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City of Kelowna, Okanagan Valley, BC

Forget ordinary...
expect extraordinary

Kelowna Quick Facts
10th 

busiest airport in Canada
Non-stop, daily flights from Toronto, 
Vancouver, Calgary, Seattle, and others.

110,000+ 

square feet of
meeting space

 

26+ 

special event
venues

4500+ 

guest rooms
for all budgets

Forget ordinary. Expect extraordinary when you book your next meeting 

or retreat in Kelowna. Imagine your event staged alongside vast vineyards 

or lakeside at a fabulous resort. Our wide range of meeting and incentive 

facilities, complemented by spectacular landscapes, will ensure Kelowna 

exceeds your expectations.

1-800-663-4345 ext. 217  |  meetings@tourismkelowna.com

 #meetKelowna  |   @meetKelowna

18+ golf courses

28+ wineries

2.2+ km boardwalk

2000+ hours of sunshine

Meetings with a
fresh point of view

Summerhill Pyramid Winery organic vineyard 

mailto:meetings@tourismkelowna.com
https://twitter.com/@meetKelowna
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A thrilling off-site 
venue: the key to 
your event’s success

Sidewalk tables at Place D’Youville 
Yves Tessier

1

Three tips to 
choosing an 
off-site location
Tip 1: Set the objectives
Before you start researching locations, 
think about your event’s objectives and 
the audience experience. Does the off-
site event need to be structured with 
presentations? Must it provide moments 
for networking? Is it simply a social 
gathering with food and beverages? Is it 
a tossup between all of these? 

How do you want your attendees to leave 
the off-site? Energized? Relaxed? Im-
pressed that they learnt something new? 
It may sound obvious, but once you hone 
in on these details, you’ll get a much  
better feel for vibe you want to create.

Let’s face it. Everyone expects a predic-
table meeting or exhibit area with the 
same cookie-cutter format and mundane 
fare. You can almost envision attendees 
groaning and rolling their eyes at the 
thought of their next conference. Not 
that again. Attendees want something 
different, something they have not seen 
before. What’s more: they don’t want to be 
cooped up in rooms or tradeshows all day. 
They want to discover the city that they 
are in—and deep down inside, they want 
to do so in the most exotic way possible.

How can you enhance attendee experience?  
It all starts with the off-site venues and 
off-hour activities.

Admittedly, it is not always easy to dream 
up new and exciting. Yet, are you tired 
playing it safe with tradition? Looking 
for an unconventional venue that will 
fascinate event goers—but have no idea 
where to start? You are not alone. We’ve 
compiled some practical and realistic 
tips to help you organize an event with a 
uniquely unexpected experience.

QUÉBEC
CITY,
YOUR 
SUCCESS
MAKES
HISTORY.
QuebecBusinessDestination.com

Tip 2: Never overlook  
the obvious
Be sure to consider the standard requi-
rements of transportation links and fa-
cilities. Just because you want something 
off-beat doesn’t mean you want to overly 
complicate your planning with having to 
deal with more than your share of addi-
tional logistics.

Tip 3: Don’t overestimate the 
cost of unique locations
A word on budget. Unconventional does 
not necessarily equal pricey. You may be 
pleasantly surprised that some of the 
most “out there” venues cost no more 
than a traditional hotel or conference 
facility. It will be up to you to price it out 
and determine whether a traditional or 
eccentric venue will deliver more value 
for your money.

Rated as one of the top 50 
group- and meeting-friendly  
hotels by HotelPlanner.com 
and Meetings.com, Hilton  
Québec is situated in down-
town Québec City, and easily  
accessible to many off-the- 
beaten path venues. Its im- 
pressive facilities, professional  
staff and breathtaking views of  
the city will take your event’s 
success to an entirely new level.

More information: 
hiltonquebec.com 

Top-rated venue in the  
heart of downtown

1

With close to 300,000 square feet 
of versatile, comfortable and  
modern spaces, the Québec City  
Convention Centre offers a  
wide selection of indoor  
venues for every type of event.  
Whether you are looking to 
host a large tradeshow or 
smaller networking gatherings,  
the centre provides award- 
winning services in a warm 
and eco-friendly environment.

More information: 
convention.qc.ca

We’ll help you think 
outside the box
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Ideas to get 
you started: 
Exciting  
off-site venues
Now, get your creative juices flowing, 
turn your brainstorm switch to ON, and 
start searching! 

Québec City, a leading reference in  
business tourism, has helped event planners  
around the world organize some pretty 
exciting off-site activities. To get you 
started, here are some avant-garde ideas 
for planners looking to engage and amaze  
event goers in Québec City.

Historical venues
Bring your attendees on a trip back in 
time by using a historical landmark or 
building. Québec City, by its very nature, 
is steeped in history. Historical venues 
abound! Québec’s National Assembly 
and the National Assembly Library, for 
example, are excellent backdrops for  

sophisticated off-site events. Think 
black-tie suppers, murder mysteries, and 
gastronomical feasts. 

The Salle des Promotions du Séminaire 
de Québec, formerly a pavilion where 
the Université Laval and Séminaire de 
Québec held their graduation ceremonies,  
offers a majestic décor for a cocktail 
hour, concert or private presentation.

Cultural venues
Have attendees immerse themselves in 
local culture by visiting museums, such 
as the Chapelle du Musée de l’Amérique 
francophone and Musée national des 
beaux-arts du Québec. These are great 
opportunities to discover Québec City’s 
perspective on art, historical events and 
famous people. 

The Hôtel-Musée Premières Nations in 
Wendake, an Aboriginal four-star ultra- 
modern boutique hotel and museum,  
gives event goers a close-up look into the 
lives and traditions of the Huron-Wendat  
Nation.

Musée national des beaux-arts  
du Québec 
MNBAQ

Parc de la Chute-Montmorency 
Yves Marcoux

Québec City’s Ice Hotel 
Luc Rousseau

Fontaine de Tourny 
La Maison Simons

2

3

4

5

including ice sculpture workshops or 
an evening of stories and legends by  
the campfire.

The Parc de la Chute-Montmorency, like 
many of Québec City’s other outdoor  
venues, is located only minutes from 
downtown. The park is situated between 
rivers and cliffs, featuring spectacular  
views of Montmorency Falls, the  
St. Lawrence River, Île d’Orleans and the 
city. The English-style manor, which sits 
atop of the falls, offers both outdoor and 
indoor facilities to engross participants 
in a natural environment.

Regardless of the off-site venue you 
choose, with fresh ideas and going off 
the beaten path, attendees are sure to 
view your event as a whole under an  
entirely new light. Really, the only limit is 
your imagination!

Hotel Manoir Victoria has  
redefined urban chic by featuring  
a new contemporary public and  
room decor in perfect harmony  
with its unique European cachet.  
Its top-notch team offers  
attentive service that leaves 
guests gushing. As well as the 
Nordic-inspired cuisine of the 
very popular Chez Boulay- 
bistro boréal for fabulous, yet  
affordable banquets. For happy  
groups of up to 150 people. 

More information: 
manoir-victoria.com

A people-centric  
hotel in the heart  
of Old Quebec

For more information about 
Québec City, please visit:  
QuebecBusinessDestination.com

Religious venues
Your attendees need not be religious to 
enjoy an off-site event in one of Québec’s  
many chapels and churches. One   particularly  
inviting idea: the Monastère des Augustines,  
located in the historic wings of the Hôtel-Dieu  
de Québec monastery,  from which emerged  
the first hospital on the continent north of  
Mexico, the Monastère des Augustines has  
just undergone a $45 million restoration to 
offer an unforgettable setting that promotes  
relaxation and personal connections 
among participants. The monastery offers  
11 multi-functional meeting rooms that 
have absolutely magnificent lighting. 

Outdoor venues
Are your attendees more the adventurous 
types? Québec City’s Hôtel de Glace (Ice  
Hotel) is the epitome of cool. It is made  
entirely of ice and snow, providing an  
enchanting ambiance unlike any other. The 
hotel provides a host of fun activities,  

2 3

4 5

One of the best ways to get to  
Québec City is by train! Sit 
back and relax as you travel 
with VIA Rail. With several 
daily trips, VIA Rail is the ideal  
method of transportation for  
business travellers: comfortable  
seating, free Wi-Fi, cell phone  
use, spacious seating and a 
power outlet at your seat. 
Boost your productivity and 
get the job done as you wind 
your way through Québec 
City’s farms and country 
landscapes. So refreshing!

More information: 
viarail.ca

The ultimate ride
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This is where you discovered you have 
more in common than you thought.
You wouldn’t have guessed it. But you’ll never forget it.

#myphx

MANDAPA, RITZ- 
CARLTON RESERVE™ 
OPENS IN BALI

HOTELS

what's new on

NEWS

WEC COMING 
BACK TO CANADA
Meeting Professionals 

International (MPI) 

will hold the 2019 

edition of its annual 

World Education 

Congress (WEC) in 

Toronto. The city  

last hosted the 

conference in 2002.

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)

“Where would planners be if audio-
visual technologists didn’t spend the 
night before setting up? Where would 
exhibitors be if the show services’ set-
up crew didn’t work all night long?”

Sandy Biback, CMP, CMM
Unconventional Wisdom 
blog, “The Unsung 
Heroes of Events”

BLOG

RENOS

CHELSEA HOTEL COMPLETES 
$12M GUESTROOM RENO

F&B

“Global Meetings 
Industry Day isn’t  
just about creating 
a series of industry 
events. It’s about 
elevating and 
empowering our 
community to  
raise awareness  

of our impact.”

Stuart Taylor
Canada Chapter  
Business Manager
Meeting Professionals  
International

AIR CANADA  
PARTNERS WITH CHEF 
DAVID HAWKSWORTH

QUOTABLE
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Planners! 
The power is in  
your hands.

Vote for your favourite hotel, venue or meeting  

supplier ONLINE now at MeetingsCanada.com

The voting window will be open for only 2 weeks  

so don’t miss this opportunity to reward  

the best in the business!
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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 ellie@newcom.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 

INCENTIVEWORKS

 Event Coordinator  MEGAN MEHLENBACHER
 416.442.5600 x5213 mmehlenbacher@meetingscanada.com

 Event Coordinator STEPHANIE RAPKO
 416.442.5600 x3213 srapko@MeetingsCanada.com

 Senior Event Coordinator SIM FRAYNE
 416.510.6867 sfrayne@meetingscanada.com 

 Event Manager LORI WINCH
 416.442.5600 x3214 lwinch@meetingscanada.com

“Teleportation! The power  
to transport myself anywhere,  

anytime. And the bonus?  
No checked baggage fees.”

“I would like to be invisible while time  
travelling and reading the mind of every  

person I encounter. All the while, 
my cape would be blowing in 
the wind. Gotta look good.”

“To never get sick.”

“Mind reader! So I know what’s 
really going on all the time!

“Time travel.  To go back and  
see all the really cool stuff  
that happened throughout  

the course of history.”

“Time control! I would pause 
time to sleep in every morning 
and fast forward my commute 

to and from work.”

Telepathic Super Ninja Warrior 
Powers. You never know when 

you’ll need them!” 

“Invisibility so I could go wherever I 
wanted to, when I wanted to—without 

fear or make-up.”
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Robert Cialdini, PhD, Rod Cameron, Don Douloff,  
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Planners! 
The power is in  
your hands.

Vote for your favourite hotel, venue or meeting  

supplier ONLINE now at MeetingsCanada.com

The voting window will be open for only 2 weeks  

so don’t miss this opportunity to reward  

the best in the business!
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“Omni-linguistic — so I could 
understand all and any form of 
language — a natural polyglot 

like Santa Claus!”
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contributors

30

“The ability to alter time  
like Dr. Who.”

Contact Les at
LesSelby@aimia.com

“The ability to stretch time—they say 
work expands to fill the time available, 
so why shouldn’t time expand to  
do what needs to be done!”

Contact Rod at
jmic@themeetingsindustry.org

LES SELBY, CMP, CMM
Leadership

ROD CAMERON
Convention File

19 23

“Telepathic projection—this  
means I can not only read minds 
but I can also show the world  
what I see on the night sky.”

Contact Donna at
donna@donnasantos.com

DONNA SANTOS
Hall of Fame

“The ability to fly. Think of  
the airfare I’d save and security 
lineups I’d avoid!

Contact Don at
dondouloff@rogers.com

DON DOULOFF
CuiScene

41

SPEAKERS   CELEBRITY   L&D   DIGITAL

Have the most interesting
conversation of your day.

Call us to discuss the perfect
speaker for your next event.
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MEETINGS AT  
CINEPLEX

Auditorium rentals at  
161 locations across Canada

TOWN HALLS

ROAD SHOWS

SHAREHOLDER MEETINGS

+AGENDA

OCTOBER
++ 13-15  IMEX America 2015, Las Vegas, NV
++ 20  MPI Atlantic Canada Risk  

Management Session, Moncton, NB
++ 22  MPI Ottawa Libation & Learn,  

Ottawa, ON
++ 23  CanSPEP Day and AGM,  

Toronto, ON

NOVEMBER
++ 3  SITE Canada Education Day,  

Toronto, ON
++ 9  MPI Atlantic Canada Risk Manage-

ment Session, Halifax, NS
++ 12  MPI Ottawa Taste & Network,  

Ottawa, ON

FOR MORE INDUSTRY EVENTS, VISIT 
MEETINGSCANADA.COM

CanSPEP – Canadian Society of Professional Event Planners CSAE – Canadian Society of Association Executives MPI – Meeting Professionals International  
PCMA - Professional Convention Management Association SITE – Society for Incentive Travel Excellence

event spotlight

OCTOBER
CSAE National  
Conference & Showcase

Calgary plays host to the 2015 edition 
of the Canadian Society of Association 
Executives’ annual conference. Built 
on the theme of “growth,” the confer-
ence offers a full slate of education, an 
interactive trade show with 150+ booths 
and exceptional networking and social 
events. csae.com

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

NOVEMBER
2015 Canadian Innova-
tion Conference (CIC)

Presented by PCMA Canada East, CIC’s 
goal is to inspire, envision and elevate. This 
year’s event, which is being held in Toronto, 
features education, networking and CSR op-
portunities that do all that and more. Session 
topics include: rethinking content delivery; 
tips on winning more business; creating con-
versations for change; hybrid event strategy; 
today’s project management world; spon-
sorships that work; and more. Opening and 
closing keynotes will be delivered by Chef 
Michael Smith and levity-expert Scott Chris-
topher. pcma.org
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+EDITOR’SCOMMENT

In the past three months, I’ve listened to 
at least two speakers who have made their 
audiences laugh—really laugh. But, when I 
dug into their content, I couldn’t find any 
new takeaways. No doubt both speak-
ers got high marks in their evaluations. I 
know the audience members, pumped full 
of laughter-induced endorphins, left feel-
ing good. I did as well. But I didn’t learn 
anything and, in a way, it didn’t matter be-
cause I still remember the speakers, talk 
about them and the events they appeared 
at. Marketing mission accomplished.

These experiences got me thinking 
about the role of emotion in the decision-
making process and marketing in general. 
In the last issue’s M+IT Talk column, the in-
centive travel specialists I spoke to all said 
that they were happy New Orleans has 
gotten back on its figurative feet after hav-
ing been so viciously knocked down and 
out by Hurricane Katrina. They want the 
city to do well. 

One of them also spoke of the increased 
interest in incentive travel programs to 
Vietnam. He pointed out that a good part 
of that increase was due to the fact that 
the country now had the hotels and resorts 
needed for high-end programs. 

Thinking about the conversation later, I 
wondered if some of the increase in interest 
wasn’t also due to the fact that members 
of the generation that had grown up see-
ing the Vietnam War on the nightly news 

LORI SMITH
EDITOR
lsmith@meetingscanada.com

M+IT EDITORIAL MANDATE Meetings industry and travel publications are often offered free FAM trips, accommodations and gifts. 
M+IT magazine only accepts those that will be featured in the magazine or online through editorial content. Destinations are chosen 
through reader surveys and market research.

MAKE THEM LAUGH, 
MAKE THEM CRY

COMING NEXT ISSUE

were now sitting in C-suites making the 
final decisions on program destinations. 
Maybe they subconsciously felt the need 
for a happier story from Vietnam. Maybe 
the decision was influenced by emotion.

Emotional marketing has been around 
forever. The ability to identify and suc-
cessfully trigger happiness, fear, anger 
and sadness has always separated great 
advertising and PR campaigns from their 
competitors. Today, emotional resonance 
is also what makes a video or Twitter topic 
go viral.

This is the landscape in which you’re 
pitching destinations, developing content 
and marketing your events. True, you al-
ways have to have your numbers in order. 
Budgets have to be met. ROI is essential. 
But you also need to craft messages, hire 
speakers and develop event-related ex-
periences that will evoke emotion. 

A lot of people don’t like to admit it, 
but even in this era of technology and hard 
data, how something makes them feel is 
what really influences their decision to at-
tend an event or buy a product. Emotions 
matter to meetings. 

The winners of our annual Readers’ 
Choice Awards; Don Douloff takes 
CuiScene cross-country; and we ex-
plore how to listen. 

Sign up for our newsletters,  
delivered right to your inbox.

Weekly The top five must-read stories 
of the week, plus industry blogs and 
important dates.

Monthly In case you missed it, we 
recap the most-read industry news  
of the month.

meetingscanada.com/newsletters

STAY IN THE KNOW
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3 500+ EvEnts a yEar
3 $7 M rEnEwal Plan
3  500,000+ ft2 EvEnt vEnuE
3 5,000 frEE Parking sPacEs

internationalcentre.com
6900 Airport Road, Mississauga, ON  
905.677.6131 / tf 1.800.567.1199

Steve Dempsey, Senior Vice President
Diversified Communications Canada

FOR YEARS, DIVERSIFIED HAS COUNTED
ON THE INTERNATIONAL CENTRE TO SAY 
‘YES’ TO BIGGER AND BETTER IDEAS.
Diversified Communications Canada is a respected organization with 
a portfolio of medical and non-medical business events. Key among 
these is Pri-Med Canada (formerly Primary Care Today), held annually 
at The International Centre. “Because of their ideas, experience and 
our great relationship, we continue to create, develop and support 
business communities with our market-leading events.” says Steve 
Dempsey, Senior Vice President at Diversified. “Their apparent inability 
to say ‘no’ to anything we ask of them, mixed with a creative spirit and
a drive to constantly improve everything gives them a distinct competitive 
edge.” At Pri-Med Canada last May, we accommodated 4,000+ attendees 
over 4 days in a 300,000 sq. ft. space with a keynote lecture hall, 
7 additional lecture halls, 7 breakout rooms, a 40,000 sq. ft. restaurant 
and a 30,000 sq. ft. exhibition hall. Looking back on our long relationship 
with Diversified, we’ve witnessed the power of “yes”. Why not call us 
and see for yourself?
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How volunteering 
builds relationships, 

careers and our industry

©Thinkstock

BY LES SELBY, CMP, CMM

+LEADERSHIP
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It has always seemed to me that our professional community must be one of the 
most diverse that exists. The planner community includes corporate, third party, as-
sociation and non-profit planners. Suppliers include hoteliers, audio-visual profes-
sionals, production companies, transportation providers, airlines, restaurants, special 
venues, adult learning specialists, team-building organizers, and all of the other ex-
perts that help make a successful event. The plethora of interests is amazing.  

This industry needs people from all the professional groups to step up and be lead-
ers to ensure that they voice the concerns of their business interests and make a real 
impact. What do I mean by leaders? I mean people who will take prominent roles in 

NEW
LEADERS
NEEDED

p19-26 LeadershipMITtalkConvTwentySomething.indd   19 15-09-18   11:27 AM

http://www.meetingscanada.com


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

big difference in someone’s ca-
reer, and can be personally very 
rewarding. There are also op-
portunities to guest lecture at 
some of the hospitality and M&E 
programs, and sharing your 
knowledge and experience with 
students can be very uplifting.

Just as important, being an 
industry leader (whether in an 
association, being a mentor or 
a teacher), gives you an op-
portunity to positively influence 
your profession and your own 
future. By acting as a leader you 
have an opportunity to share 
your thoughts about where we 
are going and what the M&E 
industry should be doing to 
improve its value in the future.    
Our whole industry improves 
when any of us develop our 
leadership skills and learn how 
to better represent our profes-
sion to business leaders, gov-
ernment, and the public.  

So here is the immediate call 
to action. In the next four weeks, 
look for an opportunity to be-
come a “leader” by serving on 
an association committee, men-
toring a new professional or stu-
dent, writing or speaking about 
the M&E industry, or acting as 
an advisor on some industry 
group. If you put this off, your 
regular routine will continue as 
is and you’ll never find the time.   
Take the leadership plunge—we 
will all benefit. 

professional associations, men-
tor younger practitioners, teach 
classes in colleges and other 
educational institutions, and rep-
resent our industry to all levels 
of government. Some may ask 
how anyone could possibly find 
the time to be focused on any-
thing but their careers and their 
families, and I understand their 
concern. I would argue that vol-
unteering to lead in our industry 
can be both professionally and 
personally rewarding, and might 
lead to greater career and busi-
ness opportunities.

When I first assumed re-
sponsibility for event planning 
for my employer in 1989, there 
were very few educational pro-
grams focused on the meetings 
and events industry in Toronto.  
Most of us learned by on-the-
job experience and from other 
professionals who we were 
lucky enough to get to know.   
Industry associations like Meet-
ing Professionals International 
(MPI) and the Society for In-
centive Travel Excellence (SITE) 
provided the best opportunities 
to meet others who were in the 
same field, and many of those 
associations’ leaders were in-
strumental in developing a level 
of professional competence and 
ensuring that everyone was 
properly informed.

I volunteered for my first 
MPI committee within a month 
of joining that association, and 
was a committee director in 
my third or fourth year. What I 
learned from the members that 
I met was truly career changing, 
and my thanks still goes out to 
people like Duff Shaw, Norm 
Neill, Goldie Bass, Martha Jones  
and numerous others. Those 
people all encouraged me to 
keep learning and to help others, 
and so I served seven years on 
the board of the Toronto Chap-
ter of MPI, becoming president 
in 2000-2001. I volunteered for 

+LEADERSHIP

planners I had served with on an 
MPI committee phoned me and 
told me that a mutual acquaint-
ance had just resigned her pos-
ition and I should phone her and 
ask how to apply for the position.  
That call landed me an interview 
and eventually a great job.

Although technology ad-
vances and roles evolve, I don’t 
think times have really changed 
that much. Yes, there are cer-
tainly more educational pro-
grams that are dedicated to 
preparing people for careers 
in the meetings and incentives 
industry and far more profes-
sional associations focused on 
providing greater opportunities 
for networking and education, 
but it is still a good thing to 
be known as a dedicated pro-
fessional outside of your own 
company. Being a leader in any 
association gives you the op-
portunity to interact with lead-
ing authorities in your field and 
learn from them, establish a 
professional reputation among 
your peers, and develop a net-
work that will provide you with 
years of support. It also gives 
you the opportunity to make 
friendships that can last for 
years. If association leadership 
is not a role you would consider, 
how about volunteering to be a 
mentor for a new industry pro-
fessional or a current student?  
The time you give can make a 

two years on the editorial board 
of The Meeting Professional 
magazine, and that allowed me 
to serve with a number of inter-
national industry leaders.  

I have served on an as-
sociation committee or as a 
board mentor for over 25 years 
now, and am currently a council 
member of the MPI Canadian 
Foundation. Observing all of 
those professionals close up 
made me want to achieve more 
in our industry and I went on to 
earn my CMM among a group 
of incredible planners and sup-
pliers. Yes, volunteering has 
certainly demanded time and a 
certain amount of sacrifice, but 
I have benefited by interacting 
with amazing professionals who 
were often at the forefront of 
their fields.  And all those people 
were willing to share their ex-
pertise and opinions whenever 
asked. I certainly always gained 
a lot more than I ever gave!  And 
being a volunteer leader also 
helped me develop the skills in 
a safe environment that proved 
useful when working with my 
superiors and clients.

If this seems nice but not ne-
cessarily useful, I will give you 
one practical example of how 
this leadership service paid off 
in a big way for me personally. I 
was working for a company that 
terminated all of their Canadian 
management team in one day.  
I was unemployed and started 
looking for a new position in 
the meetings field. One of the 

So here is the immediate  
call to action. In the next four 
weeks, look for an opportunity 
to become a “leader”…

 Les Selby, CMP, CMM is Director of Meetings & Events for  

Aimia’s Channel and Employee Division in Canada. 

http://www.meetingscanada.com


See Meetings in a Whole New Light

Bring your group together, under one roof.
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.

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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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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r e s e a r c h e d 
and documented rather 

than just trotted out as anec-
dotes. And that’s where there’s 
a lot more work to be done.

Many suppliers and organizers 
aren’t even clear on what specific 
outcomes they expect from the 
events they support, let alone how 
to measure the extent to which 
those are actually delivered. But 
in a world where accountability 
is increasingly required in return 
for the investment of time and 
resources that successful events 
demand, the ability to measure 
these kinds of factors more pre-
cisely is now more of an expecta-
tion than an option. 

Finally, it’s clear that this is 
where all parts of the meetings 
equation need to work together 
to achieve the desired result. 
The distinctions between or-
ganizer and supplier are far less 
important than the overall goal 
of documenting and delivering 
the kind of value proposition 
that will ensure the ongoing rel-
evance of meetings as a key ele-
ment in driving global progress 
on many different fronts.   

So let’s start working together 
to become better storytellers. We’ll 
all benefit from the results!  

Rod Cameron is the executive director 

of the Joint Meetings Industry Council, 

www.themeetingsindustry.org

similar events 
in other sub-
ject areas.

This is particularly important 
to two of our most important 
audiences: communities and 
elected officials. As mentioned, 
the former typically want to re-
late things in terms of their own 
interests so things like improved 
medical practices, inward in-
vestment, new job opportun-
ities and overall economic pros-
pects really resonate. 

Politicians, on the other hand, 
best relate to the ways in which 
events support their policy 
agendas, raise profile and gen-
erate non-resident tax revenues 
that help take the pressure off 
their constituents. At the same 
time, they know only too well 
the power of storytelling. It is an 
important element of their own 
strategies—a way of demonstrat-
ing understanding and personal 
affinity with the electorate. So 
both groups are more likely to 
react positively to the industry 
story when it is put in terms of 
what meetings, conventions and 
exhibitions accomplish in grow-
ing community and economic 
value than if they are just pre-
sented with the hard numbers.

But that doesn’t mean there 
isn’t some discipline required. 
In order to be credible, event 
accomplishments must be well 

The meeting value conversation needs a 
compelling narrative as well as numbers

often big investment decisions 
that have to show measureable 
returns. But when it comes to 
illustrating what these events 
actually do in terms of delivering 
desirable outcomes—everything 
from advancing organizational 
and societal objectives, driving 
economic and academic prog-
ress and even profiling a des-
tination in the way locals most 
want it to be seen—it is the 
specific examples that have the 
most impact.

On reflection, it’s not hard 
to see why. Numbers have little 
emotional resonance, and as 
emotional creatures, we re-
spond best to messages we can 
relate to in terms of our own con-
cerns and interests. At the same 
time, there is a lot more flexibil-
ity to be had from being able to 
identify and document a wider 
range of beneficial outcomes 
than simply the financial ones.

This realization has big impli-
cations for how we handle the 
value conversation from here on, 
as reflected in the overall rec-
ommendations arising from the 
conference. There was unani-
mous agreement on a need 
to focus on well-documented 
and creatively-delivered case 
studies that express the value 
of specific event achievements 
and also imply what benefits 
are likely to be achieved by 

BY ROD CAMERON

THE POWER  
OF STORIES
An interesting consensus emerg
ed during an intensive review of 
industry research, data and stra-
tegic communications issues that 
took place at the Joint Meetings 
Industry Council (JMIC) confer-
ence on the value of meetings 
in Paris this past May. The review 
participants concluded that the 
most powerful way to communi-
cate the real impact of meetings, 
conventions and exhibitions may 
be to simply provide good, com-
pelling stories about how these 
kinds of events drive outcomes 
that benefit everyone from par-
ticipants and host destinations 
to society as a whole!

This is more of a departure 
than it may seem. For many 
years we’ve played the num-
bers game, using a range of 
measurements from delegate 
spending and economic im-
pacts to hotel room nights and 
incremental tax revenues. But 
in a world where pretty much 
everyone is constantly bom-
barded with big figures, it is 
the individual examples of how 
a specific gathering brought 
about professional advance-
ments and positive change that 
seem to best capture people’s 
imaginations and demonstrate 
the real value of events.  

There’s no question the num-
bers are important: they provide 
the solid rationale for what are 

http://www.themeetingsindustry.org
http://www.meetingscanada.com
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+HOW TO

INFLUENCING 
OTHERS

BY DR. ROBERT CIALDINI

No matter what your job title, chances are you engage in 
workplace negotiations every day. Whether selling prod-
ucts or services to clients, vying for company resources, or 

simply managing day-to-day workload, being able to successfully 
negotiate with others is essential for success.

At its core, negotiation is really about persuasion—how you 
present your ideas to others in a way that moves them to agree 
with you, to reach a meaningful compromise, or to take action. 
Researchers have identified six fundamental principles of persua-
sion—or influence—that do not involve the merits of the proposal 
but rather the way in which you communicate them. When you 
understand and use these principles ethically, you too can become 
a more effective negotiator.

1 | THE PRINCIPLE OF RECIPROCITY
People tend to give back to others what has been given to them. 
When participating in a conversation or discussion, by providing 
others with attention, information, concessions and respect, you 
will likely receive the same from them in return. In order to maxi-
mize the Principle of Reciprocity in a negotiation, you should be 
the first to “give,” and be sure what you give is personalized and 
unexpected.

2 | THE PRINCIPLE OF SCARCITY
People want what they can’t have. That’s why advertisements that 
promise “Limited Time Only” or “Limited Quantities Available” are 
so effective. In a workplace situation, it’s important to describe 
the unique or otherwise unattainable advantages of any recom-
mendation or offer you make. However, research shows that in 
situations marked with uncertainty, people are more apt to take 
action when they know what they stand to lose, rather than what 
they could possibly gain. Therefore, when negotiating, it’s import-
ant to not only tell people the benefits they’ll gain but also what 
they could lose if they don’t move in your recommended direction.

3 | THE PRINCIPLE OF AUTHORITY
Research shows that people typically follow the lead of those they 
perceive as credible and knowledgeable experts. Unfortunately, 
many people mistakenly assume that others will naturally recog-
nize their expertise. This runs the risk of sabotaging their success. 

For maximum impact, arrange to have a third party communicate 
your expertise. Another option is to provide the person you want 
to influence with articles about your accomplishments, creden-
tials, background and expertise (i.e..LinkedIn profile, bio on web-
site, etc.) before you ever start negotiating.

4 | THE PRINCIPLE OF CONSISTENCY
People feel compelled to be consistent with their prior behaviours, 
opinions, actions or statements. When negotiating, you can acti-
vate the Consistency Principle by recognizing a prior commitment 
and linking it to your current request. If possible, take it a step fur-
ther by getting the commitment in writing; people tend to live up 
to what they write. The more public the commitment, the stronger 
the pull to a related request. 

5 | THE PRINCIPLE OF LIKING
People are more easily influenced by those they like. But what 
makes someone like you? Science tells us there are three import-
ant factors that contribute to likeability: 1) we like people who like 
us (and tell us so); 2) we like people who are similar to us; and 3) 
we like people who cooperate with us toward mutual goals. There-
fore, when negotiating, take the time necessary to locate genuine 
shared interests and points of agreement before delving into your 
idea, proposal or recommendation. In other words, get to know 
people more meaningfully before talking business.

6 | THE PRINCIPLE OF SOCIAL PROOF
People often rely heavily on others for cues on how to think, feel 
and act. Hence, the “proof” of what is correct isn’t grounded in facts 
and statistics but in the social environment. This tendency is strong-
est in situations with uncertainty. To use Social Proof effectively in 
a negotiation situation, rather than trying to demonstrate it your-
self, it’s important first to present testimonials from others who are 
similar to your fellow negotiator. The more similar the testimonial 
providers are, the stronger your case will be perceived. 

 

Robert Cialdini, Ph.D., Professor Emeritus of Psychology and Marketing, is the 

author of the New York Times bestseller, Influence; the founder of Influence at 

Work (IAW®); and a keynote presenter on the ethical business applications of 

the science of influence. www.influenceatwork.com

Six principles of successful 
workplace negotiation

http://www.influenceatwork.com
http://www.meetingscanada.com
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I got my start in the meetings industry when…
I was only a teenager. My mother was always involved in planning 
events for my sports teams and for Girl Guides of Canada; I was by 
her side through every event helping to plan, prepare and produce 
various tournaments, fundraisers, summer camps, along with craft 
and bake sales. As I grew older, I began to help plan events for 
family functions including baby showers, bridal showers, engage-
ment parties and weddings. During this time I found my true pas-
sion, but it wasn’t until 2014 that I decided to follow my heart and 
make it official by launching Double Wing Productions Inc.

The most challenging thing for me when I 
began my career was…
believing in myself and my abilities. At times I would worry that 
what I’m piecing together in my head wouldn’t turn out how I 
envisioned, or I wouldn’t be able to organize all the little details. 
Nevertheless, my best educator is trial and error; which enables 
me to embark on any endeavour with a fresh approach, thereby al-
lowing me to make substantial creative contributions. I am quite the 
radical thinker and feel I am destined to learn things on my own, so 
thorough preparation and solid presentation is essential for me. 

People shouldn’t underestimate me because…
I have an independent, freethinking, and ingenious mind. I am not 
limited by the way others see things, which engenders brilliant 
breakthroughs in my innovative thinking. I am able to harmonize 
apparent opposites and to blend practicality and mysticism; this 
forms a powerful synthesis that enables me to bridge two worlds 
in creative ways. I do well when I trust myself, but stay open to 
feedback and take each project step-by-step. My desire to im-
pact others fuels my passion and my resourcefulness; to witness 
the impact I have on others is my “why power,” this is why I look 
forward to every new event I take on.

I plan to make my mark by…
walking to the beat of a different drum. My ways are uncon-
ventional to the traditional way of doing things which will 
impact this industry in exponential ways. I plan on elevating 
event opportunities, taking the industry beyond previously 
assumed limits, with professional business practices, corporate 
values, integrity, high standards, and great ethics. I look for-
ward to the day I can turn around and be proud of my impact 
on this industry. 

One thing most people don’t know about me…
is that I love to face my fears. It’s thrilling to conquer something 
that normally would’ve held me back. One major example is 
public speaking; since I was a teenager I forced myself to be the 
one to present projects in front of the class. The more I did it, 
the better I became. In my early twenties I began dropping in 
on Toastmaster meetings all over the city, experiencing as many 
as I could before finally joining Jubilee 4104 at the beginning of 
this year. Through becoming a part of this group, I’ve grown as a 
speaker and as a writer. I’m no longer fearful speaking in front of 
groups of people, I’m exhilarated!

In 10 years, I see myself…
successfully operating Double Wing Productions across the 
globe. Making money while bringing more beauty, happiness 
and awareness into the world. I understand that 10 years is a 
long time, however, with strategic planning I know I will get 
there. In two years, I see myself doing business all across Al-
berta. In four years, I plan to take on contracts across Canada. 
I would like Double Wing Productions to be nationwide for a 
few years, then grow to a global scale. I believe this is com-
pletely attainable, so long as I build a solid foundation and 
network here in Alberta. 

+TWENTYSOMETHING

Name: Melissa Lavender

Title: President | Event Manager

Company: Double Wing Productions Inc.

Age: 24

Designation: N/A

Education: Business Administration  
Accounting Diploma,  
Special Events Management

Associations (past and present):  
Toastmasters International

++++++++++++++++++++++++++

++++++++++++++++++++++++++
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+GOOD FOR YOU

Last week one of my colleagues returned from vacation. Relaying the 
events of her time off to our coworkers, she spoke about taking 
her family to someplace remote, where they were surrounded 
by forest and water. The sandy shores along the lake unofficially 
belonged to her and her family—they were the only people for 
miles. We listened intently as she described the natural 
surroundings. I could picture the quiet solitude, the soft 
sounds, feel the breeze, and for a brief moment, I relaxed.  

Getting away from the city, travelling hours by car (or 
canoe), is a pastime most urban dwellers enjoy. In fact, 
most people crave it. If you’ve ever found yourself saying 
you need to “get away” or “spend some time outdoors” 
then you’ll know what I’m talking about. Being outside our 
urban environments can provide a sense of calm and al-
low us to recharge our oft-drained batteries. But why does 
nature provide such powerful restorative effects? Simple—
it demands so little from us. 

Our attention comes in two forms—directed attention 
and involuntary attention. The first allows us to focus on 
demanding tasks such as driving and writing but is quite 
exhausting because we actively have to give these tasks 
our focus in order to complete them. The second is invol-
untary attention, which comes easily and doesn’t require 
much from us at all. 

In his book, Drunk Tank Pink (And Other Unexpected 
Forces That Shape How We Think, Feel, and Behave), au-
thor Adam Alter explains that “nature restores mental 
functioning in the same way that food and water restore 
bodies,” adding that “the business of everyday life—dodg-
ing traffic, making decisions and judgment calls, interact-
ing with strangers—is depleting, and what man-made en-
vironments take away from us, nature gives back.”

“NATURAL” HEALTH
Spending time in the great outdoors isn’t just an easy and  
cost-effective way to escape our busy lives and recharge, 
it also provides recognizable health benefits. Simply 

having access to green spaces such 
as parks and nearby countryside has 
been shown to enhance cognitive 
functioning, reduce stress and 
improve sensory and motor skills in 
both children and adults.

A Spanish study found that green 
spaces within and around city schools 
improved the mental development  
of young children, particularly the de-
velopment of short-term, or working 
memory, and reduced inattentiveness.

Another study, conducted in the UK, 
showed that people who live near green 
spaces have better mental health, and 
the positive effects of living near green 
spaces, surprisingly, continued indefi-
nitely. However, the study, published in 
the Journal of Environmental Science & 
Technology, also showed that people 
relocating to urban areas suffered a de-
cline in mental health.

Not to fear, even if you don’t live 
in the country or near a wooded area, 
studies suggest that simply looking at 
green space helps reduce muscle ten-
sion and blood pressure. 

And it’s not just green spaces that 
have been found to be beneficial. A 
study conducted by a University of 
Minnesota graduate student with a 

Good For 
Your Group
While forest bathing may not be 
on the agenda for your group 
activities, you can certainly do 
what PCMA did and bring the 
outdoors in. After all, merely 
looking at the outdoors has 
proven positive effects on 
the onlookers. In Chicago, for 
PCMA’s annual conference, 
organizers created the PCMA 
park. It was light on the foliage, 
but those wishing to adopt and 
adapt this idea for their event 
could amp up the potted trees 
and plants or choose an atrium 
for their event with the look of 
outdoors, indoors. Not only will 
the view help calm attendees, 
but the chemicals emitted from 
the plants can have the same 
positive effects as taking a stroll 
through the forest. Or if you 
have the flexibility, setting and 
attendee engagement, take your 
group into a park setting. 

Au Naturel
Getting back to nature

BY CHRISTINE OTSUKA
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team in Vancouver found that both green and “blue” spaces (environments with still or 
running water) had a profound impact on the well-being of aging adults. Incorporating 
small features, such as a koi pond or a bench with a view of flowers into seniors’ living 
areas promoted feelings of renewal, restoration and spiritual connectedness. Many of 
the participants overcame barriers due to chronic illness, disability and progressing old 
age to connect regularly with green and blue spaces. 

FOREST BATHING
The Japanese have long known the health benefits of spending prolonged time in 
nature. Since 1982, “forest bathing” (or shinrin-yoku) has been a recognized practice 
endorsed by the Forest Agency of Japan as a means of improving quality of life. Forest 
bathing, much like sunbathing, is not about bathing oneself in water, but rather being 
immersed in a wooded area. The practice is contemplative and similar to meditation, 
where the individual walks through the woods to reconnect with nature and in the 
process decreases stress, elevates mood and strengthens the immune system.

While the practice traditionally lasts a few hours, the health benefits can be felt in 
mere minutes. The results of a study conducted across 24 forests in Japan showed that 
when people strolled in a wooded area, their cortisol levels dropped nearly 16 per cent 
more than when they walked in an urban environment. And it only took 15 minutes for 
the participants’ blood pressure to improve.

Beyond promoting relaxation, forest bathing gives our immune systems a helping 
hand. Scientists have discovered that trees and plants emit chemicals called phyton-
cides, which we inhale when we stroll through the forest. In one study, women who 
spent two to four hours in a forest on two consecutive days saw a nearly 40 per cent 
surge in the activity of cancer-fighting white blood cells. 

The science is so convincing it has prompted other countries to not only study for-
est bathing but promote it as a cure. South Korea is investing $140 million into a new 
National Forest Therapy Center and Finland is funding studies as well.

THIS SIDE OF THE GLOBE
While forest bathing has been practiced for decades in Japan and is so popular nearly 
a quarter of the country’s population partakes, it’s only now starting to take off in the 
Western world. There are several North American groups devoted to the practice and 
formal guide training programs available. Given the abundance of forest and natural 
landscapes in both Canada and the US it seems a natural fit, and it’s something lodges 
or secluded resort properties stand to benefit from. 

But you don’t have to arrange for a stay at a cabin in the middle of nowhere, or live 
in a mild climate to feel the benefits of nature. 

Marc Berman from the University of Toronto’s Rotman Research Institute found 
that when research subjects spent time strolling through an arboretum on a cold win-
ter’s day, even if they didn’t enjoy themselves they still scored higher on short-term 
memory and attention tests. 

So there you have it, nature, in its many forms is downright good for you. And just like 
eating broccoli, you don’t have to like it to reap the benefits—you just have to do it.  

—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

 Choose a trail or route that’s  
not too strenuous

 Leave your cell phone at  
home or switched off

 Walk slowly (this is not an  
endurance hike)

 Stop, sit and take notice of the  
smells and sounds

 Stay in the present moment

 If with others, try to remain  
silent during the walk

 Bring water or herbal tea

Illustrations: Thinkstock

+GOOD FOR YOU

GOOD TO KNOW
TROUT POINT LODGE IN NOVA 
SCOTIA OFFERS FOREST BATHING 
AS PART OF THE RESORT’S 
WELLNESS PROGRAM.

For best results: 
Forest Bathing

03 Golf Vertical_Maquetación 1  03/06/2015  13:03  Página 1
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+ CUISCENE

Photo: Cabaret du Roy, Montreal, QC.

SAMPLING UNIQUE FOOD-
THEMED GROUP ACTIVITIES  

HUNGER GAMESB Y  D O N  D O U L O F F

P
lanners looking for unique food-
themed group activities have a 
multitude of choices. Whether 
groups want to hang out with 
boisterous pirates, channel their 

inner Picasso or dine in complete darkness, 
there are some first-rate options that will 
feed attendees copiously and entertain 
them thoroughly.

Cabaret du Roy, a restaurant in Old Mont-
real, replicates the look and feel of an 18th 
century pirate’s den, complete with wood 

beams, stone floor, stone fireplace and naut-
ical touches galore. The three-hour show is 
highly interactive (and, by all accounts, funny 
and raucous). Male and female actors, colour-
fully garbed as pirates, welcome guests and, 
throughout the show, visit tables, recruiting 
diners for the buccaneers’ next adventure 
(such as joining the crew of Balthazar la 
Moule, an infamous pirate in New France). 
In addition, the “pirates” perform, on a small 
stage, singing sea shanties (work songs that 
were once sung on merchant sailing ships) 

and regaling the room with tales of buried 
treasure, mermaids and sea battles.

Attendees receive “real fake money” 
that they use to play games at onsite ca-
sino tables. The two-level venue, available 
for groups of 20 to 130 people, offers at-
tendees a set menu of three, four or five 
courses themed on the foods of 18th cen-
tury New France or the Caribbean, such as 
creole fritters; jerk chicken or pork; rum-
flambéed shrimp; apple and maple glazed 
pork ribs; and black bean chili.
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+ CUISCENE

Top photo: VinGogh Paint and Sip Studio, Calgary, AB. Bottom photos: Cabaret du Roy, Montreal, QC.

HUNGER GAMES
By design, the show isn’t continuous, to 

allow attendees to have time to themselves, 
said reservations manager Marie-José Hue.

Vin Gogh Paint and Sip Studio, in Cal-
gary, offers a format (eat, paint, sip), avail-
able for groups of up to 42 people, that is 
ideal for corporate parties, team-building 
or client-appreciation events. Typically, 
event groups dine (buffet style) standing 
up or sitting and feasting on such items as 
chicken skewers; crostinis; dips with pita 
chips; cheese and charcuterie; flatbreads 
topped with assorted veggies, cheeses and 
cured meats and dessert.

 Then attendees don aprons, take a seat 
and, using provided art supplies, begin 
painting, using acrylics, which are easy for 
non-painters and beginners; dry fast; and 

can be painted over to fix mistakes, said 
co-owner Brenda Mahoney, who empha-
sized that no painting experience is ne-
cessary. Each group paints from the same 
artwork, chosen from Vin Gogh’s gallery 
of cityscapes, landscapes, still lifes, animal 
portraits, etc. An artist guides the group 
through the painting session, which lasts 
between two and two-and-a-half hours.

 While groups paint, they can enjoy 
a drink. “Wine is our staple beverage of 
choice for ‘paint and sip’; however, we also 
offer craft beers and a variety of coolers 
as well as non-alcoholic drinks,” said Ma-
honey. She adds that although groups typ-
ically eat before taking up the brush, they 
can choose to paint first and then dine.

For a completely different, one-of-a-kind 

dining experience, visit O.Noir, a restaurant 
with branches in Toronto and Montreal 
where patrons eat in total darkness and are 
served by blind wait staff. In 1999, Jorge 
Spielmann, a blind pastor in Zurich, found-
ed dining-in-the-dark, to teach the sighted 
about life in a sightless world.

Prior to arrival at O.Noir Toronto, event 
groups choose their three-course meal 
from the Mediterranean menu—for ex-
ample, pesto chicken breast; grilled cala-
mari and octopus; penne with tomato or 
cream sauce—and on the night they visit, 
are led into the dark dining room by the 
serving staff. O.Noir’s kitchen does all that 
it can, including cutting everything into 
bite-sized pieces, removing shells from 
shrimp, etc., to make dining in inky dark-
ness as easy as possible for sighted guests, 
according to Morgan Midgley, manager of 
the Toronto location. Guests have the op-
tion of using cutlery, but many patrons end 
up using their hands, she said.

For safety reasons, there are exceptions to 
the darkness-only rule. If the fire alarm goes 
off, or if there were a medical emergency, the 
lights would be turned on, said Midgley.

The Toronto location, below the Town Inn 
Suites, on Church Street, seats 140 people, in 
four rooms, and requires a minimum of 120 
for group buyout. The four rooms seat either 
30 or 40 people and require a minimum of 26 
and 36 people, respectively, for groups want-
ing to book each space individually. Typically 
open for dinner, the restaurant opens for 
lunch, but only for groups of 15 or more.

Located on Prince Arthur Street East, the 
Montreal location, which shares no affiliation 
with the Toronto restaurant beyond the name 
and website, seats 90, in two rooms, and will 
consider groups of as few as 75 people for 
buyout, said co-owner Leonardo Nieto.

Dark Table, a dine-in-the-dark restaurant 
located on West 4th Avenue, in Vancouver, 
seats 70 in its single-room eating space.  

Don Douloff is a food and travel  

writer based in Toronto.
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If you have an in-house graphic designer who whips up graphics and marketing ma-
terials in no time flat, count your lucky stars. For the rest of us, there’s Canva. This free 
online tool allows you to create stunning visuals and graphics, from social media posts, 
invitations, post cards, online ads, menus and presentations, using their drag and drop 
system. Simply select a template, upload your own photos or choose from their free or 
low-cost stock images, add filters, change colours and edit text. When you’re finished, 
simply save and download the web- or print-quality files. 

The beauty of Canva is its ease of use. Canva has hundreds of templates to 
choose from that are pre-sized for their intended purpose. What that means is if 
you choose the Facebook cover template or big box template, the design you cre-
ate will be perfectly sized. If you don’t find what you’re looking for in their template 
menu, you can also create your own designs.

The online tool also centralizes everything you need to create professional look-
ing marketing materials. Canva has a stock library of more than 1 million photo-
graphs, graphics and illustrations, and 130 design-driven fonts. Not everything is 
free. Premium elements such as some stock photos 
and more complex templates have a $1 price tag at-
tached, which is incredibly reasonable as far as stock 
photography is concerned.

What’s more, Canva’s recently launched “Design 
School” provides tutorials, a daily blog and workshop 
materials as an added bonus for users. 

To test out Canva’s features, I created the graphics 
at left using Canva’s basic version in just a few minutes. 
I don’t have a lick of graphic design training, so if I can 
do it, I’m sure you can. 

Last month, the company released a pay-to-play 
version called Canva for Work which comes with extra 
features including the ability to create Team Brand Kits, 
which allows you to save your brand’s colours, logos 
and fonts in one place; the ability to create customizable 
templates for your team’s presentations and business 
cards; resizing capabilities so you can easily change a 
Facebook Post into a poster; and a central depository 
for all your images to allow greater team access. 

For most people, Canva’s regular version will do the 
trick. There are enough features to make you wonder 
how this is a free service. 

COST
Canva’s standard 
version is free 
Canva for Work is 
$9.95US/month 
for one year or 
$12.95US on a 
month-to-month 
basis.

WHERE 
TO GET IT
www.canva.com or 
download the 
Canva app to 
your iPad from 
the Apple store

BE 
YOUR 
OWN 
GRAPHIC 
DESIGNER
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BY CHRISTINE OTSUKA

Example 1: Big Box Ad

Example 2: Twitter Cover Photo

Example 3: Event Invitation

Example 4: Social Media Post
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Free WiFi is something of the 
elephant in the room in venue-
producer relationships.

“From a venue perspective, 
the ongoing hot topic over the 
last 18 months is complimentary 
WiFi,” says Trevor Lui, director 
for operations and sustainability 
for The International Centre in 
Mississauga, Ont. “It’s about the 
comparison of what you can get 
in a hotel lobby or a Starbucks or 
a McDonald’s, and why we can’t 
provide that in our show spaces 
for events.”

“Some of the challenges that 
we face in a building like this, 
with a lot of people coming in, as 
you can imagine, is density,” says 
Raiman Dilag, The International 
Centre’s director of technology 
services.  “It’s that big difference 
between [a small-scale venue like 
a coffee shop, which might have a 
dozen users at any one time] and 
coming into a room where you’ve 
got 1,000 people who all need to 
be connected  simultaneously.

“It’s one of the things that 
many venues will shy away from 
because it’s very expensive to be 
able to deliver that. As you can 
imagine, there are several differ-
ent technical bottlenecks along 
the way, from access points all 

+TECHNOLOGY

B Y  D A V E  W E B B

HOW ONE 
CONVENTION 

CENTRE AND CLIENT  
COLLABORATED 

TO CREATE  
WORKABLE  WIFI
CONNNECTIVITY
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the way to what bandwidth you source 
through your internet service provider.”

Steve Dempsey is the senior vice-presi-
dent of the medical group at Diversified 
Communications Canada, a global conference 
and exhibition company with offices worldwide. 
Dempsey is responsible for shows in the medical vertical; his flag-
ship show, Pri-Med Canada (formerly Primary Care Today), at-
tracts 4,000 delegates to The International Centre.

“We’re one of Canada’s largest shows” Dempsey says. “We take 
up about two-thirds of The International Centre,” a 500,000-sq.-
ft. venue with six halls.

“Our keynote theatre seats 4,000 delegates, and like most 
conferences, we ask attendees to complete an evaluation online at 
the end of each session,” Dempsey says. “Over the course of our 
four-day conference we’ll collect somewhere in the neighbour-
hood of 15,000 to 18,000 surveys. 

“Really, the challenge is, what happens when 4,000 people all 
whip out their phone or tablet and try to jump on [the network]? 
And even more so, even if they’re using The International Centre’s 
network … how do they [the conference centre] physically accom-
modate that peak demand in such a relatively small square footage?”

Technologically, for The International Centre, the answer was a 
$300,000 investment in wireless infrastructure. Some 50 access 
points—some with as many as eight radios—dot the rafters. Some 
can be moved on the fly to accommodate changing layouts, says 
Dilag. And more importantly, it’s equipment specifically designed 
for high-density environments by Xirrus Inc., based in Thousand 
Oaks, California.

“I walk around other venues, around colleges, universities, and 
even shopping malls, and I look at what’s in the ceiling, and [what 
I see] may be a major name brand, but oftentimes it’s not the kind 
of equipment that can handle a lot of people at one time,” Dilag 
says. “Many facilities get roped into or enticed by the brand name 
of that equipment, but it doesn’t deliver what they really need, 
which is the ability to handle a lot of people in a small space.”

Delivering full-throttle connectivity on a per-user basis is 
dauntingly expensive, says Lui, and flat fees don’t take into ac-
count whether there’s one user or 500. “It’s generally a much 
higher fee than most clients are willing to pay, and I don’t blame 
them,” he says. The compromise is finding “workable connectiv-
ity,” and collaborating with the client to find a balance of cost and 
connectivity that works for the venue and the producer.

Dempsey explains that in 2013 and 2014, delegates inter-
acted at his conference via a mobile website. “If you went to 
m.primarycaretoday.ca, you could access that website only 
from any device for free,” even though the show manager fund-
ed it, he says. Delegate traffic was routed through a single SSID 
(service set identifier, an alphanumeric code that identifies a 
wireless network) to the Primary Care Today mobile website. 
“There was definitely a learning curve for our delegates, but 
those challenges aside, it really gave us a lot of good insight 

©Thinkstock

into what was the density usage across our 
main lecture hall, trade-show floor, and 
other meeting rooms including the pat-
terns, the peaks and the valleys.

For Pri-Med Canada in May 2015, The 
International Centre and Diversified mod-

eled how many total users to expect, then calculated how many 
would be using the system at its peak. The costing model works 
on a buy-out fee—a bulk rate for the peak number of users—plus 
a per-connection cost if the show goes over that peak.

Meanwhile, they worked together to make sure the connec-
tivity being offered was the right kind of connectivity to prevent 
unnecessary demand.

“I respect that everybody’s got email they have to manage 
because they’re out of the office, and to some extent most 
conferences want to have some kind of social media engage-
ment, because that’s going to help drive engagement and con-
nectivity and all those kinds of good things,” Dempsey says. 
“And naturally, while at the conference, we want them to be en-
gaged through our mobile app or website; those are really my 
WiFi needs as a conference organizer.” Technically, delegates 
are getting free, wide-open Internet access. But unnecessar-
ily high-demand applications, like streaming movies, are better 
served by the user’s data plan. 

“If you try to push it too hard, essentially it’ll cap out, so that 
everybody gets decent bandwidth but nobody gets [the equiva-
lent of an ISP’s high-speed access],” Dempsey says. “If you need 
that, you have to go to your own data plan.”

For 2015, knowing it was going to be able to offer open free 
WiFi, Diversified moved from a mobile website to an HTML 5, 
responsively-designed full website that adapts to any device. Di-
versified runs analytics on the devices and operating systems ac-
cessing the site in order to optimize the code to run as smoothly 
as possible on any device. “Delegates typically attend 20 to 30 
sessions over the course of four days; they might log in 15 or 20 
times, asking speakers questions, posting to social media, filling 
out surveys, making notes, etc. You just don’t want them to bog 
down in anything,” Dempsey says. “That’s part of what we do to 
deliver value to our delegates.”

Lui says he hopes the partnership with Diversified will dispel 
some perceptions about WiFi access at venues. “Between Steve’s 
team and our team we’ve been able to curate and customize pro-
gramming that works for everyone, where everyone makes a bit of 
money, no one is losing money, and the connectivity is accessible 
by all attendees, and it’s workable connectivity,” Lui says.

    “There is an impression out there that those relationships 
don’t exist. Either planners don’t believe that venues can offer 
connectivity that works, or that venues aren’t able to provide 
workable connectivity at a reasonable price. I think we’re here to 
show people there’s a model that works.” 

Dave Webb is a Toronto-based freelance journalist specializing in technology.  
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1 | The Millennials. This gen-
eration is addicted to social 
media, is even more environ-
mentally-conscious than Gen 
Xers, and has high expectations 
of connectivity, interactivity and 
the ability to influence and en-
gage in dialogue. They know 
how to find free WiFi and, even 
in meetings, they expect WiFi to 
be free and fast!

2 | Think Socializing, Not 
Networking. In the past, social-
izing at work was frowned on 
but now it is increasingly seen 
as relationship-building.  Con-
ference venues can encourage 
relaxed socializing by providing 
multi-use spaces for conferees 
to gather together. 

3 | Switch up the Mood! New 
developments in technology al-
low venues and organizers to 
instantly change the look and 
feel of a meeting room with us-
er-controllable LED mood light-
ing, high-tech furniture group-
ings and more.

4 | Geofence Your Confer-
ence. Important advances in 
GPS-based app technology en-
able planners and venues to per-
sonalize a conferee’s welcome 
and offer other location-based 
alert notifications upon arrival. 
For example, a badge is printed 
when the conferee enters the 
geofence (think venue), with 
notification sent via the app to 
the badge printing location. 

5 | Conference Networking 
and Information Exchange. De-
velopments in app-based, two-
way communication mean that 
with user permission, a person’s 
smartphone can easily transmit 
contact information, social media 
profiles, specific meeting room 
access information, meal track-
ing, food preferences, and much 
more. Communication between 
attendees can be enhanced 
with notifications, pictures and 
other information about who’s 
nearby. Instant and targeted 
contact is king today; new tech-
nologies and applications that 
help foster participant engage-
ment and social interaction will 
grow in popularity and usage.

6 | It’s a bird. It’s a plane. It’s 
a drone. There’s been a dramatic 
rise in the use of drones in ex-
treme sports. Now conference or-
ganizers are using this technology 
to capture creative event photos 
and map out the venue for GPS-
integrated conferences. 

7 | Cables’ Days are Num-
bered. The world is getting clos-
er to a single standard for wire-
less charging technology. The 
Wireless Power Consortium, 
which is backed by 200 leading 
companies including Sony, Micro-
soft, Verizon, Samsung and more, 
has put wireless charging points 
in 3,000 hotels and is pushing for 
a single standard. Large scale fur-
niture makers such as IKEA are 
installing standardized wireless 
charging into tables and desks 
they sell. The writing is on the 
wall for venues: attendees (and 
planners) will soon be asking for 
wireless charging points in meet-
ing room tables and guestrooms.

8 | Meet Your Virtual Col-
league. Sometimes it’s just not 

possible to get everybody in the 
same place at the same time. 
Conference venues understand 
this and, in response, are devel-
oping meeting rooms with mul-
tiple ceiling-mounted micro-
phones, quality high-bandwidth 
connectivity and advanced soft-
ware solutions to provide seam-
less integration into the meeting 
for virtual attendees, faculty and 
guest speakers. There’s also an in-
crease in clients wanting to cap-
ture video to send to another 
physical location.

9 | Conference Venues Wel-
come Streetview Technology. 
People tasked with planning 
meetings can’t always con-
duct in-person venue inspec-
tions. As a result, technology is 
fast-evolving using the Google 
Street View concept to provide 
valuable virtual venue tours, 
multiple room images showing 
different meeting layouts and 
even property video footage.

10 | Buying Your Meeting On-
line. More and more clients are 
using the web as their primary tool 
for making purchasing decisions. 
One IACC venue reported that 
70 per cent of all new business 
comes via online search activities 
and they expect that number to 
grow. The venues that will be the 
most successful in capturing this 
business will have websites that 
serve not only as marketing bro-
chures but as the primary tool 
for their clients to plan, book, 
purchase and engage with them 
for their next meeting. 

The International Association of 

Conference Centres (IACC) is the 

only global professional association 

representing small- to medium-sized 

venues focused on meetings, train-

ing courses and conferences.

TODAY’S 
TOP 10 
TECH 
TRENDS

Following extensive  

research among its  

355 members, the  

International Association  

of Conference Centres  

(IACC) has released its  

report on the meeting  

tech trends impacting  

planners and venue  

operators worldwide. 
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1. Withings’ Activité marries a Swiss-
made analog watch with an activity tracker. 
It tracks walking, running, and swimming 
as well as monitoring sleep. Powered by a 
standard watch battery, it connects to iOS 
devices through Bluetooth Low Energy. 
$624.99 on amazon.ca. withings.com

2. CableClip is a collection of multipur-
pose clips that provide a simple solution 
to the problem of cable clutter. Available 
in three sizes: small, medium and large. 
Four-pack of small clips: $17.59 on  
amazon.ca. bluelounge.com 

3. The LaCie Rugged Key USB 3.0 resists 
drops of up to 100 metres. It is available 
in 16GB, 32GB and 64GB capacities and 
features secure AES 256-bit encryption. 
The case is heat-, cold- and water-resistant. 
$35.99 (16GB at bestbuy.ca). lacie.com

4. The Band Wireless Speaker/FM 
Radio features full-colour grill graphics 
and a four-hour replay time. Packaged  
in a two-piece white gift box, it is  
available in red, silver, blue and black. 
$30 per unit (regular); $23 per unit  
(special). sigmapromotions.com

5. The Cheer Selfie Stick’s handle  
extends up to 30 inches and has a cam-
era-activated shutter button. Featuring 
a standard four-colour process branding 
method, a doming option with larger 
imprint area is also available. Per unit 
pricing starts at $15 (50). brandblvd.ca

6. The multi-tasking Triple C Power 
Wallet holds credit cards and cash as 
well as a lightweight high-capacity 
charger for smarphones. It works with 
iPhones 6/5s/5/5C and all micro-USB 
smartphones (Samsung, HTC, LG, etc.). 
Available in a variety of colours and  
patterns. $99.99 orangefish.ca

7. Natural wood grain speaker features 
two three-watt audio channels and 
built-in audio controls. Operating range: 
10 metres. Set-up (one location laser 
engraving): $66. Per unit pricing starts  
at $78.90 (10). universallinksinc.com

  GIFTS   
GEAR
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8. Can’t find your keys? Try Tile, a tiny 
Bluetooth tracker that can be attached, 
stuck or placed inside an item. Download 
the app and ring the lost item like you’d 
call a misplaced phone. Has a 100-foot 
Bluetooth range. Four pack: $70USD. 
thetileapp.com

9. This 6000 mAh pull lantern power 
charger features a bright LED flashlight, 
SOS red LED flashes, and a magnetic 
base. Silicone band trim available in  
13 colours. Set-up (one colour/location 
imprint): $60. Per unit pricing starts  
at $55.64 (12). universallinksinc.com

10. Belkin’s Storage Plus Armband  
holds most smartphones (up to 5.5” 
screen). It features secure compart-
ments; an adjustable strap; and  
accessible headphone jack. Available 
October 2015. MSRP: $39.99-$49.99 
USD. belkin.com

11. Logitech’s new M535 Bluetooth 
Mouse can be used with nearly any 
device. Features include a laser-grade 
optical sensor; tilt wheel; and textured 
rubber grips. MSRP: $39.99 USD. l 
ogitech.com

12. The Flight 4-in-1 Travel Adapter 
is a set of plugs that use the JA/C 
READY Adapter system, a colour-coded 
world adapter system that makes it 
easy to find the right plug in more 
than 150 countries. (Adapters did not 
convert power.) $32.00. orangefish.ca

13. This little battery backup can fully 
charge an iPhone for an additional eight 
hours of talk time. The LED digital power 
indicator confirms how much charge 
remains in the power bank. Also suitable 
for Samsung, Motorola, HTC, Nokia  
and other Android smartphones.  
Pricing starts at $20.58 (24). brandblvd.ca 

14. Bose’s new SoundTrue® Ultra  
In-Ear Headphones reduce noise 
through soft, proprietary seal.  
Available in charcoal and frost.  
MSRP: $149.95 USD. bose.com
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Nominate a peer or yourself for entry into M+IT’s Hall of Fame. 

Learn more at  www.meetingscanada.com/HallOfFame

Now in its seventh year, Meetings + 

Incentive Travel’s Hall of Fame rec-

ognizes planners and suppliers who 

have made—and continue to make—

invaluable contributions to Canada’s 

meetings, events and incentive travel 

industry.  This year the program re-

ceived a record number of nomina-

tions. A lengthy, blind judging pro-

cess narrowed those entries down to 

a field of incredible finalists. The 2015 

inductees were then revealed in a 

special live presentation on the open-

ing day of IncentiveWorks, the coun-

try’s leading industry trade show and 

conference. Honours were given in 

the categories of Industry Planner, 

Industry Mentor, Industry Volunteer, 

Industry Innovator, Rising Star, Indus-

try Builder, The Big Idea and Industry 

Veteran.  On the following pages, we 

turn the spotlight on our eight 2015 

Hall of Fame inductees.

— Lori Smith, Editor
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CATEGORY SPONSOR:

RISING STAR

MARIELLA 
IRIVARREN, CMP
Manager, Event-Based 
Marketing
BMO Financial Group

Mariella is a force. Her 

nominator cited her fantas-

tic optimism and willingness 

to help others. The judges 

noted her laser-like focus in 

achieving her career goals. 

In a few short years, she 

has landed her dream job 

as a corporate planner and 

earned her CMP. The judges 

were also impressed by 

the depth of her industry 

involvement. An enthusiastic 

MPI Toronto member, she 

has sat on many commit-

tees and taken on leadership 

roles. As a result, she gained 

invaluable experience and 

earned the chapter’s 2014 

Planner of the Year Award. 

She says learning never 

stops. She acknowledges 

and thanks her mentors. 

And now, she helps others 

reach their goals. She is  

a true professional and a 

great ambassador. She is  

a rising star.
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CATEGORY SPONSOR:
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INDUSTRY VETERAN

ELLIE MACPHERSON  
Senior Vice-President
SM+i/Strategic Meetings 
+ Incentives

Ellie is a leader in the incen-

tive travel industry. Over the 

course of 35 years, she has 

planned an extensive variety 

of incentive programs, meet-

ings, road shows, special 

events and more in destina-

tions around the world. She 

has experienced every facet 

of the business and met its 

unique challenges with class 

and unfailing professionalism. 

In addition, she is a tireless 

volunteer and mentor. One 

of her nominators cited her 

wealth of knowledge and 

experience, which she shares 

freely. “She has the ability to 

empower the individual,  

provide opportunities to 

learn and grow…and encour-

age the individual to reach 

for the top,” the nominator 

wrote. Another nominator  

put it this way: “If this indus-

try is to grow the next gen-

eration of professionals, we 

need more Ellie MacPhersons 

in the lead.”
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INDUSTRY PLANNER

CHUCK   
SCHOUWERWOU
CMP, CMM
President & Principal
Meeting Planner
ConferSense Planners Inc.

A planner for more than 25 

years, Chuck has organized 

and managed conferences in 

every Canadian province and 

territory except The Yukon. 

His company, ConferSense 

Planners Inc., specializes in 

working with government 

departments, associations, 

universities and private sector 

companies. He also consults in 

the areas of venue contracts, 

revitalizing failing meetings 

and making meetings acces-

sible. Throughout the years, 

he has committed significant 

energy and time to indus-

try associations, serving on 

committees and heading up 

boards. He was instrumental 

in the creation and launch of 

PCMA’s Canadian Innovation 

Conference (CIC), and  

is co-chair of the event. He 

has sparked change and  

given back as much as he  

has received from this  

wonderful industry.
CATEGORY SPONSOR:
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INDUSTRY MENTOR

KRISTA CAMERON
Director of Sales
Destination St. John’s

The fact that a competitor 

nominated Krista as Industry 

Mentor speaks volumes about 

her commitment to helping 

others. She is an equal-oppor-

tunity mentor, enthusiastically 

coaching colleagues, suppli-

ers and planners. She gives 

advice, plots strategies and 

makes invaluable introduc-

tions. She has taken young 

competitors and industry 

newcomers under her wing 

and guided them through 

trade events. She assists in de-

veloping curriculum for tour-

ism and hospitality courses 

at the College of the North 

Atlantic. She is also an advisor 

to St. John’s off-site venues, 

hotels and MC&IT service 

providers on market readi-

ness. Krista says she loves 

mentoring people and takes 

enormous pride in it. Her 

greatest rewards have come 

from helping others through 

rough patches. She says,  

“I haven’t lost anyone yet…  

is there anything better?!”
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INDUSTRY VOLUNTEER

HÉLÈNE MOBERG
Executive Director, Sales
Destination Halifax

Hélène is “incredibly pas-

sionate about our incredible 

industry” and throughout her 

career she has tried to get 

as involved as much as she 

possibly could. As a result, 

she defines volunteerism. 

Currently, she represents 

the MPI Foundation on the 

board of the Business Events 

Industry Coalition of Canada, 

and sits on CanSPEP’s part-

ner advisory council. She is 

vice-chair of the Canadian 

Country Music Association, 

and a member of the board 

of governors for the Rothe-

say Netherwood School in 

New Brunswick. In the past, 

she has served on a multi-

tude of MPI, CAEM, CHMSE 

and CanSPEP committees. 

Outside of the industry, she 

volunteers with Feed Nova 

Scotia, The Children’s Break-

fast Club and Hope Blooms. 

She hopes she inspires oth-

ers to get involved and that 

volunteerism spreads from 

coast-to-coast.
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THE BIG IDEA

TAHIRA ENDEAN, CMP
Producer
BC Innovation Council

Tahira’s Big Idea—the 10 

CE Hour Mobile App Certifi-

cate Program—was devel-

oped during her tenure 

with QuickMobile. Through 

conversations with planners 

she learned that what they 

knew about this increasing-

ly essential tool was vendor-

based. What they didn’t 

have was a broad under-

standing of why and how 

they should use mobile apps. 

“I wanted to create a non-

vendor specific, education-

based offering that mapped 

back to the CMP domains 

of meeting design,”  she 

explains. To do so, she con-

vinced “many people that it 

was the right idea.” She got 

executive buy-in and mul-

tiple stakeholders on board. 

She partnered with Mariela 

McIlwraith, CMM, CMP, to 

build its content, and then 

got the stamp of approval 

for CE credits. The result 

is a win for planners and 

the industry.
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INDUSTRY INNOVATOR

SANDRA WOOD, CMP
Independent Planner 

Sandra is a leader in end-

ing food waste in the 

meetings industry. “The 

solutions already exist,” 

she says. “It’s just a matter 

of connecting planners and 

suppliers to those solutions 

through awareness, educa-

tion and collaboration.” A 

planner for more than 20 

years in the not-for-profit 

sector, she has always 

championed sustainable 

events. In 2013, she learned 

about Montreal-based 

La Tablée des Chefs, an 

organization that connects 

event venues with local 

charities that accept food 

donations. It’s a solution 

and Sandra has used it. 

Since then she has spread 

the word throughout the 

industry. Her nominator 

said that Sandra has made 

a difference by educating 

and leading by example, 

that her work to end food 

waste is inspiring and in-

fectious. It also moves the 

industry forward.
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INDUSTRY BUILDER

MARIELA MCILWRAITH
CMP, CMM, MBA
President
Meeting Change

Mariela checks all the Industry 

Builder boxes. Her nominator 

wrote that she has consistently 

led the industry towards best 

practices. She speaks, teaches 

and writes about meetings, all 

while running her own event-

planning company. She is the 

co-author of Ethics and Corpo-

rate Social Responsibility in the 

Meetings and Events Industry, 

executive editor of the Conven-

tion Industry Council Manual, 

9th Edition, and co-author of 

the just-released Meet Better: 

167 Easy Ways to Make Your 

Events More Environmentally 

and Socially Responsible. Mari-

ela has also developed profes-

sional programs on sustainable 

events, pricing, sponsorship, 

accessibility and event technol-

ogy. Committed to working 

on issues that either hold the 

industry back or propel it for-

ward, she is always looking for 

what’s next in her quest to build 

a better meetings industry.
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CANADA   
UPDATENEW EVENT SPACES, HOTEL OPENINGS, 

RENOS, F&B AND MORE

PHILIP j. CURRIE DINOSAUR MUSEUM, WEMBLEY, AB

LIFE-SIZE DINOSAUR MODEL/SKELETON IN GALLERY OF PHILIP J. CURRIE DINOSAUR MUSEUM

ALBERTA
The Philip J. Currie Dinosaur Museum has opened its doors 
to the public and to planners. Located in the small northern 
Alberta town of Wembley (population 1,383), the $34 million, 
state-of-the-art museum is focused on the biggest creatures 
that ever walked the Earth, particularly in the nearby Wapiti 
Formation ecosystem. Spaces available for rent are: 70-seat 
Aykroyd Family Theatre (as in Dan Aykroyd, who was an 
early champion of the museum); a dedicated meeting room; 
two adaptable classrooms; and the gallery itself. In the latter, 
companies can host cocktail receptions amid life-size skeleton 
models of dinosaurs.  + Legacy Building Solutions and the 

B Y  L O R I  S M I T H
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+CANADA UPDATE

River Cree Resort and Casino have broken 
ground on The Venue, a new concert and 
event centre expected to open this fall. Lo-
cated in Enoch, AB (Edmonton area), the 
multi-purpose centre will be approximately 
30,800 sq. ft. in size. It will have an addi-
tional lean-to for a full bar and additional 
storage. The second-floor mezzanine will 
have box seating. The facility’s maximum 
capacity will be 2,500. It will also feature 
a foyer with an indoor connection to the 
River Cree Resort and Casino. + Home2 
Suites by Hilton® West Edmonton has 
been named an Expedia Insiders’ Se-
lect hotel for 2015. Hotels on the list are 
determined by direct customer feedback 
on expedia.com. Owned and managed 
by SilverBirch Hotels & Resorts, it is the 
brand’s first Canadian property. + Follow-
ing a multimillion-dollar reno, the Calgary 
Marriott Downtown’s meeting space now 
exceeds 10,500 sq. ft. The 16 event rooms 
feature a neutral, contemporary décor, and 
accommodate groups ranging in size up 
to 330. Small meetings can be held in the 
hotel’s boardrooms, which accommodate 
up to 14 people. Private functions can also 
be held in the property’s ONE18 Empire 
Restaurant and Whiskey Bar, or its seasonal 
patio (capacity 400), which overlooks his-
toric Stephen Avenue. In addition, the hotel 
recently received a 3 Green Key Meetings 
rating from Green Key Meetings. This 
award acknowledges the hotel’s advances 
in terms of protecting the environment in 
relation to its meetings and convention fa-
cilities and practices. + Pomeroy Lodging 
LP intends to invest some $26 million over 

the next two years in the renovation and 
transformation of Delta Kananaskis. The 
landmark resort is located an hour’s drive 
from Calgary. Built in 1986 by Canadian 
Pacific Hotels for the 1988 Calgary Olympic 
Games, it has 412 guestrooms; 36,000 
square feet of conference and event space; 
six f&b outlets; health club and spa; and 
retail units. Pomeroy plans to overhaul the 
conference facilities, spa and guestrooms. 
+ Brewster Travel Canada is enhancing 
its flagship attraction, the Banff Gondola. 
The company has started a $26 million re-
development of its upper terminal building, 
which will make it a premier mountaintop 
experience. Brewster has partnered with 
PCL Construction and sister-company 
Global Experience Specialists to design 
and build the new facility. While the 
footprint will remain the same, the existing 
structure will be retrofitted with modern 
amenities including elevated public spaces 
and improved washroom facilities. The 
transformation will also see the addition 
of a 40-seat cinema; an expanded rooftop 
viewing deck with 360 degree views of 
Banff, the Bow Valley and the surrounding 
mountains; a conference space that will 
accommodate groups of up to 150 people; 
and new f&b options. The redevelopment 
is scheduled to ensure minimal disruption 
to wildlife. + Violete Ugarte and Dana 
Andreasen have joined the Meetings + 
Conventions Calgary (MCC) team. Ugarte 
joins MCC as business development man-
ager responsible for the association busi-
ness in Ottawa. Andreasen will take on the 
role of sales and marketing coordinator. 

CALGARY MARRIOTT DOWNTOWN Photo: © CNW Group/Marriott Hotels & Resorts

DELTA KANANASKIS RESORT Photo: Pomeroy Lodging LP

BRITISH COLUMBIA
The DoubleTree by Hilton brand entered 
the Vancouver Island with opening of 
the DoubleTree by Hilton Hotel & Suites 
Victoria in early September. The 181-room 
downtown property, previously the Execu-
tive House Hotel, underwent a multimillion-
dollar renovation that included complete 
redesigns of the lobby, public space and 
guestrooms. Meeting space is scheduled to 
open in 2016 and 2017. + The $360-million 
Trump International Hotel & Tower Van-
couver is scheduled to open in fall 2016. 
The 63-storey structure will be the second 
tallest building in the city. It will feature 
147 guestrooms; 15,000 sq. ft. of meeting 
space; a champagne lounge; and a Mar-a-
Lago Spa. + Parq, a new urban resort ad-
joining BC Place, is also scheduled to open 
in 2016. The $600 million casino complex 
will include two Marriott hotels (total of 
466 rooms and 51 suites), eight restaurants 
and event space. + Michael Drake has 
been named director of sales, Meetings 
and Conventions, for Tourism Vancouver, 
the British Columbia city’s convention and 
visitor bureau. In this senior role, Drake 
will oversee Tourism Vancouver’s efforts in 
international and Canadian meetings and 
conventions sales and service, and take a 
leadership role with the Be a Host program.

SASKATCHEWAN
Temple Hotels completed the previously 
announced sale of The Hotel Saskatch-
ewan in downtown Regina for $38 million, 
subject to customary closing adjust-
ments. Temple acquired the 224-room, 

http://www.meetingscanada.com


p51-55 Canada Update.indd   53 15-09-18   11:31 AM

http://www.calagarystampede.com/venues


+CANADA UPDATE

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

RENOVATED LOBBY OF THE HOLIDAY INN EXPRESS TORONTO-NORTH YORK 

FRONT ENTRANCE OF ICONIC KING EDWARD HOTEL Photo: © CNW Group/Omni King Edward Hotel

full-service hotel for $32.8 million in April 
2014. Formerly flying the Radisson flag, the 
hotel is now part of Marriott’s Autograph 
Collection. It has eight event rooms, the 
largest of which can accommodate up to 
800 people. 

NOVA SCOTIA
The team at the Halifax Convention Cen-
tre (HCC) took home the 2015 Delegate’s 
Choice Award in the International As-
sociation of Convention Centres (AIPC) 
Innovation Awards program. The centre 
was honoured for the launch campaign of 
the nearly-completed facility. “With the 
new Halifax Convention Centre opening in 
2017, we needed to help planners imagine 
their event in a space that they can’t yet 
see, visit or touch,” said Scott Ferguson, 
president and CEO of Trade Centre Lim-
ited, the Crown corporation tasked with 
marketing and selling the centre. “The 
solution was a unique brand and marketing 
campaign that has been engaging planners 
in actually shaping the new facility, from 
the ground up.” The HCC team received the 
award at the AIPC’s annual conference and 
generally assembly, which was held in Bos-
ton, MA, July 5-9, 2015. + Ross Jefferson 
is the new president and chief executive 
officer of Destination Halifax. He has 
over 15 years of management experience, 
including five years as executive director of 
Discover Saint John in New Brunswick. The 
role of president and CEO involves leading 
the development, implementation and 
evaluation of a long term strategy aimed at 

building the economic potential of tourism 
for the Halifax region.

ONTARIO
A $12-million guestroom refurbishment 
at The Chelsea Hotel, Toronto, is now com-
plete. The transformation coincides with 
the hotel’s 40th anniversary. Seven hundred 
and fifty guestrooms and suites—approxi-
mately half of the hotel’s room product—re-
ceived makeovers.  The investment, which 
is the most extensive since 2006, included 
five room types—Chelsea guestrooms, one 
and two bedroom suites, kitchenette suites 
and accessible guestrooms. During the 
refurbishment period, the hotel continued 
to keep sustainability top of mind. All of the 
guestrooms include low flow showerheads 
and toilets as well as energy efficient light 
bulbs. This initiative dovetails with the 
hotel’s Bronze certification with Earth-
Check—an environmental management 
program for the travel and tourism industry. 
Additional refurbishments since 2013 
include the lobby; three restaurants (T|Bar, 
Market Garden and express|o); updated 
meeting and banquet space; and a refresh 
of the hotel exterior (balconies). +  Johanne 
Bélanger is the new president and CEO of 
Tourism Toronto. The former president of 
Freeman Audio Visual Canada took over 
the post on September 1st. “It’s been a 
privilege to be part of Tourism Toronto’s 
Board leadership and I’m truly excited to 
move into a more hands-on role in such a 
rapidly evolving industry,” said Bélanger. 
“We are building on a successful foundation 

and now have the opportunity to connect 
the tourism business to more partners and 
related sectors of the economy and drive 
growth in the years ahead.” + On August 
8th, Sheraton Centre Toronto Hotel re-
ceived Toronto Hydro’s new Customer for 
Conservation designation for its on-going 
proactive energy management and con-
servation efforts. The 1,377-room prop-
erty implemented variable frequency drives 
on its cold water booster pumps and up-
graded lighting with high efficiency bulbs 
and devices. Late last year, it completed a 
$13 million project that replaced all the win-
dows and caulking in the 43-storey Queen 
Tower and 11-storey Richmond Tower. These 
conservation efforts by the hotel team, 
with the encouragement of Toronto Hydro, 
resulted in a total of 725,149 kWh of annual 
electricity savings based on saveONenergy 
program verifications. This is equivalent to 
saving approximately 2,287 trees. Addition-
ally, the Sheraton Centre Toronto Hotel 
received a cheque for $160,590.90 from 
Toronto Hydro. This amount was based 
on incentives offered by saveONenergy 
for implementation of proactive energy 
management and conservation projects. + 
Canada’s largest exhibition and convention 
centre is now named “Enercare Centre” 
(formerly Direct Energy Centre). Following 
the acquisition of Direct Energy’s Ontario 
Home Services business by Enercare Inc., 
the Board of Governors of Exhibition 
Place successfully concluded a multi-year 
naming rights sponsorship agreement to 
re-name the venue Enercare Centre. This 
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$7.5-million naming rights agreement is effective through May 31, 
2026. + The Omni King Edward Hotel unveiled the results of its 
$40 million restoration at a grand re-launch gala on September 9th. 
The restoration included a refresh of its guestrooms, the redesign 
of the front lobby, and upgrades to ballrooms, meeting spaces, 
restaurant and Lobby Bar. + The renovation of the Holiday Inn 
Express Toronto-North York Hotel is now complete. Enhancements 
and additions include a completely-redesigned lobby, Great Room, 
expanded fitness centre and new indoor pool. Premium meeting 
space includes the York Boardroom (capacity: 12) and Downsview 
Room (capacity: 16). A new, modern Business Centre with two work 
stations featuring Lenovo 23̋  all-in-one computers and compli-
mentary Dell Laser Jet printing is located adjacent to the Great 
Room. Guestrooms have been refreshed with new carpeting, wall 
vinyl and complete bathroom upgrades. The overall transformation 
of the hotel was designed to evoke a warm, upscale feel. The colour 
palette, which is used throughout, incorporates shades of pumpkin, 
sage green, brown and gold. Design elements include espresso-col-
oured millwork and white countertops with patterned acrylic inserts. 
Artwork features modern photography of nature-inspired imagery. 
+ Skyline International is committing to a $10-million investment 
in the iconic Deerhurst Resort in Muskoka. The earmarked funds 
will be invested over two years, targeting a complete renovation of 
all Skyline-owned guest rooms, bathrooms and corridors, as well as 
significant upgrades to the Legacy Hall, Compass Lobby Bar, Maple 
Pub, fitness centre, and improvements to the lakeside waterfront. 
“Deerhurst is an iconic brand that has been around for over 100 
years and will be around for the next 100 years,” says Skyline 
International CEO Michael Sneyd. “We understand what this brand 
means to Muskoka and we want to raise people’s expectations of 
what a visit to Deerhurst can entail.”

QUEBEC 
The new-build, 134-room Holiday Inn Express® and Suites 
Vaudreuil-Dorion hotel in Quebec is now open. It has 1,820 sq. 
ft. of meeting space that comfortably accommodates up to 225 
people for a cocktail-style reception. It also has seven suites—each 
of which has a private meeting room that can seat four—and a 
24-hour business centre. The property is owned and managed 
by Hotel M Inc. More than $13 million Cdn was invested into 
the property prior to its opening. + Residence Inn by Marriott 
Montreal Downtown has re-opened following a multimillion-dollar 
renovation. The 210-suite property’s floor-to-ceiling transformation 
included new carpet, floor tiles, wall vinyl, furnishings, appliances, 
technology, artwork and decor. It has one 538-square-foot meet-
ing/event space with a capacity of 40.   
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Memphis is a city that has changed the 
world in many ways, and its influences are 
best represented by a trinity of kings: B.B. 
King, the “King of the Blues”; Elvis Presley, 
the “King of Rock ‘n’ Roll”; and the Reverend 
Martin Luther King, Jr., the civil rights leader 
assassinated while standing on the balcony of 
room 306 at the Lorraine Hotel on Mulberry 
Street. History has proven Memphis to be a 
turbulent, steamy mix of music, culture, pol-
itics and history. As a result, if you are a child 
of the ‘60s, as I am, it is a city that strikes 
an emotional chord. I remember King’s as-
sassination in 1968 and Elvis’s death in ‘77. 
And I was in Memphis this May when the 
news broke that B.B. King had died just a few 
months shy of his 90th birthday.

I was in the city for the CVB’s annual 
BBQ Festival FAM and to learn more about 
what this southern Tennessee city offered 
planners. At the opening party, held at the 
Blues City Café, Cindy Brewer, president 
and CEO of DMC Leo Events, explained that 
Memphis is a unique city of “grit, grind and 
soul,” filled with people not afraid to em-
barrass themselves. “Everything that hap-
pens in Vegas,” she told the group, “started 
in Memphis.”  

After the opening party, the group walked 
over to the World Famous Memphis in May 
BBQ Festival. This annual event is held in Tom 
Lee Park, a 30-acre riverfront green space 
just west of downtown Memphis, which is 
available for event rental. A cornerstone of 
the festival is the World Championship Bar-
beque Cooking Contest, which draws teams 
from Arkansas, Alabama, Tennessee and be-
yond. We were hosted by Porkosaurus BBQ, 
who filled us up with brisket, pork ribs, slaws, 
salad and cold beer. Seated in the open-air 
patio atop the two-storey structure Porko-
saurus erected for the festival, we ate, drank 
and watched the mighty Mississippi flow by. 

The cooking contest experience can 
be recreated for groups, Brewer told me. 
Teams, like the ones competing at the festi-
val, are brought in and have a cook-off. At-
tendees are the judges. It’s an activity that’s 
epicurean and entertaining.

The next day was jam-packed with Mem-
phis experiences and site inspections. On the 
hotel front, we visited the Peabody Memphis, 
The Westin Beale Street and the Sheraton 
Memphis Downtown. The Peabody is an his-
toric hotel, which has been renovated back 
to its former glory. Renowned for its “Duck 
March,” a quirky ritual that draws visitors to 
its lobby at 10:30 every morning, the property 

has 80,000 sq. ft. of flexible meeting space 
that can accommodate groups ranging in size 
from 10 to 2,000. The Westin is modern yin 
to The Peabody’s yang. Conveniently located 
near Beale Street, it has nine meeting rooms 
in a total of 6,768-sq.-ft. of space. 

The Sheraton Memphis Downtown is the 
city’s conference hotel. The 600-room prop-
erty is connected to the Cook Convention 
Center, and its kitchens serve as the cen-
tre’s f&b provider. Last year it completed a 
refresh of all its guestrooms. It was at the 
Sheraton that I saw Elvis. He was younger 
than I thought, maybe four. But he was 
wearing his trademark blue jumpsuit and 
shades and his hair was slicked back. It was 
him. According to his mother, he was on his 
way to Graceland. 

We were on our way to Graceland too. 
After visiting the Memphis Rock ‘n Soul 
Museum, we boarded a Backbeat Tour bus 
and headed to the home of the King. On the 
way, the guide told Elvis stories and seren-
aded us with a selection of the King’s hits. 
Graceland itself is comprised of the man-
sion and its grounds and several properties 
devoted to different aspects of Presley’s life 
(an automobile museum, for example) and 
catering to the millions who visit each year 
(e.g. the Chrome Grille).  All the properties, 
excepting the mansion, can be used for 
events by groups of 50 or more. In Octo-
ber 2016, a new hotel, The Guest House at 
Graceland, is slated to open. It will feature 
450 guestrooms, a 464-seat theatre, two 
restaurants, and extensive meeting and spe-
cial event spaces. 

Our penultimate Memphis experience 
was the Party on the Peabody Roof. On 
Thursday evenings from mid-April through 
to mid-August, the roof of the Peabody is 
the place to be. Great bands combine with 
excellent f&b to make the rooftop party a 
must-do if your group is in Memphis at the 
right time. Bonus: The venue offers a perfect 
view of the sun setting on the Mississippi.

Not surprisingly, our nights ended on 
Beale Street. Drawing more than four million 
visitors a year, the CVB reports that it is the 
most visited attraction in Tennessee. It’s on 
Beale that you find venue after venue serv-
ing up BBQ, blues and rock ‘n roll. It’s “grit, 
grind, and soul,” and a place where people 
are unafraid to embarrass themselves. And 
as the saying goes, what happens on Beale 
Street, stays on Beale Street.  

Lori Smith is editor of Meetings + Incentive Travel.

MEET
Memphis’ largest dedicated  
convention facility is the Cook  
Convention Center. It offers 
300,000 sq. ft. of meeting/ 
exhibition space; a 28,000-sq.-ft. 
ballroom; 125,000-sq.-ft. column-
free exhibit hall; 31 meeting rooms; 
and the 2,100-seat Cannon Center 
for the Performing Arts. 

SLEEP
The Memphis area is home to 
241 hotels providing 22,353 beds. 
Downtown Memphis is served by 
37 properties offering 4,117 rooms. 

EAT
BBQ is big in Memphis. The city  
has approximately 100 barbecue 
restaurants dishing up pork, 
chicken and beef, which is either 
basted with sauce or seasoned 
with dry rub. There are as many 
variations on sauces and rubs as 
there are restaurants. My favourite? 
Couldn’t possibly choose. 

PHOTOS: (Top) American Queen steamboat. Photo: Andrea 

Zucker ©Memphis Convention & Visitors Bureau (MCVB). 

(Second row, l-r) Beale Street at night. Photo: Andrea Zucker 

©MCVB; Memphis ribs with sides. Photo: Justin Fox Burks 

©MCVB; Elvis at The Sheraton. Photo: Lori Smith; Cook Con-

vention Center. Photo: Steve Roberts ©MCVB. (Third row, l-r) 

National Civil Rights Museum. Photo: Brand USA ©MCVB; B.B. 

King’s Blues Club. Photo: Andrea Zucker ©MCVB; Duck March 

at Peabody Hotel, Memphis. Photo: Peabody Memphis ©MCVB; 

International Blues Challenge. Photo: Andrea Zucker ©MCVB. 

(Bottom row, l-r) Memphis neon sign. Photo: Andrea Zucker 

©MCVB; Crafting a Gibson Guitar. Photo: Andrea Zucker 

©MCVB; Porkosaurus BBQ Stand. Photo: Lori Smith. 
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The reasons Megan Napier-Andrews’ client 
picked Nashville for a 50-person, three-
day incentive travel program were straight-
forward. The Tennessee capital was only a 
two-hour flight from Toronto. There was just 
a single hour time difference. And, unlike 
destinations such as Boston and New York, 
it was a place a lot of the potential partici-
pants had not visited on their own. Napier-
Andrews, who is an account manager for 
meetings, events and incentives with Bond 
Brand Loyalty, says that there was some 
push back because a few people thought 
Nashville was only about country music but 
in the end the city exceeded expectations. 
“Nashville is so much more than country 
music,” she says. “It’s got amazing restau-
rants. The dine-around was one of the things 
participants enjoyed the most. And there are 
bands playing rock and roll in a lot of the 
honky-tonks on Broadway. People could go 
from bar to bar, no cover charges, and listen 
to great music. Nashville surprised them.”

I am not a country music fan, and Nash-
ville surprised me. In March, I joined a press 
trip hosted by the Nashville Conventions & 
Visitors Corporation. Our group, which in-
cluded journalists representing USA Today, 
Fodor’s, En Route, The Toronto Star and 
more, were treated to three days of uniquely 
Nashville experiences, with the backdrop of 
the annual Tin Pan South Songwriters Festi-
val. Everything we did can be incorporated 
into an incentive travel or meeting program. 

Two music-related activities stood out. 
The first was a session with Billy Montana, a 
songwriter for Curb Publishing House who 
has penned hits for Garth Brooks, Tim Mc-
Graw and others. Montana explained how 
the Nashville songwriting industry works, 
filling us in on pitch sheets and royalty struc-
tures. He then helped—refereed, really—the 
group’s efforts to come up with a song, 
shaping our disparate ideas and phrases 
into a unified lyric and melody. There was 
heartbreak, U-hauls, missed calls and dogs 
involved. Arguments broke out. After an 
hour and a half, we only had a chorus. I asked 
Montana if we could post it on our respective 
websites. “Sure,” he said, clearly not worried 
about holding on to any rights.

A second excellent adventure happened 
during our visit to the iconic Grand Ole 
Opry, the radio show that made country 
music famous. The Grand Ole Opry House, 
the show’s home since 1974, holds 4,400. 
Our seats were near the back of the first 
level. Just after intermission, a gentleman 

appeared and asked us to come with him. 
It wasn’t until we were out the auditorium 
doors that we learned that we were be-
ing taken backstage for a VIP tour and to 
watch the show. We saw the green rooms. 
We met Larry Gatlin of The Gatlin Brothers 
and members of the Oak Ridge Boys. Then 
we were led into the wings of the stage to 
watch performances by The Whites, Riders 
in the Sky, the Opry Square Dancers and 
more. It didn’t matter that I’m not a country 
music fan. It was a rare opportunity to rub 
shoulders with celebrities and do something 
I was reasonably sure none of my friends or 
colleagues had done. 

But Nashville is, as Napier-Andrews 
points out, about more than music. The trip’s 
welcome cocktail reception was held at The 
Parthenon. The only full-sized reproduction 
of the Greek Parthenon, it houses four fine 
art galleries and Athena by sculptor Alan 
LeQuire, the tallest indoor structure in the 
Western world.  The next evening we had 
cocktails at the Frist Center for the Visual 
Arts, where docent Mancil Ezell commanded 
our attention as he described the history of 
the art-deco former U.S. Post Office build-
ing, which now houses a 24,000-sq.-ft. vis-
ual art exhibition centre and educational fa-
cility. On Saturday morning, we took a mini 
version of Karen-Lee Ryan’s Walk Eat Nash-
ville tour of East Nashville, the city’s hippest, 
up-and-coming neighbourhood.  We made 
f&b-stops at Bongo Java, Fivepoints Pizza, 
Sweet 16th Bakery, Lockeland Table and 
Margot, one of the first fine dining restau-
rants to open in the area. Then we practiced 
some retail therapy at the Idea Hatchery, a 
collection of independent vintage, art, food 
and book shops. 

But every night, the group headed back 
to the honky tonks on Broadway—the 
legendary strip of live music venues that 
has launched a thousand careers and is 
within walking distance of the downtown 
hotels. This is where you find Tootsie’s World 
Famous Orchid Lounge, which counts Charlie 
Pride, Roger Miller, Kris Kristofferson, Willie 
Nelson and others as performers and cus-
tomers. At its farthest end, at the corner of 
1st Avenue and Broadway, is ACME. Once 
the home of Acme Farm Supply, it is now a 
three-storey venue with a honky tonk bar, 
vintage lounge and the best rooftop patio in 
Nashville—a place with the perfect view of all 
that Nashville has to offer.  

Lori Smith is editor of Meetings + Incentive Travel.

MEET
Nashville’s largest dedicated  
convention facilities are the  
two-year-old Music City Centre, 
which has 375,000 sq. ft. of exhibit 
space, 128,000 sq. ft. of meeting 
space, two ballrooms and a  
2,500-seat theatre; and Gaylord 
Opryland® Resort & Convention 
Center (288,999 sq. ft. of  
exhibit space).

SLEEP
The city currently has 26,175  
guestrooms. Nearly 1,400 more 
rooms will be added throughout 
2016 and 2017. New properties 
range from The 404 Hotel, a  
five-room “urban hangout,”  
to the Hyatt Place Nashville  
Downtown, a 255-room,  
13-storey hotel with 3,600 sq. ft.  
of meeting space. 

EAT
Nashville’s innovative chefs are 
serving up every type of cuisine: 
American, Asian, BBQ and more. 
My favourite bite? Sweet 16th 
Bakery’s breakfast sandwich,  
an egg and cheese casserole  
accented with mild green chilis  
and served hot on a freshly- 
baked cheddar biscuit. It is  
simply, achingly delicious. 

PHOTOS: (top row l-r): Jack Daniels’ warehouse. Photo cour-

tesy of Nashville Convention & Visitors Corporation (NCVC); 

Music City Center Grand Ballroom. Photo©Ann Richardson; 

Country music star Keith Urban performing at The Coliseum, 

CMA Music Festival. Photo©John Russell/CMA. (Second row) 

Grand Ole Opry House. Photo©Chris Hollo, Hollo Photography. 

(Third row l-r) Frish Center for the Visual Arts. Photo courtesy 

of NCVC; RCA Studio B. Photo courtesy of NCVC; The Hatchery 

(third floor event space) at ACME. Photo©ACME. (Bottom row 

l-r) Playing guitar at Nashville honky tonk. Photo©Wolf Hoff-

mann; Tootsie’s Orchid Lounge. Photo©Tootsie’s; and exterior 

of The Hermitage Hotel. Photo©The Hermitage.
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DMAI 2015 ANNUAL CONFERENCE 

Destination marketing organization (DMO) 
professionals from around the world left 
the path and blazed a trail at the 2015 Des-
tination Marketing Association Internation-
al (DMAI) Annual Conference.

Held July 14-17 in Austin, Texas, the con-
ference took place at the Austin Convention 
Center, a LEED® Gold building located in the 
heart of the city. There, over the course of 
more than three days, attendees learned, 
networked and celebrated colleagues.

The conference kicked off with a keynote 
presentation by Josh Linkner, the author of 
the New York Times best-seller Disciplined 
Dreaming: A Proven System to Drive Break-
through Creativity. This inspirational talk 
was followed by an opening party at Austin 
City Limits Live at the Moody Theater, one 
of the city’s most renowned venues and 
home to “Austin City Limits,” the longest 
running TV music series in the US.

The next day everyone was back to work, 
attending education sessions that were divid-
ed into three streams: The New Marketplace, 
Destination Branding, and The DMO Business 
Model. Topics covered included maximizing 
attendance, destination storytelling, content 
marketing, building positive office culture, 
perception and place branding, and future-
proofing a destination’s brand. 

Much of the conversation at the confer-
ence centered on building and quantifying 
the value of DMOs (also known as CVBs). 
These discussions were sparked by the 

DMAI’s presentation of phase two of its Des-
tinationNEXT initiative, which was launched 
in 2014, as well as a session devoted to the 
findings of a new room block study. 

The latter landmark research was con-
ducted by Tourism Economics, an Oxford 
Economics Company and jointly-released 
by ASAE: The Center for Association 
Leadership; Center for Exhibition Industry 
Research (CEIR), the Destination & Travel 
Foundation; Meeting Professionals Inter-
national (MPI); and the Professional Con-
vention Management Association (PCMA) 
Education Foundation. It analyzed the 
booking patterns of some 880,000 atten-
dees from 170 US events. 

The study found that on average one of 
every three group nights is booked outside 
the event-contracted room block. Christine 
“Shimo” Shimasaki, managing director of 
empowerMINT.com and Event Impact Cal-
culator at DMAI, explained that the meet-
ings industry traditionally relies on the 
historical room block pick-up as one of the 
most important metrics to value an event. 
“This study proves that the method captures 
only a partial story, and is the first of its kind 
to quantify just how many more overnight 
visitors the meetings industry is continuing 
to drive to destinations,” she said. 

Phase Two of the DestinationNEXT in-
itiative also delivered tools to help DMOs 
up their value quotient. Building on the 
first phase of the project, which provided 

an in-depth analysis of industry trends and 
DMOs of the future, the second phase deliv-
ered an online diagnostic tool DMOs can use 
to self-assess their destination in terms of 
strength of destination (current market pos-
ition, brand power, airlift, infrastructure, etc.) 
and level of community support and engage-
ment (political support, community under-
standing of impact of tourism and meetings, 
potential membership satisfaction). 

Phase Two’s second deliverable is a 
handbook of DMO practices from around 
the world. Divided into Core (important 
but common practices), Best (practices 
that show superior marketplace and/or 
community result) and Next (new and 
innovative practices/ideas that could be 
transformative for DMOs and destina-
tions), the handbook serves as an evalua-
tion tool as well as a guide book. 

The 2016 edition of the DMAI Annual Con-
ference will be held July 31, 2016 to August 3, 
2016 in Minneapolis, MN.  —LORI SMITH

(Above left) DMO professionals partied the night away at the Moody Theater, one of the city’s most renowned venues and home of Austin City Limits, the 
longest running TV music series in US history.  (Above right) A live band got toes tapping at the opening general session. (Right) Michael Gehrisch, DMAI 
president and CEO. (ALL PHOTOS: CHUCK FAZIO)
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CONVENTIONSsaskatoon.com
Toll Free: 1.800.567.2444  |  exploreYXE.com

Host your next conference in Saskatoon and 
enjoy the endless possibilities it has to offer. A true 
economic, scientific and cultural hub, Saskatoon has 
hosted hundreds of festivals, trade shows, events and 
conferences for visitors from around the globe.

Tourism Saskatoon provides services to convention 
planners worldwide and support from start to finish  
to ensure your event is a success.

ENDLESSOpportuni ty

+WRAPUPS

The Canadian Society of Professional 
Event Planners (CanSPEP) launched a new 
one-day conference this summer. 

The Event Business Blueprint Confer-
ence was held Monday, August 17th at the 
InterContinental Toronto Centre. Created 
for aspiring and new business owners, it 
drew 18 participants eager to learn how to 
get an event company off the ground and 
running smoothly and successfully. 

The conference’s curriculum was de-
livered by a faculty of event and business 
experts. Shawna Suckow, CMP, who is a 
speaker and author as well as the founder/
chairman of the Senior Planners’ Industry 
Network (SPIN), explained how to deter-
mine an ideal client, define a business, 

uncover niche opportunities 
and create a unique selling 
proposition. She also led a ses-
sion on pairing technology with 
event needs. Plan2Profit.ca 
business plan writer Paul Mor-
gan detailed what lenders look 
for in a business plan and shared resour-
ces attendees could use to build their first 
business plan. 

Attendees also learned about the power 
of an entrepreneurial mindset from stra-
tegic consultant Fahrin Kermally, MBA, who 
outlined how to work through the challen-
ges of starting a business. A panel of indus-
try experts filled in the business-building 
nuts and bolts in “Getting Organized: Do 

CANSPEP BUSINESS
BLUEPRINT CONFERENCE

Attendees and speakers at CanSPEP’s inaugural Event Business Blueprint Conference.

the Right Things Now for Better Results,” 
which covered business structure, registra-
tion, bank accounts, licensing, taxes, insur-
ance, contracts and more. 

The day’s education was rounded out by 
a campfire chat on ethical branding led by 
meetings veteran Sandy Biback, CMP, CMM, 
of Imagination+ Planners Inc. and Doreen 
Ashton Wagner, chief strategist and man-
aging director of Greenfield Services Inc.
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MPI WORLD EDUCATION CONGRESS 2015 

Northern California saw an influx of meet-
ing professionals for four days in August 
for MPI’s annual World Education Congress 
(WEC). About 2,500 attendees passed 
through the doors of San Francisco’s 
Moscone Centre West for this year’s confer-
ence, a 25 per cent increase in attendance 
over last year in Minneapolis. About 80 per 
cent were MPI members and that number 
was split 50/50 among planners and suppli-
ers. MPI’s COO Paul Van Deventer attributed 
the recent increase in planner attendance to 
Millennials, who research shows put a strong 
emphasis on professional development.

The event kicked off with a spectacular 
opening reception at Pier 48 where guests 
were entertained with street performers, aer-
ial dancers, live music and plenty of network-
ing. Education took a front seat, as always, 
with 140 education sessions delivered over 
three days, plus keynotes. Standouts include 
James Curleigh, the executive vice-president 
of Levi’s, a 142-year-old brand, and Liz Mur-
ray who shared her impassioned story of how 
she went from homeless to Harvard. This 
year we saw a new twist on the Flashpoint 
concept MPI has been using for years. Sure, 
we saw three random speakers do 15-minute 
presentations, much like a speaker showcase, 
but we also saw a flashpoint assembly on a 
specific theme—the sharing economy. Not 

only was this an effective use of 45 minutes, 
but by theming the assembly it elevated the 
experience and added the missing educa-
tional component that conference attendees 
crave—a much appreciated update.

Other interesting ideas included sunrise 
sessions for early risers who didn’t spend all 
night dancing at MPI Foundation fundraisers 
The Big Deal or Rendez-Vous. In these early 
morning sessions, attendees could partake in 
yoga or photography classes and get to know 
people that way. Puppy cuddling was back, by 
popular demand, as was the WEC commun-
ity project. This year attendees assembled 
3,600+ welcome kits, which will be given to 
patients (including infants, toddlers, young 
kids, teens and new moms) at the UCSF Ben-
ioff Children’s Hospital in San Francisco.

The ever popular MPI Hosted Buyer Pro-
gram remained healthy with 264 planners 
and 186 suppliers totaling 450 participants 
overall (a slight increase over last year). And 
Van Deventer was adamant the program 
would remain this size moving forward. 

In addition, MPI Foundation raised more 
than $270,000 exceeding the $170,000 raised 
during WEC last year. Another $200,000 was 
raised at the President’s Dinner, which will be 
used to enhance the platforms and content 
of education delivered by MPI to the entire 
meeting and event community. 

The event came to a close outside San 
Francisco’s enviable city hall building, where 
the street was transformed into an airport 
runway. Inside the gates, food trucks, Chi-
nese dragon dancers, a Ferris wheel, silent 
disco, live music and more awaited. 

As for upcoming years, the timing of 
MPI’s WEC is about to change. In response 
to planner feedback, MPI announced that 
future conferences will be held in June or 
July as opposed to August. WEC 2016 will 
take place June 11-14 at the Harrah’s Atlan-
tic City Waterfront Conference Center in 
Atlantic City. Future dates and locations 
include Las Vegas, July 9-12, 2017; followed 
by Indianapolis, June 2-5, 2018 and Toron-
to, June 11-14, 2019. —CHRISTINE OTSUKA

Above: Excited attendees flood into the general session at Moscone Centre West in San Francisco. (Photo: Orange Photography) At right: MPI’s chief operating 
officer Paul Van Deventer welcomes attendees to the conference and shares what MPI has been working on. (Photo: Orange Photography)
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STAND OUT.

really shines, and when you plan with 
Toronto your event will, too. We have 
all of the tools and resources you need 
for success and our expert team will 
go above and beyond, working with 
you and our outstanding members to 
help fi nd you the perfect venues and 
accommodations – and the nightlife, 
attractions and cuisine that can give 
your event the perfect polish. 

We take pride in our unparalleled 
Signature Service, and we’ve been 
catching the eyes of all the right people. 

TORONTO

WHERE DO YOU STAND?

SeeTorontoNow.com

Tourism Toronto is a proud supporter 
of the M&IT Hall of Fame Awards.

Toronto International Film Festival

http://www.seetorontonow.com
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THE SHOW’S HOSTED BUYERS  
PROGRAM DREW PLANNERS 
FROM CANADA AND THE US. 

From Canada Rocks to the 

Closing Party, IncentiveWorks™ 

2015 connected the Canadian 

business events community. 

Between the parties, at-

tendees enjoyed world-class 

education, gaining career-

building insights along with 

CE credits. On the trade-show 

floor they got to travel the 

world without leaving Toronto. 

This year’s exhibitor roster 

included destinations, DMCs, 

hoteliers and other event 

suppliers from Canada, the US 

and abroad. Before and after 

meetings, they received free 

advice in the Coaching Corner 

and Knowledge Pods; learned 

about the latest technology 

in the Discovery District; and 

relaxed in the show’s new 

Wellness Lounge. Two days, 15 

sessions and 700+ exhibitors: 

it all added up to unlimited 

connections. 
~ Lori Smith, Editor

™
2015

AUGUST 18 + 19, 2015 | METRO TORONTO CONVENTION CENTRE
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EIGHT MORE INDUSTRY STARS WERE 
WELCOMED INTO THE HALL OF FAME AT  
ASPECIAL LIVE PRESENTATION ON THE 

OPENING DAY OF THE SHOW.

HALL OF FAME
 MEMBERS  
GATHERED 

AT THE HILTON 
TORONTO FOR 
THE ANNUAL 

INDUCTEE 
DINNER.

http://www.meetingscanada.com
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KEYNOTE SPEAKERS SCOTT 
STRATTEN AND PAMELA MEYER 

SHARED HOW TO “UNSELL” 
AND SPOT LIARS. 

NEARLY 850 EVENT 
PROS EXCHANGED IDEAS 

IN THE CONFERENCE’S 
15 SESSIONS.

http://www.meetingscanada.com
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A GLOBAL GROUP OF EXHIBITORS,  
PLANNERS, ON-FLOOR EDUCATION,  

ENTERTAINMENT, IDEAS  
AND TASTY TREATS.

ATTENDEES  
FOUND NOW AND  
ZEN ON THE SHOW  

FLOOR IN THE TECH- 
CENTERED DISCOVERY 

DISTRICT AND NEW 
WELLNESS LOUNGE.

http://www.meetingscanada.com


Award Winning Events since 1996

http://www.fosdecor.com
mailto:info@fosdecor.com
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 HELD AT SPICE ROUTE AND SPONSORED BY  
DESTINATION HALIFAX AND HALIFAX CONVENTION  

CENTRE, THE CLOSING PARTY WAS THE PERFECT END  
TO A SUCCESSFUL INCENTIVEWORKS 2015!

DON’T MISS INCENTIVEWORKS 2016!  
AUGUST 16 + 17, 2016 TORONTO, ONTARIO  

MEETINGSCANADA.COM/INCENTIVEWORKS

http://www.meetingscanada.com
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New York & Company Party

PARTNER + 
SUPPLIER 
EVENTS

™

+SNAPPED

Banff-Lake Louise Tourism Party

Santa Barbara & Santa Monica Sip n’ Spa Event
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Strategic Site Selection Party

Hilton Worldwide Party

Starwood Hotels & Resorts Party

A
ll SITE Canada G

olf photos courtesy of The Im
age Com

m
ission.

SITE Canada 7th Annual Golf Tournament

http://www.meetingscanada.com
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MPI Foundation’s 10th Anniversary Canada Rocks

All Canada Rocks photos courtesy of The Image Commission.
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©2015 Hilton Worldwide

Connect+ by Hilton

PREMIER DESTINATIONS • HILTON ELEVATED DISCUSSIONS
IDEA NETWORK • SPECIAL GROUP OFFERS

When people connect in meaningful ways, anything 
is possible. Which is why Connect+ gives you access to 
more than 100 premier destination hotels with sweeping 
spaces, and fresh ideas and solutions for seamless staging. 
So discover what’s possible for your next event 
at hiltonworldwide.com/connectplus.

SPACE TO STRETCH 
YOUR MIND

hiltonworldwide.com/connectplus

http://www.hiltonworldwide.com/connectplus
http://www.hiltonworldwide.com/connectplus
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