition, listen-
ing to music facilitates the recall of information so much so that information learned while 
listening to a particular song can often be recalled simply by playing the songs mentally.  
Takeaway: Classical music may help you memorize a presentation you have to give or 
ace a test.

If You Want To Buckle Down and Concentrate. Have you heard of “The Mozart Effect?” 
It’s a term used to describe the act of listening to lyric-less classical music like Mozart, 
Bach or Vivaldi while studying to aid in focus and spatial reasoning. It’s debatable but 
proponents of the theory say that any music with light melodies and a constant easy beat 
will improve the duration and intensity of concentration in all age groups and ability levels.  
Takeaway: Lyrics can be distracting so stick with easy listening instrumental or foreign 
language music for concentration.

If You Want To Think Creatively. While cranking up the tunes might be the right 
approach for administrative tasks, when it comes to creative work, loud music isn’t 
best. A moderate noise level is considered the sweet spot for creativity. Even more 
than a silent office, ambient noise gets our creative juices flowing. It turns out mod-
erate noise levels increase processing difficulty, which promotes abstract process-
ing, leading to higher creativity. In other words, when we struggle a bit to process 
things, we choose more creative approaches. With high noise levels, we become over-
whelmed and struggle to process information efficiently, which impairs our creativity. 
Takeaway: Noise levels matter. Stick to moderate ambient noise for creativity and prob-
lem solving.

TUNING IN
If you’re not sure where to find work-friendly tunes, try free music-streaming sites, such as 
Songza or Spotify. Here, you can choose a playlist that’s been curated for the “working day.” 
Just be sure to choose one without lyrics. You can also create your own background noise 
using Noisli (noisli.com) to improve your focus and boost your productivity. This site allows 
you to mix different sounds like rain and wind to create your perfect sonic environment.

Listening to music at work can be beneficial, so long as you set limits. “If you have head-
phones in all day, your coworkers might be upset by it,” says Lesiuk. “But if your managers are 
amenable to it, then it’s certainly something office workers could benefit from.”

I know I have. In my office, it’s fairly common to see one or more of us with our 
headphones in. An added bonus is that headphones typically work like a do-not-disturb 
sign—a signal to those around you that you’re focusing on something and shouldn’t be 
bothered unless absolutely necessary—the same way a closed door in an office would.   

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

Tunes  
for Taste
New research has shown that you can 
make food actually taste better with 
music. Charles Spence, professor of 
experimental psychology at Oxford 
University found that certain music can 
influence a person’s taste buds, and 
our palates can be fooled into finding 
flavours more flavourful without extra 
salt or sugar. British Airways has tapped 
into this research to counteract the fact 
that our ability to taste is reduced when 
we’re in flight. The airline’s new “Sound 
Bite” menu pairs 13 tracks with 13 care-
fully selected menu items using Spence’s 
“sonic seasoning.” As an example 
Madonna’s “Ray of Light” is paired with 
desserts and “Nessun Dorma” by Placido 
Domingo is paired with a cup of coffee. 
The reasoning behind these tracks is 
that high tones boost the sweet flavours 
of desserts and a tenor’s low tones suit 
the bitterness of coffee. 
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BORING. NEVER.
Here in Edmonton, ‘suit up’ takes on a whole new meaning.
As a vibrant urban centre in the heart of the wilderness our closets are equal 
parts business and leisure. The list of truly awesome things to do in our city will 
leave your delegates wishing they had more free time to explore—in whatever 
outfit they feel most comfortable!

Our unique take on the ordinary is perfect for your next conference—large or 
small. Get in touch to start planning your conference in Edmonton now.
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brigade—“so culturally diverse, there is a wealth 
of knowledge and cooking styles and techniques 
available to us”—inspires him, too.

Extensive visits for weeks at a time to research 
the food of Italy’s Tremonti, Emilia Romagna and Tuscany regions 
have heavily influenced Lucais Syme, chef and managing partner 
at OPUS Hotel Vancouver’s La Pentola restaurant. Resonating with 
Syme are Italian cuisine’s regional variety and the tradition of al-
lowing pristine ingredients to shine.

“Italian food can be playful, and yet you can do complex things 
behind the scenes, but still present something simple,” said Syme. 
“You have to be direct and use great ingredients.” Helping to fuel 
his gastronomic muse are leading-edge food magazines such as 
Lucky Peach and Fool.

Geoffrey Morden, executive chef at Ottawa’s Shaw Centre 
convention facility, studied at Stratford Chefs School in Stratford, 
Ont., and earned sommelier certification from Ottawa's Algonquin 
College of Applied Arts and Technology. 

“Wine knowledge has been very beneficial when designing food 
menus in conjunction with wine menus,” said Morden. “Today there 
is more information than ever on why we love certain foods and 
flavour combinations. Having an in-depth knowledge of wine en-
hances my ability to broaden the guest's experiences when they 
dine at the Shaw Centre."

For Morden, the creative process begins by sourcing local 
producers and then creating inspired dishes using the fresh-
est, highest quality ingredients possible. He believes that food 
is best served when it retains some of its simple virtues,and 
encourages people not to compromise on quality. 

At Toronto’s Allstream Centre, chef de cuisine Stephen Montague, 

who was born in Barbados, has lived in nine countries, including Pak-
istan, Tanzania and Colombia. But it was Greece, with its regional var-
iety, freshness and “wonderful seafood,” that influenced him the most.

For Tawfik Shehata, executive chef at the International Centre, 
in Mississauga, Ont., the essence of good cooking is “simplicity. I 
believe the provenance and quality of the ingredients are as im-
portant as the skill of the chef—and it is a much greater skill to 
practice restraint when cooking.”

Some years ago, during a stint at a hotel in the heart of Ontario’s 
greenbelt, Shehata “was surrounded by farms and shifted many of 
the purchasing practices at the hotel to what was literally in our back-
yard. My cooking became simpler and simpler, utilizing as much that 
was local and in-season as possible.” That, coupled with “a great ap-
preciation for the science behind cooking” and exploring the world’s 
cuisines as a “culinary tourist,” drive his ongoing evolution as a chef. 

—Don Douloff is a food and travel writer based in Toronto.

It has been said that genius is 90 per cent perspira-
tion and 10 per cent inspiration. That certainly applies 
to chefs, who work hard to conceive inventive food 
combinations, translate those ideas to the plate and 
reproduce those dishes countless times in hot, harried kitchens.

That’s the “perspiration” part of the equation. But what about 
the “inspiration”? Chefs are a product of their influences and ex-
periences, which begs the question: what, precisely, are those in-
fluences and experiences? From where do chefs draw their ideas?

It turns out a multitude of sources powers chefs’ culinary muse. 
Travelling, studying and working abroad, for instance, play a critic-
al role in shaping their palate’s perspective.

Ryan O’Flynn, executive chef at the Westin Edmonton, has, during 
his 14-year career as a professional chef, built an impressive resume 
working in European kitchens. Those restaurants include Le Gallois, in 
North Wales, which instilled respect for local ingredients and opened 
his eyes to simplifying plates with fewer, better elements.

O’Flynn describes his cooking style as “old school, New World,” 
incorporating modern methods with his European training in the 
service of a lighter approach.

Julien Laffargue, who in September joined Four Seasons Hotel 
Toronto as executive sous chef, favours a modern French sensibil-
ity anchored by local, seasonal ingredients. Born in southwestern 
France, Laffargue has worked at Four Seasons Resort Sharm El 
Sheikh, in South Sinai, Egypt and Four Seasons Resort Bora Bora, 
in French Polynesia, where an abundance of fresh seafood and 
tropical fruits made a deep and lasting impression. Also feeding his 
creativity is Taste by Four Seasons, an online magazine where chefs 
across the hotel brand share recipes and provide tips on restaurants 
and ingredients found in their respective cities.

Early in his career, Brian Armstrong, executive chef of The Fair-
mont Dallas, worked closely with talented chefs with Swiss and 
French culinary backgrounds. “I learned the importance of respect-
ing ingredients and of perfecting technical skills,” he said. Arm-
strong, who has over 20 years experience as a professional chef, 
including four in the U.S. with Fairmont, draws inspiration from the 
Texas tradition of wood-smoked meat. “At The Fairmont Dallas, we 
smoke our turkey in-house for that reason.” A stint in the American 
Southwest at the Fairmont Scottsdale Princess, in Scottsdale, Ariz., 
fostered in Armstrong an appreciation of Latin culinary culture.

Exotic cuisines also shaped the sensibilities of Kevin Pren-
dergast, executive chef, Hilton Toronto. Prendergast, who’s been 
cooking professionally since 1989, lived in Northern Ontario, in 
Moose Factory and the Peawanuck Cree community, where he 
was exposed to a native Indian style of cooking that “is true to 
the philosophy of [Hilton Toronto’s restaurant] Tundra, where 
fresh, quality ingredients carry through to the plate.” His kitchen 

Tawfik Shehata Ryan O'Flynn Geoffrey Moorden Lucais Syme Kevin Prendergast Julien Laffargue Stephen Montague Brian Armstrong
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A
ccording to The 
Urban Dictionary 
residents of rural 
Maine are stereotypical-
ly famous for advising, “Yoooou 

can’t get they-ahh from hee-yahhhh.”
Getting there from here is a not-uncom-

mon complaint for planners. Or at least get-
ting there in a convenient, timely way. More 
than one great program has been thwarted 
by a lack of, or complicated, lift.

Daniela Caputo, president of the Montreal 
Event Planner, works with smaller, higher-end 
groups up to 85. She likes Mexico as a des-
tination but is limited by the lack of direct air-
lift from Montreal to some of its resort areas. 
Having to invest 12 hours to take three flights 
with barely adequate transfer times between 
legs doesn’t fly with her clients.

If it seems that some destinations are 
a challenge to work with, it can be a hang-
over from the decline in the US economy. In 
2008, the capacities for a number of popular 
destinations were slashed. For example, Or-
lando International and Phoenix saw 12 per 
cent cuts in service. Las Vegas was down 15 
per cent and Honolulu plunged 25 per cent. 
However, Gillette-Campbello County Airport, 

Wyoming, experienced a 90 
per cent increase in capacity 

and Craig, Arkansas, saw service 
soar by 163 per cent.

While destinations like Orlando and Las 
Vegas never lost their appeal to the travel-
ling public, airline analysts at the time sug-
gested the service cuts were because the 
bulk of tickets to these places were part 
of low-margin packages, so the airlines 
realigned their service and equipment to 
higher value routes.

More recently, Saskatoon and Regina, 
which spent over eight years courting 
United Airlines, lost their direct service to 
Chicago. Todd Brandt, president and CEO 
of Tourism Saskatoon says, “United was 
surprising. They’re running 80 per cent 
load levels which is frustrating for us. 
We’ve proven the market [overall passen-
ger traffic in Saskatoon rose six per cent 
last year] but they feel they can get bet-
ter yields in other markets.”

As to what drives airlines in determin-
ing service levels, Destination St. John’s 
director of sales, Krista Cameron, says, 
“I believe the business spurs the airlines 
to add additional flights, increase size of 
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planes and add routes. Our airport is doub-
ling its size, increasing capacities and direct 
routes due to the demand.  We have more 
[lift] than ever before.”

Michele Saran, executive director of Busi-
ness Events Canada, knows that planners, both 
here and foreign, express concern over the high 
cost of air. “The cost of air is one of the most 
cited reasons for organizations deciding against 
meeting in Canada. I haven’t heard any com-
plaints specifically around air to individual des-
tinations being more than others but I do think 
that Canadian cities always desire more lift.  Ob-
viously, if bigger equipment was brought in to a 
place like Quebec City for example, where they 
tend to have smaller regional jets, it would cer-
tainly ease matters in getting larger conventions 
to the destination.”

Ever the salesperson, Saran says when the 
cost of lift comes up, “my sales team always tries 
to showcase savings in other areas and speak to 
the strong business reasons for selecting Can-
ada so the client can truly weigh the pros and 
cons. Air is definitely a cost consideration and 
has been for a long time but I don’t see it as the 
biggest issue affecting the Business Events side 
of the tourism industry. Of course, we would 
definitely appreciate more capacity and direct 
flights into our second tier cities.”

Canadian groups attempting to work in the 
US or transit through it are finding the recent 
and ongoing airline mergers present a fresh new challenge. The 
representative of a leading incentive program house, who has 
asked not to be identified, says, “Some big players have gone 
out of the market. US Air is in the process of merging with Amer-
ican Airlines. Continental is already out. Delta is still there. There 
are pretty much now only three big players: American, United 
and Delta. So when these mergers happen some common 
routes are eliminated.” It happened with the United-Continental 
merger and the representative expects more consolidation with 
the American-US Air merger since that drives profitability. “The 
airlines are making money. They’re flying smaller planes, driv-
ing demand for the seats and higher airfares. This creates more 
challenges because inventory has dropped and increases the 
challenge about getting space. We keep telling our clients to 
make decisions quickly so that they save money and get the 
space they want.”

On the upside there is still room to negotiate fares on the 
more common routes. Of course destination, delegate num-
bers and time are also key factors in dealing with lift. This 

particular incentive program house books 
20,000 seats a year and produces most of its 
events in sun destinations in winter. It only 
works with scheduled airlines because of ser-
vice failures with charter airlines.

The representative says, “There’s a lot of 
analysis and planning and being on top of 
when the inventory comes on [the] market. 
That’s 330 days before in most cases. So as 
inventory is up, you grab every single space 
that’s available. You can create a competition 
between the airlines and drive the fares down. 
We can always tell United or Delta or whoever, 
if they’re all going to one place, ‘Okay you’re 
there and we’re getting 800 bucks what can 
you do?’ Things like that will bring the fares 
down. But space is always a challenge and last 
minute you cannot do things.”

It helps that clients rarely come with a host 
destination in mind. The representative ex-
plains, “First we see the budget and the num-
ber of people [attending], then based on that 
we select a destination and present it to the 
client. It’s rare the client gives us a destina-
tion. Generally, I’ve never really came across 
any challenges in the Caribbean. The only one 
that comes to mind is Costa Rica. The [sched-
uled] lift is not enough,” and since the company 
wouldn’t break its rule on charter use “the op-
tions are very limited.”

With 95 to 99 per cent of the company’s tickets 
purchased 330 days out, bargains and choice exist. But when you drop 
to six months out, “that’s a challenge.”

Not all planners have the luxury of long lead times. In Novem-
ber 2012, Katherine Wright, CMP, CMM, president of the Wright 
Solution Event Management Inc. in Toronto, had a client who 
wanted a national sales meeting in a sun destination for January 
2013! Wright and her team had two months over the holiday per-
iod to pull off a 400-person event. Wright says, “We were given 
the go ahead in mid-to-late November and it was all sales-based 
so they had to reach a certain target in order to be eligible. It was 
sort of an all or nothing proposition. I had people coming from 
across Canada, with the bulk of them from Toronto. So we did 
have to negate certain locations where we knew we had hotel 
space because we couldn’t get the airlift in.”

Wright had to bypass Cancun, Cabo San Lucas, the Bahamas, 
Arizona and Florida, in favour of Puerto Rico. “In the end we were 
able to do it. The difficulty was there was so much meeting space 
needed and then obviously a lot of airlift from all over Canada. 
We weren’t going to charter an aircraft because then you get into 

“Hoteliers said: 
‘You’re two 
months out, 

you need  
400 guest 
rooms and 
23 meeting 

rooms,  
I can’t help 
you. How 

about 2017?’” 
— Katherine Wright, 

CMP, CMM
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corporate travel policies” which limit the num-
ber of employees on any flight.

In addition to finding a sun destination with 
available seats, was the challenge of finding 
one with pillows and meeting space. Short 
lead times don’t just impact planners. Wright 
says, “It’s the complaint on the other side as 
well. Hoteliers said, ‘This is a wonderful pro-
gram, I want to accommodate you but we 
can’t. You’re two months out, you need 400 
guest rooms and 23 meeting rooms, I can’t 
help you. How about 2017?”

“We ended up having to run concurrent 
agendas. The head-office people came in Sun-
day to Thursday and the field-based people 
were Monday to Saturday. So there was over-
lap, but we couldn’t fit everybody in arriving the 
same day and departing the same day. It worked 
out, but it was very complicated on a very short 
turnaround,” says Wright.

Another complication with regard to lift is 
the increased ticket/security regulations. Mar-
riages, divorces, hyphenations, chosen names, 
multi-cultural considerations for how people are 
known versus their legal names, complicate the 
ticketing process. “I had to submit names be-
fore people had even registered and that was 
making me nervous because some people go 
by a different name than what’s on their pass-
port. People don’t realize what goes into it, so a little bit more 
flexibility from the airline would have been appreciated at that 
point. Especially because it’s not like back in the day where you 
could say ‘Oh, they spelled my name wrong, can you re-issue the 
ticket?’ That doesn’t happen anymore.”

For planners who complain that lift has prevented them from 
doing more business in certain destinations, the airline industry 
seems to have heard them or is at least paying more attention. 
The last 12 months have seen the introduction of several new 
direct routes and the expansion of others by both international 
carriers and Canadian airlines. 

Even a partial list of these changes demonstrates the increas-
ing opportunities that planners have, or will have, to get event 
attendees and incentive travel program participants to many 
places. For example, in November Air France-KLM announced 
that it would be upping service to Western Canada in 2015. Start-
ing June 22nd, KLM will be operating four-times per week ser-
vice between Edmonton and Amsterdam. And on March 19th, Air 
France will begin running non-stop service from Vancouver to 
Paris five days a week. 

Ireland is another European destination that now has increased 

lift to and from Canada. In April 2014, Aer Lin-
gus introduced a new direct route from Toronto 
to Dublin, which runs daily in the summer and 
four times a week the rest of the year. In June, 
WestJet launched its first transatlantic service 
between Toronto and Dublin, with a brief stop in 
St. John’s, Newfoundland. The Canadian carrier 
built on that milestone with an announcement 
in October that it will begin operating a non-
stop service from Halifax to Glasgow, Scotland 
on May 29, 2015. 

Montreal is also seeing an increase in direct 
destination options. In September, Air Can-
ada revealed its plan to boost international 
summer 2015 capacity to Europe from Pierre 
Elliott Trudeau International Airport by 20 
per cent over 2014 with the launch of sea-
sonal non-stop flights between Montreal and 
Venice, a doubling of flights to Paris and add-
ed service to Athens and Barcelona. In addi-
tion, this past June, Copa Airlines debuted a 
new non-stop service between Montreal and 
Panama City. Running four times a week, this 
service connects Quebec’s capital to other 
Latin America cities as well as Panama. 

In 2014-15, Air Canada has—and will continue 
to—expand its global offerings. In December it 
launched new non-stop services from Toronto 
to Rio de Janeiro, Brazil, and Toronto to Panama 

City.  In November 2015, the carrier will start operating new dir-
ect routes to Dubai and Delhi. 

Toronto-based Porter Airlines has also gotten into the 
international market. In 2014, the carrier signed interline 
agreement with SATA Airlines facilitating travel between Can-
ada and Portugal. It also signed an interline agreement with 
EL AL Israel Airlines that will open up new options for travel 
between Canada and Israel.  

Service to key US destinations is also seeing improvement. 
Porter is introducing a weekly seasonal service between Toronto 
and Charleston, South Carolina, which will run from February 14 
to May 2, 2015. Air Canada is adding or increasing direct service 
to Hawaii from Toronto and Vancouver as well as Vancouver to 
Palm Springs, California. 

Not to be outdone, in June WestJet launched a new non-stop, 
twice-weekly service between Las Vegas and Fort McMurray, Al-
berta. Then in October, it introduced new daily non-stop service 
between Toronto and Phoenix, Arizona—the Valley of the Sun. 

Clearly, getting there from here is getting easier.  

—Allan Lynch is a freelance journalist based in New Minas, Nova Scotia. 

+FEATURESTORY

“Having 
to invest 
12 hours 
to take 

three flights 
with barely 
adequate 

transfer times 
between legs 

doesn’t fly  
with clients.”  
— Daniela Caputo
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The 2014 Meetings + Incentive Travel 

Market Report revealed that 42 per cent 

of incentive travel programs include 

golf. Add that number to the innumer-

able conferences, conventions and 

trade shows that have a round of golf 

as a pre- or post-event component, and 

the corporations and associations that 

hold annual golf days for staff and cli-

ents, and you get an idea of the game’s 

importance to the MICE industry. 

Why is it so important? It is a his-

toric and time-honoured part of do-

ing business. It is more conducive to 

team-building than inherently solitary 

activities like spa going. And it can be 

an incentive reward that delivers ma-

jor bragging rights to participants, be 

they duffers who never break 100 or 

zealots with one handicaps.

Over the course of the last two 

years, M+IT has visited destinations 

where golf is huge: Ireland, Scotland, 

Arizona and southern California as 

well as areas of Canada with serious 

golf offerings. These visits got me 

wondering where, in a world full of 

dream courses, some of our top in-

centive program planners would most 

like to take a group with golf on its 

agenda. Here’s what they had to say.  

– Lori Smith, Editor

DREAM 
COURSES

Tom Fazio designed 54 holes of golf for 

Southern California’s Resort at Pelican Hill. 

Golf options include: Ocean North (17th 

hole is shown here), Ocean South  

and the Oak Creek Golf Club®.
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“The Kierland Golf Club, Westin Kierland 
Resort, Arizona: This luxurious full-service 

resort offers 27 holes of championship 
golf. Unique to this property is a 

resident bagpiper who marks dusk by 
playing  the bagpipes for up to 30 minutes 

on the greens. For accommodations, 
I recommend the Westin Kierland Villas.” 

– Debbie Cotton-Burinski, director 
of sales planning and product 

purchasing, Event Spectrum Inc.

+GOLF 

“First in respect to golf…. there are  
so many choices. However, I will go with  

St. Andrews, Scotland given its historic place in 
golf, great accommodation, and a choice of at 

least eight really good courses—Carnoustie,  
Kingsbarn (shown below), Gleneagles, etc.—  

within 45 minutes to an hour [of it].”
– Terry Manion, vice-president,  

Meridican Incentive Consultants
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“The Experience at Koele at Four Seasons Lana’i – 
I remember the signature 17th hole as nothing 

short of spectacular (and daunting)!”
– Ardith Freethy, president, 

Communique Incentives Inc.

Editor’s Note: Unfortunately, Ardith’s choice is 
currently closed for a redesign by the Golden Bear, 

Jack Nicklaus. However, Lori Holland, director of 
communications at Four Seasons Resort Lana’i, 

reports that the course’s sister property at 
Manele Bay (shown above) 

has ocean views and three cliffside holes 
that are equally spectacular.

“I am very proud to have two world-class golf courses—Cabot 
Links and Cliffs in Inverness, Nova Scotia—practically in my 

backyard.  While certainly posing challenges for groups due to 
its remote location, the reward is definitely worth it. Cabot Links 

debuted at number 42 on Golf Digest’s list of the World’s 
100 Greatest Golf Courses in 2014. Now Cabot Cliffs is scheduled 

to open in the summer of 2015 and is widely considered 
to be the better of the two courses. It has already

 been described as ‘Pebble Beach on steroids’.”
– Jamie Keating, president, Fraser & Hoyt Incentives

“My pick would be Pezula Championship Golf Course  
on the Western Cape of South Africa. Reasons: Great  

scenic golf, terrific accommodations at the Conrad Pezula 
and naturally, we would have to combine this with an  

amazing South African safari and some wine tasting in  
the Stellenbosch—the best of many worlds!”

– Ellie MacPherson, senior vice-president, 
 Strategic Meetings + Incentives

+GOLF
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BY LORI SMITHTHE REINVENTION OF

The controls of a CAT™ excavator are simple. The left joystick controls 
the left and right swing and the in and out motion of the “stick.” The 
right joystick controls the up and down of the “boom” and the close 
and dump of the “bucket.” A putter-shaped lever on the left is the 
brake. The drive/steer controls, two long steel rods with handles, 
are positioned between the driver’s legs.

I learn all of this sitting in the air-conditioned cab of one of three 
CAT™ excavators at Dig This Heavy Equipment Experience in Las 
Vegas. A native Las Vegan named Junior is talking me and two 
other journalists through the process of digging a hole in the com-
pany’s five-acre “play” area. Junior is sitting on an umbrella-less 
lifeguard stand, 93 degrees of desert heat pounding down on him. 
In between instructions—“Move the left joystick forward…your left, 
not mine.”—he fills us in on city issues like over-crowding in the 
schools, and describes some of the groups that have done Dig This 
like the program with 180 participants that came through in a three-
day wave—a “tailgate party without alcohol.” Behind Junior, I can 
see cars speeding along the I-15, which divides this part of the city 
from The Strip. In the distance, The Mirage, Treasure Island, Trump 
Tower, The Wynn and Caesars Palace shimmer. 

Playing with heavy construction equipment has never been on 

my bucket list so the pure fun I’m having digging in the dirt sur-
prises me.  It’s a feeling that stays with me throughout my visit as 
representatives of the Las Vegas Convention & Visitors Authority 
(LVCVA) introduce the group to what’s new in the city and the big 
efforts being made to build a better Vegas. 

BOOM
Having survived the Recession of 2008-09, Las Vegas is now boom-
ing. In 2014 the city played host to more than 40 million visitors for 
the first time in its history. It also saw 1,955 rooms added to its in-
ventory of hotel/motel accommodations, bringing the room total to 
152,548. On the convention side, 34,000 square feet of convention 
space opened last year. This year, 350,000 square feet of conven-
tion/meeting space is scheduled to debut. 

The diversity of the properties that opened in 2014 reflects the 
changing zeitgeist of the city. On the first night of the trip, Michael 
Dominguez, senior vice-president of sales for MGM Resorts Inter-
national, shares an interesting fact: 70 per cent of revenue in Las 
Vegas is non-gaming. Las Vegas’ customer has evolved, he says, 
and the city has to evolve and develop with them. 

Our group stays at the non-gaming Delano Las Vegas, an all-suite 
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property developed by Morgans Hotel Group in partnership with MGM 
Resorts International. A rebrand of The Hotel @ Mandalay Bay, it shares 
a tower with the Four Seasons Las Vegas (floors 35-39), adjacent to 
the mammoth Mandalay Bay Resort & Casino. Opened in September, 
it has 1,117 guest suites decorated in modern grey and white. Its lobby 
bar serves craft cocktails and nibbles like Cubano sliders.  It’s meant to 
draw hipsters seeking a cool, laidback, South Beach vibe.

By contrast SLS Las Vegas, which we visit on the last day of 
the trip, is casting a wider net. Built on the footprint of the former 
Sahara Hotel & Casino, one of the original hotels on The Strip, it 
has 1,600 rooms in three distinctive towers (World, Story and Lux), 
80,000 square feet of flexible event space and eight signature res-
taurants including José Andrés’ Bazaar Meat, Katsuya by Starck, 
and The Griddle Café, a “Disneyland of breakfast.” It is big, splashy 
and fun. It gives a wink to its past with design details like images of 
‘60s movie stars woven into the common area carpets, but its eye 
is fixed on the future. 

In the downtown district, we take a peek at the exterior of the Oasis 
at Golden Spike, the first hotel by Downtown Project, the initiative 
launched by Zappos.com head Tony Hsieh. Opened in November, the 
Oasis has 38 rooms and six suites, each of which is custom designed. 
Its reception area houses a lounge, co-working space and library. These 
spaces reflect the needs of the creative, entrepreneurial types drawn to 
the area—a new and different visitor demographic.

At SLS, we are shown around by Kelly Brady, the property’s 
manager of leisure sales. A native Las Vegan, she grew up in hotels 
and casinos. Her father was a dealer at The Mirage and her mother 
worked in food and beverage at The Sands in the ‘70s. Brady has 
seen a lot of changes in the city in the last 20 years and laments 
the loss of classic Vegas experiences like dinner service at shows. 
But, she is the first to assert that Vegas is a resilient city. “We’re 
constantly reinventing ourselves,” she says. 

EAT
One big change is the evolution of Las Vegas into a culinary capital. 
Forget gambling. People are going to Vegas to eat. To prove the 
point our LVCVA hosts have planned an itinerary that would delight 
any foodie. The first evening we dine at Jean Georges Steakhouse 
at Aria, enjoying a multi-course tasting menu that includes seared 
diver scallops, crispy beef short ribs and grilled Wagyu filet mignon. 
The next day’s lunch is a cooking class at Jaleo at the Cosmopolitan 
of Las Vegas. Jaleo serves up Spanish tapas and paellas courtesy 
of renowned chef José Andrés and his ThinkFoodGroup. It also of-
fers groups (maximum 30) the opportunity to cook their own paella 
at one of four open cooking stations. We end the day with dinner 
at Andrea’s at Wynn Las Vegas. There we indulge in Chef Joseph 
Elevado’s hip Asian cuisine, which includes delights like smoked 
Waygu beef and five spice garlic lobster. 

The next day our intrepid eating adventure continues with 
breakfast at O Face Doughnuts in the downtown district. Located in 
the repurposed John E. Carson Motel on the corner of Sixth Street 
and Carson, the bakeshop of this specialty doughnut and coffee bar 
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is helmed by Chef Crystal Whitford. Her CV includes working with 
Wolfgang Puck (she was the pastry chef at Spago) and Thomas 
Keller (The French Laundry). At O Face, she creates doughnuts with 
unique filling and topping combinations like Nutter Butter and po-
tato chips and maple bacon. A few hours later we are eating lunch 
at La Comida, a Mexican restaurant in the downtown district. One 
of the journalists in the group is an aficionado of Mexican cuisine. 
She gives the restaurant a big stamp of approval. Dinner that night 
is at Chef Giada de Laurentiis’ eponymous new restaurant (her first 
ever) in The Cromwell, a 188-room property that opened in May. 
The room is beautiful—a tasteful blend of ivory, gold and mid-tone 
wood. It is an excellent dinner but given some of the portions, I am 
struck by the irony of a quote attributed to the petite de Laurentiis 
that is etched on the circular pendant lights hanging throughout the 
room. It reads: “I eat a little of everything and not a lot of anything.”

ENTERTAIN 
Just as it is now a culinary destination, Las Vegas is also an ever-
evolving entertainment and experience destination. During our stay, 
we attend two Cirque du Soleil shows (Zarkana at the Aria and Le 
Rêve at the Wynn) and Olivia Newton John’s resident show (Sum-
mer Nights) at Flamingo Las Vegas. At the Fremont Street Experi-
ence (FSE) in the downtown district, we try out Slotzilla, a giant slot 
machine that shoots you down the street via zipline or zoomline. It 
is Tom Brumy, director of marketing for FSE, who puts the city’s em-
phasis on entertainment into historical perspective. He explains that 
the big shift happened 20 years ago when gambling was legalized 
in other States. It was then that “Las Vegas had to evolve beyond its 
roots into a total entertainment resort destination.”

That evolution continues today. We pay a nighttime visit to the 
LINQ Promenade, an outdoor retail, dining and entertainment plaza 
between the Flamingo and the LINQ Hotel & Casino, the latest addi-
tion to Caesars Entertainment’s roster of resorts. It is anchored by 
the Las Vegas High Roller, a 550-foot high wheel with 28 spherical, 
glass-enclosed cabins (small groups can have a mini drink cart in 
their cabin). On the 30-minute High Roller ride, we get to see how 
much there is to Las Vegas. And in the next few years the cityscape 
will change more. 

On May 1, 2014, Las Vegas Arena Company, owned by AEG and 
MGM Resorts International, broke ground on a $375 million, 20,000-
seat, indoor arena. Located west of The Strip, between New York-
New York and Monte Carlo resorts, it is designed to meet standards 
for LEED® Gold Certification and will have 50 luxury suites, more 
than 24 private loge boxes and “other specially-designed exclusive 
hospitality offerings.” Just a month ago, construction started on the 
All Net Resort & Arena, a $1.4 billion multi-use development (arena 
with retractable roof, pedestrian plaza, hotel and more) situated 
next to SLS Las Vegas. Both projects will boost the city’s economy, 
help build a better Vegas for residents and visitors,  and employ a 
lot of CAT™ excavator operators.  

— Lori Smith is the editor of Meetings + Incentive Travel.
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AMSTERDAM
AN AFTERNOON IN

BY ALANNA MCQUAID
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WHAT CAN YOU REALLY SEE OF A CITY ON FOOT IN SIX 
HOURS? Maybe not a lot, unless you are in Amsterdam’s city cen-
tre, one of the oldest and most compact of all Western European 
cities. In an instant you take in the size, scope and colors of the 17th 
century architecture, the energy and tranquility of the canals, the 
sounds and scents of the only floating flower market in the world, 
and the faces of locals and visitors as they move through their day. 

I was in Amsterdam recently for just one day, after attending the 
three-day Site Global Conference in Rotterdam. It had been 15 years 
since I was last in the city, and I was happy to have the chance to 
see if it lived up to my memories and what new delights it offered 
MICE planners.

Mark Harrmmens with Ovation Holland, a leading DMC in The 
Netherlands, met me late morning in the lobby of the remarkable 
five-star Sofitel Legend The Grand Amsterdam Hotel. Situated with-
in walking distance of The Anne Frank House and the new Hermit-
age Amsterdam Museum, this historic building was once the site 
of two 15th century convents, became royal lodgings, a Dutch ad-
miralty headquarters, and then City Hall. Today it is an extraordin-
ary 177-room hotel, including 52 magnificent suites, all furnished 
in exquisite French elegance and rich grandeur with amenities and 
facilities that reflect its five-star status.

Mark greeted me with a big smile and warm handshake and I 
knew immediately that he would be the perfect guide to show me 
around the city on a quiet, overcast Monday in December. I had 
the choice of seeing Amsterdam by foot, bike taxi, bicycle, glass-
domed canal boat or even a horse-drawn carriage. The ideal, of 
course, would be a combination of all options but with such limited 
time, I chose to see the sights by foot. 

As we walked around Amsterdam, I was charmed again by 
the tree-lined canals and moored houseboats, bicycles of every 
description chained to lampposts everywhere, cafes and “coffee 
shops” (not to be confused with one another), internationally-
acclaimed museums, designer boutiques, diamond factories and 
the hundreds of little bridges connecting the 90 islands created 
after the canals were built in the Middle Ages, an area now a 
UNESCO World Heritage Site.

Mark pointed out the medieval classical facades, warehouses 
converted to apartments, hotels for every budget, the university 
dating back to 1632, and the abundance of bars, cafes, terraces 
and restaurants that dot the city’s narrow streets. Dam Square is 
a must-visit and home to many historical landmarks like the bar-
oque Royal Palace, the National Monument and Madame Tussauds. 
Important art galleries such as The Van Gogh Museum and Rijks-
museum—housing “Nightwatch,” one of Rembrandt’s most revered 

paintings—are not far from the century-and-a-half old Heineken 
Brewery Building converted now to the Heineken Experience.

Throughout the afternoon memories came back to me of history 
books filled with tales of the Middle Ages, kings and queens, mer-
chants and mariners, artists and inventors, and religious tolerance 
in the Golden Age when the city was the leading financial, trade 
and art centre of the world. Today, 300-year-old buildings and 
renovated medieval pubs sit beside chic glass cafes and modern 
structures like Amsterdam’s new EYE Film Institute Netherlands, an 
ultra-modern landmark on the city’s waterfront. 

Not far from many of the historical landmarks are the more 
than 200 quirky, trendy and tiny one-of-a-kind shops of the De 
9 Straatjes (The 9 Streets). It’s here you find quaint specialty 
shops: haute couture fashion boutiques, jewelers, bookshops, 
beauty salons, art galleries and antique dealers as well as gift 
stores selling world-famous Delftware porcelain, which is still 
produced in the original factory built in 1653 in the quintessential 
Dutch village of Delft

De 9 Straatjes also offers endless culinary delights and tradition-
al Dutch edibles. There are cheese, cheese and more cheese shops. 
De Kaaskomen Shop alone has over 300 varieties from around the 
world. Creative chocolatiers and traditional confectioners baking 
the much loved Dutch Stroopwafels (a caramel like syrup-filled 
waffle made with two thin layers of baked batter) present their 
treats in whimsical tins and colourful wrappings. And the aromatic 
bakeries, eateries and pubs provide shoppers with a warm place to 
relax and chill. 

Throughout the afternoon, Mark and I talked about the many 
incentive travel programs and conferences delivered by Ovation 
Holland and some of the venues, hotels and programs MICE par-
ticipants from around the world have experienced and enjoyed. We 
talked about Amsterdam’s lawful tolerance toward cannabis, which 
is sold in the more than 250 “coffee shops” peppered throughout 
the city, and the famous—or infamous, depending on your perspec-
tive—Red Light District, a lively tourist attraction and the only legal 
area of its kind in the world. 

The day ended with a heartfelt thank you and a farewell glass of 
wine with Mark back at The Grand Amsterdam. Later that evening, 
before going to sleep, I took one last look out my window at the 
illuminated canals and floodlit, vaulted bridges. The view brought 
back memories of the stories I read such a long time ago. Not a bad 
end to a quiet, overcast December Monday in Amsterdam.  

—  Alanna McQuaid is International Business Manager for Meetings + Incentive 

Travel and a 30-year veteran of the Canadian travel and MICE industry.

PHOTOS: All images supplied courtesy of the Netherlands Board of Tourism & Conventions (NBTC) except where noted.
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There’s a lot going on in Canada’s easternmost city. A new conven-
tion centre is being built, their airport is about to double in size and 
hotel properties are stepping up their game. 

CONVENTION CENTRE
The much-anticipated St. John’s Convention Centre will open later 
this year. This $60-million expansion will double the capacity of the 
Convention Centre, expand westward and create a direct link to the 
St. John’s Delta Hotel, creating 100,000 sq. ft. of space under one 
roof. That’s an additional 47,000 sq. ft. of new divisible meeting space. 
The convention centre is on target for completion in December and 
already has a number of clients confirmed for 2016. For the remainder 
of 2015, conventions and events are being held at the larger hotels 
—The Delta St. John’s Hotel and The Sheraton Hotel Newfoundland. 

AIR TRAVEL
St. John’s International Airport had a record-breaking year in pas-
senger traffic with 1.6 million passengers moving through the air-
port. Demand for air travel at St. John’s International Airport has 
consistently grown at unprecedented rates over the last five years, 
with an average annual growth rate that is more than double the 
national average. This is due, in large part, to WestJet and Air 
Canada adding additional air service to the region, particularly in 
2014. Last year, WestJet launched its first transatlantic service that 
operated between St. John’s and Dublin along with additional ser-
vices to Toronto and Ottawa. Air Canada also extended its London 
Heathrow service year-round. Over this same time period, St. John’s 
International Airport was among the top three airports in Canada 
for growth in the number of airline seats available for purchase to 
travel to and from the region. 

In 2015, this growth trend is continued with greater frequencies 
of flights and new destinations scheduled, which include a 15 per 

cent increase in seats available to sun destinations that are oper-
ated by Air Transat, Sunwing and WestJet; an extension of the daily 
service to Dublin that will begin in early May, six weeks earlier than 
in 2014; and the Air Canada London-Heathrow flight that will oper-
ate throughout the entire year. 

The Airport Authority has a 10-year, $243 million expansion plan 
that will result in expanded facilities. Once operational in 2016, the 
Airport’s usability will increase to 99 per cent, putting it on par with 
the top eight airports in Canada, enhancing the Airport’s competi-
tive position when recruiting airlines.

BEDS
While St. John’s largest convention hotel is The Delta St. John’s Ho-
tel with 403 rooms, there are a couple of new and updated proper-
ties that are ideal for small events.

In December 2014, a new boutique hotel called JAG opened in 
the west end of downtown adjacent to the new Convention Centre. 
The 4.5-star hotel features 88 chic and spacious guestrooms with 
oversized walk-in showers and bold artwork. The hotel features one 
meeting room, which can accommodate 40-60 people that makes 
it an ideal property for small meetings or as overflow rooms for the 
convention market, based on its proximity to the convention centre. 

The harbour-front Courtyard by Marriott St. John’s completed its 
$2-million lobby and rooms renovation late last year. The 86-room 
hotel features the brand’s open and flexible lobby space with WiFi 
and a variety of seating zones ideal for pop-up meetings and so-
cial gatherings. The hotel also features stylish guestrooms featuring 
plush bedding, spacious bathroom, functional workspace, a separate 
seating area and complimentary in-room high-speed WiFi. A new 
restaurant called Fish Bowl was also added in the renovation. 

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

ST. JOHN’S
What’s new in Newfoundland’s capital 

BY CHRISTINE OTSUKA

1 2 3

4

56

1. 2. & 3. JAG, a newly built 4.5-star boutique hotel and its sleek guestrooms in a neutral palette. 4. Fish Bowl, a new dining experience, was added in the Courtyard by Marriott St. John’s renovations.  
5. The newly renovated open-concept lobby at the Courtyard by Marriott St. John’s. 6. A rendering of the St. John’s Convention Centre which will open later this year.
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  GIFTS   
GEAR

1. Fun, colour pedometer counts 
calories, steps and distance in 
miles/kilometers. Features include 
inverted time display for easy read, 
stopwatch and built-in belt clip.  
Batteries included. Pricing: Set  
up - $50.00 (one colour, one  
location imprint); per unit pricing  
as low as $6.00 (1,000 units). 
 universallinksinc.com 

2. The Sound Oasis Bluetooth 
Sleep Sound Therapy System is 
a high-quality, wireless Bluetooth 
speaker and a therapeutic sound 
and sleep therapy device. Super 
compact (2.5” tall, 2.5” diameter). 
$59.99 USD SoundOasis.com

3. This gadget snare organizer 
features a carry handle, three mesh 
pockets and elastics bars to hold 
cables, chargers, flash drives and 
other tech tools. Price as low as 
$12.29. brandblvd.ca

4. Cost-effective T109 Coco 
5000 mAh power bank is made of 
chrome metal with black trim, and 
features a single USB port and LED 
indicators. User manual, a 3-in-1 
USB charging cable with micro-
USB, 30-pin and lightning plugs are 
included. Pricing: $39.00 to $45.00 
with logo laser engraved on item. 
twocrazyladies.com
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5. Rabbit Wine Chilling Crystal 
Carafe keeps pre-chilled wine cold 
for more than 90 minutes. 750 ml 
capacity. Pricing: Set up - $67.50 
(one location laser engraving);  
per unit pricing as low as $50.84 
(250 units). universallinksinc.com

6. Featuring words to live by from 
baseball great Babe Ruth, this  
pewter paperweight measures 
2.7” (l) x 2.7” (w) x 3.75” (d). Price: 
$47.02. uncommongoods.com

7. Potter, designer and author 
Jonathan Adler has partnered  
with Garmin on a line of chic, 
fashion-forward accessory bands 
for the company’s daily activity 
tracker, vivofit. The bands feature 
several of Adler’s signature  
patterns. Suggested MRSP:  
$39.99 US (three-pack); $139.99 
US (with vivofit or new vivofit2). 
Garmin.com/intosports

8. Metalcraft’s new RFID  
adhesive-closure wristbands  
feature double adhesive closure, 
full-colour printing, and inlay op-
tions to create Ultra High Frequency 
(UHF) and High Frequency (HF) 
tags. Price varies. idplate.com

9. Thirst Breaker two-bottle waist 
pack features a padded back panel 
with mesh, zippered pocket in 
between bottles and an adjustable 
webbed belt with plastic hard-
ware. Includes two polyethylene, 
5.75-ounce water bottles. Price as 
low as $15.19. brandblvd.ca

10. This Romilda & Fidus  
two-piece gift set consists of a 
ballpoint brass pen (logo laser 
engraved) and an 11,00 mAh power 
bank (imprinted with logo). User 
manual, black suede travel pouch 
with drawstring and three-in-one 
charging cable included. Pricing: 
$60.00-$75.00.  
twocrazyladies.com

10
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Speakers’ Spotlight Holiday Party

Site Canada Holiday Social
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Need an out-of-the-box  
meeting site for creative  
thinkers? Check out The  
Treehotel. Located in Harads,  
a small Swedish village some 
50 kilometers south of the 
Arctic Circle, the property  
has six unique rooms in the 
trees, two sauna houses and  
a restaurant and reception 
at co-founder Britta’s guest-
house. Created by leading 
Swedish designers, each 
of the rooms reflects the  
country’s style sensibility  
and its respect and love of 
nature. Conference facilities 
are not forgotten. The largest 
room, Dragonfly, has a lounge, 
two group rooms, a 12-person 
conference table, WiFi  
and other modern meeting 
equipment. Shown: The  
Bird’s Nest designed by  
architect Inredningsgruppen/
Bertil Harström.

58 M E E T I N G S C A N A D A . C O M Photo Peter Lundstrom, WDO – www.treehotel.se

LOOK CLOSER.

You don’t have to go far to find Canada’s premier convention centre. The Metro Toronto 

Convention Centre is conveniently located in the heart of downtown Toronto. Surrounded 

by a wide range of hotels, the Centre offers your attendees unrivalled accessibility with 

underground parking, nearby transit and world-class entertainment. Inside, you’ll discover  

a large selection of flexible meeting spaces that can be configured to accommodate  

events of all sizes — from 20 to over 20,000 attendees. Take a closer look at all we have  

to offer at mtccc.com.
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