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Visit ALHI.com and contact your local ALHI Sales Professional  
or call our luxury group desk at 866-303-2544.

Global sales expertise that links you to a world of possibilities.

For nearly 30 years Associated Luxury Hotels International (ALHI) has been providing 
meeting professionals with Global Sales services for our distinctive worldwide portfolio of 
over 170 Four- and Five-Diamond/Star hotels and resorts. ALHI’s Global Sales team can 

and will help you find unique solutions to best meet your program objectives and budgets. 

A world of possibilities...

in America and around the globe.

ARIZONA
Arizona Grand Resort & Spa
Fairmont Scottsdale Princess
Loews Ventana Canyon  
Omni Scottsdale Resort & Spa
Royal Palms Resort and Spa
The Wigwam 

CALIFORNIA
Bacara Resort & Spa
Hard Rock Hotel San Diego 
Hotel del Coronado
Hotel Irvine Jamboree Center
Hotel Nikko San Francisco
InterContinental Mark Hopkins
InterContinental San Francisco
Island Hotel Newport Beach
Loews Coronado Bay
Loews Hollywood Hotel
Loews Santa Monica  
  Beach Hotel
Miramonte Resort & Spa
Ojai Valley Inn & Spa
Omni La Costa Resort & Spa
Omni Rancho Las Palmas  
  Resort & Spa
Pasea Hotel & Spa
Pebble Beach Resorts
Rancho Bernardo Inn  
Resort at Squaw Creek
Surf & Sand Resort
Terranea Resort
The Grand Del Mar
The Langham Huntington
The Meritage Resort and Spa
The Resort at Pelican Hill

COLORADO 
Gateway Canyons Resort & Spa  
The Broadmoor
The Inverness Hotel and  
  Conference Center
The Sebastian Vail

CONNECTICUT
Foxwoods Resort Casino
Mohegan Sun

FLORIDA
Fontainebleau
InterContinental Miami
InterContinental Tampa
Loews Don CeSar Hotel
Loews Miami Beach Hotel
Loews Portofino Bay Hotel
  at Universal Orlando®

MASSACHUSETTS
InterContinental Boston  
Loews Boston Hotel 
Ocean Edge Resort & Golf Club
Seaport Hotel & World  
  Trade Center
The Langham Boston

MICHIGAN
Amway Grand Plaza
MGM Grand Detroit 

MINNESOTA
Loews Minneapolis Hotel 

MISSISSIPPI
Beau Rivage Resort & Casino 

MISSOURI
Hotel Sorella Country Club Plaza 
The Chase Park Plaza 

NEVADA
ARIA 
Bellagio
Delano Las Vegas
Mandalay Bay Resort & Casino 
Mandarin Oriental, Las Vegas
MGM Grand Hotel & Casino 
Monte Carlo Resort and Casino
Skylofts at MGM Grand
The Mirage
The Signature at MGM Grand
Vdara Hotel & Spa

NEW YORK 
Langham Place, Fifth Avenue 
Loews Regency Hotel 
The New York Palace

NORTH CAROLINA
Pinehurst 
The Carolina Inn
The Omni Grove Park Inn

OREGON
Sunriver Resort

PENNSYLVANIA 
Loews Philadelphia Hotel

PUERTO RICO
Condado Vanderbilt Hotel 
Gran Meliá Golf Resort

SOUTH CAROLINA 
Belmond Charleston Place Hotel 

BERMUDA*
Elbow Beach Resort
Fairmont Hamilton Princess
Fairmont Southampton
Newstead Belmont Hills 
 Golf Resort & Spa
Rosewood Tucker’s Point 
The Reefs Resort & Club

CANADA
Loews Hotel Vogue Montréal
Pan Pacific Vancouver

CURAÇAO
Santa Barbara Beach & Golf Resort 

DOMINICAN  REPUBLIC
Paradisus Palma Real Resort
Paradisus Punta Cana Resort 

GRENADA
Sandals LaSource Grenada  
  Resort & Spa

JAMAICA
Half Moon
Sandals Grand Riviera 
Sandals Royal Plantation
Sandals Whitehouse 
 European Village & Spa 

MEXICO
Grand Fiesta Americana  
 Coral Beach Cancun
Grand Fiesta Americana Los Cabos
LIVE Aqua
Paradisus Playa del Carmen  
 La Esmeralda 
Paradisus Playa del Carmen La Perla

PANAMA
InterContinental Playa Bonita    
 Resort & Spa

ST. LUCIA
Sandals Grand St. Lucian

TURKS & CAICOS
Beaches Turks & Caicos Resort  
 Villages & Spa

*ALHI Global Luxury Alliance Members
Atlantis, Paradise Island
Bermuda Tourism Authority
Delta Air Lines
Global DMC Partners
Oceania Cruises 
Regent Seven Seas

TENNESSEE 
Loews Vanderbilt Hotel
The Peabody Hotel

TEXAS 
At&T Executive Education  
  and Conference Center
Hotel Valencia Riverwalk
InterContinental Dallas
La Cantera Hill Country Resort
Omni Dallas Hotel 
The Adolphus
The Houstonian Hotel, Club & Spa

UTAH
Little America Hotel
Montage Deer Valley 
The Grand America Hotel

VERMONT
Stowe Mountain Lodge 

VIRGINIA
Colonial Williamsburg Hotels  
Lansdowne Resort
Salamander Resort & Spa 

WASHINGTON
Motif Seattle
Pan Pacific Hotel Seattle

WASHINGTON, D.C.
Loews Madison Hotel 
Mandarin Oriental, 
  Washington DC
Omni Shoreham Hotel
The Washington Court Hotel
Watergate Hotel
Willard InterContinental

WEST VIRGINIA
The Greenbrier 

WISCONSIN
The American Club Resort

DESTINATIONS OUTSIDE 
THE USA

ANTIGUA
Sandals Grand Anitgua  
  Resort & Spa 

BAHAMAS
Atlantis Paradise Island*
One&Only Ocean Club
Sandals Emerald Bay
Sandals Royal Bahamian

FLORIDA  (con’t) 
Loews Royal Pacific
  at Universal Orlando®

Naples Grande Beach Resort
Ocean Reef Club 
Omni Orlando Resort at  
  ChampionsGate
One Ocean Resort & Spa
PGA National Resort & Spa
Ponte Vedra Inn & Club 
Ponte Vedra Lodge & Club
Rosen Shingle Creek
Saddlebrook Resort
The Biltmore
The Breakers
The Naples Beach Hotel & 
  Golf Club
Trump National Doral Miami
Villas of Grand Cypress

GEORGIA
Château Élan
Loews Atlanta Hotel
The Cloister at Sea Island
The Lodge at Sea Island  
  Golf Club

HAWAII
Halekulani
Mauna Lani Bay Hotel &  
  Bungalows
The MODERN Honolulu
Turtle Bay Resort 

IDAHO
Sun Valley Resort
The Coeur d’Alene

ILLINOIS
Fairmont Chicago,  
  Millennium Park  
InterContinental Chicago
Loews Chicago Hotel
Loews Chicago O’Hare Hotel
Sofitel Chicago Water Tower
The Langham Chicago 
The Peninsula Chicago

LOUISIANA
Hotel Monteleone  
Loews New Orleans Hotel

MARYLAND
Loews Annapolis Hotel  
Royal Sonesta Harbor Court  
  Baltimore 
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INTRODUCES  
NEW BRAND

HOTELS
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what's new on

NEWS

incennves2india.com

The Grand Royal Procession
City Palace of Jaipur

TORONTO  
WINS WEC
Tourism Toronto 

chose National 

Meetings Industry Day 

(NMID) to announce 

that the city had won 

the bid to host MPI’s 

World Education 

Congress in 2019.

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)

“As meeting professionals, we 
need to recognize that the sharing 
economy can have a significant 
impact on how meetings are 
organized and financed.”

Les Selby, Industry 
Insider blog, “The Impact 
of the Sharing Economy 
on M&E Industry”

BLOG

AWARDS

DELTA VICTORIA 
TAKES TOP PRIZE

DESTINATIONS

“SITE’s Rhonda Brewer 
has taken a brave and 
courageous step in 
grasping the ethics 
nettle and drawing our 
industry’s attention 
to an underlying 
aspect of MICE that is 
sinister and evil. Her 
initiative deserves 
our full attention and 

unqualified support.”

Padraic Gilligan, managing partner, 
SoolNua,  in Eyes Wide Open, 
Meetings + Incentive Travel,  
March.April 2015

IRELAND’S ASHFORD 
CASTLE REOPENS

QUOTABLE
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 Managing Director  ROBIN PAISLEY
 416.510.5141 RPaisley@MeetingsCanada.com

EDITORIAL

	 Editor LORI SMITH
 416.442.5600 x3254 LSmith@MeetingsCanada.com

 Associate Editor CHRISTINE OTSUKA
 416.442.5600 x3255 COtsuka@MeetingsCanada.com

ART

	 Art Director ELLIE ROBINSON
 416.442.5600 x3590 ERobinson@annexnewcom.ca

SALES

 Senior Account Manager CORI-ANN CANUEL
 Canada + USA CCanuel@MeetingsCanada.com
 416.510.6819 

 International Business ALANNA MCQUAID
 Development Manager AMcquaid@MeetingsCanada.com
 416.510.5144 

 Account Manager PETER RIDOUT
 416.510.5199 PRidout@meetingscanada.com 

INCENTIVEWORKS

 Event Coordinator  STEPHANIE HILTZ
 416.442.5600 x5213 SHiltz@MeetingsCanada.com

 Event Coordinator STEPHANIE RAPKO
 416.442.5600 x3213 SRapko@MeetingsCanada.com

 Senior Event Coordinator SIMOUKO FRAYNE
 416.510.6867 SFrayne@meetingscanada.com 

 Event Manager LORI WINCH
 416.442.5600 x3214 LWinch@MeetingsCanada.com

“A tea tumbler that lets you know 
when the tea is cool enough to drink, 

so you don’t burn your tongue.”

“I would like more hours added to 
the day without losing any sleep.

That would do it for me.”
“I would like to invent a service that 

provides weekly wardrobes for business 
women based on their needs for the week. 

Professionally styled outfits ready—no 
thinking required!”

“I want a single universal charger 
for all devices!”

“A clone so I can be in two places at  
once and getting all personal and work 

responsibilities accomplished exactly twice 
as fast! I also have two-year-old twins  

at home so this ‘doubling’ theme 
 is prevalent in my life.” 

 “A chaise for sun tanning that has 
a head support like a massage 

table so that when you lie on your 
stomach you don’t have to keep 
turning your head, or suffocate 

with a towel over your face.”

“A retractable set of keys 
implanted in my finger. I rarely 

leave my keys where I can  
find them quickly.”

 “Brake lights on the front 
headlights of vehicles, as  

opposed to just the back.”

“Real time app for translation 
of English into sign language 

and vice versa.” 

 “Beeper Peepers: eyeglasses that 
you can make beep—maybe voice-

activated—when you can’t find them.”

VOLUME	44,	NUMBER	3	
MAY.JUNE	2015

  
WHAT PRODUCT  

OR SERVICE WOULD  
YOU LIKE TO INVENT THAT 
WOULD MAKE EVERYDAY  

LIFE—AT WORK OR  
HOME—EASIER?

Meetings + Incentive Travel (M+IT) magazine receives unsolicited features and materials (including letters to the editor) from time to time. M+IT, its affiliates and assignees may use, reproduce, publish, re-publish, distribute, store and archive 
such submissions in whole or in part in any form or medium whatsoever, without compensation of any sort. MAIL PREFERENCES: Occasionally we make our subscriber list available to reputable companies whose products or services may be of 
interest to you. If you do not wish your contact information to be made available, please contact us via one of the following methods: Phone: 1-800-668-2374, Fax: 416-442-2191, E-Mail: privacyofficer@annexnewcom.ca, SUBSCRIPTION PRICE: 
Canada $77.95 per year, Outside Canada $108.00 US per year, Single Copy Canada $13.00, Buyers Guide $60.95. HST #10386 2405 RT0001. Meetings + Incentive Travel is published 6 times per year except for occasional combined, expanded 
or premium issues, which count as two subscription issues. Meetings + Incentive Travel is indexed in the Canadian Business Index and is available online in the Canadian Business & Current Affairs Database. Contents Copyright Newcom 
Business Media. Canada Post — Canadian publications Mail Sales Product Agreement 40069240 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 Valleybrook Drive, North York, ON M3B 2S9. We acknowledge the financial support 
of the Government of Canada through the Canada Periodical Fund of the Department of Canadian Heritage.

CIRCULATION	+	PRODUCTION	+	ONLINE

NEWCOM	BUSINESS	MEDIA

EDITORIAL	CONTRIBUTORS
Circulation Manager
416.442.5600 x3543

Market Production Manager
 416.510.6762

Production Manager (Online)
 416.442.5600 x3221

BEATA OLECHNOWICZ 
BOlechnowicz@annexnewcom.ca

TRACEY HANSON
THanson@annexnewcom.ca

DEBBIE SMITH
DSmith@annexnewcom.ca

Vice-President + 
 General Manager

President   

JOE GLIONNA

JIM GLIONNA

Johanne Bélanger, Don Douloff, Angela Jagoe, Cher 
Jones, Allan Lynch, Pamela Meyer, Audrey Thomas, 
Mark A. Vickers, Mark Wardell, Marie-France Watson
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development and attendee and 
exhibitor onsite experiences.  
Stephanie will also lead our 
M+IT University planning team.

Peter joined the team on 
May 5th as account manager.  
Peter’s strong history in trade 
shows makes him an ideal fit for 
our team and the industry.   His 
territory is based in Ontario, so 

expect to meet him at one of the 
many local events this spring.

This month we also said good 
bye to IncentiveWorks’ event co-
ordinator Stephanie Hiltz—for 
a year. Steph is off on maternity 
leave until next June. We wish her 
all the best and can’t wait until 
she comes to visit with “Baby 
Boy” and his sister, Violet.   

Stephanie Rapko

MEETINGS AT  
CINEPLEX

Auditorium rentals at  
161 locations across Canada

TOWN HALLS

ROAD SHOWS

SHAREHOLDER MEETINGS

+TEAM UPDATE

M+IT TEAM ON THE MOVE
Spring has brought some great 
changes and new faces to Meet-
ings + Incentive Travel’s team of 
publishing and trade show pro-
fessionals. 

Robin Paisley, who has 
been at the helm of Incentive-
Works for 15 years, has been 
promoted to the position 
of managing director of the 
Meetings + Incentive Travel 
Group. In her new role, Robin 
will oversee the magazine, 
website, trade show and all af-
filiated products and services. 

Cori-Ann Canuel has also re-
ceived a promotion. Cori-Ann, 
who has served as the Canadian 
account manager for the maga-
zine and trade show for three 

years, is now senior account man-
ager, Canada + US. 

We’re also delighted to wel-
come back Sim Frayne to the 
group’s events team as Sen-
ior Event Coordinator. Sim has 
headed up the volunteer pro-
gram at IncentiveWorks for the 
last three years. Now she will 
be handling many facets of the 
show as well as elements of our 
parent company’s trade shows 
and face-to-face events.

Our newest team members 
are Stephanie Rapko and Peter 
Ridout. Stephanie came on-
board in March. As event co-
ordinator for IncentiveWorks, 
she is responsible for key seg-
ments of our pre-show event 

Sim Frayne Peter Ridout
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BENEFITING THE MPI FOUNDATION

A party so big it covers the entire country

Make plans to celebrate at the 10th anniversary of Canada Rocks. 
As the official opening reception to IncentiveWorks 2015, the fun-
filled night includes networking with the industry’s best, entertainment, 
hosted bars, an incredible silent auction and much more!

GET TICKETS
Monday, August 17, 2015
8:00 - 11:00 PM
The Carlu, 444 Yonge Street, 7th Floor, Toronto

Proceeds help fund the MPI Foundation Education Endowment

www.mpiweb.org/foundation/ 
canadarocks

#cdarox15, #mpif, #mpi

HOST SPONSOR:

 MPI FOUNDATION PRESENTS:

CANADA ROCKS
10Th YEAR
ANNIVERSARY
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+EDITOR’SCOMMENT
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A party so big it covers the entire country

Make plans to celebrate at the 10th anniversary of Canada Rocks. 
As the official opening reception to IncentiveWorks 2015, the fun-
filled night includes networking with the industry’s best, entertainment, 
hosted bars, an incredible silent auction and much more!

GET TICKETS
Monday, August 17, 2015
8:00 - 11:00 PM
The Carlu, 444 Yonge Street, 7th Floor, Toronto
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This April, Catalyst, a Canadian non-prof-
it organization that works to improve busi-
ness opportunities for women, released 
the news that in 2014 women earned 82 
cents to every $1 earned by a man. The 
wage gap, Catalyst said, has improved little 
since 1977 when women were making 77 
cents to every dollar made by a man. 

April also found associate editor Chris-
tine Otsuka working on M+IT’s annual salary 
survey (see pages 33-37). According to its 
results, men in the industry make  an aver-
age of $16,500 per year more than women.

Then there’s the report on economic se-
curity from the Status of Women Canada, 
which puts women’s average annual earn-
ings at about 71 per cent of men’s since the 
early 1990s. Though it does note that in 
terms of hourly wages the gap has closed. In 
1981 full-time female workers earned hourly 
wages that were 77 per cent of those of 
men. In 2011, they were making  87 per cent. 

These statistics exist in the face of sub-
stantial pieces of legislation created to 
eliminate the wage inequities for women 
and men. In 1977, Canada’s  Federal gov-
ernment passed the Canadian Human 
Rights Act (CHRA). Section 11 of the Act 
states that workplaces must be free of dis-
crimination for male and female  employ-
ees who are performing the same job or 
work of equal value. The provincial govern-
ments have also enacted pay equity legis-
lation. For example, Ontario’s Pay Equity 
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WE’VE COME A LONG WAY 
…MAYBE

COMING NEXT ISSUE

Act was passed in 1987. All of the Acts have 
met legal challenges in the years since and 
undergone revisions.

But there’s no doubt that progress has 
been made. The MC&IT industry is filled with 
successful women. More women than men 
go to university. And women really do have 
the opportunity to do anything. But I look 
at the numbers and can’t help but feel that 
in some very fundamental ways there are a 
great number of women who haven’t gained 
that much economic ground since the ’70s. 

This magazine was launched in 1971.  
Meeting Professionals International came 
into being in 1972. I wonder whether they 
were born of the desire of an army of “sec-
retaries” to be taken seriously for the real 
work they were doing planning business 
events. A desire still being being expressed 
in the industry.

In 1968, cigarette-maker Virginia Slims 
built a marketing campaign targeted at 
professional women. It’s tagline, “You’ve 
come a long way, baby,” worked its way 
into popular culture. But, I think, even to-
day, it might be fairer to say, we’ve come a 
long way…maybe.

A look at how the declining Loonie 
is impacting the industry; a special 
section on wellness and meetings; and 
Incentiveworks Preview Guide.

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
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Levelling 
the playing 
field in the 
audiovisual 
industry
©Thinkstock

BY JOHANNE BÉLANGER

+LEADERSHIP

EMPOWERING 
WOMEN

I didn’t set out to be a woman in AV, nor did I ever imagine I would be-
come a poster child for women in technology. I have the mindset that 
I am a professional who happens to be female. Gender discrimination 
has never been a deterring factor in my career journey. 

I have been the president of Freeman Audio Visual in Canada for 
almost 10 years now. Prior to Freeman, I spent 18 years in a variety 
of executive management roles in finance, operations, purchasing, 
sales and marketing. In 2012, I became the first female chair of the 
board for Tourism Toronto. That year I was also elected secretary 

13M E E T I N G S C A N A D A . C O M

p13-25 Leadership.indd   13 15-05-13   12:59 PM

www.meetingscanada.com


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

at the vice-president level and 
upward.  Moreover, women are 
increasingly being identified as 
potential successors for direc-
tor-level positions and above.  

On the whole, resources to 
help attract, advance and retain 
women as leaders in technology 
are available at all levels—there 
are even high school initiatives 
and youth award programs fo-
cused on encouraging young 
women to pursue and excel at 
math and sciences, increasing 
their odds of choosing technol-
ogy-related careers. And really, 
it seems only logical that our 
greatest opportunity to truly 
enhance our industry’s future 
demographic is to dispel female 
gender expectations in girls be-
fore they are emotionally condi-
tioned to believe their choices 
are limited. 

Looking back on my child-
hood, I remember being in my 
very early teens when my father 
dropped me off at the local golf 
course to get me out of the 
house. I was the only girl in a 
group of 30 kids. This is where 
I first learned to “play with the 
boys” and compete with them—
I haven’t shied away from male-
dominated endeavours since. 
Knowing how to golf—and golf 
well, I may add—also served me 
quite well in my career.  

– Johanne Bélanger is president of 

Freeman Audio Visual Canada.   

treasurer for InfoComm Inter-
national, the trade association 
representing the professional 
AV and communications in-
dustries worldwide. My elec-
tion to the post made me the 
association’s first female offi-
cer.  In 2014, I ascended to be-
come InfoComm’s first female 
president since cat-eye glasses 
were in style in the ’70s.

 While it is no secret that 
women deal with different bar-
riers than men, sometimes 
those barriers are self-created. 
Study after study shows that 
women are not pursuing ca-
reers in technology for various 
reasons, from lack of interest, 
awareness and encouragement 
to assumed gender roles and 
industry misconceptions.  

In fact, research is telling us 
that, regardless of industry or 
gender, one of the major ob-
stacles to the future growth of 
our economy is a severe lack of 
qualified personnel. We need a 
responsible, tech-savvy, business-
minded, creative pool of candi-
dates—and we need them now. 

To me, this sounds like a 
fantastic opportunity for young 
women and businesses alike. It is 
largely recognized that women 
have greater academic success 
and are generally more creative 
than their male counterparts. 
Women can also be particularly 
effective at listening to the needs 
of employees and customers 
and providing ideal solutions in 
a more perceivably empathic 
manner.  This is not to say that 
men have less to contribute than 
women, but it is clear that it is in 
no one’s best interest to write off 
more than half the population, 
especially when women possess 
many of the qualities that indus-
tries are seeking. 

The audiovisual industry 
is very keen to support the 

+LEADERSHIP

they have in levelling the play-
ing field for women. 

One of my greatest moments 
of pride has been my involve-
ment in evolving the concept 
for Freeman Women’s Develop-
ment (FWD) program, which 
my employer launched in 2012. 
FWD’s mission is to advance 
women as leaders and promote 
Freeman as the place where 
the best choose to be. With 
over 1,000 members across 
the Freeman enterprise, men-
toring programs, training and 
development initiatives, and 
ongoing leadership recognition, 
the progress we have achieved 
to date has far surpassed our 
original expectations—so we set 
our sights even higher. 

Last year, my fellow FWD ad-
visory team members, commit-
tee chairs and co-chairs gath-
ered to determine quantifiable 
objectives for the program. Col-
lectively, we defined what we 
refer to as FWD’s BHAG—a.k.a. 
Big, Hairy, Audacious Goal—
which is to see 50 per cent of 
Freeman’s leadership positions, 
supervisory and above, held by 
women within 10 years. 

While it is an ambitious goal, 
we have already noticed up-
ward trends in several areas. 
During our past fiscal year, 
which ended in July 2014, 44 
per cent of our enterprise’s pro-
motions went to women, with 
continued progress being made 
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potential growth opportun-
ities women in leadership of-
fer worldwide. About three 
years ago, InfoComm surveyed 
women in the industry to find 
out what it could do to boost 
their participation. Responses 
indicated having a greater 
number of female present-
ers and trainers was critical for 
the organization to affect real 
change in this area. InfoComm 
has since recruited more female 
volunteers to teach and enroll in 
Train-the-Trainer sessions. 

InfoComm also created the 
Women of InfoComm Network 
(WIN) to provide a global com-
munity of members and other 
professionals committed to sup-
porting and empowering women 
who work in AV and technology. 
The group now holds meetings 
around the world in multiple lan-
guages and is getting more and 
more traction. I have been for-
tunate to be involved with this 
initiative since its inception three 
years ago. We have only begun 
to touch people whose voices 
to date have been silent, and by 
doing so, we anticipate a big-
ger, better, stronger audiovisual 
industry in the not-so-far future.

However, I believe diversify-
ing the industry needs to be 
addressed on a smaller scale 
to make the greatest impact. 
Technology companies must 
not neglect their responsibility 
or underestimate the impact 

That is not  to say that men have less to

 contribute than women, but it is clear that 

it is in no one’s best interest to write off more 

than half the population, especially when

 women possess many of the qualities

 that industries are seeking. 
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You know this already: nearly everything in business involves a 
negotiation—choosing a vendor, renting a location, hiring a con-
tractor, and expanding your marketing efforts. What you may not 
realize is that the higher the stakes, the more likely that someone 
on the other side will seek to gain advantage through deception.

Here are three examples of the ways that deception can derail 
a negotiation:

Lies of omission. Imagine that over a period of months, a vendor 
woos you with glowing descriptions of the Fortune 1000 clients 
they serve and the amazing things they have accomplished for 
those clients. You sign a long-term contract with the vendor, and 
two weeks later learn that all but one of those clients fled the 
vendor over the past six months, a fact they never mentioned dur-
ing your negotiations.

It’s all too easy for negotiators to adopt a “they never asked, 
so I never volunteered it” mindset. Your best defense against this 
type of deception is to be incredibly thorough in your due dili-
gence, and to ask about everything.

TIP|  Make a thorough checklist of questions but 
don’t ask them all at once. That’s a surefire 

rapport buster. Be patient and ask them over the 
course of several conversations. Start with open-ended 
questions and gradually get more specific. 

Trying to “win.” Many people view a negotiation as a sport, with 
a winner and a loser. Guess which outcome they want, and which 
one that leaves for you? People with this mindset are dramatically 
more likely to engage in deception. 

To transform an unnecessarily aggressive negotiation into a pro-
ductive one, monitor your own thoughts first: frame each negotia-
tion as a process designed to create a win/win long-term relation-
ship. If one side “loses,” the relationship won’t be sustainable. You 
see this all the time in business… a large company demands major 
concessions from a vendor, and for the next two years, the vendor 
does everything possible to scrimp on quality and cut costs, simply 
because their margins are now impossibly narrow. 

TIP|  Ask “How can I be useful 
to you?” at the beginning 

of the negotiation and “Is there 
anything else you want to tell me?” at 
the end. Sounds simple but you will be 
incredibly surprised how fast these simple 
questions advance your cause. 

Being evasive. Make no mistake, deception is hard. The 
deceiver has to keep track of both actual reality, and of his or her 
distorted version of reality. The more complicated a contract or 
negotiation, the more challenging it is to pull off a deception.

Under such circumstances, people give all sorts of clues that reveal 
they are engaged in deception. They stall for time—by restating your 
questions or repeating what you just said—and they flat-out evade 
your requests for information and/or documentation. “Are we going 
to turn this into a five-year process?” could be a reasonable objection 
to too many information requests, or it may be a red flag when ut-
tered in response to a seemingly simple question.

There are many ways to spot deception, and you already know 
some of them. People who are telling the truth don’t have to 
worry about constructing a credible account; they speak natur-
ally and without hesitation, because all they have to do is recount 
what actually happened.

When the tone of a conversation starts to take slightly odd shifts, 
you would be wise to heighten your concerns. For example, watch out 
if you hear too much detail surrounding a minor issue, but too little 
concerning a major one… or if the number of qualifying statements 
increases (i.e. “to the best of my knowledge,”  “ to be honest”).

The ability to detect deception is a crucial skill that will serve 
you well in every business negotiation. The better aware you are 
of what can go wrong, the better you will be able to ensure that 
nothing does. Come to IncentiveWorks in August and you’ll learn 
a scientifically-proven method for spotting lies, by observing 
body language, story structure and verbal language tells. 

Pamela Meyer is the CEO of Calibrate, a Washington, DC based deception 

detection training company, and author of the book LieSpotting. Her “Top 20” 

TED Talk has been seen by over nine million viewers worldwide.
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Research and statistics are hard to 
ignore. Email usage is on the rise 
and so is the workload of the aver-
age worker. Email has become one 
of those tools we can’t seem to live 
without yet it’s a main contributor 
to lower productivity in our work 
environments.

Does this scenario sound fam-
iliar? You begin a project mid-
morning, only to be interrupted by 
email and others for the remainder 
of the day. Five o’clock comes and 
you feel as if you haven’t gotten 
anything done except respond to 
email and others.  That’s when you 
feel you have no choice but to take 
the project home with you where 
you can finish it without the inter-
ruptions the office brings.

As I coach salespeople, execu-
tives and others, I strongly suggest 
creating what I’ve dubbed the Power Hour. It’s the first hour of your day before all 
the interruptions, email and phone calls start in.

The Power Hour involves creating a few new habits in the way we get our work 
done as well as retraining those around us. When starting out, aim for a Power 

Hour at least two days a week. You will quickly see its value 
and begin scheduling your appointments around it.

Implementing the Power Hour (or the Organized Audrey 
Hour as some have dubbed it) will provide a way for you to 
experience better time management, be more organized and 
accomplish something in a fraction of the time that may have 
taken two plus hours if left for later in the day.  

Audrey Thomas, CSP, is known as Organized Audrey.  She is an inter-

national speaker, author and productivity expert and can be reached at  

Audrey@OrganizedAudrey.com  1.866.767.0455, www.OrganizedAudrey.com

+BUSINESSMATTERS

SIXTY MINUTES TO INCREASED PRODUCTIVITY 

AVOIDING 
INTERRUPTIONS

Illustration: ©Thinkstock

Five o’clock  
comes and you  
feel as if you  
haven’t gotten  
anything done  
except respond  
to email and  
others.  

BY AUDREY THOMAS

POWER HOUR 
PRIMER

1 |   Before leaving your office 
today, review your calendar 
for tomorrow. Read through 
each appointment, making 
a mental note of what is 
required of each meeting.

2. |  Next, review the items  
on tomorrow’s to-do list.  
This may be checking your  
Microsoft Outlook task  
list or a paper to-do list. 

3 |  Now choose one item that  
requires the most time, 
energy and focus you’ve  
got to offer. You might  
need to write an article,  
or create a budget report.  
Regardless of the task, 
choose something that is 
important and needs your 
undivided attention.

4 |  Tomorrow when you come 
into your office, do NOT look 
at your email. Don’t even turn 
on your email program. In 
other words, do not pass Go. 
Do not collect $200.

5 |  Instead, focus on that project 
you picked out the afternoon 
before. And work on it for  
an entire hour.

6 |  Avoid all interruptions. Let 
your phone go to voicemail. 
If you have a door on your 
office, shut it. If you work in 
a cubicle, hang something to 
signify to others that their  
interruptions will have to wait. 

7 |  Tell employees and  
co-workers about your new 
Power Hour practice. Train 
them to respect it. And don’t 
be surprised when they begin 
implementing their own 
Power Hours as they see your 
productivity increasing.  

p13-25 Leadership.indd   18 15-05-13   12:59 PM

mailto:Audrey@OrganizedAudrey.com
http://www.OrganizedAudrey.com
www.meetingscanada.com


p13-25 Leadership.indd   19 15-05-13   12:59 PM

www.marriottgatewayonthefalls.com
mailto:sales@fallsview.com


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

+POWERPOINTS

EFFECTIVE 
MANAGEMENT
Six tips for creating a happy workplace

Illustration: solarseven/iStock/Thinkstock

Gone are the days when moody bosses with a 
tyrannical approach to employee management 
rule the roost. In today’s marketplace, toxic 
work environments simply don’t thrive nor are 
they tolerated as they once were. Studies show 
that businesses where employees are highly 
valued—whether they are the CFO or the jani-
tor—are in fact the most successful businesses. 
It turns out that feeling valued (versus afraid of 
your boss) is actually at the heart of employee productivity. Many 
of us have known this all along. Perhaps that includes you, but 
have you learned to capture this knowledge and develop more ef-
fective management practices throughout your business? If you’re 
not sure, consider the following: 

First, what is effective management? Effective management 
means you are engaging your employees around the big picture 
goals of your business and actually (not just in theory) including 
them in the process of achieving your goals. 

Key to achieving a culture of effective management is setting 
inspiring goals across all departments and among all employees. 
You’ll need to work with your management team to develop goals 
for each department that always keep the overarching goals of the 
company in mind. Through the process of continuously reviewing 
these goals with each manager, and each employee, you’ll develop 
a system that inspires people to continue working toward their 
goals, and to always know their contributions are impacting the 
future of the business. Companies like Nike and Disney do this well 
and have received high praise for valuing employees and provid-
ing inspiration in the workplace. 

But there’s more. Effective management means you’re continu-
ously showing your people how much they are valued on a day-
to-day basis. Here’s how:

ONE  |   

Regularly ask each team member for their opinion on how things 
are run and actually consider what is said in a meaningful way. 
You’ll show employees they are valued while harvesting valuable 
feedback at the same time.

TWO  |   

Have fun. Does this sound crazy? Then you’ve got a little work 
to do. Whatever fun might look like for your team—a company 
baseball team or the occasional hiking retreat—it’s important to 
interact on a personal level with your team and let everyone reveal 
their human side once in a while. 

THREE  |   

Share the big picture goals of the business and ask people for 
their input. Your managers should be doing this systematically 
each month. Again, you’ll receive feedback that will be incredibly 
valuable, while including your team at a more meaningful level. 

FOUR  |  

Don’t be stingy with interesting challenges. If your new 
marketing assistant is interested in social media, for example, 
give him or her the challenge of managing your company 
account or developing your social content. To do this, you need 
to know what would actually challenge your people,  which 
means you’ll need to know your people. 

FIVE  |   

Share successes. When you land a big client, tell everyone about 
it. When you reach any sales or production goals, share the news. 
Sharing is caring. Your people will notice.

SIX  |   

Praise your people in public. At meetings and when you are sharing 
successes, be sure to mention the people who have contributed, 
by name. We all love acknowledgment. 

A committed, inspired team is the basis of a successful busi-
ness. Follow these steps and very soon, you’ll be reaping the suc-
cesses of a happy workplace.  

Mark Wardell is president and founder of Wardell Professional Development 

(www.wardell.biz), an advisory group that helps business owners plan and 

execute the growth of their companies.

BY MARK WARDELL

#myphx

This is where you abandoned expectations 
and began to embrace each moment.
You wouldn’t have guessed it. But you’ll never forget it.
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+ASK AN EXPERT

FRENCH 
LANGUAGE

Q. I have a large event upcoming and 
I don’t have enough staff to dedi-
cate someone to social media. I’m 

trying to decide between using volunteers or 
automating it. What would you suggest?

A. Relying entirely on an automated 
social media strategy or leaving 
your event day communications 

solely in the hands of volunteers could result in 
an online #eventfail. So rather than choosing 
one, I suggest you take a blended approach. 

Social media automation tools like Buffer, 
Hootsuite and IFTTT make it easy to write and schedule “official” 
updates and key messaging in advance. These posts can tell at-
tendees how to download the event app, remind them to use the 
hashtag and even where to find help. You can also time your posts 
to correspond with breakout sessions, sponsored activities, net-
working opportunities and much more. Review them for accuracy 
one hour prior to the event and anytime there is a schedule change. 

Next, avoid arbitrarily assigning people to social media. Find 
the ones who want to be on the social team. Once you have a 
candidate list, quickly look at their personal social media pro-
files to ensure they appear responsible enough with their own 
brands to trust them with yours. 

Once you have your team, assign each member with very 
specific social responsibilities. These tasks could include monitor-
ing the online conversation about the event and responding to 
customer service inquiries. Scanning for opportunities to engage 
with attendees, sponsors and speakers and re-tweeting or com-
menting on their posts. You could also assign one or two volun-
teers to be the eyes and ears on the ground. Give them a shot list 
of the pictures you want. They can snap and email their shots with 
a description to the volunteer in charge of posting updates. 

Although your predicament is not ideal, with enough advanced 
preparation, clearly established guidelines and policies, and a 
comprehensive training session you’ll be able to make it work. 

Q. I’m holding my first conference in Montreal for Quebec-
based attendees and I’m wondering what the etiquette 
is when it comes to language? Should I hire French pre-

senters? Is it OK to deliver programming in English? Is simultan-
eous translation required? Should housekeeping notes be done in 
French? Any help you can provide would be greatly appreciated.

A. The question about etiquette re-
garding language and conferen-
ces in Montreal is indeed a good 

one. While Montreal is a cosmopolitan city, 
the primary languages remain first French 
and then English. In a professional setting, 
it is safe to say that most people, regard-
less of their origin, tend to be comfortable 
in both languages when it comes to day-
to-day business and general programming 
for conferences. That being said, it is also 
important to consider the industry, for ex-
ample, while English may be perfectly ac-
ceptable for an association related to engineering or a science-
based group this may not be the case for a group focused on 
Quebec cultural outreach. 

In fact, more and more often, we tend to see many con-
ferences incorporating both French and English programming 
and offering simultaneous translation. If there is the option of 
having a francophone presenter, it is always well received, how-
ever, depending on the subject matter, it may not always be 
an option. Most importantly, when selecting a presenter, it will 
always be better perceived to prioritize quality, and relevance 
of the presenter regardless of language. 

In either case, the best practice is to offer simultaneous 
translation for English presenters and—budget permitting—
even for French presenters. This will maximize attendance 
from both French-speaking and English-speaking attendees 
alike and will be as inclusive as possible. With regard to gen-
eral housekeeping and announcements, I would tend toward 
providing it in both languages, first in French and secondly in 
English. Language laws in Montreal, make it important to al-
ways display French first and then English (particularly for any 
signage and anything publicly displayed).

M+IT EXPERT 
CHER JONES
Socially Active 
Training

M+IT EXPERT 
MARIE-FRANCE 
WATSON
Concordia University

etiquette and social media resources

hello
bonjour

DO YOU HAVE A QUESTION? Email cotsuka@meetingscanada.com 
and M+IT will call upon an expert to answer it in an upcoming issue.
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COMMUNICATING 
WITH CLARITY
How to deliver impactful messages
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BY MARK A. VICKERS

After learning to create and present a clear and suc-
cinct value proposition, Gerry, the owner of a small 
company, was overheard lamenting: “I had no idea 

how important it was to get rid of all those extra words and 
slow down. How many sales have I lost over the last five years 
because my prospects didn’t understand my message?”

Gerry’s response is typical when business owners and execu-
tives realize they have been overwhelming people with infor-
mation but under-messaging them. From the showroom to the 
boardroom, your ability to deliver a message with clarity will have 
a dramatic impact on your success. What is the cost of un-clear 
communication within your organization or in your business?

When it comes to your spoken communications, planning 
and preparation allows you to deliver your message more ef-
fectively, increasing the likelihood others will respond as desired. 
As you consider your approach to any conversation or presenta-
tion, be sure to examine the four keys to developing clarity:

   Substance + Structure +  Simplicity + Speed

1 |  SUBSTANCE
When you are communicating with others, you have a mes-
sage to share and a desired outcome of the conversation. 
When you focus on the substance, you start taking an inten-
tional look at your message to identify its essential elements. 
By devoting time to developing your message you increase 
your probability of success.

Ask yourself:
+  What is the single most important message  

I want them to hear?
+ What are the most important details I need to share?
+ What do I want them to remember?
+ What action do I want them to take?
+  What can I say or ask that will help 

 them take action?
+ What story could I share to illustrate benefits?
These questions will help you identify the most important 

substance of your presentation and form a strategic outline.
During your contemplation of substance you will invariably 

encounter a degree of “Ego Impact.” While you would like to 
believe that people care about everything you have to say… 
they don’t. As part of your message development process, con-
tinually ask “Who cares?” 
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+HOW TO

When you consider what you are presenting from the perspec-
tive of your audience, you can honestly assess whether or not they 
care about certain statements or points. By removing elements 
that your listener doesn’t care about, you will begin to create truly 
powerful and impactful messages using fewer words than you im-
agined possible.

2 |  SIMPLICITY
Having identified your core substance, ask yourself: “How can I 
deliver this in the most simple manner possible?”

Keep in mind that when you are presenting to others, they are:
+ Listening to you
+ Processing the information
+ Thinking about the information and what it means to them
+ Watching you
+ Distracted by their surroundings
+ Feeling their cell phone vibrating
+ Thinking about other things they need to do
Given the level of thought and distraction occurring within the 

mind of your listener, the more straightforward your message, the 
higher the probability it will stick with them.

As you develop your message, consider:
+ Using simple terminology, avoiding buzz words and jargon
+ Using shorter, more concise sentences

+ Using a short story to illustrate a point
Keep in mind that the intent of simplicity is not to talk down 

to people but to present a message that is easy to understand, 
interpret, and act on.

During your process of simplifying your message, don’t be 
surprised if your ego kicks in again. Part of your mind will try to 
convince you that those fancy, complicated words and long sen-
tences with multiple commas and semi-colons make you sound 
more impressive.

Remind yourself that “less words = more message.”

3 |  STRUCTURE
Once you are clear on your key message and wording, developing 
the structure of your discussion or presentation will help you avoid 
missteps. Some of the key areas that require attention are:

+ Rapport building
+ Opening 
+ Information gathering
+ Information sharing
+ Story structure and placement
+ Closing/call to action
As you become more strategic about the structure of your presen-

tations, you will develop a library of common openings, stories and calls 
to action that you will be comfortable using in a variety of situations.  
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In the early stages of becoming more intentional about the 
structure of your presentations, you may have concerns that you 
will become bored with structured presentations. When this oc-
curs, remind yourself that your presentation is not about you or 
for your entertainment and enjoyment; it is about the people you 
are talking to, their needs, and helping them move forward.

4 |  SPEED
You have prepared and practiced your presentation and now it’s 
time to talk to a customer or present to a group. During any form 
of presentation it is important to use vocal variety (tone, volume, 
and speed) to help keep your audience engaged and to create 
emphasis on critical points.

Sami, a computer consultant and project manager, believed that 
she was a dynamic presenter and could not understand why the 
members of her project team did not respond the way she expected.  

After listening to a recording of herself presenting in a meeting, 
she was embarrassed. “I sound so boring! I don’t even sound like 
I care about the project,” she said. “All I do is move step by step 
through all of the points I wanted to cover in the meeting.” What 
Sami realized is that what she thought she was presenting, and 
what others were hearing were two very different things.

There are a few steps that will help you use speed to create 
greater impact:

+  Record yourself speaking normally to determine your base-
line speed, tone and volume

+  Highlight points that you are excited about and practice say-
ing those at a faster rate and slightly higher tone of voice to 
convey excitement

+  Highlight important points, and practice slowing down and 
lowering your tone to convey importance

+  Practice using pauses to allow your listener to connect to 
your points, and think about their impact.

Initially, the changes to your speaking patterns will feel awk-
ward and uncomfortable. Continue practicing and recording your 
presentation. As you listen to the recording consider the power 
of the message your audience will hear. You will begin to realize 
that the improved vocal variety is improving your message.

Effective communication is an intentional and practiced pro-
cess. Through your increased focus on substance, simplicity, struc-
ture and speed, your presentations to your customers or audience 
will become more consistent, powerful, and most importantly, 
more effective.  

 

Communications consultant and professional speaker Mark A. Vickers is a Certi-

fied Professional Coach, a Gitomer Certified Advisor, and Certified World Class 

Speaking Coach. He offers innovative programs to help clients communicate ef-

fectively. speakingisselling.com. 
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BY CHRISTINE OTSUKA

SCANNERPRO

Turn your iPhone or iPad into a portable 
scanner with this free mobile app. Scan-
ner Pro allows you to scan documents 
into PDFs that look clean and profes-
sional so you don’t have to bring a scan-
ner on-site or visit the business centre 
at your hotel. The app easily converts 
paper documents, receipts and cheques 
into one-page PDFs or longer agree-
ments (even books) into multi-page 
PDFs. Scanner Pro uses the built-in iOS 
camera to take pictures of a paper docu-
ment and the app automatically detects 
the edges, fixes geometry, removes 
shadows and other visual defects to cre-
ate a perfect, clean scanned copy. The 
mobile app allows you to upload PDFs 
to Dropbox or Google Drive, as well as 
email or print. 
 
AVAILABLE FOR: iPad and iPhone
 
COST: $2.99

+HARDWIRED

APPS TO TAKE ON-SITE

CAMCARD

Forget bringing contact lists on-site or 
collecting business cards during your 
event. The savvy event planner can load 
all of that information into the mobile 
app CamCard, and capture new contacts’ 
business cards on-site. Simply take a pic-
ture of the card and the information is 
automatically saved to your smartphone. 
You can add notes and reminders to each 
card letting you know where/when you 
met them and what to follow-up about. 
The app also lets you search cards quick-
ly and notifies you when your contacts 
join new companies or get promoted. 
All your business cards are stored in the 
cloud and synchronized across smart-
phones, tablets and the web app in real-
time, so they are always available and 
accessible from anywhere. CamCard is an 
alternative to CardMunch, a similar app, 
that LinkedIn killed last summer.
 
AVAILABLE FOR: Android, iOS, Windows 
8, Blackberry, Outlook plug in also available
 
COST: Free

Is there anything our smartphones can’t do? Mobile apps are changing the way meeting planners work  
on-site and cutting down the equipment needed. Below is a roundup of game-changing mobile apps.

HEYTELL

When you’re on-site, being in touch with 
your team is paramount. But not every-
one wants to clip a bulky walkie-talkie 
to her belt or carry any extra weight 
while she’s running from place to place. 
Plus texting can take valuable time 
you may not have. HeyTell is a cross-
platform voice messenger that converts 
any smartphone into a walkie-talkie. 
The app requires an Internet connec-
tion but uses very little data (no more 
than an email). And HeyTell sends mes-
sages faster than SMS with twice the 
frequency range of a cell phone call. 
There’s not much of a learning curve 
with this app. To radio someone on 
your operations team, simply choose a 
contact, hold down the button (like a  
walkie-talkie) and start talking.
 
AVAILABLE FOR: Android, iOS, and 
Windows Phone 7 devices
 
COST: Free

A Suite View is Just the Beginning

Show your group how much they are valued, 
and we’ll show you great value for your meeting.

Deliver an inspiring and memorable conference by choosing JW Marriott The Rosseau Muskoka.
The natural setting, unique environment and luxurious surroundings will help your group

achieve stronger relationships, creative ideas and fresh perspective.

you save money by staying north of the border, plus each participant will enjoy the

Go to www.jwrosseau.com to submit an RFP
or call 705-765-1900 to speak to a member of the sales team.

1050 Paignton House Road, Minett, ON  P0B 1G0
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When people ask me what  
I do for a living, I tell them… 
I plan and execute high-calibre, corporate events. Whether it is 
for our Mayor, Premier, or high-profile business leaders, my role 
is to put together all the pieces that are required to make the 
event successful. I ensure our speakers are taken care of each 
step of the way, from signing the agreement to stepping down 
from the microphone. I make sure our speakers and the guests 
are more than satisfied with each event. I’m fortunate because 
I work with an amazing team who have the same goal of bring-
ing growth and development to our city. I tell people that I get 
to do what I love for a living. 

People shouldn’t underestimate me because… 
I’m young. After graduating university, I began networking at 
every chance possible. I’ve always been ambitious, and I knew 
I needed to make sure people saw me. I set up meetings with 
high-profile CEOs and other leaders in the industry and learned 
as much as possible. I did not stop until I was in the position I 
wanted. The same drive is still with me in my current position 
with the Chamber of Commerce. People may assume I’m young 
or even naïve, but my events speak for themselves.

I think our industry could  
truly benefit from… 
more innovation and risk-taking. The first step to becoming an in-
novative leader is to remove all self-doubt. When you completely 
let go of your fear of failure, amazing things happen. Sometimes 
my greatest ideas come from the most stressful situations. When 
everything seems to be going wrong, it’s important to sharpen 
your focus so clarity comes. Also, working with people that don’t 
stifle or constrain is fantastic. You would be surprised by what 
you can come up with for events over coffee and a good brain-
storm. People in any position would benefit from doing their job 
without assuming the worst; make small changes and think big!

I plan to make my mark by… 
creating memorable events. I want people to know that when 
they come to an event, they will get a high-quality experience. 
I always have my personal brand in mind when presenting 
myself to clients and guests. In the back of my mind, I’m always 
thinking, “What’s my story and what do people think of when 
they hear my name?” People already recognize me as a fun and 
sometimes goofy individual with drive and a good heart. My 
goal is for that spirit to come across in everything I do. I will 
make my mark in the event industry by staying true to myself 
and my brand, the rest will follow.

One thing most people  
don’t know about me is… 
that my educational background is not event management, but 
a teaching degree. This is valuable for the extensive documen-
tation and time management required for my job. However, as 
much as I enjoy process, I’m also very intuitive. As a teacher, I 
learned to rely on my instincts and I carry that with me today.  I 
don’t take myself too seriously, as having a good sense of humor 
is important for finding success in this field. Teaching has primed 
me with a great attitude and outlook. Sometimes things will go 
wrong, but I’ve learned to roll with the punches and keep a posi-
tive attitude. 

In 10 years, I see myself… 
in a management position. I envision my name becoming syn-
onymous with the finest events in Halifax. It would be wonder-
ful to mentor students in the industry and encourage them to 
take pride in their events and Halifax. By that time, I will be in 
a better position to give back to the community. I would like to 
start an organization that gives girls opportunities to flourish 
and find success. With my experience and pride in my city at 
hand, I will support a new generation of people who say yes to 
Halifax and yes to success! 

+TWENTYSOMETHING

Name: Angela Jagoe 

Title: Program Coordinator, Events

Company: Halifax Chamber of Commerce

Age: 26

Designation: None

Education: Bachelor of Arts and  
Bachelor of Education 

Associations (past and present): None
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I can’t wait for the day I have an office with a view, and not for the 
reason you might expect. While it’ll be nice to have four walls and a 
door, what I’m really after is a window.   

I work in a converted warehouse in the north end of Toronto, 
where about 250 employees work on a single level. Needless to say 
there aren’t enough windows to go around. But where my team 
and I are stationed is particularly gloomy—our desks line a glorified 
hallway—a long and narrow space with fluorescent lighting and not 
a glimpse of the outside world. 

When my eyes aren’t locked on my computer screen, they’re 
staring at a grey wall less than a foot away. It’s not the most creative 
space. So I find myself working from home on days I need to write. 
Why? A change of scenery helps, but it’s the scenery outside the 
big picture windows in my living room that let sunlight pour in that 
stimulate my creativity.   

Over the past couple of years, sunlight and Vitamin D have been 
toted as the key to happiness, pulling us out of our sluggishness and 
keeping us vibrant. Sunlight exposure also has very real health ben-
efits. Sunlight lowers cholesterol and 
blood pressure, builds the immune 
system, reduces pain and stress and 
improves depression.

So it stands to reason that homes 
with an abundance of natural light 
are in high demand, yet so many of 
us work in concrete buildings under 
artificial light.  

Yet, schools have fewer windows, 
malls are enclosed, and offices with 
a view are reserved for a chosen few. 

WORKDAY DAYLIGHT
While I know I would like a window, it turns 
out I’m not alone. A study conducted by 
the American Society of Interior Design 
found that 68 per cent of employees 
were not happy with the lighting situation 
in their offices. 

And in a study published in The 
Responsible Workplace, researchers 
found that windows were the number 
one determinant of the employees’ 
level of satisfaction with the build-
ing they work in. Why? Natural light 
has been found to affect the body in 
obvious ways, such as how well we’re 
able to see, but also by improving 

BY CHRISTINE OTSUKA

Illustrations: Thinkstock

our mood, behaviour and even hormonal balance. Natural lighting 
renovations have been shown to result in happier workers, less ab-
senteeism and fewer illnesses, because better lighting encourages 
satisfaction among workers and increased productivity.

We work better under natural light because the exposure helps 
our bodies produce more melatonin, which controls mental alert-

ness. In a study of office worker perfor-
mance conducted by the California En-
ergy Commission, exposure to daylight 
was consistently linked with a higher 
level of concentration and better short-
term memory recall. 

On the flipside, a lack of natural light 
during the 9-to-5 workday has been de-
termined to cause fatigue. Swiss neuro-
cientist Mirjam Muench compared two 
groups of people—one being exposed to 
daylight, the other to artificial light—over 
the course of several workdays. He found 
that people who were regularly exposed to 
daylight were “significantly more alert” at 
the beginning of the evening, while those 
who were sunlight-starved were “signifi-
cantly sleepier” at the end of the evening. 
Muench concluded that even short-term 
lighting conditions have an impact on our 
performance in the hours following, which 
explains the late afternoon slump—we’re 
simply not getting enough sun.

But beyond making you tired through-
out the day, a lack of natural light during 
daytime hours can negatively impact your 
ability to get a good night’s sleep. Neu-
roscience researchers at Northwestern 
University in Chicago have said that the 

+GOOD FOR YOU

Good For  
Your Group
Planners looking to provide a comfortable and 
pleasing space for special events should consider 
daylit space. For a space to be considered daylit, 
it must use natural light as the primary source 
of illumination, creating a visually and ther-
mally comfortable place connected to outdoor 
phenomena. The same is true for conferences, 
as daylit spaces are conducive to learning. The 
California Energy Commission (CEC) found that 
students in classrooms with the highest levels of 
daylight were found to perform up to 18 per cent 
higher on standardized tests, and progress 26 
per cent faster on reading tests over the course 
of a year than those in classrooms with the least 
light. And while at one time, space with natural 
light and a pleasing view were thought to be 
distracting for meetings and conferences, cur-
rent research suggests otherwise. The California 
Energy Commission conclusively found that a 
varied view out of a window including vegetation 
or human activity and objects in the far distance 
supported better student learning results.

Let There Be Light!
Why every workspace should have a window
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H A L I FA X  M A R R I OT T  H A R B O U R F RO N T

1 9 1 9  U P P E R  WAT E R  ST R E E T,  H A L I FA X ,  N OVA  S COT I A

PHONE 902.421.1700   WWW.HALIFAXMARRIOT T.COM

FACEBOOK.COM/HALIFAXMARRIOTTHARBOURFRONT

TWITTER @HALIFAXMARRIOTT

M E E T S  T H E  
B I G G E S T 
E X P E C TAT I O N S

The spacious Nova Scotia Ballroom offers a massive 
7,600 sq. ft. of floor space, unobstructed views, 
and a capacity of 850 guests, theatre style. Perfect 
for business or personal events, the Nova Scotia 
Ballroom is part of our 22,000 sq. ft. of convention 
space that our client hosts return to time and again.    

detrimental impact of working in a windowless environment is a universal phenomenon. 
Compared to workers in offices without windows, those with windows in the workplace re-
ceived 173 per cent more white light exposure during work hours and slept an average of 46 
minutes more per night. Workers without windows reported lower scores on quality of life 
measures related to physical problems and vitality. They also had poorer outcomes in mea-
sures of overall sleep quality, sleep efficiency, sleep disturbances, and daytime dysfunction.

“The extent to which daylight exposure impacts office workers is remarkable,” said 
study co-author Ivy Cheung. “Day-shift office workers’ quality of life and sleep may be 
improved via emphasis on light exposure.”

WINDOWLESS WORLD
Why then, when we feel so much better in the sun, are there so many buildings without windows?

In the 1960s, windowless schools and office buildings were believed to minimize distractions, 
prevent eyestrain and create greater efficiency in heating and cooling. But that research is out-
dated, not to mention office lighting is expensive and detrimental to the environment. 

New research gave way to new types of design. “Daylighting” is a term used to de-
scribe design that makes effective use of outside light in relation to heating, cooling and 
lighting and also works to improve employee productivity. 

It’s something European builders have been doing for decades. In some countries in 
Europe, building codes require that all occupants have access to daylight, which is why 
there are so many long, thin buildings across the pond. In Germany and the Netherlands, 
for example, there are regulations that state in a work situation, the staff must not be 
located further than six metres from a window.

If only there were rules like this in Canada. 

WHAT YOU CAN DO ABOUT IT
You may not be able to change your office location or design, but there are small things 
you can do to increase your exposure to natural light throughout the day. 

Open blinds. For some people it might be tempting to keep the blinds shut. After all, 
too much light on your monitor can cause eyestrain. Consider repositioning your com-
puter so that you (and those around you) can benefit from the daylight

Eat alfresco. Why sit in a stuffy cafeteria when you can enjoy your lunch outdoors with 
colleagues, or read a book in the park? When you’re done, go for a stroll around the block 
and you’ll do your muscles and joints some good too. 

Outdoor meetings. If technology isn’t required, ask if you can take your meetings 
outdoors. Gather your team around a picnic table or on the lawn and chat.

Take long work calls outdoors. If you have a particularly long work call and your office 
is in a fairly secluded area, why not take it outside? Noise dependent of course.

Park further away or walk to the office. If you can’t manage to get enough daylight 
hours while you’re sitting at your desk, consider walking to work or parking your car fur-
ther away in the parking lot to up your sunlight exposure.

Exercising outdoors before work. Forget the treadmill and go for a jog outside be-
fore work. If you’re a yogi, take your yoga mat on the deck or back lawn to do your sun 
salutations.

Work from home. If your employer allows you the flexibility to work from home and 
you have an office or workspace with large windows then take them up on the offer.

Find a room with a window. Most offices have at least one meeting room with a win-
dow or workspace near some natural light. Book a meeting with yourself and sit near a 
window every once in awhile.

Put in a request to move. Let your manager or HR rep know that you’re interested in 
moving to a workstation with more natural light. That way, if something becomes avail-
able, you’ve made a request. All they can say is no. 

And if you’re one of the lucky few who gets a ton of natural light either in their home 
office or at work, don’t squander it. Sunlight can have a significant impact on your psycho-
logical well-being and performance so pull back the drapes, and let the sun shine in.  

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

How Sunlight 
Helps
Research by environmental 
psychologists and others has linked 
higher levels of indoor sunlight to:

  Keeping your circadian  
rhythms in sync 

 More restful sleep

 Reducing stress 

 Improving immune system function

 Being more helpful to others 

 Behaving more positively 

 Enhancing well-being and mood

  Improving the quality of knowledge 
work while in that daylight

  Treating depression and  
Seasonal Affective Disorder

Illustrations: Thinkstock

+GOOD FOR YOU
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This year, we’ve created a more robust compensation sur-
vey that will give you a detailed account of how much your 
peers are earning and provide insight into what other plan-
ners in similar positions are being offered, industry-wide. 
Our hope is that the results of this new and improved 
survey will help you make informed decisions about your 
career. On the following pages, you’ll see stats on com-
pensation, employer benefits, performance reviews, em-
ployer-backed professional development, job seeking and 
overall satisfaction. We’ve also included a special online-
only component where you can see even more compensa-
tion information by job responsibility and whether pay is 
keeping up with the tasks at hand. All of this is available at  
MeetingsCanada.com. Together, you’ll be able to use this 
information to see, not only how you measure up to your 
peers and how your organization rates to others across the 
country, but also to see what other professionals are do-
ing to bring greater value to their organizations. Before you 
turn the page, I’d like to thank the 230 planners who took 
the time to answer each question thoughtfully and urge you 
to participate next year so we can continue building this 
benchmark and providing even more accurate data for Can-
adian meeting planners. And if there’s information you want 
to see in next year’s report, let us know. Email your thoughts 

to cotsuka@meetingscanada.com 

WHERE DO 
YOU FALL ON 
THE PAYSCALE?

WHERE ARE 
YOU?

BY CHRISTINE OTSUKA

SURVEY
2015 Salary 

33M E E T I N G S C A N A D A . C O M©panic_attack/iStock/Thinkstock
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$75,000
In-house 
supplier 
planner

$70,000
Show 

managers

$63,000
Independent or 

third-party 
planners

$65,000
Corporate 
planners

$56,000
Not-for-profit, 
government or 

association 
planners

$70,000
Business

$59,000
Meeting/Event 
Management

what they studied

MEETING PLANNERS MAKE $60,000 A 
YEAR. HERE’S HOW IT BREAKS DOWN:

PLANNERS FIND JOBS 
THROUGH THEIR NETWORK

$76,500 $60,000

Men make 
$16,500 more 
than women in 

the meeting 
planning 
industry.

the gender gap

It’s no secret that factors such as age, experience and gender play a role in how much we make, 

and while salaries vary, a few things jump out. For one, corporate planners make about $10,000 

more than association planners, and in-house supplier planners (or those planning meetings 

in-house at a hotel, convention centre, unique venue) make significantly more. In addition, plan-

ners who did not belong to an association made $59,100 while those who belonged to one as-

sociation made $65,000. And while 43 per cent of our respondents did not have a professional 

designation, those who had their CMP made $10,000 more than those who did not. This year 

we asked planners if they’ve ever worked on the supplier side of the industry and discovered 

that nearly a quarter had, and this extra experience could positively affect earning potential.

GOING
DEEPER

22% OF PLANNERS HAVE BEEN A SUPPLIER TO THE MEETINGS INDUSTRY DURING THEIR CAREERS  

AND THOSE WHO DID MADE MORE ($69,000) THAN THOSE WHO DIDN’T ($60,000)

A similar percentage of meeting planners 
studied business (28%) as meeting/ 
event management (27%) but those  

who studied business made more money.

More than 
30 years

$69,500

1 to 2 
years

$47,000

6 to 10 
years

$62,500

16 to 20 
years

$65,000

experience

Less than 
1 year

$41,900

3 to 5 
years

$48,500

11 to 15 
years

$65,000

21 to 25 
years

$72,000

$80,000
26 to 30 

years

Illustrations: ©Thinkstock

How Much Are 
They Making?
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MEETING PLANNERS MAKE $60,000 A 
YEAR. HERE’S HOW IT BREAKS DOWN:

PLANNERS FIND JOBS 
THROUGH THEIR NETWORK

Relationships are the backbone of the meeting industry, not just for business, but also for career 

growth. The vast majority of planners found their jobs through their relationships more than 

online job searches, recruiters, associations and employer websites. Most planners are gainfully 

employed with 85 per cent of planners working full-time, and only 5 per cent working part-time 

and 6 per cent on a contract basis. While managerial positions were few and far between, super-

vising staff is one way to increase your salary. And while the more people you supervise ups 

your earning potential, the same is true for your buying power. Planners whose meeting spend 

was less than $500,000 made $57,634 whereas those whose spend was over the million-dollar 

mark earned $75,000. The more money you handle, the more money you make. 

GOING
DEEPER

22% OF PLANNERS HAVE BEEN A SUPPLIER TO THE MEETINGS INDUSTRY DURING THEIR CAREERS  

AND THOSE WHO DID MADE MORE ($69,000) THAN THOSE WHO DIDN’T ($60,000)

finding a job

26% 
IN-PERSON 

NETWORKING 

40% 
BELIEVE THERE ARE MORE 

JOBS IN THE MEETINGS INDUSTRY 
NOW COMPARED TO 

FIVE YEARS AGO.

17% 
WORD-OF-

MOUTH

Planners classify 
their work as…

Coordination

30% 
$49K

Executive

22% 

$80K

Operations/
Tactical

33% 

$60K

Managerial

15% 

$73.5K

76% of planners regularly select the venue 
of a meeting but only 41% select the destination.  

45% of planners are responsible for handling 
incentive travel; and half buy premiums

the work they do

Executive 

Director/ 

President/ 

Principal

$72K

General Manager/ Senior Planner/ Senior Manager

$70.5K

Manager/ 
Supervisor$66K

Executive/

Administrative 

Assistant 

$56K

Director

$80K

Event Coordinator/ Planner

 $51K

The more people you manage, 
the higher your salary

job titles being a manager

0 $58,000

1 or 2 $68,000

3 to 5 $70,000

6 to 10 $76,500

11 or more $102,025

Illustrations: ©Thinkstock

The Job Front

p33-37 Salary Survey 2015-2.indd   35 15-05-13   1:04 PM

www.meetingscanada.com


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

59% OF PLANNERS USE ALL OF THEIR VACATION TIME

58% OF PLANNERS RECEIVED A BONUS  
OR FINANCIAL INCENTIVE IN 2014.

While the majority of planners received a bonus in 2014, fewer planners were sure if a raise was 

in their future this year. Some said they didn’t anticipate one and others simply weren’t sure. A 

good place to bring this up would be at a performance review; however for those who do re-

ceive reviews on an annual or semi-annual basis, most planners didn’t feel there was an oppor-

tunity to ask for an increase at this time. But if not now, then when? An astounding 11 per cent 

of planners did not receive performance reviews, and this does not include those on contract 

or who are self-employed. When it comes to professional development, most planners say that 

they’re being supported by their employers in part or in full. So if your employer is not, consider 

letting them know these industry standards, and see if that will help you make your case. 

GOING
DEEPER

bonuses

vacation

performance reviews

professional development 

TWO WEEKS   9% 

THREE WEEKS   35%

FOUR WEEKS 28%

FIVE WEEKS 12%

SIX OR MORE WEEKS 9%

A whopping 26% did not 
anticipate an increase at 

all this year, while another 
25% weren’t sure.

Almost half (49%)  
anticipate an increase in pay  

in 2015 with the majority  
of those planners expecting  
it to be somewhere in the 

2%-3% range.

63%  CONDUCTED ANNUALLY

8%  CONDUCTED QUARTERLY

5%  CONDUCTED ONLY IF REQUESTED

11%  NO

benefits

MEDICAL & DENTAL  83%

VISION CARE 72%

GROUP LIFE INSURANCE 73%

MATERNITY TOP-UP PAY 32%

RRSP PROGRAM  41%

PENSION PLAN 41%

PROFESSIONAL DUES 55%

CELLPHONE 59%

PARKING 36%

Employers paid all or part 
of the following benefits

 40% of planners say there  
isn’t an opportunity to negotiate  

salary or benefits at their performance 
reviews and 16% weren’t sure  

if that was possible

70% Industry conference registration/travel expenses

61% Skills-based training directly related to your position

59%  Local industry education

57%  Association membership dues

50%  Webinars

23%  Skills-based training indirectly related to your position

Employers  
paid for all or  

part of planners’  
professional  
development  
opportunities

Illustrations: ©Thinkstock

The Complete 
Package
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30% 
of planners seeking to 

leave their current organization 
in the next two years looked 

at online job sites within 
the last 24 hours

28%  
within the last week

46% OF PLANNERS ARE ROUTINELY 
WORKING MORE THAN 40 HOURS/WEEK Is It Enough?

Planners work long hours and most are compensated for that extra time, but not all. Some 

planners in our survey said that lieu time was only granted when their event took place over a 

weekend. Meanwhile they were not compensated for long days or weekend work in the lead up. 

And while many planners move around in search of new challenges or a superior compensation 

package, one thing that keeps them happy is the relationships they have with their co-workers. 

The people you work with, and for, can make all the difference when it comes to job satisfaction, 

and whether you feel appreciated for your hard work. And while 84 per cent of planners were 

satisfied with their relationships with their co-workers—of that number, 51 per cent said they 

were very satisfied. So while relationships get planners their jobs, they also keep them there.

GOING
DEEPER

satisfaction

Planners are either not 
compensated for working 
overtime (26%) or are 
given more flexibility for 

appointments and personal 
commitments throughout 

the year (36%)

13% of planners 
are compensated for 
their overtime hours 

by banking time 
hour for hour

67% are satisfied with salary

68% are satisfied with support they receive for career/professional development

73% are satisfied with work/life balance

53% are satisfied with their organization’s pension/RRSP contributions

79%  are satisfied with their vacation time

75%  feel secure in their jobs

27%  are not happy with the performance recognition they receive

41%  are not satisfied with their opportunity for advancement

84%  are satisfied with the relationships they have with their co-workers

81%  are satisfied with their influence on the job

77%  are satisfied with their relationship with their superiors

88%  are happy with their jobs overall

In the next two years, planners  
saw themselves working in the same job 
(40%), working within the industry 

but with another organization (24%), 
or getting promoted within the  

same organization (17%).

moving on

why leave?

  LITTLE OPPORTUNITY TO ADVANCE 73%  
IN CURRENT ORGANIZATION

59%  NEED A CHANGE OR NEW OPPORTUNITY

  HIGHER COMPENSATION IS AVAILABLE 54%
 AT ANOTHER ORGANIZATION

  MORE OPPORTUNITIES TO ADVANCE 39%
 IN ANOTHER ORGANIZATION 

29%  LACK OF APPRECIATION BY MANAGEMENT 

searching with discretion

Illustrations: ©Thinkstock
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+M+IT TALK

STARTING A 
CONVERSATION

Welcome to M+IT Talk, 

the newest addition to 

the magazine’s regular 

line-up of columns and 

features. It is born of 

my 2015 resolution 

to give event pros a 

greater voice in M+IT 

and to learn about the 

many great people 

that work in this fas-

cinating, multi-faceted 

industry. I hope you 

enjoy this conversation 

and those yet to come. 

– Lori Smith, Editor
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M+IT TALK: What challenges are you meet-
ing as you perform your planning duties? 
Changing workforce (multi-generational, 
multi-cultural)? Budgets? Relationships 
with suppliers? Working with procurement? 
The C-Suite? Who wants to start? Natalie?

NATALIE CIARALLO: Working with different 
generations is definitely a challenge we face 
day-to-day. I think that people who started 
working 20 years ago have the same mind-
sets they had when they started. There can 
be a lack of open-mindedness or willing-
ness to take risks because they haven’t ever 
tried or seen it done in a different way, and 
they’re okay with doing things the same 
way because it worked last time. 

Budgets are also a big challenge. We’re 
currently in a huge cost containment en-
vironment. Budgets are staying the same 
year-over-year while we know that costs 
are increasing. In our U.S. programs, the ex-
change rate is definitely putting pressure on 
our budgets.  

ARIANNA MCLAUGHLIN: I agree with Nat-
alie’s point about the multi-generational 
challenges. One of the challenges we have 
is being able to influence some of these 
leaders who are a lot older and being taken 
seriously as a strategic partner, especially 
when you’re from a younger generation. 
And, we’re trying to do more with less 
money, which is always challenging. 

One of our [the event team’s] big 
challenges is positioning ourselves as a 
strategic partner as opposed to just oper-
ations and execution, and really getting to 
meet with leadership and become part of 
the planning, strategy and development 
of events. We’re in a unique position as 
our team is part of the overall procure-
ment group so we ultimately pipe back to 
the chief procurement officer, which has 
its pros and cons. It’s been very beneficial 
from a sourcing and contracting stand-
point. We have an in-house sourcing man-
ager who works directly in procurement 
and handles all of our contracts involving 

Arianna McLaughlin, 28, Mariella Irivarren, 25, and Natalie Ciarallo, 25, are 

event managers in the fast-paced, competitive world of corporate planning. 

Arianna has worked at an industry-leading consulting firm for five years. 

Mariella has been with a major financial institution for a year and a half, and 

was named MPI Toronto’s 2015 Planner of the Year. Natalie has been in the 

industry for almost five years now. She worked at an agency for two years 

before joining one of the country’s largest financial institutions in December 

2012. All three are confident and candid. Here’s what they told M+IT Talk  

about corporate planning today. – LS

A conversation about 
corporate planning 

Arianna McLaughlin

Mariella Irivarren

Natalie Ciarallo
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guestrooms. That’s a new role. She just 
started last November so we’re still work-
ing it out but I think it’s helping us become 
more strategic in how we’re sourcing and 
negotiating stronger contracts.

MARIELLA IRIVARREN: I think one of the 
biggest challenges that we’re running into 
here is timing. Clients want everything 
yesterday and I don’t know that they al-
ways understand the time that it takes 
to do certain things. They may give us a 
request and then we have to go to the 
venue or supplier and they have to check 
with their people. There’s often a lot of 
layers to decision-making on all sides 
and you have to manage expectations 
by communicating that to your clients. I 
would say that’s the biggest challenge. I 
also agree with Arianna and Natalie about 
budgets. That’s a challenge as well.

M+IT TALK: Are the budget cuts for meet-
ings, business travel, incentive travel or all 
of the above?

NATALIE, ARIANNA & MARIELLA: All of the 
above.

ARIANNA: We are getting pushback to 
cut costs wherever we can. People want to 
deliver a bigger, more “wow” meeting but 
they want to come in under last year’s costs. 
Another challenge that we’re having is with 
lead time and finding actual space. We don’t 
have long lead times and that’s not going to 
change. If anything they’re getting shorter. 
I got a RFP for a program earlier this year 
and I had to reach out to about 45 venues 
across Canada before I found one that could 
physically fit the program on the dates we 
needed. 

NATALIE: One more challenge is scrutiny 
from compliance. Compliance is definitely 
asking more questions about programs 
and costs, and requiring a lot more back-
up and data to explain why certain things 
cost so much. Even after a program wraps, 
there’s an internal audit and you have to 
go through things again to make sure they 
have all the necessary information. Before 
you knew there was a compliance entity 
but they never really got involved. It can 
be challenging if they don’t understand 

what we do or why a breakfast 
in San Francisco costs $54.

ARIANNA:Another thing that I find 
challenging is [explaining to clients] 
the cost of AV and why Internet ac-
cess can cost so much. That’s one 
of the areas that it’s been hardest to 
educate clients on. 

M+IT TALK: Let’s talk a little bit about man-
aging expectations because that would 
seem to me to be one of the key challenges 
of your job particularly considering budget 
constraints. How do you manage expecta-
tions with your clients?

MARIELLA: I think it comes down to the 
relationship you have with your clients and 
building that trust. We try to be as quick and 
efficient as possible and they know that. 
It’s also educating clients. Sometimes they 
just don’t know what goes into everything. 
Someone might send you an email asking 
for something right away. You have to get 
back to them and explain why you can’t get 
it at that time and when you will be able to 
get it and why. The more information you 
share with them, the more understand-
ing they’ll be. It really does come down to 
building trust and it depends on the clients. 
For those who work directly with CEOs and 
high-level executives, saying no isn’t always 
an option. They just have to push through 
and make it happen somehow.

NATALIE: I definitely agree. I think the key 
here is knowing your client and having that 
relationship. When you know your client, 
you’ll be able to assess more accurately 
whether an urgent request is really urgent. 
But again it’s communicating to them that 
you’re working on it and following up to 
reset their expectations.

ARIANNA: I agree. Mariella is exactly right: 
if a CEO wants something for that day, they 
want it for that day. That’s where your rela-
tionships with suppliers come in. They know 
when I come to them with a 9-1-1, it truly 
is a 9-1-1, and I’m not doing it all the time. 
Those relationships help me be successful 
with my clients. I also find that setting the 
conversational tone and the timeline help 
reassure them. 

 

M+IT TALK: Looking at corporate 
planning as a career, do you have 

any suggestions about what the 
industry should be doing to enhance 
the profession and what type of edu-
cation is needed? 

NATALIE: I’m starting to see a shift 
and I think I fell into this too. I did 

my BComm in hospitality and tourism 
management so while I didn’t have specific 
training in events I approach things in a 
business-minded way. If I’m looking at a 
budget, it’s always with a strategic edge. 
I feel that people who are just focused on 
operations or logistics have a hard time 
seeing the strategic side of things and how 
one event plugs into a bigger picture. 

We just had an intern from George 
Brown and have a second one starting, 
and I’ve noticed both of them have that 
business focus. Their challenge is lack of 
experience. The textbook education is def-
initely there, it’s getting real-life experience 
in how things work. I don’t know whether 
that means more internships and making 
sure anyone who graduates with a certifi-
cate in events also has experience in day-to-
day operations. They have to do the grunt 
work, pull the all-nighters and see some-
thing through from start to finish because 
ultimately that’s what’s going to get them 
through a full-time job.

I’m currently studying for my CMP and 
I’m having a really hard time understand-
ing how what I’m learning is really going to 
benefit me in my day-to-day work. Some of 
the things I have to regurgitate to pass the 
test are not how we plan today. It’s a hard 
thing to digest because I don’t know if it’s 
really giving me an edge. I think doing six 
weeks at an agency or DMC or something 
like that might be more beneficial. It’s ro-
bust experience that will put you in a bet-
ter position so next time you’re engaging a 
DMC you know how to give them the infor-
mation they need to serve you better.

ARIANNA: I completely agree with Natalie. 
I don’t have any formal education in events. 
I’m also working towards my CMP. I’ve spent 
my entire events life at the same company so 
my education really has been just on-site and 
learning from the company. I think that intern-
ships are key and I think we need to position 
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event planning in a strategic role away from 
just being fully operations. For me, that’s been 
one of the biggest challenges and similar to 
Natalie, one of the big differences I’ve noticed 
in people on our team. 

MARIELLA: Same thing. I did go to univer-
sity and I went to George Brown and that’s 
where I really learned the skills—the hands-
on things. Knowing how to do an RFP and 
how to do a budget and put a proposal 
together, those are the kind of skills that are 
really going to help you on the job. 

I agree that more internship opportun-
ities should be available or some sort of 
committee planning. That’s the hardest 
thing for people to get in the industry right 
now. They have education but they don’t 
have experience. How can somebody prove 
that they have the skills to put an event 
together when there are no opportunities 
to show that? A lot of the volunteer op-
portunities that are available involve going 

to an event and standing holding a sign. 
How does that add value to you as a plan-
ner? It’s great to say that you volunteered 
and to meet people and network but there 
comes a point when holding signs and 
stuffing badges is no longer of value. You 
know how to stuff name badges. But how 
did the logistics work out? How did we deal 
with the suppliers? I feel people either need 
internships or committee volunteer experi-
ence to really look at planning  [an event] 
from beginning to end, apply their skills 
and prove to potential employers that they 
know what they’re doing.

ARIANNA: I completely agree with Mariella. I 
was fortunate. My educational background is 
in English literature and women’s studies from 
university and in public relations after that, so 
the company really took a chance on me. I know 
that’s not the case for everyone. I think there’s an 
opportunity for the industry to position educa-
tion as something that’s really key. 

M+IT TALK: Could you see the industry 
benefiting from a program like Waterloo of-
fers for accounting where you go to school 
four months, work four months in a related 
job, go to school four months?

NATALIE: I think it would be great. You’d be 
setting people up for success and an easier 
transition into the workforce and ultimately 
benefitting the potential employer by the 
end of it because they’d be getting some-
one with both sides flushed out. They’d 
have the textbook theoretical knowledge 
but also real-world applications. 

M+IT TALK:What about corporate planning 
as a career? What does the next generation 
need to know?

MARIELLA: It takes different skill sets to fit 
into the corporate world than those needed 
for third party or non-profit. You are dealing 
with the C-suite and VIPs so professionalism 
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is key. Business knowledge and knowing 
about your industry are also important. You 
learn as you go because the organizations 
are huge and there are a lot of lines of busi-
ness. I’ve been with the company for a year 
and a half now and I still don’t know every-
thing about the lines of business. You also 
learn how events operate and fit within the 
company overall and the value we bring. In 
the corporate world there are a lot of things—
procedures, precautions, anti-corruption, 
compliance—that affect your day-to-day 
job. It’s not all glam and glitz like people 
think. It’s very high pressure. And sometimes 
corporate events aren’t the coolest. They’re 
standard meetings. So it’s not what people 
think it’s going to be all the time.

NATALIE: Another thing I think going forward 
is just openness to engaging procurement. 
We know that’s not going to go away; they 
are going to be more involved. So you have to 

manage that relationship. 
How you’re going to work 
with them. How you’re go-
ing to prepare. How to give 
them the data they need…. 
So just being aware that we’re 
in an environment where things 
will change and there’s more of 
an eye on what we’re doing, what 
we’re spending and how we’re 
spending it. You have to have the 
confidence and be prepared to 
back up your budgets and your 
reconciliations. You have to know why 
you chose one hotel room over another par-
ticularly if the one you chose is more expen-
sive. Other people don’t have context. Things 
on paper look a certain way and you have to 
be able to speak to that and know you made 
the right decision.

ARIANNA: I agree with Mariella and 

Natalie. Corporate planning 
is a unique environment and 
you’re not going to succeed in 

it unless you’re willing to work 
within the existing structure and 

understand the business behind the 
programs that you’re delivering. If 
you’re working on an event and you 
don’t know why it’s important to a 
client, you can’t help them succeed 
and they don’t feel like you’re a stra-
tegic partner. You have to research 

what your program is actually about 
and what the client group does and what 

that client group is bringing to the busi-
ness. You may have an event for only 30 
people but each person there could bring 
a million dollars in revenue to the company 
so it could be far more important than a 
200-person breakfast. You have to look at 
events from a strategic standpoint as well 
as just numbers and execution.  
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Ty p i c a l l y,  p l a n n e r s  a n d  t h e i r  c l i e n t s  view sparkling wines 
such as champagne, cava and prosecco strictly as a pre-dinner drink, 
usually used for toasting or welcoming attendees, with the aim of con-
ferring VIP status on guests and, by extension, the event itself. 

But sparkling wines aren’t just for toasting anymore and can bring 
plenty to the table.

“Sparkling wine is a sommelier’s, and event planner’s, best friend,” 
said John Szabo, a master sommelier who designs and hosts wine tast-
ings and culinary events for corporate clients across Canada and auth-
ored Pairing Food and Wine for Dummies. Dry sparkling wine “hap-
pens to be very versatile with food, able to pair with a very wide range 
of dishes,” noted Szabo. “In fact, finding truly bad pairings with dry 
sparkling wine is nearly impossible. And though the carbon dioxide 
that gives sparkling wine its ‘prickle’ is a major feature of the wine’s 
overall profile, in terms of pairing dry sparkling wines with food, they 
behave very much like lightweight, crisp, still white wines.”

Clearing up confusion over terms—since “champagne” and “spark-
ling wine” are often used interchangeably—is wine expert Tony Aspler, 
who works with planners on events and consults on corporate wine 
tastings (reach him at tony.aspler@rogers.com). Champagne, noted 
Aspler, is only produced in France’s Champagne region. All other wines 
with bubbles are sparkling wines. Cava is only produced in the Catalonia 
region of Spain, principally around the town of Sant Sidurni d’Anoia. 
Prosecco is only produced in the Veneto region of Italy, around the 
town of Valdobiaddene. As Aspler pointed out, however, “good spark-
ling wines are produced in regions around the world, including Ontario.”

When serving sparkling wine, always use a flute (tall, narrow-bowled 
stem glass) rather than a coupe (shallow, broad-bowled stem glass). “A 
coupe is the worst possible glass for sparkling wine,” because the “shal-
low lake of wine warms up too quickly and loses its sparkle,” said Aspler.

And cost? “Generally speaking, prosecco offers the best value when 
it comes to the needs of meeting planners,” said Richard Kitowski, of 
the Wine Coaches Inc. and co-author of Clueless about Wine, a guide 
to wine basics. Prosecco is “also the least expensive, although in some 
jurisdictions, there could be good cava for around $16 to $17 per bot-
tle. But usually good cava starts at around $22 to $25, while there are 
many excellent prosecco bottling in around $14 to $15.”

Meeting planners, said Kitowski, should also look for local alternatives, 
“as there are many excellent sparkling wines available that at least price 
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out the same as cava.” Alternatives such as Chilean sparkling wine “could 
cost less than some of the better quality prosecco wines on the market.”

 If budget permits, then by all means, consider champagne. Non-
vintage labels begin at about $50, while vintage labels generally start 
at about $80, said Szabo.

When pairing sparkling wine with food, keep in mind that each pos-
sesses different flavour characteristics. “If you’re serving luxury foods like 
caviar, oysters and smoked salmon, then champagne is the best option,” 
said Aspler. “Cavas are generally drier and more minerally than prosecco. 
For salty, smoky, acidic food items, choose cavas over proseccos. Make 
sure the designation is Brut, the driest style of cava. There is even a drier 
style – Brut Nature or Extra Brut – but it’s hard to find in our market. For 
spicy dishes, say, lightly curried, go for prosecco, which is Extra Dry as 
opposed to Brut. That means it will have a touch of sweetness.”

For any type of fish, especially oily fish, shellfish and lobster, cham-
pagne is “the winning match,” said Kathy Nunes-Snider, writer/re-
searcher at the Liquor Control Board of Ontario’s (LCBO) knowledge 
resources group. Prosecco works “wonderfully” with shrimp, while 
cava is “a nice match for shellfish, white-fleshed fish and salt cod.”

Meats “can be a bit trickier to pair,” said Nunes-Snider. Champagne 
works with just about any white or red meat, with rosé champagne 
being “optimal for veal, lamb, squab and steak tartare. Cava would be 
better paired with braised dishes, poultry and (Southern US style) bar-
becue. Prosecco works well with charcuterie as well as barbecue.”

Sparkling wines partner well with pastas featuring tomato-based 
sauces; French food’s rich sauces; Chinese cuisine (choose slightly 
sweeter styles); Indian fare (select dry styles); sushi; and Middle East-
ern fare (cava works especially well), said Kitowski.

If breakfast or brunch is on the menu, then any sparkling wine will 
provide “foolproof matches” for egg dishes, including benedict-style, 
omelets and scrambled eggs, said Szabo. For Thai and Indonesian fare, 
he suggests slightly off-dry styles like prosecco.

Sparkling wine also complements desserts, but “the wine has to be 
sweeter than the dessert, otherwise it will taste too acidic. So in all 
these cases, other than chocolate, which is too rich for sparkling wine 
(you need sweet sherry or port), look for a sweet sparkling wine such 
as sparkling ice wine or Moscato d’Asti,” said Aspler.  

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

This is going to be Toronto’s best summer 
ever. The Pan Am & Parapan Am Games are 
coming, and we’re open for business! 

Summer is the perfect time to hold your event 
in Toronto, because we have the festivals, 
nightlife, attractions and outdoor space that 
that will exceed every expectation.

We take pride in our unparalleled Signature 
Service, and our expert team has the tools 
and resources to help fi nd you the perfect 
venues and accommodations to make your 
event really shine. 

WHERE DO YOU STAND?

To learn more about planning with Toronto 
contact Stephanie Uy, Account Director, 
Canadian Corporate, at suy@torcvb.com or 
416-987-9073.

SeeTorontoNow.com
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It’s ImpossIble to convey all the strengths of 
our exceptIonal team In just a hundred words, 
so we Included a pIcture to add a thousand more.
Why do clients love our team so much? It’s a combination of 
collaborative spirit, a ‘whatever it takes’ tenacity and decades’ 
worth of know-how. Every event we host is different, each client’s 
goals unique. But no matter how challenging or enormous the 
event may be, our team sees to it that every aspect exceeds 
the expectations of clients, participants and attendees. Event 
planning, promotion, hospitality, food, drink and beyond – 
our people manage it all with professionalism and efficiency. 
If your event is too important to trust to just any venue, talk to 
the team at The International Centre.

InternationalCentre.com
6900 Airport Road, Mississauga  
905.677.6131 / tf 1.800.567.1199 Follow us!

3 500+ EvEnts a yEar
3 $7 M rEnEwal Plan
3  500,000+ ft2 EvEnt faCIlIty
3 5,000 frEE ParkIng sPaCEs

there’s  teamwork
happenIng here!

the International centre staff (from left to right) Ron Bentley, Director of Event and Client Services; Sandra Martin, Sales Manager – Trade and Consumer Show; Trevor Lui, Director of Operations 
and Sustainability; Lee-Anne Leckie, Sales Manager – Meetings and Conventions; Raiman Dilag, Manager of Information Systems and Technology; Rita Medynski, Sales Manager – Trade and 
Consumer Show; Kevin Parker, Sales Manager – Corporate; Tawfik Shehata, Executive Chef; and Nadena Singh, Director of Events Management

HALL 1 LOBBY CONNECTOR BUILDING

Big things are happening at The Inte national Centre! In 
addition to hosting more than 500 events, the $7 mil-
lion renovation of the facility is now complete and sev-
eral of our industry-leading sustainability initiatives are 
in place and delivering real benefits to the e vironment. 

It’s a new era and we are excited to share it with the events community. 
The ulti-phase renovation, which began in 2012, offers plan-

ners and event attendees stunning new spaces and state-of-the-art 
technological enhancements. 

Arch-Tech Design Group undertook the challenge of reinvigo-
rating the Hall 1 lobby and Connector Building that links Halls 4 
and 5. The esults are spectacular. Hall 1’s sleek, modern new lobby 
can facilitate everything from a product showcase to an elaborate 
reception. The d namic, multifunctional new Connector Building 
improves fl w between Hall 5 and the remainder of the facility and 
easily accommodates registration, receptions, booths and displays as 
well as lounge areas for food and beverage. 

On the all-important technology front, new LED exterior main 
entrance and hall signage give clients the opportunity to have full-
colour, full-motion event messaging while enhanced external and 
internal way-finding s stems improve the attendee experience.  

For more information visit, www.internationalcentre.com

SPECIAL ADVERTISING SECTION

frog Powered kitchen. Meals are cooked in Alto-Shaam Eco Smart 
Ovens. And our 1,000-square-foot rooftop garden and 500-square-
foot patio garden are used to grow herbs and vegetables that serve 
as supplement ingredients at large events and highlighted ingredi-
ents in our daily specials at Craft Eatery, our permanent restaurant.

In the last two years, a major lighting retrofit p oject has been com-
pleted and our fi e-year strategic plan will see the lighting in all halls 
upgraded to more efficient t hnologies by 2017. Other energy saving 
initiatives include occupancy sensor lighting in washrooms and stair-
well; air curtains in our loading docks, which reduce HVAC use during 
move-in and move-out; an energy monitoring program that allows 
adjustment of HVAC units and lighting remotely; motion sensor fau-
cets and low-fl w automatic flush te hnologies in washrooms (the lat-
ter saving an estimated 130,000 gallons of water per year); and 
installation of several skylights in exhibit halls and plans to install 
more—reducing the need for artificial lighting and b inging visitor-
friendly natural light to the spaces.

As a result of these initiatives, we’ve earned two major sustain-
able venue certifi ations: the Level One ASTM/APEX Certifi ate 
for Environmentally-Sustainable Meetings and Events—a designa-
tion only 14 venues in North America have—and a 4 Key Rating 
from Green Key Meetings v2.0.  

But CSR also means giving back and we are delighted to share our 
sustainability with the planning and business communities. Our just 
launched updated Sustainable Event Guide 2.0 provides organizers 
with the tools and resources to achieve a more sustainable event. And 
our sustainability business model has been incorporated as a case study 
in the curriculum at the McMaster DeGroote School of Business. 

 We’ve also turned The Inte national Centre into a classroom. 
Building on our longtime partnership with Humber College’s School 
of Hospitality, Recreation and Tourism, the Centre is now the site of a 
15-week course, designed and taught by Trevor Lui, Director of Oper-
ations and Sustainability at the Centre. Run for the first time last fa l, 
it gives Humber students the opportunity to experience real-life event 
operations using on-site resources and real-time situations. It’s a new 
way of learning for a new generation of planners that will benefit ou  
clients and the community in the years ahead. •

COMMITTED TO CLIENTS  
AND COMMUNITY

And staying connected has never been easier. The number of c m-
plimentary Internet hotspots has been increased in four key areas, 
Internet speeds have been upped by a factor of 10, and the density 
of wireless coverage has been augmented, signifi antly improving 
performance for downloading and uploading media-rich content. 

We also continue to demonstrate our focus on Corporate Social 
Responsibility (CSR) with several ongoing sustainability initiatives 
and innovations. We have Canada’s largest (8,000 square feet) Bull-
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105 Princes’ Blvd., Exhibition Place, Toronto, Ontario  416 263 3000  sales@allstreamcentre.com

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

Start planning now. Visit allstreamcentre.com.

Engage
at Canada’s Greenest Conference Centre

 Allstream Centre, at Exhibition Place, on Toronto’s water-
front, is Canada’s premier environmentally-friendly 
meeting venue for groups of 50 to 2,000 delegates.

Prime among Allstream Centre’s many eco-
friendly attributes is its LEED Silver (Leadership in Energy and 
Environmental Design) Certifi ation from the Canada Green 
Building Council. In fact, Allstream Centre is the first c nference 
facility in Canada to earn prestigious LEED Silver Certifi ation.

On the event side, we offer a 44,260-sq.-ft. ballroom—Toronto’s 
largest divisible, column-free ballroom—that can be split into  
two rooms and is served by an 8,000-sq.-ft. kitchen, pre-function 
rooms and spacious lounges and lobbies. Second-floor meeting
rooms allow multiple configu ations for guests and feature  
minimal sound transmission, a spacious sun-fi led corridor  
with lake views, and fi e lounges.

Handling culinary duties is Cerise Fine Catering, Allstream 
Centre’s exclusive food and beverage provider who will feed your 
group impeccably.  

Cerise Fine Catering is brought to you through an association 
with the Windsor Arms Hotel, acclaimed for its history of 
catering to the city’s distinguished social clientele, and Centerplate, 
recognized for its event-planning expertise in serving large groups.

Of course, impressive green initiatives, food and meeting and 
event facilities don’t mean a thing if they’re not supported by first
class customer service, and on that front, Allstream Centre can’t be 
beat. At every level, from our sales and event teams to the people 
who clean and service events, our friendly staff dem nstrates unri-
valled commitment and dedication to service.

Our clients agree, having awarded Allstream Centre a 95 per 
cent rating in a client-satisfaction survey conducted in 2013. No 
doubt, our facility’s complimentary WiFi played a part in those 
sky-high client-satisfaction numbers.

The enue’s essential LEED components include energy efficien
building automation systems, windows, HVAC and lighting control 
systems; a rainwater harvesting system; low-VOC paints and 
carpets; and FSC wood treatments. But our strong commitment 
to the environment extends much further, as Exhibition Place and 
Allstream Centre take a leading role in pioneering green initiatives.

For instance, there’s the waste diversion project that has rendered 
Exhibition Place 80 per cent waste-free. The p ogram separates  
and recycles waste materials (including glass, paper, wood,  
plastic and food waste). 

The e’s the 30-storey wind turbine. Capable of generating 
1-million kilowatt hours of power per year, the turbine also helps to 
displace some of the harmful chemicals responsible for smog and 
acid rain, moving up to 1,800 tonnes of carbon dioxide annually.  

The e’s the geothermal plant realizing signifi ant energy 
efficiencie  the linen-free meeting rooms; the white “cool roof.”  
We could go on. 

In short, Allstream Centre and our team are focused on catering 
to your group’s needs in a way that reflects our style, objectives and 
ability to provide your delegates with an enjoyable experience.

New in 2016, the luxury Hotel X Toronto at Exhibition Place 
will offer our guests 400 rooms and year-round amenities.•

CANADA’S PREMIER 
“GREEN” MEETING VENUE

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

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

Start planning now. Visit allstreamcentre.com.

Engage
at Canada’s Greenest Conference Centre
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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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NEWFOUNDLAND
The Courtyard® St. John’s Newfound-
land has completed a $2-million overhaul 
of its guestrooms and public spaces. The 
renovation begins in the lobby, where 
Moureaux Hauspy Design, Inc. has created a 
cool, modern space that offers WiFi access 
and a variety of seating zones perfect for 
impromptu meetings. Adjoining the lobby 
is the property’s new restaurant, Fish Bowl. 

It serves local seafood specialties in a space 
with harbour views. In addition, the hotel’s 
meeting rooms have been revamped and 
now sport contemporary furniture and 
state-of-the-art audiovisual equipment. 
Guestrooms have also been refreshed. 

NOVA SCOTIA
The Halifax Central Library, which 
opened in downtown Halifax on Decem-

ber 13, 2014, has meeting and event space 
with capacity ranges from four to 100. 
Paul O’Reagan Hall, a performance area, 
can accommodate 100 to 300 guests. 
Featured as one of CNN’s eye-popping 
buildings of 2014, the library has 360° 
panoramic views of Citadel Hill and the 
Halifax Harbour. It was designed by Hali-
fax-based architecture firm Fowler Bauld 
& Mitchell and European firm Schmidt 

NEW EVENT SPACES, HOTEL OPENINGS, 
RENOS, F&B AND MORE

HALIFAX CENTRAL LIBRARY Photo: Halifax Public Libraries
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hammer lassen architects. + The 
Canadian Museum of Immigration at  
Pier 21 (Halifax) reopened in May. It 
includes: event space; new interactive and 
immersive exhibits; transformed exhibition 
spaces which has nearly doubled in size: 
and a new Canadian Immigration Story 
exhibit covering themes of journey, arrival, 
belonging and impact extending over  
four hundred years of nation building.  
+ The Discovery Centre is set to move to 
a new 40,000-sq.-ft. space on the Halifax 
waterfront in 2015. The new space will 
include an Immersive Dome Theatre (the 
first of its kind in Atlantic Canada) and four 
floors of exhibit and programming space.

QUEBEC
The Palais des congrès de Montréal has 
earned the highest quality certification 
available to convention centres, the Inter-
national Association of Convention Centres 
(AIPC) Gold Quality Standards International 
Certification. The certification is awarded 
after an independent audit process, which 
measures a convention centre’s quality and 
management performance in 10 specific 
areas: customer service; quality of facilities 
and operations; employee relations; health; 
safety, security and emergency response; 
financial integrity; community relations; 
environmental responsibility; industry 
relations; and supplier relations. 

ONTARIO
Hospitality and development com-
pany Vrancor Group has opened its newest 
hotel, the six-storey, 115-room Hampton 
Inn by Hilton Timmins, Ont.  The 115-room 
property is located on Riverside Drive, the 
city’s main east-west route. Its meeting and 
event space is comprised of two contem-
porary rooms with high ceilings and natural 
light. The 1,350-sq.-ft. Northern Room can 
be divided into two separate rooms for 
more flexibility. It holds up to 150 people. 
Element 79 is a high-quality boardroom 
for up to 10 guests. + The Crowne Plaza 
Kitchener-Waterloo Hotel and Confer-
ence Centre’s multimillion-dollar renova-
tion includes the integration of LeoNovus® 
Inc.’s hospitality platform, which delivers a 
full suite of in-room infotainment includ-
ing just-in-time interactive services such as 
in-room dining, promotional advertising and 
real-time guest serves information. The 201-
room property has more than 17,000 sq. ft. 

MCTAVISH DINING ROOM, ONE18 EMPIRE BAR & RESTAURANT

WELLNESS SUITE at TRUMP INTERNATIONAL HOTEL & TOWER TORONTO. Photo: © Huber

THE ONE EIGHTY, MANULIFE CENTRE, TORONTO

EXECUTIVE CHEF NATHAN BROWN
 FAIRMONT PACIFIC RIM
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of conference and meeting space.  
+ The Trump International Hotel & Tower 
Toronto® has unveiled two suite accom-
modations that are ideally suited to senior 
executive and celebrity travel. The Sky 
Suite spans 2,300 sq. ft. and has two 
bedrooms and two and a half bathrooms. 
The one-bedroom Wellness Suite covers 
1,350 sq. ft. and has its own workout room 
with a Technogym stationery bicycle, free-
standing weights and yoga mats.  
+ The 51st floor of the Manulife Centre in 
Toronto has relaunched as The One Eighty. 
The 3,000-sq.-ft. space is suitable for 
seated dinner events, cocktail receptions 
and more. Special features include a show-
piece bar with built-in DJ station and chef 
showcase, and large, glass-enclosed north 
and south patios that offer panoramic 
views of the city.

MANITOBA
Winnipeg’s Sports, Hospitality and Enter-
tainment District (SHED) is home to the 
first Alt Hotel in the Western provinces.  
Part of Centrepoint, a $100-million real 
estate project developed by AXLP, Group 
Germain Hotels and Urban Capital, the 
20-floor Alt Hotel Winnipeg has 160 
rooms, a fully-equipped fitness room and 
seven meeting spaces totalling 5,000 sq. 
ft. The latter includes a creative lounge, 
specifically designed to hold brainstorming 
sessions or informal meetings.

ALBERTA
A new addition to Calgary’s restaurant 
scene ONE18 EMPIRE Whiskey Bar and 
Restaurant features a kitchen serving up 
locally-inspired food and a bar that offers 
an expansive selection of whiskeys (more 
than 100 whiskeys, ryes, bourbons and 
scotches), handcrafted cocktails and craft 
beer as well as a deep assortment of wine. 
It can accommodate small groups in its pri-
vate McTavish Dining Room (12 guests) and 
the back portion of the restaurant, which 
is suitable for groups of 14 and upward. 
Special whiskey tastings can be arranged 
for groups. ONE18 is located in the Calgary 
Marriott Downtown Hotel. 

BRITISH COLUMBIA
Tourism Richmond reports that one of 
the city’s largest meeting hotels will soon 
be unveiling a newly renovated meet-
ings and events facility. Construction is 
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TODAY
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weekly 
inside scoop 
delivered 
straight to 
your inbox.

currently underway on 18,000 sq. ft. of 
meeting space at the Sheraton Vancou-
ver Airport Hotel. The renovated facility 
will include a new 10,000-sq.-ft. ball-
room with dramatic 16-ft. ceilings. The 
390-room hotel currently has 23 meeting 
rooms in 21,000 sq. ft. of indoor/outdoor 
space. Its largest meeting space is the 
7,890-sq.-ft. Grand Minoru Ballroom.  
+ Starwood Hotels & Resorts has opened 
its second Element hotel in Canada.  
The Element Vancouver Metrotown in 
Burnaby, has 6,000 sq. ft. of meeting 
space and 169 rooms and suites. Two 
more Element hotels will open in Canada 
in 2016. + A major renovation of the 
guestrooms and public spaces at the 
Pan Pacific Vancouver is now underway. 
The hotel’s 42,000 sq. ft. of conference 
and meeting space will get new plush 
carpeting as well as state-of-the-art 
technology. The property will remain 
open and continue to deliver five-star 
service throughout the reno.

F&B
Chef Nathan Brown is now heading up 
the culinary team at the Fairmont Pacific 
Rim in Vancouver. He arrives at the property 
from China, where he was executive chef 
for The Ritz-Carlton Beijing, Financial Street. 
Classically-trained in French and Italian 
culinary techniques, he has built a repertoire 
that embraces Middle Eastern, traditional 
Chinese, Malaysian and Indonesian cuisines. 
+ A new executive chef is also in the kitchen 
of the Algonquin Resort and Spa in St. 
Andrews, New Brunswick. Dale Nichols, 
DFBE is a native of the province. He was 
previously the executive chef at the New 
Castle Hotels & Resorts-managed Digby 
Pines Resort and Spa in Nova Scotia.   

Canada Update will appear in  
every issue of Meetings + In-
centive Travel. Canadian CVBs, 
DMCs, restaurants and venues 
are invited to send information 
about new event spaces to Lori 
Smith, Editor, (lsmith@meeting-
scanada.com) for possible in-
clusion in the section and online 
at MeetingsCanada.com.
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C
ruise meetings are 
a timely topic. The 
State of the Cruise 
Industry Report released 
by the Cruise Line Industry 

Association (CLIA) in February stated 
that while all segments of the industry 
have seen growth, the one area yet to 
be fully developed is the meetings and 
incentive sector. To build this business 
the industry is being urged not to merely 
accommodate client requests but to pro-
actively and aggressively market to it. 

Helping this new focus is Cindy 
D’Aoust, the CLIA’s new executive vice-
president of Membership and Operations. 
D’Aoust, who spent three years as chief 
operations officer at Meeting Profes-
sionals International (MPI) and 20 years 
working with hospitality and member-
ship organizations such as Maritz Travel 
Company, says, “Cruising offers a unique 
venue option so it is natural that we pro-
mote events at sea to our meeting pro-
fessionals network. The cruise lines are 
already actively engaged with meeting 
professionals but we can drive greater 
awareness through educational offer-
ings. We expect to see continued growth 
in meetings at sea given the choices in 
cruise products and itineraries, and the 

ability to customize and deliver 
attendee experiences within 

most event budgets.”
The cruise industry has experi-

enced explosive growth in demand. And 
to accommodate all those returning and 
new cruise passengers there has been 
an equally explosive growth in new 
ships and routes.

According to D’Aoust, the cruise indus-
try served more than 22 million cruise pas-
sengers in 2014, and is projected to serve 23 
million in 2015. “CLIA’s global fleet currently 
includes 421 ships with nearly 500,000 beds,” 
she explains. “In the next five years, 55 new 
ocean and river cruise ships will debut repre-
senting an investment of more than $25.6 bil-
lion (USD). In 2015 alone, we will see 22 new 
ships, including six ocean and 16 river cruise 
ships—a $4 billion investment.”

This means that the options available to 
groups are staggering. There are tall ships, 
small ships, big ships, mega ships (like Roy-
al Caribbean’s 5,479-passenger Harmony 
of the Seas coming into service in 2016) as 
well as river boats and ocean-going yachts. 
Groups can sail the Seven Seas, the water-
ways of Europe and the world’s great rivers 
like the Amazon and Nile. 

Programs are pretty much only lim-
ited by imagination and timing. Some 

   AWAY TO SEA
B Y  A L L A N  LY N C H

New ships 
and routes 
are giving 
planners 

good 
reason to 
consider 

programs 
on water
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destinations provide opportunities for a combination water-
land based program. In Halifax, for example, companies have 
used the tall ship Silva for product launches, projecting their 
presentation on its sails as they cruise the harbour. According 
to Lucille DePerro, director business development, SeaDream 
Yacht Club (SDYC), its transatlantic voyages have been used 
for meetings, re-accreditation classes, seminars-at-sea and 
other educational purposes. In addition, SDYC charters Sea-
Dream I and SeaDream II for three-day to one-week or longer 
for incentives and special events in the Caribbean during the 
winter and the Mediterranean during the summer.

While some clients may have lingering doubts fueled by 
pretty pictures used to market ships, D’Aoust says a cruise 
ship isn’t a frivolous venue choice. “Cruise ships should be 
viewed as another tool in the meeting professional’s toolbox. 
Just as hotels help achieve business objectives through face-
to-face meetings, so do ships. They are venues that provide 
flexibility and affordability, and create an engaging environ-
ment. The key to delivering return on investment is matching 
the right product with the right audience and the right meet-
ing objectives.”

With surveys showing 89 per cent of people who take one 
cruise will take another, D’Aoust adds that in addition to high 
guest satisfaction rating, “cruising provides the opportunity for 
great networking and team-building opportunities.”

Jennifer Sloan, business development manager, Meridican In-
centive Consultants, is a believer. Sloan has done multiple partial 
and full charters, primarily with SDYC. “It’s a really phenomenal 
way for a corporation to keep a captive audience and control 
their budget because once the major costs are paid, everything 
else [expenses] is very much controlled” as opposed to ground 
costs, which are often guesstimated, she explains. “It’s also be-
come very attractive from a safety point of view. As our world 
becomes a little bit more dangerous the fact that there are so 
many tight controls on cruise lines lets corporations feel very 
comfortable that they have their people in a very safe environ-
ment.”

Having worked with large and small ships, Sloan says that on 
the big and mega ships you can be guaranteed everybody will 
have something to do and entertainment will not be an issue. On 
the other hand, yachts like those available from SeaDream deliv-
er a completely different experience. “On SeaDream you can cre-
ate the feeling that it’s your private yacht. It’s like a dream come 
true. How many times in your life will you get to travel through 

the most beautiful seas on a yacht? I have never sold that to 
anyone who hasn’t said, ‘I have to do this again.’” And from the 
client perspective she adds, “The ship is like branding heaven.”

With a full ship charter, says Sloan, “you can do anything.” To 
illustrate, she mentions how one of her colleagues had a plat-
form built over the SeaDream pool and a car placed on it. “Those 
things cost money, but you talk about a wow, that’s a wow. You 
can also have the logo put in the pool.” For another, larger pro-
gram, Sloan says, “When we took over the Silverseas we had the 
company logo all over the place. We had a party on the deck and 
a casino evening. The sky really is the limit. It depends on how 
much money you have.” 

Another advantage of chartering is that the client can estab-
lish the dress code for the cruise. They can choose to skip ship 
tradition for formal nights or they can make everything a black 
tie affair. In addition, if booked in advance of the ship’s itineraries 
being published, the client can select the route and ports of call.

At award-winning Holland America Line (HAL), which hosts 
10 to 20 group events a month and up to 25 full ship charters 
annually on its 15 ships, groups services manager Sheri Gray says 
that everything, including the route, can be customized. “As far 
as customizing for a group that’s part of an existing cruise, HAL 
wouldn’t customize the itinerary or entertainment because we 
already have both set. However we can provide a venue for the 
group to customize around their needs.” 

For a recent 530-person MasterChef event Gray says, “The 
Masterchef logo was everywhere: in the main show lounge, main 
dining room, on the menus. We have the ability to make those 
customizations and have menus specifically set for a group. We 
can also customize shore tours for groups however they are not 
included so there is an additional cost.”

At AmaWaterways, which operates 106- to 182-passenger 
vessels in Europe and four 24- to 162-passenger vessels in Africa 
and Asia, business development vice-president Ron Santangelo 
says that for partial charters they offer the opportunity to have 
private or custom shore excursions at little or no additional cost 
whenever possible. “We also provide a credit if the part charter 
chooses to plan his own shore excursions,” he adds.

For planners and clients who wonder about the advantage 
of holding a meeting at sea versus a land-based resort, Gray 
says, “We’re all inclusive and one-stop shopping. We’ve got the 
crew, the staff, audiovisual, food and beverage. You’re not doing 
catering here; bringing special AV there; booking a hotel here. It 
depends on your needs. You have one person who’s taking your 

“In the next five years, 55 new ocean and river cruise  
ships will debut representing an investment  

of more than $25.6 billion (USD).” 
– Cindy D’Aoust, CLIA
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order and most of the things that come our way haven’t been 
hard to do. Sometimes if it’s out of the norm we may say that 
costs a little more because we may have to source it, but it’s that 
one-stop shopping aspect that I think the cruise product delivers 
the best.”

An added benefit is it can be paid on one master account. 
Clients can opt to cover incidentals like bar tabs or make it clear 
those are the guest’s responsibility. From a planner’s perspec-
tive, the budget is stretched because there’s no coach hire for 
transportation to the typical off-site event. And, cruise lines have 
developed shore excursions so that’s one less element to plan.

However, just as free WiFi is an issue with land-based pro-
grams, it remains a chargeable item at sea because expensive 
satellite connections are needed to make checking email pos-
sible in the middle of an ocean. Many groups will negotiate a 
basic WiFi package providing a credit for a certain level of ac-
cess. In Europe, AmaWaterways, which works on inland waters, 
provides in-room computers with complimentary unlimited in-
ternet and free WiFi in public areas.  

As for the availability, types and capacities of on-board meet-
ing spaces, Gray says short of a full charter “a comfortable group 
size is really what our main showroom can handle. As far as the 
largest number, it can be anywhere from 650 to 958. But com-

fortable is also going to be anywhere from 300 to 500 people. 
That reduces impact to the rest of the ship” and works best 
with its breakout rooms and secondary venues, like the 100- to 
150-seat theatres used for culinary programs and the 260-seat 
Queen’s Lounges on HAL’s larger ships. 

Another bonus is the availability of audiovisual technology. 
All of HAL’s on-board venues can be professionally equipped. Its 
newer ships have LED screens on their main stage so a client can 
have any background they wish. All the client has to do is plug in 
their material to the existing AV infrastructure.

While Sloan suggests the program can be a mix of business 
and vacation, some groups have to adjust their thinking to be-
ing out of the office for a full seven-day event. One option Gray 
suggests is a repositioning cruise when a ship is moved from say 
the Caribbean to Alaska. “The shortest packages we have are 
our coastal cruises from San Diego to Vancouver or San Diego 
to Seattle or Vancouver to Seattle. These are anywhere from one 
to four days. Other than that we do not have shorter cruises, but 
we have found there’s a niche for people who want those longer 
cruises because they package it into a vacation.”

Of interest to Canadian groups is Vancouver’s status as a 
homeport. That means certain cruise lines, such as HAL and 
Norwegian Cruises, can develop itineraries using Vancouver as 
a departure and end point, which makes connections that much 
smoother for domestic clients.

Speakers at sea are another topic for consideration. Just as 
attendees are a captive audience, so are speakers. The question 
becomes how hard speakers are worked during the cruise and 
what the client and attendee expectations are. Theresa Been-
ken, CEO of the National Speakers Bureau, says it all depends 
on what’s been negotiated. “Something an organizer should 
take into account is whether they would like the speaker there 
as the expert they’re presenting for the entire cruise or, are they 
happy for them to do their segment, understanding that the time 
they’re not speaking is their personal time,” she explains. “I’ve 
seen organizers plan a variety of different events with the speak-
ers. They’re not necessarily on call the whole time but they might 
do a speech one day then something interactive the next day or 
participate with the group. A lot of the speakers we work with 
are accommodating in terms of being involved in other things.”

As for cost, she smiles at the notion of paying a two-hour fee 
for a seven-day event.

“It’s case by case, depending on the speaker. For some, yes 

it’s a cruise and that’s an interesting and unique opportunity for 
a booking and perhaps they negotiate to bring a spouse along 
to enjoy the free time. However, on the flip side, other speakers 
see it as three to seven days away from their regular business. 
So what are they turning down in order to take on the multi-day 
commitment of a cruise? For some the fee might be more nego-
tiable because it is a unique opportunity, for others the fee would 
be higher because they are away for much longer and not as 
accessible as they might be if they do something on the ground 
in North America.”

Finally, it’s important to know that every cruise will have a 
“sea day” when the ship doesn’t call on a port. That’s typically 
the best time to arrange a business meeting or presentation. If 
you haven’t done a full charter you need to book public spaces 
early to ensure their availability for your program.

Cruises are definitely an idea to float at your next client pitch. 
Whatever your purpose, there’s a ship, itinerary and theme to 
make it a memorable, inspiring event.  

—Allan Lynch is a freelance journalist based in New Minas, Nova Scotia. 
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“How many times in your life will you get to travel through  
the most beautiful seas on a yacht? I have never sold that  
to anyone who hasn’t said, ‘I have to do this again.’” 
– Jennifer Sloan, Meridican Incentive Consultants
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Savouring the American Riviera®
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On a warm spring afternoon, a group of planners and suppliers sit 
around a long table on the patio of a luxury villa overlooking a vine-
yard. They have just polished off an alfresco lunch of pizza, salad 
and wine, capped off with homemade tiramisu. The sun is bright and 
white. The countryside is green. It could be a scene from a movie set 
in a Mediterranean country—Italy, Spain, southern France. But, it’s 
not. It’s another perfect day in Santa Barbara, the quaint, seaside, 
wine-rich California community located 148 kilometers north of Los 
Angeles. And the group of planners and suppliers are participants in 
Visit Santa Barbara’s 2015 Sip and Savor FAM. 

“Santa Barbara is a new era destination,” says Laura Weisman, 
director of business development for Cascadia Motivation Inc. and 
one of two Canadians who participated in the FAM. “With today’s 
trend to shorter, more exclusive retreats or incentives, it’s a place 
where you’re able to offer a cultured and exclusive program while 
still staying relatively close to home. Its proximity to Los Angeles, 
fantastic hotels, great restaurants and vineyards rank Santa Barbara 
near the top of our US destinations.”

Brooke Soucier, director of planning and operations at Bur-
lington, ON-based Hidden Champions and the other Canadian in 
the FAM group, is similarly impressed with the destination. “Santa 
Barbara is great for various incentive groups,” she says. “There’s so 
much to do from golf, biking and shopping to cooking, photography 
and art classes—there is something for everyone.”

Heather Douglas, a senior buyer at Meridican Incentive Con-
sultants, sees “Santa Barbara as a sophisticated destination for 
the five senses and best for groups who appreciate beauty and 
the good life.” While not a participant in the FAM proper, Douglas 
was in the area at the same time scouting the destination for po-
tential programs, a repeat visit that only confirmed her positive 
opinion of the place.  

“It’s definitely easy to see why so many A-listers choose to live 
here. There’s something special about it that’s hard to define—a 
little magic in the air and the light maybe?” she says. “I think of it 
as quintessential California—a destination with the best of Califor-
nia wrapped up in one place… spectacular coastal and mountain 
scenery, beach and watersports culture, an amazing farm-to-table 
‘foodie’ scene and the ranchlands, boutique wineries and olive 
groves of the beautiful Santa Ynez Valley. There are many venues 
in and around Santa Barbara ranging from a secluded beach, to 
upscale restaurants, the historic County Courthouse, valley wineries 
and the renowned Monty Roberts’ Flag is Up Farms, plus a plethora 
of activities for all interests and activity levels.”

AMERICA’S RIVIERA
Santa Barbara delivers an aspirational lifestyle experience. 
Called The America Riviera® due to its topography, walkability, 

PHOTOS: Page 60 (clockwise from top left): Spa treatment room, Four Seasons Santa Barbara. Photo: Barbara 

Kraft; Exterior and gardens, Four Seasons. Photo: Peter Vitale; La Arcada. Photo: Mark Weber; Terrace view, 

Bacara Hotel & Resort. Photo: Bacara; Stearns Wharf. Photo: Mark Weber; Santa Barbara County Courthouse. 

Photo: Jay Sinclair. Page 61 (top to bottom) Bien Nacido Vineyard. Photo: Kirk Irwin; (left) Belmond El Encanto. 

Photo courtesy of Belmond; (right) State Street. Photo: Ron Berg; Granada Theatre. Photo: Ron Berg; Photo/

credit: The Fess Parker - A Doubletree Resort by Hilton. Page 63 (clockwise from top left) Cocktail hour. Photo: 

Vinson Photography; Photo/credit: Bacara Hotel & Resort; Court House city view. Photo: Jay Sinclair; The Amer-

ican Riviera®. Photo: Jay Sinclair; and Lunch at Sunstone Winery’s Villa. Photo: Lori Smith.  
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European architecture and Mediterranean climate, it is cupped 
by the Santa Ynez Mountains, one of the world’s few transverse 
ranges, to the north and east and the Pacific Ocean to the west.  

The town proper is clearly identified by its red tile architecture, 
white-washed buildings, fountains, bougainvillea and Paseos, all 
reflections of its Spanish heritage. City planners have guarded its 
origin and ambiance by banning billboards and neon signs, and re-
stricting building heights. Today the downtown area, the heart of 
which is State Street, is home to a robust arts and culture scene, 
cafes, bars, restaurants, wine tasting rooms (wine-arounds are a hit 
with groups), microbreweries and shops of all kinds

The waterfront is anchored by Stearns Wharf and the Harbor. 
It offers groups the opportunity to participate in water activities 
such as whale watching, sailing regattas, coastal cruises and 
beach Olympics. Two major hotel properties can also be found 
along the shoreline. Set on 20 acres, The Four Seasons Resort 
The Biltmore California hosted the group for a night. Built in 1927, 
it underwent a $305-million restoration that was completed in 
2006. Today it has 207 rooms, suites and cottages plus 15,000 
sq. ft. of event space.  Nearby, The Fess Parker – A DoubleTree by 
Hilton Resort has 360 rooms and a broad array of function spaces 
on its  24-acre grounds. 

The essence of Santa Barbara is also reflected in its unique venues. 
During the FAM, destination management company Allied PRA took 
the group on a trolley tour of a wide variety of off-site event spaces. 
Highlights included: The Music Academy of the West, aka the Julliard of 
the West, which has several acoustically-superior spaces available for 
events; the iconic Santa Barbara County Courthouse, one of the most 
photographed government buildings in the United States, which has a 
huge sunken lawn that can accommodate groups of up to 700 people; 
and The Granada Theatre, which has been restored to its original 1924 
grandeur—Santa Barbara was the Hollywood of the silent film era—and 
is perfect for awards dinners, special presentations and more.  

OUT OF TOWN
Bacara Resort & Spa also played host to the FAM group. Lo-
cated on a 78-acre coastal bluff north of Santa Barbara proper, 
this unique property has 313 guestrooms, 45 specialty suites, 
a 42,000-sq.-ft. spa and 70,000 sq. ft. of event space that in-
cludes a director’s lounge, screening room, ballroom, executive 
conference and technology center, rotunda, terrace and smaller 
salons. Having just wound-up an extensive renovation, it is well-
suited for groups. 

At Bacara, the FAM participants enjoyed an early morning walk 
on the resort’s Chumash Trail, a self-guided nature walk with sign-
age that demonstrates how the region’s indigenous people, the 
Chumash, use specific plants. On the walk, the group met a ranger 
from the Channel Islands National Park, an archipelago off the coast 
of Santa Barbara. Widely known as the “Galapagos of North Amer-
ica,” the oldest human remains in North America were discovered on 
these islands. They are also home to wildlife found nowhere else in 
the world and some of the continent’s deepest sea caves. 

After the walk, the group traveled into the Santa Ynez Mountains 
for an experience created by destination management company Re-
levé Unlimited at Sunstone Winery’s luxury villa. Following an olive 
oil and balsamic vinegar tasting, a pizza-making demo and lunch, 
the group adjourned to a room set with high tables holding bottles 
of wine, graduated cylinders and lab flasks. Bion Rice, Sunstone’s 
president and wine director, explained that each participant was to 
blend a bottle of wine by mixing merlot, cabernet franc and caber-
net sauvignon. The exercise turned planners and host suppliers into 
vinous scientists, who mixed, tasted and discarded the contents of 
their cylinders until they found their perfect blends. The results were 
then bottled, corked and gifted to each winemaker. It was a little bit 
of Santa Barbara magic.  

Lori Smith is editor of Meetings + Incentive Travel.
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1. BRIGHTtravels Hanging Utility Kit  
features U-zip entry, front pocket, two 
interior mesh pockets and elastic straps to 
secure belongings. Made of durable, light-
weight ripstop material. Includes a Pack N’ 
Guide. Set-up (one colour/location) -  
$66. Per unit pricing as low as $10.25. 
incrediblenovelties.com 

2. The Dayna Lee Collection of  
notebooks ($14) and pouches ($18)  
features inspirational and aspirational  
sayings for young women. 
orangefish.ca

3. Pre-distressed, lightweight and  
breathable, new Canvas Blundstones  
offer all-day, no-socks comfort.  
Available in khaki, denim, red  
and black. $129.95. 
blundstone.ca

4. Slim, lightweight Pelican ProGear™ 
Voyager cases for Apple iPad Air® 2 
 and iPad Mini™ 1/2/3 feature a layer  
of rigid polycarbonate to protect the  
device from drops and shock. Includes  
an integrated kickstand. MSRP: $93.11 
(iPad); $69.82 (mini).  
pelicanprogear.ca

5. Eliminate tangled jewellery and  
broken make-up with MagBag. Available in 
three sizes and three colours, its patented 
magnetic liner system holds contents in 
place. $29.95 to $49.95 USD. 
getmagbag.com

  GIFTS   
GEAR
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6. New from SCOTTeVEST, the 
Featherweight Vest for men and 
women maintains the patented  
wiring system and pickpocket-proof 
functionality of the line’s earlier  
designs. Made from ultra-lightweight 
poly material, each one has 14 pockets 
for devices, phones, passports,  
wallets and more. $135 USD. 
SCOTTeVEST.com

7. Neoprene sunglasses case is filled 
with customizable plastic tees and 
Nike® NDX Heat golf balls. Set-up  
(one colour) - $54. Per unit  
pricing as low as $13.94 (144). 
universallinksinc.com

8. Wire Selfie Stick extends to 35.5 
inches and does not require a battery 
or app to use with iPhone.  Adjustable 
phone holder fits all smartphones.  
Use self-timer with Android, Samsung 
and other mobile devices. Set-up  
(one colour/location) - $66.  
Per unit pricing as low as $11.97. 
incrediblenovelties.com

9. Home T unisex hoodie and  
crewneck t-shirt celebrate Canada  
in a modern, stylish way. Available  
in grey only, the hoodie sells for  
$85 and the t-shirt for $38.
orangefish.ca

10. Zoom™ Gridlock Bluetooth  
Keyboard folds up and packs light. 
Aluminum case acts as stand for  
device. Set-up (one colour) - $66.
Per unit pricing as low as $73.17 (100). 
universallinksinc.com
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 @mitucanada    
 #mitucanada

Produced by:

Thank you for making our  
M+IT University events in  
Montreal and Ottawa a success!

Thank you to our fantastic partners

This is the second year in a row that I attended 
and again I was not disappointed. The day 
allowed me the opportunity to make new 
connections, learn about meeting trends and top 
of mind issues. I felt excited and inspired after 
attending the event and felt it was well worth the 
time away from the office. 

~Marianne Fotia
The Conference Board of Canada

After attending the sessions and 
meeting suppliers face to face, I took 
away many GREAT IDEAS and best 
practices that will help me become 
more effective in my day to day work. 

~Marie Klobucar, CMP
Federation of Canadian Municipalities

I enjoyed the quality of the education 
sessions and felt like I gained a number 
of tools and strategies that will not only 
help save me time but will also assist in 
elevating my events. 

~Pippa Rogers
Canadian Association of Police Governance

Calgary and Vancouver planners —
we are coming to you this Fall!

MITU_Thankyou-FPAd.indd   1 2015-05-07   3:35 PMp64-66 Gifts and Gear.indd   66 15-05-13   1:42 PM
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THE INFLUENCE 
AWARDS
NMID Influence Awards are given by MPI 
chapters to people, companies and/or 
organizations that do not work directly 
in the industry but have contributed 
significantly to the success of meetings 
and events. The 2015 winners are:

ATLANTIC CANADA 
Destination Halifax

MONTRÉAL & QUEBEC 
Eve Paré, president – directrice  
générale, Association des hotels  
du grand Montréal

OTTAWA 
National Arts Centre

TORONTO 
Tourism Toronto

MANITOBA 
Canadian Museum for Human Rights

GREATER EDMONTON 
Chateau Lacombe Hotel

GREATER CALGARY
Calgary Stampeder Football Club

BRITISH COLUMBIA
Tourism Vancouver Be A Host Program

2015

This year’s National Meetings Industry Day 
(NMID) offered an exciting array of events 
hosted by Meeting Professionals International 
(MPI) chapters in eight cities across Canada. 
As a national sponsor of NMID, Meetings + 
Incentive Travel and IncentiveWorks staffers 
traveled to seven of the eight cities to experi-
ence these incredible celebrations along with 
planners and suppliers. From Vancouver to 
Halifax, the day delivered inspirational mes-
sages and inspiring moments which we’re 
proud to present here. – Lori Smith, Editor

NMID VANCOUVER
VENUE: Vancouver Convention Centre West
PHOTOS: Jon Benjamin Photography & M+IT Staff
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NMID CALGARY
VENUE: Civic on Third
PHOTOS: M+IT Staff

NMID EDMONTON
VENUE: Northlands Park, Paddock Room
PHOTOS: Sameer Khosla, MPI Edmonton
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NMID TORONTO
VENUE: Metro Toronto Convention Centre
PHOTOS: M+IT Staff

NMID OTTAWA
VENUE: Canadian Museum of Nature
PHOTOS: M+IT Staff
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TEAM TAKEAWAYS
What we learned at NMID 2015…

ROBIN PAISLEY
Managing Director, M+IT/IW
“What’s old is new? A classic 
game can satisfy a number of 
meeting goals if done right. 

MPI Ottawa Chapter’s home-grown version 
of Jeopardy went beyond entertainment. Its 
well thought-out categories and questions 
reinforced NMID facts, engaged the audi-
ence and even gave sponsors recognition.”  

CHRISTINE OTSUKA
Associate Editor, M+IT and  
IW Conference Content Mgr 
@ NMID Vancouver
“Legacy events impact the 

economy and people of host cities, but the 
resulting new infrastructure and exposure can 
cause a boom in meetings business as well.”

STEPHANIE RAPKO
 Event Coordinator, IW 
@ NMID Calgary
“Your network is more than just 
contacts and referrals, it can 

also help you to overcome professional and 
personal challenges.”

STEPHANIE HILTZ
 Event Coordinator, IW
@ NMID Toronto
“The only thing constant is 
change. Planners and sup-

pliers need to evolve quickly and remain 
flexible when learning new technology like 
the ‘uberization’ of the industry and how to 
work within changing budgets to accom-
modate the fluctuating dollar.” 

CORI CANUEL
Senior Account Manager, 
Canada/US, M+IT/IW
@ NMID Edmonton
“Kit Grant pushed attendees 

to think outside of our comfort zones and 
walked us through what needs to be done 
in order to achieve our goals and most im-
portantly reminded us that we should be 
having FUN at every step of the journey and 
if you’re not having fun, then why are you 
still doing it?”  

NMID MONTREAL
VENUE: Omni Mont-Royal Hotel
PHOTOS: NH Photographers Group Ltd.
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2015

next, speaking about the why, 
how and when of effective net-
working. The theme of “why, 
how and when” continued with 
the next presenter, Benoit Des-
cary, who offered efficient web 
and social media strategies. 

Following lunch, “body en-
gineer” Jeremie Fiset demon-
strated ways to sit, stand and 
move while performing daily 
activities. And after the break, 
Daniel Grozdanov, founder of 
marketing firm Imagine360, 
updated attendees on two new 
technologies: virtual reality and 
drones. The day wrapped up 
with a panel discussion on sim-
ple ideas to create remarkable 
events. – LORI SMITH

+WRAPUP

CONVIVIUM 2015
MONTREAL, QC - The 2015 edi-
tion of Convivium, MPI Montreal 
& Quebec’s annual, one-day 
conference, delivered inspiring 
ideas from a slate of engaging 
speakers. 

Held April 17th at the Omni 
Mont-Royal Hotel, the event 
kicked off with a high energy ses-
sion from motivational speaker 
Martin Latulippe, who exhorted 
attendees to “Habitez le mo-
ment!” He was followed by stylist 
Isabelle Gauvin, who shared tips 
on how to transform a 9-5 outfit 
into a 5-9 look—a feat planners 
often have to perform—and the 
best styles for different body 
types. Beatrice Javaudin, presi-
dent of Clientis, took the stage 

NMID HALIFAX
VENUE: World Trade & Convention Centre
PHOTOS: MPI Atlantic Canada
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+SNAPPED

SITE Spring Social

5

MPI BC Education Day

ISES Signature Sasha Event 

1 2

3

6

8

(Left to right) 1. (l-r) Pat Gappmayr, Tourism Kelowna; Amber Hall, Coast Capri Hotel; Chef John Horne, Canoe; Jacqui Dowling, The Cove Lakeside Resort; Heather Robinson, Mission Hill Family 

Estates; Kirsten Harrison, Delta Grand Okanagan Resort and Conference Centre. 2. Margaret O’Sullivan, Canadian Media Guild (left) and Charlene Forde, CMM, Canadian Finance & Leasing 

Association. 3. Kinga Rychalska, Holiday Inn Toronto Int’l Airport; Rennie Colelli, bb blanc; Beth Kawecki, Bram & Bluma Appel Salon; Chris Oliver, bb blanc; Stephanie Rapko, M+IT. 4. Jared 

Goldberg, 5th Element Events and Alex Bickers, Nasco Staffing Solutions. 5. Amna Rather, Lemon Truffle Designs; Margarite Karamitanis, Image by Design Events. 6. Moriah Bacus, Roni Feldman 

& Associates Inc.; Stephanie Hiltz, M+IT; Michele Tkalec and Melika Godarzi, students, Seneca College. SITE Social photos (7-10) courtesy of The Image Commission. 7. (l-r) Leanne Hay, CMP, 

American Express Meetings & Events; John Iannini, Melia Hotels International; Alanna McQuaid, M+IT; and Ron Warner, Melia Hotels International. 8. SITE Social.  9. Grant Lawlor,  Sandals Resort 

and Gina Tsirmpas, Hard Rock Hotels. 10. Chris Carpenter, Edwardian Group London. 11.  (l-r) Scott North, Sony Centre for the Performing Arts; Danielle Lundy, The Fairmont Royal York; and Kathy 

Micallef, Independent Planner. 12. Tina Wakeford, Caesars Windsor (left) and Heidi Wilker, CMP, Blessed Events. 13. Andrew Long, Scavenger Hunt Anywhere (left) and Brian Tripp, Bunnomatic. 

14. Jodi Spivak, CMP, Wynford (left) and Marcelo De Oliveira, The International Centre. 15. Joanne Merrick, Rogers Media Inc. (left) and Sandra Moniz, Meetings + Conventions Calgary. 16. (l-r) 

Theresa Gatto, CMP, Ottawa Tourism; Shirley Chang; and Dawn Guindon, Shaw Centre. 17. Eleonora Leddy (left) and Andrea Bright, Ontario Nurses’ Association. 18. (l-r) Michael Ryan, Lisa Shamai 

Cuisinière; Ken Ryan; and George Dranitsaris, PhD, Augmentium Pharma Consulting.  

Kelowna Event @ Canoe

4

7

9 10
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+AGENDA
JUNE

++ 11 MPI Ottawa Summer Bash &  
Volunteer Appreciation, Hilton  
Garden Inn Ottawa Airport, Ottawa

++ 11 MPI Atlantic Canada Chapter  
Annual Awards Gala, The Westin  
Nova Scotian, Halifax

++ 17 18th Annual MPI Toronto Chapter 
Golf Tournament, Royal Woodbine  
Golf Course, Toronto

++ 18 MPI Montreal & Quebec End of 
Season Event, Venue TBD, Montreal

++ 18 INSPIRE with MPI: Year-End Awards 
Gala, Bow Valley Range – Meadow 
Muse Pavilion, Calgary

++ 18 MPI BC Chapter June Gala,  
Rosewood Hotel Georgia, Vancouver

JULY
++ 15 Site Canada Members Only  
Event, Venue TBD, Toronto

++ 25-29 GBTA Convention 2015,  
Orlando, Florida

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

CAEM - Canadian Association of Exposition Management, GBTA - Global Business Travel Association, MPI – Meeting Professionals International,  
SITE – Society of Incentive Travel Excellence

event spotlight

JUNE
 
 MPI Toronto Education  

Conference (TEC) 2015
MPI Toronto’s annual conference offers 
attendees three days of inspiration, con-
nection and collaboration at the Blue 
Mountain Resort in Collingwood, On-
tario. Its roster of sessions and speak-
ers includes: “Devices Down! Engaging 
Today’s Audiences Differently” delivered 
by Shawna Suckow, CMP; “Collaborate to 
Innovate” presented by Max Valiquette; 
Barbara F. Dunn and Lisa Sommer Dev-
lin speaking on “Contract Negotia-
tion: Understanding, Cooperating and 

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

Closing”; David Barrett explaining “The 
Power of the Plan”; Courtney Stanley on 
“Generation Intervention: Un-conference 
Style”; and “Working Improv for Sales 
Success: Spontaneous Genius” by Kim-
berly Beaune. After hours, attendees can 
enjoy shopping, dining and more at the 
pedestrian Village of Blue Mountain.
mpitoronto.org

 
 CAEM 2015 Annual 

Conference
The Canadian Association of Exposition 
Management (CAEM) is hosting its an-
nual conference at Hilton Lac-Leamy, 
Ottawa-Gatineau, Quebec. Using the 
theme Unleash Your Savoir Faire, or-
ganizers have put together a slate of 
education that includes sessions on 
strategic planning and management; 
customer service; relationship building; 
debunking sales myths; sponsorships; 
and making the most of chaos. An 
executive leadership panel discussion 
will also be presented. caem.ca  

Meetings Industry Euchre Tournament

12

15 17 18

13 14

16
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+FIND

Photo: Viking Ocean Cruises

In an era of mega-cruise ships, 
Viking Cruises has entered the 
market with something com-
pletely different. Viking Star, 
the company’s first ocean-
going liner, set sail from Is-
tanbul on April 11th. Classified 
as a “small ship,” it has 465 
cabins, all with verandas, and 
can accommodate some 930 
guests. Features and amen-
ities include a dramatic three-
story atrium; several fine 
dining restaurants; a piano 
bar; a “thoughtfully-curated” 
library; Nordic-inspired spa; 
yoga area; a main pool with 
retractable roof; and this 
dramatic infinity pool, which 
appears to flow off the ship’s 
stern into the deep, blue sea. 
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LIKE AMSTERDAM, 
OUR SERVICE IS 
NON-STOP 
YEAR-ROUND.
Air Canada is proud to announce year-round service and non-stop fl ights 
to Amsterdam starting June 4, 2015. 

With a choice of daily fl ights in the summer peak schedule, travellers will have 
their option of two classes of seating aboard our Boeing 767. Seating options 
include International Business Class with lie-fl at beds, or Economy Class 
with touch screen TVs at every seat. Book a trip for your clients today.
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meeting type #0001

the Leader
NO MESSING AROUND, THIS MEETING MEANS BUSINESS. 
IN EVERY SENSE OF THE WORD. NO SIDESHOWS OR 
SNEAKERS... ONLY SPREADSHEETS AND STRATEGY. 

WHATEVER YOUR MEETING PERSONALITY...
WHITE OAKS IS YOUR PERFECT MATCH. BRIGHT INTERIORS, COMFY SEATING, ACCLAIMED SERVICE, 
STELLAR DINING AND LUXE ACCOMMODATION ARE JUST A FEW REASONS TO GIVE US A CALL.

WWW.WHITEOAKSRESORT.COM   1.800.263.5766
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