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

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

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

CONNECTICUT
Foxwoods Resort Casino
Mohegan Sun

FLORIDA
Fontainebleau
InterContinental Miami
Loews Don CeSar Hotel
Loews Miami Beach Hotel

MARYLAND
Loews Annapolis Hotel 
Royal Sonesta Harbor Court    
  Baltimore 

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

MICHIGAN
Amway Grand Plaza
MGM Grand Detroit 

MINNESOTA
Loews Minneapolis Hotel 

MISSISSIPPI
Beau Rivage Resort & Casino 

MISSOURI
Hotel Sorella 
  Country Club Plaza 
The Chase Park Plaza 

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

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

NORTH CAROLINA
Pinehurst Resort
The Carolina Inn

PENNSYLVANIA 
Loews Philadelphia Hotel

North American 
Portfolio 
Outside the USA

ANTIGUA
Sandals Grand Antigua Resort & Spa 

BAHAMAS
Atlantis Paradise Island*
Sandals Emerald Bay
Sandals Royal Bahamian

BARBADOS
Sandals Barbados 

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

CANADA
Loews Hotel Vogue Montréal
Pan Pacifi c Vancouver

CURAÇAO
Santa Barbara Beach & 
  Golf Resort 

DOMINICAN  REPUBLIC
Paradisus Palma Real Resort
Paradisus Punta Cana Resort 

GRENADA
Sandals LaSource Grenada 
  Resort & Spa

JAMAICA
Half Moon
Sandals Ochi Beach Resort 
Sandals Royal Plantation
Sandals Whitehouse 
  European Village & Spa 

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

PANAMA
Westin Playa Bonita* 

ST. LUCIA
Sandals Grand St. Lucian

TURKS & CAICOS
Beaches Turks & Caicos 
  Resort Villages & Spa

PUERTO RICO
Condado Vanderbilt Hotel
Gran Meliá Golf Resort 

SOUTH CAROLINA 
Belmond Charleston Place Hotel
Montage Palmetto Bluff
Sonesta Resort Hilton Head Island 

TENNESSEE 
Loews Vanderbilt Hotel
The Peabody Hotel Memphis 

TEXAS 
AT&T Executive Education 
  and Conference Center
Hotel Sorella CITYCENTRE
Hotel Valencia Riverwalk
InterContinental Dallas
La Cantera Hill Country Resort
Royal Sonesta Houston
The Adolphus
The Houstonian Hotel, Club & Spa

UTAH
Little America Hotel
Montage Deer Valley 
The Grand America Hotel

VERMONT
Stowe Mountain Lodge 

VIRGINIA
Colonial Williamsburg Hotels 
Lansdowne Resort
Salamander Resort & Spa 

WASHINGTON
Motif Seattle
Pan Pacifi c Hotel Seattle

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

WEST VIRGINIA
The Greenbrier 

WISCONSIN
The American Club Resort

FLORIDA  (con’t) 
Loews Portofi no Bay Hotel
  at Universal Orlando®

Loews Royal Pacifi c
  at Universal Orlando® 

Loews Sapphire Falls Resort
  at Universal Orlando®

Naples Grande Beach Resort 
Ocean Reef Club 
One Ocean Resort & Spa 
PGA National Resort & Spa
Ponte Vedra Inn & Club 
Ponte Vedra Lodge & Club
Rosen Shingle Creek
Saddlebrook Resort
Sonesta Fort Lauderdale Beach
Streamsong Resort
The Biltmore
The Breakers
The Henderson 
The Naples Beach Hotel & 
  Golf Club
Trump National Doral Miami
Villas of Grand Cypress

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

HAWAII
Halekulani On the Beach 
  at Waikiki 
Mauna Lani Bay Hotel & Bungalows
The MODERN Honolulu
Turtle Bay Resort 

IDAHO
Sun Valley Resort
The Coeur d’Alene

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

LOUISIANA
Hotel Monteleone 
Loews New Orleans Hotel
Royal Sonesta New Orleans

ALHI’s Distinctive Luxury Portfolio

Celebrating 30 years of Global Sales Service

Associated Luxury Hotels International (ALHI) is a Global Sales Organization providing authorized, 
professional sales assistance for planning your incentive travel programs. ALHI is dues-funded and serves as 

a regional extension for an unrivaled luxury-level portfolio of more than 250 distinctive hotels and resorts 
in 45 nations; plus luxury cruise ships and DMC service providers for successful group programs worldwide. 

ALHI stands prepared to support your needs with valuable one-call global access and knowledgable, 
proven sales support for authentic experiences around the globe!

Visit ALHI.com • Luxury Group Desk. 866-303-2544

Distinctive properties. 
Authentic experiences. 

Proven service. 

Global Hotel Portfolio Destinations & Alliance Members
Bangkok 
Beijing 
Berlin
Budapest
Delhi
Dubai 
Estepona
Frankfurt
Geneva

Hamburg
Istanbul  
Paris
Sanja 
Shanghai
Shenzhen
St. Moritz
Vienna
Many more

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

USA Portfolio
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AUGUST 16+17, 2016
Metro Toronto Convention Centre

APPLICATIONS OPEN 
FEBRUARY 24, 2016

Hosted Buyers receive:

• Transportation to/from Toronto   
 plus four nights accommodation
 
• Full access to all IncentiveWorks  
 education that will broaden   
 your skill set and increase your   
 industry knowledge while   
 earning CE credits

• Exclusive access to private   
 events 

• Three full days of networking   
 with  suppliers, colleagues and   
 industry peers

Education • Networking 
             • Career Development  

Unlock these 
KEYS TO SUCCESS 

by becoming a part of 
the IncentiveWorks 

HOSTED BUYER PROGRAM

meetingscanada.com/incentiveworks
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Go beyond convention.

Interested in Meeting in Scottsdale? “Site See” and Fly Free! 

Fly free on us to experience a customized site inspection and you’ll see first-hand all  
the award-winning resorts, outstanding meeting facilities and world-class amenities 
that consistently make Scottsdale one of the top U.S. meetings destinations.  
Customized. Time-efficient. With free air. Visit FlyFreeonUs.com for conditions  
and details.

FlyFreeonUs.com  800.782.1117

CVB 14-462.Meetings Incentive Travel Ad.F.indd   1 1/9/15   1:24 PM

what's new on

Listen in on the conversation or better 
yet, join in! Follow us on Twitter for the 
latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  
from other planners and suppliers or react 
to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

NEW MUSÉE DES BEAUX-ARTS DU QUÉBEC 
PAVILION TO OPEN IN 2016

UNIQUE VENUES
NEWS

BEICC  
ANNOUNCES  
CEIS 4.0
Research for the  

fourth edition of the 

Canadian Economic 

Impact Study (CEIS)  

will begin this year, 

reports the Business 

Events Industry  

Coalition of Canada.  

The study gathers  

data on the economic 

contribution of  

business events.

“In a world that provides almost 
unlimited information online, we 
human beings still crave one-to-one 
and small group  interaction.”

BLOG

DELTA BURNABY SUITE  
RENO COMPLETE

DESTINATIONS

PALM SPRINGS,  
CA UPDATE

Les Selby, CMP, CMM
“Industry Insider:  
What I learned  
in 2015”

“Food waste is a 
complex issue and 
not easily resolved 
but we can make 
a difference. It 
starts with taking 
responsibility for  
the problem.”

Sandra Wood, CMP
Leadership:  
Ending Food Waste
Meetings + Incentive Travel
November.December 2015

QUOTABLE

HOTELS

p05-10 WhatsOn_Masthead_Ed_Contributors.indd   6 16-02-01   1:18 PM

http://www.meetingscanada.com
http://www.meetingscanada.com


Go beyond convention.

Interested in Meeting in Scottsdale? “Site See” and Fly Free! 

Fly free on us to experience a customized site inspection and you’ll see first-hand all  
the award-winning resorts, outstanding meeting facilities and world-class amenities 
that consistently make Scottsdale one of the top U.S. meetings destinations.  
Customized. Time-efficient. With free air. Visit FlyFreeonUs.com for conditions  
and details.

FlyFreeonUs.com  800.782.1117

CVB 14-462.Meetings Incentive Travel Ad.F.indd   1 1/9/15   1:24 PM

p05-10 WhatsOn_Masthead_Ed_Contributors.indd   7 16-02-01   1:18 PM

http://www.flyfreeonus.com


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

 Managing Director  ROBIN PAISLEY
 416.510.5141 rpaisley@meetingscanada.com

EDITORIAL

 Editor LORI SMITH, CIS
 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 

 Advertising and  MARK KELLY
 Marketing Consultant mkelly@meetingscanada.com
 416.510.5199 

INCENTIVEWORKS

 Event Coordinator STEPHANIE RAPKO, CMP
 416.442.5600 x3213 srapko@MeetingsCanada.com

 Senior Event Coordinator SIM FRAYNE
 416.510.6867 sfrayne@meetingscanada.com 

“A Place to Call Home tv series. 
I can’t wait for each new episode.  

Sitting in my favourite spot and turning  
on the tv and turning off the  

world for an hour. Bliss!” 
“I couldn’t live without  

PopSugar Class Fitsugar Videos  
especially classes by Anna Renderer.  

She has great energy! 

“A healthy dose of close friends  
and family.  Always there when you 

need a hand or a laugh!”

“Reading at night before I fall  
asleep. It takes me away from the 

world and all its issues and helps me 
relax and clear my head from all  

the clutter of the day.”

“My Vitamix! I dusted it off  
as part of my 2016 resolutions.  

Nothing says good morning like 
blended spinach and cauliflower you 

can’t taste!  Next on the list – kale!

“The Slate Culture Gabfest podcast—
it makes my commute to the office on 

Wednesdays a pleasure!”

VOLUME 45, NUMBER 1 
JANUARY.FEBRUARY 2016

  
“WHAT’S MAKING  

YOUR WORLD BETTER  
THESE DAYS?”

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

CIRCULATION + PRODUCTION + ONLINE

NEWCOM BUSINESS MEDIA

EDITORIAL CONTRIBUTORS

Circulation Manager
416.442.5600 x3545

Production Manager 
(Print & Online)

 416.510.6779

MARY GARUFI 
mary@newcom.ca

KIMBERLY COLLINS
kim@newcom.caVice-President + 

 General Manager

President   
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Martin Perelmuter,  Bailey Roth, Carly Silberstein
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+EDITOR’SCOMMENT

The beginning of a new year is always a 
time of re-evaluation. People take a hard 
look at their lives and make resolutions:  
to lose weight, exercise, stop smoking and 
more. Businesspeople assess their com-
panies’ strengths and weaknesses and 
determine the paths necessary for con-
tinued and/or increased success. Maga-
zines do the same. The value of each page 
is weighed. Fresh ideas are considered 
and decisions made about what stays and 
what goes. 

Here at Meetings + Incentive Travel 
and meetingscanada.com we’ve pushed 
the editorial reset button and the results 
are in this issue. To start with, we tagged 
journalist Allan Lynch to write a new col-
umn called The Supply Side (p. 16). He’ll 
be talking to suppliers and exploring how 
they work—or would like to work—with 
planners. Incentive Insights (p. 37) offers 
takes on the issues surrounding incentive 
travel and employee motivation and rec-
ognition programs. And associate editor 
Christine Otsuka has accepted the chal-
lenge of covering meeting design (p. 24). 
She’ll be looking at events, big and small, 
and sharing what makes them interesting 
and engaging. 

We are also delighted to have Bailey Roth 
and Carly Silberstein join our team of con-
tributors. Bailey and Carly, who are both in 
their 20s, launched their own event agency 
in the fall. Critical Path (p. 19) is their chron-
icle of their first full year in business.   

In addition to these new columns, 
we’ve broadened our coverage of the next 

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.

PUSHING RESET

COMING NEXT ISSUE

generation of business events industry 
leaders. Twentysomething has morphed 
into Next Gen (p. 46). Look to the last edi-
torial page of every issue for Christine Ot-
suka’s interview with one of the industry’s 
young(er) movers and shakers. 

We’re also undertaking another major 
initiative this year. If you read my editorial 
in the last issue, you know that last Octo-
ber our international business manager 
Alanna McQuaid had a health scare that 
was caused by stress. It was a wake-up 
call for all of us here at M+IT and Incen-
tiveWorks. 

As a result, we have resolved that 
2016 is going to be our year of destress.  
Look for our blog (Our Year of Destress) 
on meetingscanada.com. We’ll be shar-
ing what we’re doing to alleviate stress at 
home and work. We’re particularly interest-
ed in seeing if we can keep stress in check 
at peak times like the feverish weeks before 
IncentiveWorks. Should be interesting!

We’re also compiling a list of things that 
make us happy—people, places, things 
and  more that make life better in even the 
smallest way. We’ll be sharing them on the 
masthead (see opposite page) and meet-
ingscanada.com. Contributions from all of 
you are welcome!

Destination report on Dubai; a look 
at why Europe is on the rebound 
with planners; a talk with some of the 
founders of NMID; and an article on the 
impact of the down dollar. 

Congratulations 
to Cori-Ann Can-
uel who, after four 
years with M+IT, is 
making the move 
to hotel sales as 
sales manager for 
The Hotel Sas-
katchewan, Auto-
graph Collection 

by Marriott, a luxury property in Regina. 
Best wishes, Cori! We’ll miss you!
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Earn up to a half-million Bonus Points for every meeting*
When you hold meetings at Crowne Plaza® Hotels & Resorts, you know we’ll deliver
You trust us to help your meetings run smoothly. This is how we say thanks.

To submit an RFP, go to CrownePlaza.com/PlanForRewards. Or call 1-800-MEETING.

*Based on room booking and occupancy. Must be earned through IHG® Business Rewards at participating hotels. Book meeting by 2/29/16 and use by 3/31/16.
Want additional ways to earn points? Visit the IHG® Business Rewards webpage. Not a member of IHG® Business Rewards? Sign up today at ihg.com/BusinessRewards.

ROOM NIGHTS

50,000
BONUS POINTS 150,000

BONUS POINTS

200,000
BONUS POINTS

50 to99 100 to199

500,000
BONUS POINTS

10 to49 200 +

Meeting Planner and Referring Third Party must be members of IHG® Business Rewards prior to booking. O� er available at participating Crowne Plaza® Hotels & Resorts properties in the U.S. and Canada for a qualifi ed 
meeting. Qualifi ed meeting must be booked by February 29th, 2016, and conducted by March 31st, 2016. A qualifi ed meeting or group stay requires paid guest rooms for at least one peak night of the event. Subject to 
Meeting Planner and Referring Third Party must be members of IHG® Business Rewards prior to booking. O� er available at participating Crowne Plaza® Hotels & Resorts properties in the U.S. and Canada for a qualifi ed 
meeting. Qualifi ed meeting must be booked by February 29th, 2016, and conducted by March 31st, 2016. A qualifi ed meeting or group stay requires paid guest rooms for at least one peak night of the event. Subject to 
Meeting Planner and Referring Third Party must be members of IHG® Business Rewards prior to booking. O� er available at participating Crowne Plaza® Hotels & Resorts properties in the U.S. and Canada for a qualifi ed 

availability and blackout dates. Cannot be combined with any other o� er. Not valid with group bookings a�  liated with citywide conventions. Planner must request Bonus Points o� er and it must be recorded in the 
meeting. Qualifi ed meeting must be booked by February 29th, 2016, and conducted by March 31st, 2016. A qualifi ed meeting or group stay requires paid guest rooms for at least one peak night of the event. Subject to 
availability and blackout dates. Cannot be combined with any other o� er. Not valid with group bookings a�  liated with citywide conventions. Planner must request Bonus Points o� er and it must be recorded in the 
meeting. Qualifi ed meeting must be booked by February 29th, 2016, and conducted by March 31st, 2016. A qualifi ed meeting or group stay requires paid guest rooms for at least one peak night of the event. Subject to 

hotel sales contract at time of booking. 
availability and blackout dates. Cannot be combined with any other o� er. Not valid with group bookings a�  liated with citywide conventions. Planner must request Bonus Points o� er and it must be recorded in the 
hotel sales contract at time of booking. 
availability and blackout dates. Cannot be combined with any other o� er. Not valid with group bookings a�  liated with citywide conventions. Planner must request Bonus Points o� er and it must be recorded in the 

©2015 InterContinental Hotels Group. All rights reserved. Most hotels are independently owned and/or operated.

+AGENDA
 + 14  MPI Ottawa “Un”conference,  

Ottawa, ON
 + 18  GBTA (Canada) Conference  

2016, Toronto, ON
 + 19  CSAE Associations 2015,  

Toronto, ON
 + 18  SITE Night Europe 2016,  

Frankfurt, Germany
 + 19  IMEX Frankfurt, Frankfurt,  

Germany

MAY
 + 4  MPI Montreal & Quebec  

Concordia Session,  
Montreal, QC

 + 12  SITE Texas Technology  
Summit, Puerto Vallarta,  
Mexico

 + 15  MPI Toronto Education  
Conference, Toronto, ON

 + 18  MPI Ottawa Prix Prestige  
Awards Gala, Ottawa, ON

event spotlight

APRIL
NMID 2016
National Meetings Industry Day  is 

celebrating its 20th anniversary this 
year.  Once again the Canadian chapters 
of  Meeting Professionals International 
(MPI)  will celebrate the industry with a 
cross-country roster of inspiring and educa-
tional events. This year the celebrations will 
be worldwide with the inception of  Global 
Meetings Industry Day (GMID). For more in-
formation visit nmid.ca.

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

MARCH
 + 3  CanSPEP 2016 Annual Conference, 

Windsor, ON
 + 8  MPI Atlantic Canada Exhibitor Best 

Practices Session, Halifax, NS
 + 10  MPI Awards Gala, Toronto, ON
 + 10  MPI Ottawa March Tasting Tour,  

Ottawa, ON
 + 13  MPI BC Cascadia Education  

Conference, Sunriver, OR
 + 16  MPI Montreal & Quebec Concordia 

Session, Montreal, QC
 + 23  CHMSE After 5 Networking  

Event, Toronto, ON
 + 31  SITE Incentive Summit Americas, 

Snowmass Village, CO

APRIL
 + 6  PCMA Canada East – April  

Education Session, Ottawa, ON
 + 13  SITE Canada Spring Social 2016, 

Toronto, ON

CanSPEP – Canadian Society of Professional Event Planners, CHMSE – Canadian Hotel Marketing & Sales Executives, CSAE – Canadian Society of Association 
Executives, GBTA – Global Business Travel Association, MPI – Meeting Professionals International, PCMA – Professional Convention Management Association, 
SITE – Society for Incentive Travel Excellence, 
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When hiring a speaker for a corporate meeting, conference or special event, I believe that the most important ques-
tion to ask yourself (or your client) is: What behaviour change do you want to see in your people?

©ARTQU/iStock/Thinkstock

BY MARTIN 
PERELMUTER

+LEADERSHIP
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In what may the best book ever written about public speaking, Working the Room: 
How to Move People to Action Through Audience-centered Speaking, published by 
the Harvard Business School Press, communications expert Nick Morgan begins 
with this statement: “The only reason to give a speech is to change the world.”

Now that’s a lofty goal... and a daunting task. But he’s absolutely right. After all, 
whether speaking to five people, 500 or 5000, why would anyone bother to take 
the time and effort necessary to prepare and deliver a speech unless their goal 
wasn’t to at least challenge the audience to think and feel differently about the 
subject matter? And more importantly, why would anyone even bother listening?

However, if you change the way someone thinks and feels about a given 
topic, you can affect their actions. And if you affect their actions, you can effect 
change. And isn’t that the only way the world ever changes? When an indi-
vidual or group of people do things differently than they did before? Whether 

CHANGING
MINDS THE ONLY 

REASON  
TO HIRE A 

SPEAKER— 
AND HOW 

TO FIND THE 
RIGHT ONE
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often where planners start; how-
ever, I would argue that it should 
actually be the last thing to con-
sider. Saying you need a speaker 
on “leadership” or “teamwork” 
or “innovation” or “motivation” 
can mean different things to dif-
ferent people, and while it may 
be important to have a speaker 
who speaks to the theme of the 
meeting, I believe what is para-
mount is to focus on the out-
come, or as Stephen Covey said, 
“begin with the end in mind.” 

Maybe you want attendees 
to be more productive, more 
creative, or more strategic. 
Perhaps you’d like to see them 
show more compassion or em-
pathy. Maybe you want them 
to be more customer-focused, 
more resilient, better leaders 
or managers. Or perhaps you 
just want them to have a good 
laugh, lighten up, and relieve a 
bit of stress.

Beginning with the end in 
mind and starting with why al-
low you to be more strategic, 
focus on the deeper purpose 
of the meeting or event, and 
ultimately increase the ROI of 
not just the speaker, but the 
entire meeting. 

 Martin Perelmuter  

is president and  

co-founder of 

Speakers’ Spotlight.

it’s at work, at home or in the 
community, a great speech can 
provide the impetus for action 
and be the catalyst for change.

When hiring a speaker for a 
corporate meeting, conference 
or special event, I believe that 
the most important question to 
ask yourself (or your client) is: 
What behaviour change do you 
want to see in your people? 

Put another way, when the 
speaker is finished, and your 
delegates or attendees leave the 
event, what do you want them 
to have heard, learned and felt, 
and most importantly, what do 
you want them to do differently? 

The best way to identify the 
ideal speaker to accomplish this 
goal is to ask the right ques-
tions. And the most important 
question to start with is WHY.

I was first introduced to this 
concept by Simon Sinek, who 
came to prominence in 2009, 
following the publication of 
his book, Start With Why: How 
Great Leaders Inspire Everyone 
to Take Action, and a TED Talk 
he delivered on this topic that 
went viral (it’s the third most-
watched TED Talk of all time, 
with over 24 million views).

Start With Why is based on 
a very powerful, yet simple con-
cept that offers an unconven-
tional perspective that explains 
why some people and organiza-
tions are more innovative, more 
profitable, command greater 

+LEADERSHIP

After reading Start With Why, 
I started thinking about how this 
applies to the event industry, and 
decided to try it out on a few 
clients. Before jumping into the 
who, what, where, when or how 
questions, I started with why.

Why are you having this 
meeting or event? Is it to edu-
cate and inform? Reward and 
recognize? Inspire and motiv-
ate? Celebrate past achieve-
ments? Plan for the future? Or 
is it a combination of these ob-
jectives? Knowing the deeper 
purpose of the event is critical in 
identifying the type of speaker 
who may be best suited to set 
the tone and feeling.

Once the “why” is estab-
lished, I’d recommend next fo-
cusing on the “how.”

How do you want the speak-
er to deliver their message? Is it 
an opening or closing keynote 
to set the tone for the meeting 
or send everyone home with the 
message fresh in their mind? Is 
it a longer, interactive session 
that allows time for experiential 
learning and/or group discus-
sion? Some speakers are great 
at a 60-minute barnburner of 
a speech, while others are best 
suited to longer sessions that 
allow for more reflection and 
specific takeaways.

Lastly, once you know the 
why and how, then focus on 
the “what.”

What’s the topic? This is 

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

loyalties from customers and 
employees alike and, most im-
portantly, are able to repeat 
their success over and over. 
These are not the one hit won-
ders. These are the ones who 
change the course of industries 
or even society.

The concept is simply this: 
it doesn’t matter what you do, 
it matters why you do it. Citing 
examples ranging from Apple 
and Harley Davidson to Martin 
Luther King, Simon convincingly 
argues that the one thing these 
and other successful organiza-
tions and leaders have in com-
mon is that they answer the 
why questions before the who, 
what, when, where and how 
questions. This basic distinc-
tion permeates everything they 
do. For their companies and or-
ganizations, this can be seen in 
everything from their corporate 
culture to their marketing, and 
their overall strategic direction, 
vision and purpose.

The simplicity of this idea is 
what makes it so powerful, as 
it can easily be applied to vir-
tually any company or organ-
ization, big or small, local or 
global, for-profit or non-profit… 
and yet it’s incredibly rare. Most 
organizations jump right to the 
other questions and describe 
who they are, what they do, 
how they do it, etc., and only 
consider the why question as an 
afterthought (if at all).

When hiring a speaker for a corporate meeting, conference 
or special event, I believe that the most important question 

to ask yourself (or your client) is: What behaviour  
change do you want to see in your people?
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+M+IT TALK

M+IT: Have you seen substantive changes  
in meeting design in the last five years or so?

Yes. Luckily we had this big crisis [2008-09 Recession] and 
there was a big hassle about fortunes being spent on ridicu-
lous meetings so everything that was taken for granted start-
ed to change. What was happening in the world—economic, 
technological and political—changed perspectives on face-
to-face meetings. We have to travel but the global situation 
in terms of security has changed. People are asking whether 
they have to travel to that faraway country [for a meeting]. 
Videoconferencing has developed. Now there are providers 
like Go-To-Meeting delivering good, inexpensive service. Five 
years ago that wasn’t the case. So, today it’s easier to do 
things online and that means if we want to do a face-to-face 
meeting, we have to know what extra value it will deliver.  

M+IT: What are the changes in organizer  
and participant expectations?

Organizers want return on investment (ROI). They want more 
outcomes for less money. That’s been going on for years and 
it hasn’t stopped and it shouldn’t stop. Participants want to be 
involved. People are on the internet all the time now. They can 
buy a car and at the same time decide about a relationship and 
where they want to travel. They can do that in an hour. Then 

Transforming  Meetings
Meeting designer Eric De Groot is co-founder of Mind-
meeting, a company launched in 2001 that specializes in 
matching a meeting’s format and form to its objectives. 
He and his fellow co-founder, Mike van der Vijuer, are also 
the authors of Into the Heart of Meetings: Basic Principles 
in Meeting Design, which was originally released in 2013 
and updated last year. De Groot lives and works in The 
Netherlands. However, while Mindmeeting is Europe-based 
(there is also an office in Spain), its clientele and influence 
are global. De Groot has shared his ideas and insights 
through workshops and learning sessions at events 
around the world. His has presented at IMEX Frankfurt, the 
European Meetings & Events Conference (EMEC), MPI’s 
World Education Congress (WEC) and more. He contends 
that meeting design is not meeting planning. It does not 
involve determining when a meeting will be held or trans-
portation logistics. It’s about what goes on in the meeting 
room—and that’s changing. ~ Lori Smith, Editor
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+M+IT TALK

they go to a conference and sit on their butts for an hour 
listening to an expert. People don’t accept it any more. They 
want to be involved. They want to have a say in what’s happening. 
They want to be part of the strategy that the corporation is devel-
oping. People expect more movement, more involvement, more 
engagement. As meeting designers, we should give them that.

Knowledge is everywhere. I was at a conference and one of 
the speakers was from a major electronic goods company. He de-
scribed how the company wanted to lower the weight of a par-
ticular piece of equipment. They made the decision not to go to 
their own R&D department. Instead, they did a $20,000 world-
wide contest. The winner was a 21-year-old bike repairman in 
Indonesia. You want to do that in meetings as well. Harvest the 
knowledge of participants. 

M+IT: What trends are you seeing  
in meeting design?

The world is so quick in coming up with new solutions that I can’t 
talk about trends in those terms any more. It’s better to talk about 
trends in terms of what the big questions are. The first important 
question is: “How are we going to find a balance between technol-
ogy and human input [in meetings]?” There are loads of meeting 
apps available. You can vote using apps. You can send messages 
using apps. You can know who is where and who is training using 
apps. But not all apps are good for getting in touch and building 
relationships with attendees. It’s also not easy to make them really 
effective in terms of knowledge exchange. So how do we balance 
this? Everyone is struggling with this question. 

The next question concerns expert input versus crowd-sourc-
ing. Ten years ago it was normal to give an expert two hours to 
tell a story and everybody was writing down what he or she was 
saying. Now, the people who design programs give the expert a 
much shorter time to present. So people are searching for a new 
balance in how they use experts and expert knowledge as op-
posed to crowd-sourcing—what the audience delivers in terms of 
new content, new knowledge. That has to be rebalanced. 

Related to this is the question of speed and, at the same time, 
in-depth content exploration. Everyone wants to go fast but there 
are really important issues that cannot be covered quickly. You 
have to dig into them and that will cost time. How do you bal-
ance that? It’s not easy. I see a lot of associations really struggling 
and trying to find new [meeting] formats to use and meeting de-
signers experimenting with online talks. Sites like Ted.com have 
thousands of really brilliant talks on them so why pay an expert 
an awful lot of money and put up with potentially a lot of hassle 
when you can just watch them on the internet. At the same time, 
it’s really good to meet a big mind in person. So how you deal with 
what’s available online versus hiring an expert for a face-to-face 
presentation is a big issue? How do you balance it?

Last, but absolutely not least, is that we live 
in times where our lives are important. Because 

our lives are important we have to understand what 
delivers value and what doesn’t. How to design effective 

meetings is almost a science. There are mechanisms. However, at 
the same time we know that basic creativity and learning by do-
ing things is important in face-to-face meetings. If it’s [meeting 
design] going to be science then there’s no fun left. If it’s all fun 
there’s no ROI. I see people, especially in the corporate world, 
struggling with this.

M+IT: In your book, you talk about meetings and storytelling. 
How important is storytelling or using a meeting as a stage?

Seeing a meeting as a story is a technique. You want people to 
go back to the office and say, “I’ve been to this meeting and you 
know what happened.” You want them to tell a very strong story. 
It should have a beginning, middle and end. It should have a hero 
with a challenge that needs to be overcome. If you’re designing a 
meeting this way, you should know who’s playing which role and 
what the plot is. There is absolutely a strong relationship between 
storytelling and meetings. 

M+IT: How do you determine the value of a face-to-face  
meeting? Isn’t it an individual thing for participants?

Psychology has given us a few answers to this. For instance, 
there’s what happens to hormones in face-to-face meetings. Your 
hormones excrete oxytocin, which makes you like other people. 
Levels of oxytocin go up when you’re with other people and you 
can look them in the eye. Meeting face-to-face strongly influences 
the level of trust. 

They conducted an experiment on brain-storming at IMEX 
Frankfurt a few years ago. The task was very simple: come up 
with as many ideas as possible on how to reuse a product in 
thirty seconds. Two people brainstormed online; two people 
brainstormed face-to-face. The outcome was absolutely clear. 
The face-to-face people came up with a lot more ideas than the 
people who had contact online. It’s such a simple example of the 
difference between meeting online and face-to-face.

When I’m designing a meeting, I start to think of ways to ex-
change information before the meeting takes place—at home 
or on the plane—so you’re not going to lose time in the meet-
ing just sitting and looking at PowerPoint presentations. If that’s 
done before hand, you can concentrate on what needs to be done 
while you’re together. Co-creation. Cooperation. Things that start 
with “co.” Things people can do together—coming up with ideas 
and different views on things. Be amazed by the energy of other 
people. Listen to other languages. See the expression on people’s 
faces. You can do all that when you meet face-to-face.  

Transforming  Meetings
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The Center of It All.

©Greater Miami Convention & Visitors Bureau – The Official Destination Sales & Marketing Organization for Greater Miami and the Beaches.

New 60,000 sq. ft. ballroom • 81 breakout rooms with more than 190,000 sq. ft. of space
500,000 sq. ft. of renovated exhibit space • 800-room headquarter hotel

Imagine a center of creative collaboration, in the perfect location, surrounded 
by everything you desire – beach, fine dining, art, luxury rooms, and ideal 
weather all year long. It’s real. Unveiling in 2018, but open for business now. 
Reserve today. Meetings@GMCVB.com | 305-539-3071 | MiamiMeetings.com

Reimagined in 2018

+THESUPPLYSIDE

Once upon a time destination 
choice was based on simple 
things like geography, venue 
options, lift and pillow counts. 
Then, until it became standard, 
connectivity was the new factor 
in choice. What has, somewhat 
purposely, flown under the 
radar are the various types of 
budgetary assistance available 
for certain types of business 
from some destinations.

Three years ago, Winnipeg 
planner Jonathan Strauss told 
M&IT about a meeting to pick 
the destination for a client’s 
2014 AGM. “The chair of the 
board asked, ‘Who’s offering the 
most money?’ We never had it 
stated that way, so that certainly 
throws off rotation,” he said.

It was a first for Strauss. Since 
then “what are they offering” is 
almost an industry chant. One of 
the leaders in adding enhance-
ments was Montreal, which found 
the organizer’s soft spot and 
snatched the 2012 World Con-
gress on Information Technology 
from front-runner Guadalajara, 
with the offer of attendance as-
sistance to delegates from small-
er countries and companies.

The range of incentives, re-
bates and other budgetary sup-
port offered by more and more 
destinations is growing. But as 
much as destinations want the 
business, they’re not throwing 
cash at groups.

David Gazley, vice-president, 
Meetings & Convention Sales 
for Tourism Vancouver, says, 
“We’re all pretty level-headed, 

very rarely does a bidding war 
happen. Sometimes when a 
destination has access to new 
funds (especially in the US) 
you’ll see cities being quite ag-
gressive. But we don’t like to 
look at it as a bidding war, and 
that usually doesn’t happen. It 
is not healthy or sustainable for 
anyone. If it’s the right piece of 
business for the right destina-
tion, most clients are going to 
make the right decision.”

Gazley is also not always in-
terested in hearing what other 
destinations have offered.

While CVBs and DMOs keep 
a level head some of the asks 
are out there. Like the UK group 
that wanted £500,000 to come 
to a destination to discuss the 
potential for an event. 

Minto Schneider, CEO of 
the Waterloo Regional Tourism 
Marketing Corporation, who 
hopes to introduce a destination 
marketing program this year, 
understands. “We get some un-
reasonable requests from some 
groups. The support [provided 
by the CVB] has to make sense 
and be a win-win for the des-
tination and the group.”

What business is worth to 
a destination is one of the con-
siderations used by those with 
support funds. Caroline Langeli-
er, director of sales for the Que-
bec City Business Destination, 
says their tiered assistance cri-
teria considers, among other 
things, “the number of bed-
rooms they have, the length of 
stay and the period of the year,” 

which sort of adds a loyalty com-
ponent to qualifying groups.

While Quebec City has set 
criteria, there is some flexibil-
ity. For example, because some 
destinations have single hotels 
that are bigger than those in 
Quebec’s inventory, there could 
be shuttle service assistance to 
compete with the one-roof ap-
peal of some properties.

Tourism Vancouver’s Gazley 
says: “We’re very customized, 
very personalized. We will ex-
plore what the RFP looks like 
to determine where an organ-
ization might need support. We 
want to find out what’s import-
ant to them in terms of their fi-
nancial model. We want to see 
what their hard costs are, where 
we feel we can help on the fi-
nances in order to bring an event 
to Vancouver. For a couple of 
major international medical con-
ferences, some of the financial 
support we as the destination 
provided helped the organiza-
tion bring attendees from devel-
oping countries to the meeting. 
These attendees receive top 
level education first hand and 
can take it back to their coun-
tries. There are many different 
ways to invest the funds. There 
are very few destinations out 
there writing blank cheques. 
It’s our job to find out how best 
we can support organizations 

looking to bring their meetings, 
conventions and events to our 
city. If we are able to provide 
some form of partnership fund-
ing, it is very targeted, we want 
to know where the money is go-
ing, how it is being maximized, 
leveraged and what costs it is 
going to help offset.”

Quebec City is one of the 
fortunate destinations when it 
comes to funding their oper-
ations. Like most destinations 
they derive a substantial portion 
of their revenue from a three 
per cent bed tax, plus member-
ship fees as well as city, provin-
cial and federal support. 

The other competitive im-
pact may not be so much about 
destinations winning business 
as planners finding space. Cur-
rent exchange rates, which some 
have predicted could drop to 59 
cents against the Greenback be-
fore the Loonie recovers, could 
both enhance Canada’s attract-
iveness for international groups 
and trap domestic business in a 
staymeeting mode.  ROI doesn’t 
just apply to meetings, but to 
destinations as well.  

Allan Lynch is a free-

lance journalist based in 

New Minas, Nova Scotia. 

He writes extensively 

about the business 

events industry. 
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The Center of It All.

©Greater Miami Convention & Visitors Bureau – The Official Destination Sales & Marketing Organization for Greater Miami and the Beaches.

New 60,000 sq. ft. ballroom • 81 breakout rooms with more than 190,000 sq. ft. of space
500,000 sq. ft. of renovated exhibit space • 800-room headquarter hotel

Imagine a center of creative collaboration, in the perfect location, surrounded 
by everything you desire – beach, fine dining, art, luxury rooms, and ideal 
weather all year long. It’s real. Unveiling in 2018, but open for business now. 
Reserve today. Meetings@GMCVB.com | 305-539-3071 | MiamiMeetings.com

Reimagined in 2018
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Celebrating the 
industry’s leaders! 

Meetings + Incentive Travel’s Hall of Fame is the 

Canadian MC&IT industry’s only national recognition program. 

Nominate a peer, colleague or yourself!

Visit halloffame.meetingscanada.com/categories/ for more information on categories and inductees.

INDUSTRY RISING STAR

A planner or supplier with a total of two 
to five years industry experience, who has 
demonstrated leadership and the desire  
to become an industry ambassador.

An individual planner or supplier  
who has come up with an idea that  
improves a specific company,  
business or the industry. 

THE BIG IDEA

An individual planner or supplier 
who gives freely of their time in the 
promotion of industry associations, 
charity work and more.

INDUSTRY VOLUNTEER INDUSTRY BUILDER

An individual planner or supplier who 
has improved the industry’s day-to-
day business practices, added to its 
foundation, and left a legacy.

A meeting or incentive travel planner 
who represents everything a planning 
professional should be.

NDUSTRY PLANNER

An individual planner or supplier 
who has provided others with the 
opportunity, inspiration or ability  
to pursue excellence.

INDUSTRY MENTOR

INDUSTRY INNOVATOR

An individual planner or supplier who 
has developed a service, product or 
concept that modernizes the industry 
and moves it forward.

INDUSTRY VETERAN

Given out at the discretion of the judges 
and Meetings + Incentive Travel. Industry 
veteran celebrates planners and suppliers 
who have shaped the Canadian MICE 
industry over the course of their careers.
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A chronicle of an event company’s first 
year in business – Redstone Agency
BY BAILEY ROTH AND CARLY SILBERSTEIN

There’s something you should know about our generation, Gen-Y, 
a.k.a. millennials. Our cohort is known for taking more risks in their 
careers; wanting more control over the nature of their work—where 
it is done, when it is done, how it is done.  When we aren’t content 
with the way something is being achieved, we take matters into our 
own hands. We know that access to information and the resources 
to be successful are available to us at the click of a button. 

The world of work is rapidly changing. Many of those who initially 
resisted these changes in technology, the approach millennials take 
to work, and the employees’ desire to be provided with more access 
to information have started to embrace them, while others have not.  
Many people have endured the risks of entrepreneurship in the past, 
but there are many more taking this risk today. Millennials are willing 
to leave secure jobs, to take risks, and to control their own destinies. 
An article in Canadian Business (“Canadians increasingly becoming 
entreprenuers and small business owners”) explains that in the past 
five years, Canadians in their twenties have increased their startup 
ownership by nearly 10 per cent. In the same article, Becky Reuber, a 
professor at the Rotman School of Management, said, “It’s the entre-
preneur that’s the hero for these times and for this generation.” At 
Redstone, we believe this is the wave of the millennial generation—
the future of the workforce and the meeting industry. 

We would like to welcome all of our colleagues in the industry 
to our new column. Our names are Bailey Roth and Carly Silberstein 
and we are the co-founders of Redstone Agency, Canada’s new-
est event and association management company.  We are thrilled 
to share our industry knowledge and start-up experience with you.

We are millennials and everything we described above is why we 
took on the challenge of starting our own company. We identified a 
gap in the market and we soared into action. This is becoming com-
mon for many young people in our industry. We also knew that we’d 
be more successful in both our professional and personal lives if we 
started the Redstone journey together. Our strengths complement 
each other perfectly, and we have trust and respect for each other.  
These were key considerations before we got started. We knew the 
journey was going to be challenging, but also incredibly exciting, and 
we wanted to share the challenges and successes with one another. 
Once we determined that we wanted to start the company together, 
we decided we had to build a roadmap that would lead us to success: 

We want to be different. It’s true that there is a lot of capacity in 
Canada for more event planners. Events are used to incentivize teams, 
promote products, and create experiences in almost every industry, 

Carly Silberstein

Bailey Roth
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but we still wanted to offer something different. We looked at our 
direct and indirect competitors, and we made sure that what we 
were offering was unique and new to the market. We are passion-
ate about the work that we do. We do not see this as a job but as a 
way of life. We find our work tremendously rewarding, which fuels 
our passion and keeps us engaged and extremely client-focused.

We made a commitment. After discussing a timeline for suc-
cess, we determined we would commit a certain length of time to 
make our dream a reality. It may be true that many new businesses 
do not succeed, but we believe that this is in large part because 
people give up too soon. Setting a realistic timeline for success, 
and ensuring our budget accounted for this timeline, is another 
way we believed we would be set for success.  

We always remain positive. Planners stereotypically have Type-
A personalities; they are ambitious, like to be in control, and ap-
proach everything with a sense of urgency. We are no different. 
However, before taking the entrepreneurial plunge, we made a pact 
to each other and to ourselves to “roll with the punches,” even if the 
“punches” steered us off course temporarily. Outlook, perspective 
and mindset are so powerful and definitely play a role in making 
your dreams a reality. 

We want to spend our money wisely. Deciding to start your own 
business requires planning: business planning, marketing planning 
and yes, financial planning. Arguably one of the biggest challenges 

people have is where to get the capital to start their own business. 
How will they pay themselves? There are many funding sources 
available to Canadian entrepreneurs (government grants, invest-
ors, crowdsourcing, etc.), but regardless of your source of funding, 
you have to have a sound and realistic financial plan.  

We want to make a difference.  Not only in our own lives, but 
in the lives of our colleagues, peers, clients and partners. We want 
to give back to an industry that has given us so much, and we 
want to strategically contribute to our clients’ organizations and 
the communities that they serve. 

If you are thinking of going out on your own, or are simply in-
terested in learning more about this shift in the world of work from 
a millennial perspective, this column will address all of that. We’re 
going to talk about everything, from how we decided to start our 
own company to the steps we took to launch; we’re going to ex-
plore the challenges and the successes as we experience them; 
and we’re going to be at this year’s IncentiveWorks to interact 
with all of you to discuss our start-up experience in person.  

We are so excited to be taking this journey and sharing it with 
you, every step of the way…see you next issue.  

Bailey Roth and Carly Silberstein are the co-founders of Redstone Agency, an 

event and association management company that opened shop in Toronto, Can-

ada but operates internationally. www.redstoneagency.ca.

Join us! 
March 3 -5, 2016 
Windsor, Ontario

What can you expect at Conference? 

For more information visit www.CanSPEP.ca 

√  Networking with industry peers

√  Business-building tips and tools

√  Enjoy the hospitality of  Tourism Windsor  

       Essex Pelee Island and their partners

√  Fun and rewarding experiences

√  Quality education like “How to Lead When  

        No One is Listening” with Dr. Mary Donahue

Nerdy BFF Beth Ziesenis

Judy Daniluk / Speakers Spotlight

Dr. M
ary Donahue / Big Idea Speaker Bureau

Register Now!
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If you’re able to sit down and read this article end-to-end without 
stopping to check your email, respond to a text, or complete some 
other task—then you’re in the minority. 

We know that concentration and focus aren’t easy to come by 
these days. In fact, according to an article in The New York Times, 
written by Tony Schwartz, chief executive of The Energy Project, we’re 
actually addicted to distraction. Thanks to the internet, he explains, 
“the brain’s craving for novelty, constant stimulation and immediate 
gratification creates something called a ‘compulsion loop’. Like lab 
rats and drug addicts, we need more and more to get the same ef-
fect.”

If it’s nearly impossible to hold someone’s attention for 900 
words, then how are we expected to hold their concentration—and 
more importantly engage with them—during a 90-minute meeting or 
three-day conference? Add that to the fact that you’re working with 
an already disengaged audience. According to the GALLUP Global 
Workplace Study, only 16 per cent of Canadian employees are fully 
engaged at work, while 70 per cent are not engaged and 14 per cent 
are actively disengaged. 

But just because it’s hard to capture and keep people’s attention, 
doesn’t mean it can’t be done. In fact, the most successful events are 
effectively pulling people out of their busy minds and away from their 
buzzing phones and giving them something worth paying attention to. 
Here’s how you can curate a memorable and engaging event.

Customize and personalize
If an event is going to be engaging it must first be meaningful and 
relevant to the audience it’s targeting. By connecting familiarity and 
meaning to an individual you are building neural connections.  Subcon-
sciously, your audience only cares if it’s about them and how it benefits 
them. The brain asks is this relevant? And does it make sense? In plan-
ning an event you need to take the time to know who your audience is 
in order to answer these questions in advance. 

Make room for emotion
There’s no room for emotion in the workplace? Quite the contrary. 
I don’t think we can create engaging events without it. Emotion is 
the number one determining factor as to whether something will be 
remembered. Scientifically speaking, when the brain experiences an 
emotionally charged event it releases dopamine, making it easier to 
remember with greater accuracy.  

Don’t rely on repetition
When working on a repeat event, it’s quite easy to take the previous 
year’s agenda and simply change the dates and re-populate the cells 
with new topics, activities, speakers etc. The risk in doing this is two-
fold. Any mistakes you made last year are likely to be repeated, and, 
you’re missing a significant opportunity to develop a more compelling 
and engaging participant experience that’s fluid and evolving.  

Ensure your events are layered and immersive
Approach each event like a museum approaches a new collection—
curating individual pieces and establishing a flow that will capture 
the audience’s attention. Create moments that build upon each other, 

BY BEN MOORSOM

IS ANYONE 
PAYING 
ATTENTION?
FIVE FUNDAMENTALS FOR  
CURATING ENGAGING EVENTS

+HOW TO
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like chapters in a story, to guide par-
ticipants through the layers of the 
event. Immerse them in the experi-
ence at every touchpoint and you’ll 
have an easier time holding their focus 
throughout. 

 All of this is great theory, but what 
specifically should you be doing to cur-
ate an event that inspires your audience, 
drives them to action, and stays with them 
after the event is over? Here are five sim-
ple, but essential fundamentals to incor-
porate in all events:  

1 | Ignite the imagination

Imagination is best captured through 
storytelling, so ask yourself: “What’s the 
story I want to tell?” Stories demand an 
emotional investment and affect the way we 
feel, think and act. To create intrigue, begin 
the story before the event. Apply the same 
techniques used to create a movie trailer 
designed to get people excited about an 
upcoming release. Go beyond the traditional 
save-the-date invitation and consider using 
video to ask poignant questions intended to 
get people interested in and excited about 
what’s to come. Whatever story you begin 
in these pre-communications, be sure to 
weave it throughout the event, and continue 
it following the event to ensure the right 
actions are being taken. 

2 | Arouse curiosity

Prime the pump with interesting yet 
unfinished information at the start of your 
event, and continue to find moments where 
you can arouse curiosity throughout. Peak 
their interest by alluding to an upcoming 
surprise, announcement, set of findings, 
or special event, but no matter what you 
do, don’t tell them what it is. The idea is to 
leave the audience wanting more, wondering 
what’s next. No longer does it work to give it 
all away up front. If people know everything 
they need to know within the first few 
minutes of the event—what’s the incentive 
to keep paying attention? Consider posing 
thought-provoking questions through polls, 
bring in speakers who will challenge them to 
think differently about the topic, or give them 
a challenge upfront that must be completed 

by the end of the event and can 
only be completed if they pay 
attention throughout.

3 | Create disruption

Everyone’s talking about disruption, 
but what does it really mean when it comes 
to meetings and events? Are you familiar 
with the saying: “If you’ve always done 
what you’ve always done, then you’ll always 
get what you’ve always got?” The only way 
to break free of old patterns and get new 
results is through disruption, a departure 
from the norm in order to capture attention 
or bring about change. Leverage disruptive 
techniques that will bring about temporal 
landmarks—memorable milestones or 
events—and you’re much more likely to 
create a lasting impression. Assume that 
people’s average attention span is five to 
seven minutes and that 95 per cent of a 
presentation is forgotten within 24 hours. 
When people expect things, they go into 
cruise control, but when you put a fork 
in the road they pay attention. So what 
fork are you going to plant in your event? 
Disruption is most effective when it catches 
people by surprise and forces them out of 
their comfort zones. Consider changing the 
format of sessions, remove all the chairs, 
take them out of traditional meeting spaces, 
or find creative ways to deliver information. 

4 | Ground people in design

Use design in a way that creates familiarity 
and evokes an emotional response. When 
people recognize something, they’re more 
likely to engage with it, so being consistent 
with your design throughout—from teaser 
to post-event communications can go a long 
way. Visual is the most powerful stimulus, 
and unlike words, which are processed by 
the short-term memory and are often quite 
easily forgotten, images go directly into 
the long-term memory where they tend to 
be imprinted. So why do we assume that 
clip art works? Visuals deserve as much 
thought as all other elements of the event. 
But it’s not just about the graphic design of 
the event brand or the images we choose, 
there’s also a trend around incorporating 
art activities into events, which I’m quite 

fond of. Having attendees contribute to a 
collective design is a great way to engage 
them visually while directing them toward 
a shared goal or outcome. At the Toronto 
TEDx event, organizers had participants 
engage in a collaborative colouring exercise 
that provided great results. 

5 | Engage the senses

Sensory activation in events is a trend that’s 
here to stay, but the key is to do it skillfully 
and tastefully so the sensory components you 
integrate contribute to the experience, rather 
than detracting from it. Studies have shown 
that we rely heavily on our senses to process 
information. There are so many things you 
can do with the senses: consider integrating 
music (a purposefully chosen or composed 
soundtrack) or using sound to create a 
positive mood. One trend we are seeing is 
offering noise-cancelling headphones to 
give attendees a chance to zone out during 
breaks, to dial up a message, or to pull focus 
back to the moment at an outdoor event. Did 
you know that the sense of smell emotionally 
affects humans up to 75 per cent more than 
any other senses—so why not pipe in a smell 
or find a way to bring one naturally (flowers, 
plants, food) into the space in order to 
connect with your topic or brand. Kinesthetic 
learners retain more information when they 
can feel what they’re doing or play an active 
role in it. Find a way to get people up and 
connecting with your material in a tactile way. 
Each of these help create a more connected 
and engaged participant.  

You’ve made it to the end! I hope I was able 
to keep your attention for the duration of 
this article. With these tools in hand, you’re 
more likely to do the same for your meet-
ing and event attendees. With so much out 
there vying for everyone’s attention these 
days—make your event the one thing that’s 
worth focusing on and remembering.  

Ben Moorsom is president and 

chief creative officer at Debut Group, 

an agency that specializes in corporate 

business communication and events 

across North America.

+HOW TO

H A L I F A X  M A R R I OT T  H A R B O U R F RO N T

1 9 1 9  U P P E R  WAT E R  ST R E E T,  H A L I F A X ,  N O V A  S COT I A

PHONE 902.421.1700   WWW.HALIFAXMARRIOT T.COM

FACEBOOK.COM/HALIFAXMARRIOTTHARBOURFRONT

TWITTER @HALIFAXMARRIOTT

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

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

p21-23 HowTo.indd   22 16-02-01   9:47 AM

http://www.meetingscanada.com


H A L I F A X  M A R R I OT T  H A R B O U R F RO N T

1 9 1 9  U P P E R  WAT E R  ST R E E T,  H A L I F A X ,  N O V A  S COT I A

PHONE 902.421.1700   WWW.HALIFAXMARRIOT T.COM

FACEBOOK.COM/HALIFAXMARRIOTTHARBOURFRONT

TWITTER @HALIFAXMARRIOTT

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

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

p21-23 HowTo.indd   23 16-02-01   9:47 AM

https://twitter.com/@halifaxmarriott
http://www.facebook.com/halifaxmarriottharbourfront
http://www.halifaxmarriottharbourfront


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

TEDxVancouver
FINDING ITS IDENTITY
It’s not often you get to attend the seventh 
incarnation of a TEDx conference. It has only 
been as many years since TED allowed in-
dependent organizers to run these smaller-
scale events. But as it turns out, TEDxVancou-
ver was one of the very first independently 
organized TEDx events in the world. So in Nov-
ember, I thought I’d check it out.

TEDxVancouver has a reputation for hit-
ting the mark with its audience, changing its 
venue nearly every year to accommodate 
the swelling demand.   

Since 2009, TEDxVancouver has grown 
from a mere 60 people at Electronic Arts 
campus in Burnaby to a sold-out 3,500 at-
tendees in a sectioned-off portion of Rog-
ers Arena, home of the Vancouver Canucks, 
with thousands more streaming online.

The on-stage colour palette is a mix of 
sleek sophisticated white, with pops of red 
and stacked lumber accents. Just in front 
of the stage, main-floor seating for special 
guests is designed to look like a living room 
complete with chic white couches, vintage 
hardcover books and telephones atop rustic 
wood tables. 

Unlike TED’s global conference, this in-
dependently run one-day event aims to serve 
its region and residents from which it draws its 
name, not only through surface elements such 
as stage design but also in its effort to create a 

more inclusive conference program.
After event organizers unanimously de-

cided on the theme of identity for this year’s 
event, TEDxVancouver’s content curators 
developed an ambitious roster of 21 speak-
ers who were not only asked to speak to the 
topic of identity, either individual, perceived 
or collective, but who also represent differ-
ent races, ages, genders, socioeconomic 
classes and physical and mental capacities. 
From Ivan Coyote’s powerful talk on the 
need for gender-neutral bathrooms to rap-
per Prevail’s lyric poem on our technology-
infused society, speakers ran the gamut and 
each individual interpretation of the theme 
was celebrated amongst attendees.

But beyond the content, all aspects of 
the event’s design were firmly grounded in 
the notion of ID.

“Every year at TEDxVancouver we have 
what we call the hurdle—the on-board—and 
we start the experience from that moment 
forward,” says Jordan Kallman, president 
of TEDxVancouver. From the first point of 
the attendee experience—registration—the 
theme was incorporated. Organizers worked 
with Enrg Research Group to develop a 
questionnaire each attendee must answer 
to gain access to their purchased tickets. At 
the end, registrants identified which Vancou-
ver neighbourhood best represented them.   

+MEETINGDESIGN

BY CHRISTINE OTSUKA
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Their answers dictated their “tribe,” or 
those attendees with which they shared the 
most similarities. Chosen neighbourhoods 
appeared on attendee name badges and 
encouraged participants to connect with 
others who chose the same area. Later, 
those tribes would dictate which post-event 
reception conference-goers attended.

The event was structured in chunks—two 
morning sessions of five to six speakers de-
livering 10- to 20-minute talks, punctuated 
with conversation breaks and lunch before 
two afternoon sessions. 

On the concourse level, dubbed the con-
versation concourse, there were multiple 
ways attendees could explore the theme of 
identity during the breaks—a fashion pop-
up that included 30 local vendors; a record 
swap where attendees could exchange vinyl 
with strangers; a bookstore where themes 
of identity but also Vancouver-lifestyle were 
explored; a collective art project for collab-
oration and creative expression. 

The space, while crowded with a few thou-
sand participants, was designed to create a 
high degree of what Kallman calls “social colli-
sion,” where attendees connect and find com-
monalities based on what’s presented before 
them but also the design of the space.  

Each element of the conversation con course 
was thoughtfully produced and included 

because of its connection to the theme.
“Identity is a shifting landscape of who 

you are,” says Kallman. “Without having 
an outlet to explore music and fashion, we 
wouldn’t really be having a full conversation 
about identity.”

Along the walls of the concourse hung 
art commissioned specifically for TEDxVan-
couver around the theme of identity. They 
were part of ID: The Exhibition, a three-day 
off-site pop-up featuring local artists, held 
the weekend before the main event. Those 
pieces were transported to the arena to 
keep the conversation going.

One of the challenges Kallman and his team 
faced with moving the event to Rogers Arena 
was losing the intimacy between the speaker 
and audience as well as the connection be-
tween each event participant. And while you 
can’t escape losing a bit of intimacy when 

you move into a sports arena from a theatre, 
incorporating elements such as smartphone 
polling, which had attendees passing their 
phone to the person next to them and vot-
ing on whether they trusted them; and chair 
yoga and meditation where you held hands 
with strangers and synched breathing pat-
terns, created opportunities to feel connected 
to those in the room—it’s also very Vancouver.

The accompanying live entertainment and 
video spoke to Vancouver’s rich cultural herit-
age, of which Kallman is particularly proud. 

“TEDxVancouver really cares about Van-
couver. That’s what we’re in existence for,” 
says Kallman. “Our tribe is our city. And 
so beyond the individual themes we take 
on each year, we’re trying to tell a deep-
er story about who we are as a city.”  

For event videos, visit tedxvancouver.com

What’s the 
difference 
between 
TED and 
TEDx?

TED global conference

Original

Multi-day

Paid staff

Non-profit

$8,500 USD

TEDx event

Independently run

Single day (mostly)

100% volunteer run

Non-profit

$99 CDN or less

vs.
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Here’s how it works: You fill out an online form 
describing what you need, when you need 
it by, and where the event is located. From 
there, Tasky alerts local professionals to your 
needs and those service suppliers will send 
their custom quotes within hours either to 
you directly (should you provide your contact 
information) or Tasky will send you an email 
with the quotes included. From there, you can 
compare offers just as you would with other 
RFPs and when you’re ready, you can hire 
the best professional for the job. Tasky has 
a long list of service categories on their site 
from catering to junk removal, musicians and 
bartending to equipment rentals and videog-
raphy, just to name a few.

Why you’ll like it: First off, it’s a free ser-
vice and it saves time. For instance, if you 
were looking for a DJ for your upcoming 
event, instead of researching half a dozen 
DJs, finding their contact information and 
writing emails or making calls, you can take 
30-seconds to write your request on Tasky, 

click “submit” and hear back the same 
day from professionals interested and 

available for your event. It’s like having an as-
sistant do the legwork for you. And rest as-
sured, the professionals that respond to your 
requests have been vetted by Tasky’s screen-
ing process to ensure they meet their guide-
lines. To date, more than 100 vendors have 
not been activated on the site since they 
didn’t meet Tasky’s quality standards. They 
make each supplier’s reviews, credentials 
and certifications available to you when you 
receive a quote. Finally, Tasky takes meas-
ures to safeguard their marketplace. When 
a company receives two serious complaints, 
they terminate their account on Tasky, to en-
sure users only deal with reputable and trust-
worthy professionals. 

If you don’t like any of the quotes, no wor-
ries, the suppliers aren’t given your contact 
information, so you won’t be pestered with 
calls or follow-up emails from suppliers you 
chose not to work with.

And if that’s not enough, freelance event 
planners can also list their services for hire 
on the site, meaning when you’re looking for 
a little contract help or contract work, Tasky 
is there to help.

Tasky, which launched in February 2015, is 
available in major cities across Canada with To-
ronto and Calgary as its strongest markets. 

To learn more: visit Tasky.me

Arash Barati (left) and Borna Almasi, 
co-founders of Thornhill-based 
startup Tasky, an online marketplace 

for hiring event vendors.

When you don’t have time  
to source a makeup artist 
or an event photographer, 
there’s an online tool that 
can do the legwork for you. 
Tasky is a free web-based 
platform that helps planners 
produce events by connecting 
the user with reputable service 
suppliers. The company, 
based in Thornhill, Ont.,  
aims to make a planner’s  
life a little easier.
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t’s impossible to dispute the power of audiovisual (AV). Imagine a 
meeting space filled with people. Shut down the graphics and turn 
off the lights. Silence the microphones and the music. What’s left? 

“Audiovisual can make or break your event,” says Julie Cal-
vert, CMP, CMM, manager, Events and Regional Programs, The 
Canadian Payroll Association. “Human beings require constant 

stimulus and in today’s every-changing technological environment, 
attention spans are decreasing. We interact on our smartphones and 
tablets, and these devices are the new marketing/experience bill-
boards for reaching an audience. Factoring an interactive AV deliver-
able into your budget is a necessary investment in order to distinguish 
yourself as a brand. People want to be entertained and involved. A 
comprehensive and flexible AV presence will deliver that for you.”

Entertaining, interactive, immersive: these are the words that de-
fine AV today. And thanks to an explosion in new technologies as well 
as breakthroughs in the science surrounding how people learn, plan-
ners can work with AV suppliers to create effects that will make their 
events magical and memorable.

B Y  L O R I  S M I T H

HOW AV  
ELEVATES  
EVENTS

[PLUS WHAT’S NEW]
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ACTIVATING THE SENSES
Chuck Schouwerwou, CMP, CMM, president and principal meeting 
planner, ConferSense Planners Inc., says that if you look at the re-
search on adult learning, you’ll quickly find out that the more the 
senses—hearing, sight, smell, touch and taste—are involved in the 
learning experience, the greater the chance that what is being taught 
will be remembered. Research has also proven that more will be 
bought when one or more of the senses is engaged. 

An article titled “The Science of Sensory Marketing,” which 
appeared in the March 2015 edition of the Harvard Business Re-
view, explains that sense-based marketing is on the rise. It cites 
research on “embodied cognition,” which is “the idea that without 
our conscious awareness our bodily sensations help determine 
the decisions we make.” It also looks at new academic work that 
“reveals striking instances of senses’ affecting attitude, mood and 
even memory more profoundly than words ever could.” 

On the event industry side, London & Partners, London’s of-
ficial CVB, and CWT Meetings & Events, surveyed 600 event or-
ganizers on the subject of sensory experiences. The study, which 
was released in October, shows that 78 per cent of event profes-
sionals believe multi-sensory events deliver more memorable and 
creative experiences for attendees. It also reveals that 42 per cent 
say sensory activations can help events stand out from the com-
petition, and that more than 75 per cent agree that the senses 
should be increasingly incorporated into events in order to deliver 
greater engagement among attendees. 

The reasons given by the survey’s respondents for not deliv-
ering sensory-led experiences are: insufficient budget (43 per 
cent); lack of time (26 per cent); and difficulties finding sensory 
content suitable for their clients or events (24 per cent). Asked to 
rate the senses being used most effectively in the business events 
world, a solid majority (75 per cent) pick sight. Smell and touch 
are the senses that event pros feel are “poorly integrated.” Light 
activations such as projections and visual illusions are the sensory 
activities most often, and successfully, incorporated into events.

These latter results are not surprising. While smell is often cited 
as the strongest memory enabling-sense, it can be risky business 
in the event environment. For example, the scent of lavender may 
be soothing for one attendee and an allergen to another. Light 
and sound, however, are tried-and-true sensory experiences, and 
thanks to AV can be easily and creatively used to enhance the at-
tendee experience. 

Rita Plaskett, CMP, CMM, president of Agendum Inc., describes 
transforming a ballroom into a forest using AV. On the audio side, she 
had a recording made of a real waterfall and played it on a continuous 
loop. In terms of visuals, she had an image of a waterfall in a wooded 
area projected on the wall. That image was bookended by real trees 
and had logs, rocks and greenery at its base. “When you entered the 
room the lights were dim and there was green line and pin lighting on 
the tables. The image combined with the sound and the scent of that 
many trees created the scene of walking into a forest. All of it was 
accomplished with AV,” she says. 

Schouwerwou has also seen AV components used to great sen-
sory effect. He says that some of the best examples come from the 
Professional Convention Management Association’s (PCMA) Can-
adian Innovation Conference. The first edition of the conference, 

which was held in Niagara Falls, ON, featured a 40-foot video cor-
ridor that attendees walked through to enter the general session 
room. It was changed throughout the show. For the opening session, 
it displayed an image of the rushing waters of Niagara Falls, which 
was accompanied by the sound of rushing water. A fog wall at the 
end of the corridor displayed the conference logo. Attendees had to 
walk through it to enter the room. “This truly set the tone to kick off 
the conference,” Schouwerwou says. “The corridor was then used to 
display fields of poppies waving in the breeze before the general ses-
sion on Remembrance Day; to recognize sponsors; and then at the 
end, to promote the next year’s conference.”

Julie Calvert has also successfully incorporated sound, light 
and touchable physical elements into events. She used 3D Block-
ing a few years ago. “This requires sophisticated mapping tech-
nology on 3D blocks and offers a versatile display on stage or in 
the room,” she explains. “[At her event] it provided a fluid look 
for different presentations throughout the day and changed into 
something different for the evening program. The feedback was 
‘wow’ as the look transitioned onstage throughout the day.”

Giant screens are de rigueur at events but Calvert used them in 
a different way at her 2015 conference. The plenary session was in 
a large exhibit hall so in addition to the big screens at the front of 
the room, a giant triangular screen configuration was placed in the 
middle of the space. It was viewable from a 360-degree perspec-
tive, allowing everyone present to see what was happening. “We 
received great feedback from our attendees on this,” she says. “It 
is a component we will continue to incorporate into our events.”

Another AV win for Calvert was the use of roving image magnifi-
cation (roving IMAG). It is a great investment for a large conference, 
she explains, as it allows audience members to have some “screen 
time,” which creates an interactive environment. “I have heard great 

+INDEPTH

PHOTO: Leia Display X-300. Courtesy of Leia3D, www.leia3d.com.
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feedback. The audience felt very connected with the onstage presen-
tations due to the roving camera.”

Other AV tools Calvert, Schouwerwou and Plaskett have used 
include gobos, digital mapping and LED walls. “If you are in a 
venue like a ballroom, lighting, sound, flash, imagery, holograms, 
fading in/out, staging built up with imagery, sound, fog, elements 
projected on large screens, multi-images in large screens, image-
in-image as well as images on floors, ceilings and walls, all create 
an experience that is difficult to accomplish with just décor,” says 
Plaskett. “AV provides the perfect tool for product launches, re-
veals, creating futuristic views of products and much more.”

A NEW ERA IN AV
The tech guy at the back of the room, controlling the lights and mikes, 
still provides the most-needed service in any meeting room. Not be-
ing able to see PowerPoint slides or hear speakers are sure ways to 
turn even the most agreeable attendees into disappointed event cus-
tomers. But for those planners who want more and have the budget, 
there are a lot of new AV tools and technologies available right now.

In “What We See: Event Trends in 2016 and Beyond,” Free-
man Audio Visual explores how social, behavioural and techno-
logical changes are impacting meetings and AV. The report cites 
the importance of personalization, crowdsourcing and audience 
participation in building engagement. It also looks at the call for 
new, high-value sponsorships, sustainability and event CSR com-
ponents as well as the demand for new event formats, hands-on 
learning, live streaming and storyworlds (brands and events tell-
ing their “stories” through a range of immersive experiences.)

In its report, Freeman contends that as technologies become 
more ubiquitous in everyday life, there will be an expectation that 
events deliver similar experiences. For example, the demand that 

venues deliver connectivity has spurred upgrades at facilities, all 
with the goal of using the “second screen.” Look for event atten-
dees to be able to “take notes on the slides, ask questions online 
in the moment, chat with others watching the presentation and 
respond to session questions,” say Freeman’s experts.

In terms of AV options currently available, Peter Sternberg, 
president, CCR Solutions, reports that modular walls of LED tiles 
can be used as any size screens or scenic accent pieces. No longer 
just for rock concerts, they are “infinitely programmable in terms 
of graphics and animations but are very bright and create an 
amazing effect,” he says. However, he cautions, that these solu-
tions can be more expensive in terms of cost to rent as well as 
labour for programming the content to display. 

He also points out the increasing popularity of integrating vet-
ted social media feeds into an event environment. Doing so allows 
audience participation from mobile devices. This builds on the 
surging demand—particularly among millennials—for attendee 
engagement and inclusion in what happens during meetings of all 
kinds. Texting questions, polling data and streaming content from 
the presentation to each person’s personal mobile device is easily 
done through virtual networks. 

“Small portable charging stations are also a must for all types 
of meetings,” says Sternberg. “They keep attendees in the room 
and engaged while they charge their phones.” New battery-pow-
ered tabletop units that can be branded are becoming very popu-
lar in terms of cost and practicality, he added. These units can last 
up to 10 hours on one charge and power multiple phones for the 
duration of a meeting. “You can afford to put one on every table 
and they are great for sponsor opportunities.”

Simon Hancock, national director of marketing for FMAV, says 
that the event market, like the consumer market, is seeing “the 
adoption of bigger, brighter and higher definition video displays” 
as they continue to become more accessible and affordable. “Now 
event visuals can support the trend towards 4K and Ultra High-Def 
(UHD) video, which are needed for two applications: extra-large 
video displays, and fine resolution critical inspection viewing ap-
propriate to detailed video demonstrations within medical, engin-
eering and science presentations,” he explains.

Holographic presentations and virtual reality are two more tech-
nologies Hancock sees gaining ground in events. “Holograms are a 
novel combination of a number of new and existing technologies, 
which allow content creators to unite live, animated and holographic 
content to deliver an incredible visual treat with real-world 3D ef-
fects,” he says. They offer event organizers a significant opportunity 
“to enhance the audience experience with compelling and emotional 
content delivering a seductive and immersive result.”

Total immersion for event attendees is also possible via simple 
virtual reality interfaces and easy-to-use apps. According to Hancock, 
Google Cardboard is leading the charge when it comes to simple and 
affordable solutions. When combined with smartphones, these ac-
cessories create a wearable VR unit, which offers limitless oppor-
tunities in terms of content and content experience. “What’s great 
for planners is that  a complete render of the event can be created 
to demonstrate exactly what it will look like before a single piece of 
décor goes in the room,” says Hancock. “Similarly, if your content is 
the event filmed from different angles, you can relive the experience 
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from a different part of the room. Presenters can literally see and hear 
what it’s like to be in the audience of their own presentation.”

What else is in the AV pipeline? Freeman’s report discusses a 
number of technologies including location mapping technology (for 
example, iBeacons) and data analytics. Both of these tools will give 
event organizers much-needed intelligence on attendee behaviour. 
“Expect to see more event organizers use data analytics going for-
ward to find concrete evidence of what motivates their attendees, 
what motivates those who don’t attend, and how the organizer can 
personalize the messaging and programming to customize the event 
for the attendee,” the report’s authors conclude. 

LED lighting is another area Freeman sees advances in. Writ-
ing in the company’s Technology Update blog, technical services 
representative Rob Noble explains that “there have been strong 
advances in capabilities of LED lighting fixtures,” and that “with 
better colour rendition and the reduction in size of LED chipsets, 
the line between lighting and video is also continuing to blur.” 
However, he says that “the most immediate trend we see coming 
down the pipe is the adoption of small, incredibly lightweight and 
fast LED beam fixtures.” He concludes that the use of these lights 
will only be limited by the designer’s creativity.

Sternberg says that like all technology, the AV world will con-
tinue to build smarter, smaller and better products that are more 
affordable and offer more solutions. He also says that the inte-
gration of IT and AV will continue to influence the category. Ex-
amples of this include the ability to control digital mixing boards 
for audio and visuals from a tablet or smartphone, and connecting 
content through mobile devices. “Virtual and augmented reality 
could have very interesting applications down the road in terms 
of viewing content in a whole new way,” he adds. “The integra-
tion of Organic LED (OLED) technologies into fabrics will create 
incredible new ways of presenting images where OLED walls will 
be unrolled as opposed to bolted together.”

Asked the same question, Hancock talks about gesture tech-
nology, large scale blended/augmented reality (AR) and POV– 
The Audience is the Camera. He explains that gesture technology 
allows human movement to trigger on-screen activities. And, he 
says, while it’s available now, it still needs refinement as well as “a 
few presenter vanguards to embrace and showcase its effective-
ness and impact before widespread adoption.”

As for integrated blended/augmented reality, he sees it be-
ing used during large staging events for audience BYOD (bring 
your own device) participation and engagement. Coupled with 
motion-tracking cameras onstage, it will extend the AR experi-
ence onto the big screen.

“POV–The audience is the camera is the integration of peri-
scope/live streaming from individual smartphones. It creates a 
multi-user, multi-angle, collaborative experience. As the infra-
structure and support for these applications continues to be more 
robust, there’s less risk to adopt and implement it, making this 
already inexpensive option more accessible,” he says.

AUDIOVISUAL ROI AND ROE
Obviously, AV budgets vary from event to event. Chuck Schouwer-
wou says it’s been his experience that the average cost for quality 
AV at a conference is around 15 per cent of the overall budget. 

Rita Plaskett says that AV is the second biggest line item on her 
budgets, bested only by food and beverage. Whatever the cost of 
an event’s AV, the planner should be able to determine and explain 
its value in terms of return on investment (ROI) and/or return on 
experience (ROE). 

Asked how she evaluates the value of AV, Julie Calvert explains 
that while it is a cost, it should be considered an investment in 
one’s business not a siloed overhead. “If you have made the deci-
sion to host an event, you want to ensure you are allocating funds 
to key areas and AV is one of them,” she says. “It pays to be pro-
active and involve your AV partner in your planning cycle. Discuss 
your budget up front and be transparent, that way there are no 
surprises and you allow your AV partner to provide constructive, 
cost-effective recommendations.”

Calvert explains that her team evaluates ROE based on feedback 
received from attendees, strategic alliances and key stakeholders 
who participate in the overall conference as well as the trade show. 
She says, “If people come back to the conference the following year, 
that’s a win. If strategic alliances come back to the trade show the 
following year, that’s a win. If our overall conference grade is between 
four out of five and five out of five, that’s a win. If non-members con-
vert to members after the event, that’s a win.”

Rita Plaskett points out that ROE helps determine return on 
investment (ROI). ROI, she says, is based on the financial meas-
urement of the dollar investment in an event, which is absolutely 
necessary from a revenue/expense perspective. However, the true 
measurement is ROE. “The experience one feels during and after 
an event moves your engagement level towards the organization 
whether to sell more product, remain an engaged employee, build 
morale, defray fear and build renewed commitment to a merged 
organization, and many other examples,” she explains.

Schouwerwou confirms that the best way to judge the effect-
iveness of AV is through surveys and evaluations. As for ROE and 
ROI, he explains that research has shown that the quality of AV will 
have a bigger impact on how delegates perceive the value of the 
meeting than the actual educational content. “This seems incred-
ibly reasonable to me,” he says, “because if the quality of the AV is 
poor—sound and/or visuals—your senses are not engaged in the 
presentation, your mind wanders and you don’t learn.” 

But if the sounds, lights and pictures are right, attendees will 
be engaged and they’ll remember what they learned and where 
they learned it. That’s the power of audio visual.  
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CANADA   
UPDATENEW EVENT SPACES, HOTEL OPENINGS, 

RENOS, F&B AND MORE

Rodd Miramichi River

St. John’s Convention Centre (final rendering)

NEWFOUNDLAND & LABRADOR
The four-and-a-half star Bonne Bay Inn has new owners and 
has been completely renovated, inside and out. The 10-room 
property is located in Gros Morne National Park, close to 
the historic district of Woody Point and the Parks Canada 
Discovery Centre. It has a café and two lounges, and is suitable 
for small group retreats and meetings. + The new Holiday Inn 
Express and Suites St. John’s opened February 4, 2016. The 120-
room property features a sleek, modern design. Amenities include 
complimentary Wi-Fi, free airport shuttle, an indoor pool, fitness 
centre and business centre.  + The new St. John’s Convention 
Centre’s contractor is busy putting the finishing touches on the 
building, which will stage its first convention on May 2, 2016. 

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

NEW BRUNSWICK
The Mont Farlagne Outdoor Centre 
(Edmundston) opened in 2015 with a new 
vision to be a four-season outdoor facility. 
Its lodge can accommodate 250-person 
events. In addition to two snow tube trails 
and more than 20 ski and snowboard trails, 
it now has an up-to-date snow park, ice 
climbing and snowshoe trails. Group rates 
and activities are available. + After a multi-
million dollar reno, the Rodd Miramichi 
River has become one of only five New 
Brunswick properties to obtain a five-star 
rating from Canada Select. Its general man-
ager says, “It’s been an extreme makeover. 
There isn’t a corner of the building that 
hasn’t been redone.” The hotel has 79 
guestrooms and suites, and meeting space 
for 300. + The Saint John Trade and Con-
vention Centre (SJTCC) has completed 
renovations and updated its network. It 

now has a new Entrance Hall and Welcome 
Centre, and all soft furnishings have been 
replaced, offering 20,000 square feet of 
pillar-free, neutral-tone space. In addition, 
the SJTCC has invested in a state-of-the-
art Cisco Wi-Fi Network, which is sup-
ported by an on-site management team 
and can accommodate more than 2,000 
devices simultaneously. 

QUÉBEC
A 12-storey, four-star Grand Times 
Hotel is being added to Drummondville’s 
hotel inventory early this year. The new 
property has 140 rooms and suites, and 
meeting space on its top floor.  It will 
link to the Centrexpo Cogeco Drum-
mondville, the 136,640-square-foot 
convention centre that opened in De-
cember 2014. Centrexpo’s spaces include 
a 10,700-square-foot lobby that can 

accommodate more than 1,000 people; a 
60,000-square-foot exhibit hall that can 
be divided into three 20,000-square-foot 
rooms; several meetings rooms with nat-
ural light; and a 250-seat restaurant. + The 
Tremblant Convention Centre is getting 
a $350,000 refresh in 2016. The project 
includes the renovation of common areas 
and meeting rooms (paint, wallpaper, rugs, 
furnishings); infrastructure and technol-
ogy upgrades; and the addition of a VIP 
lounge and patio. + The owners of the 
Manoir Saint-Sauveur Hotel have spent 
$10 million to refurbish the property’s 250 
rooms and suites (executive, junior and 
hospitality); common areas (restaurants, 
bar and bistro lounge); amenities (hot and 
cold tubs, dry sauna, multi-sport field and 
Nordic baths); and business spaces. Its 
meeting and convention facilities include 
a 23,000-square-foot convention floor 

Photos: (Clockwise from left) The 
Zed Hotel’s Ping-Pong Lounge, 
Victoria, BC; Renovated event space 
at the Best Western Plus Cairn Croft 
Hotel, Niagara Falls, ON; Hyatt Andaz 
Byward Market, Ottawa, ON. Image 
© Mason Studios; The Apartment, 
Aberdeen Tavern, Hamilton, ON.
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with state-of-the-art technology; and 23 
meeting and banquet rooms including two 
ballrooms, Everest (500) and the recently-
renovated Matterhorn (330). + Construc-
tion of the new pavilion at the Musée des 
beaux-arts du Québec (Québec’s Fine Arts 
Museum) should be complete this year. The 
Pavilion Pierre Lassonde will feature larger 
reception areas. The museum is located 
in downtown Québec City, in the Plains of 
Abraham, the city’s urban park.  

ONTARIO
The Aberdeen Tavern in Hamilton has 
converted its second floor into a private 
dining, meeting and event space called 
“The Apartment.” It  features warm, clean, 
modern furniture and has its own bar 
and kitchen. + The J.K. Tett Centre is the 
latest addition to Kingston’s portfolio of 
meeting facilities. The centre is housed in a 

City-owned heritage building that origin-
ally formed part of the Morton Brewery 
and Distillery Company, which was built in 
the mid-19th century. Located on the Lake 
Ontario waterfront, it is operated by the 
Tett Centre for Creativity and Learning, a 
not-for-profit arts organization made up of 
tenant groups and community members. 
The centre has a variety of rental spaces, 
including the Malting Tower (seats 110 
banquet style), rehearsal and multipurpose 
studios and a community gallery. + Herit-
age North in Kirkland Lake underwent 
extensive renovations in 2014. Its meet-
ing spaces include two conference rooms 
(boardrooms for 10 and 6); an informal 
entertaining lounge that seats 15; a theatre 
that accommodates up to 100 reception-
style; a 3340-square-foot exhibit hall; and 
a 3100-square-foot banquet hall. + The 
London Convention Centre is undergoing 

a $5 million capital improvement project. 
Announced in October, the project is heav-
ily focused on the first floor and includes 
modern design touches, energy efficiency 
upgrades and accessibility upgrades. A key 
part of the transformation will be the con-
version of the current main floor theatre 
into event space. To kick off the project, 
the Convention Centre donated speak-
ers, sound equipment, acoustic curtains, 
lighting and other materials to the Grand 
Theatre, the Palace Theatre and Habitat for 
Humanity. + Hornblower Niagara Cruises, 
the successor to the historic Maid of the 
Mist tours in Niagara Falls, now has a pri-
vate events tent which will allow groups to 
hold private functions in conjunction with 
cruises. + The Best Western Plus Cairn 
Croft Hotel in Niagara Falls has completed 
a renovation of its largest event space. 
Redesigned by Anne Brown of Bar None 

Photos: (Clockwise from top left): Bar, 
Fairmont Empress, Victoria, BC; Manoir 

Saint-Sauveur  Hotel, Saint-Sauveur, 
QC; Artist’s rendition of Studio Bell, 
Calgary, AB; Fairmont Empress Tea 

Lobby (rendering), Victoria, BC.
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Designs, the updated space seats up to 
200 guests and has direct access to indoor 
courtyard event space. The hotel has 167 
guestrooms and 11,500 square feet of event 
space including Doc Magilligan’s, a 270-
seat Irish pub and restaurant.  + Château 
des Charmes in Niagara-on-the-Lake 
has begun the largest capital investment 
in the property since its opening in 1994. 
Part of the project is the re-imagining of 
its Vineyard Courtyard event space. Once 
complete, the  space will feature a curved 
roof, semi-permanent tent. The structure 
will seat 300 in rounds of eight with the 
ability to expand if needed. + Ottawa’s 
hotel inventory will get a boost in 2016 
with the opening of three new properties. 
Canada’s first Hyatt Andaz boutique hotel 
is currently under construction on the east 
side of Dalhousie Street in the ByWard 
Market neighbourhood. Scheduled to open 
this spring, the 200-room property will 
have 4,500 square feet of event space. 
+ Le Groupe Germain is also building 
a new hotel on the north side of Slater 
Street between Bank Street and O’Connor 
Street. The ALT Hotel Ottawa will open in 
spring 2016. It will have 148 guestrooms. 
+ Another Le Germain property has been 
announced as part of a major development 
at the municipal arts building known Arts 
Court. Located just south of Rideau Street, 
east of the Rideau Canal, it is scheduled 
to open in late 2017. + Tourism Windsor 
Essex Pelee Island reports that in 2015 the 
Waterfront Hotel (Windsor) and the Pelee 
Motor Inn both underwent full renovations 
and were rebranded to the Best Western 
PLUS Waterfront Hotel and Best Western 
PLUS Leamington respectively. The Days 
Inn & Quality Suites are currently under 
renovation and will rebrand this year. In 

addition, Caesar’s Windsor will be up-
grading all of its guest rooms this year.
 
MANITOBA
The $180+ million expansion of the 
RBC Convention Centre Winnipeg will 
be complete in 2016. The project has 
transformed the facility into the fourth 
largest convention centre in Canada. The 
expansion adds 100,000 square feet of 
space to the existing 160,000 square feet 
of space. It includes a new main floor 
public lobby, concourse and registration 
area (22,400 square feet); new main 
floor ballroom (24,000 square feet); and 
new additional third floor exhibition hall 
(53,000 square feet). 

ALBERTA
The National Music Centre in Calgary 
will move into its new home—Studio 
Bell—this summer. The 160,000-square-
foot facility will have five floors of 
exhibition space dedicated to telling 
the story of music in Canada. It also has 
the capacity to host groups of 150 to 
300 people. Rental spaces include three 
meeting rooms; one temporary exhibition 
space; one 300-seat performance hall; 
and more. + The newest addition to Cal-
gary’s downtown hotel inventory is now 
under construction. The Residence Inn 
by Marriott will have 360 guestrooms 
and a SilverBirch Conference Centre. 

BRITISH COLUMBIA
Delta Burnaby Hotel and Conference 
Centre has completed a $2.4 million 
renovation of its suites. The project took 
four months to complete and saw the 
footprint of the existing suites expanded to 
accommodate six larger, luxury suites. + A 
$9.4 million lobby renovation is in progress 
at the Delta Grand Okanagan Resort and 
Conference Centre. The reno will include 
the creation of a new 263-seat destination 
restaurant and wine bar. The redesigned 
lobby will open in March with the restau-
rant and wine bar opening at the end of 
May.  + The new owners of The Fairmont 
Empress Hotel in Victoria have started an 
extensive renovation of the property that 
is expected to take two years. Phase 1 of 
the project is currently underway and is 
scheduled to be complete by May 2016. It 
will see the renovation of 245 rooms and 
suites including the Fairmont Gold lounge 
and patio, harbourview suites, tea room, 
restaurant and lower level meeting spaces. 
The North Wing of the property will be 
fully operational and welcoming guests 
throughout Phase 1. The second phase of 
the renovation will take place from October 
2016 to May 2017.  + The Hotel Zed in 
Victoria is offering its Ping-Pong lounge as a 
meeting room until April. The space can ac-
commodate eight and comes complete with 
white boards, flip charts, high-speed Wi-Fi 
and ping pong balls and paddles.   

+CANADA UPDATE

Canada Update is included in every issue of Meetings + Incentive Travel. 
Canadian CVBs, DMCs, restaurants and venues are invited to send information 
about new event spaces to Lori Smith, Editor, (lsmith@meetingscanada.com) 
for possible inclusion in the section and online at MeetingsCanada.com.

Lobby and Great Room 
in the new Holiday Inn 
Express & Suites, St. 
John’s, NF.
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+INCENTIVEINSIGHTS

©bowie15/iStock/Thinkstock

MOTIVATING 
MILLENNIALS

ENGAGING THE NEW GENERATION 
IN INCENTIVE TRAVEL

HOT SPOTS
AMEX Meetings & Event’s list of 2016’s coolest 
incentive travel destinations is a mix of up-and-
comers and tried-and-true locations.

+  Los Cabos, Mexico

+ Panama City, Panama

+ Miami Beach, Florida

+  New Orleans, Louisiana

+ Rio De Janerio, Brazil

+  Budapest, Hungary

+ Vietnam

+ Europe – River Cruising

B Y  I S S A  J O U A N E H

1 |   Emerging Destinations  
& Corporate Social  
Responsibility (CSR)

When selecting destinations for incen-
tive trips, “sun and fun” type trips are 
slowly being replaced by trips that in-
volve hard work, either in the form of 
CSR activities or extreme recreational 
activities. Incentive planners hoping 
to cater to a millennial audience can 
engage attendees with opportunities 
to explore the local geography and 
cultures while giving back. 

2 |  Selecting Properties  
with a Purpose

It will continue to be important to 
ensure a property can accommodate 
your incentive group in terms of rooms 
and conference space. However, there 
is a growing expectation that the 
property will also delight and enrich 
the attendee. Properties with new 
themes and amenities are abundant 
and many have a focus on priorities 
like connectivity and wellness. Overall, 
unique and locally-adapted properties 
are welcomed by millennials. 

3 |  It All Comes Back to  
the Food (& Beverage)

Attendees of all ages have developed 
an expectation of having a local food 
and wine or a craft beer experience as 

With all the buzz about how millennials are changing 
the workplace and shifting planners’ meeting strat-
egies, it comes as no surprise that this generation—
defined globally as individuals born between 1981 
and 2000—is perhaps the most influential in incentive 
travel, today. With millennials set to make up half of the 
global workforce by 2020, designing incentive travel 
programs for all generations, but with the evolving 
preferences of millennials in mind, may be a successful 
and sustainable strategy for many organizations.

Ultimately, the goal of any incentive travel pro-
gram is to motivate, recognize and reward. How-
ever, now, millennials also want to be engaged. This 
population desires authentic, immersive experiences 
as well as inspiration to succeed, which is perhaps 
the most exciting philosophical shift of late. 

The image can be seen in five key components of 
any incentive trip: destination selection, property se-
lection, food and beverage, entertainment and gifts.

To address the millennial generation, American 
Express Meetings & Events recently released its 2016 
Meetings & Events Forecast, which focuses on these 
five key components of incentive trips and defines 
this growing class of travellers.

part of the incentive trip. Heightening 
the local focus and upping the level of 
sophistication around food and bever-
age can be a real winner for incentive 
events, especially for millennials. 

4 |  Engage with  
Interactive Entertainment

It is no surprise that millennials want 
to be stimulated, inspired, educated 
and engaged. Additionally, being born 
into the digital age, millennials are ac-
customed to immediate gratification 
and have already seen and shared 
a lot of the new trends and popular 
gadgets. This leaves incentive plan-
ners with the challenge of trying to 
impress a worldly, savvy audience.

5 |  Gifting, Updated

In the past, brands and labels might 
have been important to winners but 
this generation of younger atten-
dees prefers to choose their gifts at 
an amenity bar, often set up right at 
check-in. Companies can offer a wide 
range of choices, including anything 
from beverages and flowers for the 
room to custom goodies or on-site 
experiences. 

Issa Jouaneh is the senior 

vice-president and general 

manager of American  

Express Meetings & Events. 
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MADRID
THE MELTING POT OF SPAIN

BY LORI SMITH

38 M E E T I N G S C A N A D A . C O M
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On the first night of a four-day FAM visit to 
Madrid, the group has dinner at The Westin 
Palace. As we sample an array of tapas, Juan 
Carlos Beneyto, the head of the Madrid Con-
vention Bureau’s Corporate and Incentives 
division, explains that the city is the coun-
try’s melting pot. Situated in the geographic 
heart of the Iberian Peninsula, visitors can 
find in it a little of each region of Spain and 
this blend results in a national capital that is 
traditional and trendy.

Independent incentive travel planner 
Maria da Cunha, CTC, CMP, says she loves 
the city for its wonderful culture and cui-
sine. “Madrid’s offerings of world-renown 
museums, unique event venues, four- and 
five-star restaurants, Old City and amaz-
ing entertainment options are an incredible 
combination for a fabulous incentive pro-
gram,” she says. Other pluses according to 
da Cunha, are the fact that it’s a safe, walk-
able city and that its high speed trains make 
great day trips possible.  As for group size, 
she believes it’s an excellent fit for larger in-
centives (150 to 200 participants) as well as 
smaller groups (15 to 75). 

Asked to name three highlights of the 
FAM trip, da Cunha lists seeing the incentive 
quality hotels, visiting the Old City and the 
day trip to Toledo. She adds that seeing the 
Real Madrid stadium “was a pretty amazing 
experience as well.”

Over the course of the four days, the 
group, which is staying at the five-star Villa 
Real, visits seven hotels.  On the first day, we 
tour the five-star Westin Palace, which is the 
largest five-star property in the city (467 
rooms, 20 meeting rooms, two ballrooms) 
and the Hotel Urban, a 100-room property 
with three meeting rooms on its lower level. 
The contrast between the two is striking: 
the Palace was built in 1912 and was recently 
renovated to its former glory. The 100-room 
Urban Hotel was built 10 years ago. It is a 
high-design property that meshes modern 
furnishings with pieces of ancient art. 

Over the course of the next few days, 
stops are made at the Hotel Wellington Ma-
drid (five-star, 251 rooms, 13 event rooms) 
which is located in the upscale Salamanca 
District; Melia Hotels’ hyper-cool ME Ma-
drid Reina Victoria (192 rooms, 7 meeting 
rooms), which is situated on the historic 
Plaza de Santa Ana and is home to “The 
Roof,” a terrace bar with a panoramic view 
of the city that has been voted one of the 
top 10 bars in Spain; the Villa Magna Hotel 
(five-star, 150 rooms, six meeting rooms, 

one gallery), a city centre property that 
has a 12,900 square foot outdoor space 
for events; and the InterContinental Madrid 
(five-star, 302  guest rooms, 4,300-square-
foot Royal Suite, 15 meeting rooms and a 
wonderful terrace garden), located in the 
posh Paseo de la Castellana area.

On a quick half-day trip to the town of 
Toledo (former home of El Greco), we are 
introduced to another type of accommo-
dation:  cigarrals. These are elegant coun-
try homes converted into small hotels and 
event venues. At the end of our afternoon 
in Toledo, we visit the beautiful Cigarral de 
las Mercedes and watch the sun set over the 
hilltop city. The general consensus is that it 
would be perfect for small groups—perhaps 
pre- or post-program for the highest per-
formers or C-suite executives. 

Over the four days, we are also intro-
duced to the range of unique event venues 
available in the city. To start, we tour Platea, 
“a unique leisure gastronomic space” locat-
ed in the heart of the city. The 6,000-square-
foot, multi-storey space has a theatre, food 
court and restaurant helmed by a two 
Michelin star chef. On the same day, we visit 
the Thyssen Bornemisza Museum, which is 
housed in the Palacio de Villahermosa. It of-
fers a private visits program that groups can 
take advantage of. It also has several event 
space options including an auditorium and 
fifth floor room with indoor and outdoor 
space. Good news for planners is that all of 
the city’s museums are available for events, 
even the world-famous Prado. 

The Teatro Real is another cultural treas-
ure that can be used for groups with the 
right budget and timing. Available only 
when it is not being used for performances, 
it has a range of event spaces including a 
beautiful room with a view of the Royal Pal-
ace. Seeing a flamenco performance is an-
other cultural must for groups visiting the 
city. The group takes in dinner and a show 
at Corral de la Moreira Tablao Flamenco. 
There two national champion flamenco 
dancers give a performance that combines 
extraordinary passion with equally extra-
ordinary athleticism.

Athleticism is the raison d’etre for the 
last special venue we visit. The Estadio San-
tiago Bernabécu, home of the Real Madrid 
soccer team, offers some unique options 
including dinner on the pitch and off-sea-
son opportunities for groups to hold mini-
tournaments, complete with referees. It’s 
another part of the real Madrid.   

DINING 
OUT
Madrid offers an exceptional range 
of gustatory experiences. However, 
no visit is complete without trying 
tapas, the appetizer-portion snacks 
that are a mainstay of Spanish cui-
sine and culture. Another must-try 
is Spanish ham—Jamon Serrano or 
Jamon Iberica. The one challenge 
for North American planners will 
be working around the Spanish 
tradition of dining (very) late.

OUTSIDE
Average daytime temperatures in 
Madrid range from a low of 6C in 
January to a high of 25C in July. 
The FAM group visited in the first 
week of December and enjoyed 
15C days and slightly cooler even-
ings. Bonus: Madrid enjoys some 
300 days of sunshine each year. 

OUT OF 
TOWN
Spain’s network of high-speed 
trains makes day trips easy. Two 
thousand and six hundred miles of 
tracks reach 80 towns in the coun-
try. Our trip to the medieval town 
of Toledo took only 30 minutes. 
The towns of Avila and Segovia are 
also nearby but even Barcelona is 
only two-and-a-half hours away.

PHOTOS: (top row l-r): Gran Via. Photo courtesy of Madrid 

Destino Turismo Cultura Y Negocio, S.A. esmadrid.com; 

Staircase, Villa Magne Hotel; Domed dining room, The Westin 

Palace. (Second row, right column) La Platea. (Third row, right 

column, l-r) Egg dish, Photo: Madrid Destino; Flamenco, Photo: 

Madrid Destino. (Fourth row,  l-r) Casa Mingo. Photo: Madrid 

Destino; Suite, Wellington Hotel; Cuatro Torres business area, 

Photo: Madrid Destino; Monasterio de San Juan de los Reyes, 

Toledo. Photo courtesy of Toledo CVB. (Bottom row, l-r) Villa 

Magna exterior; Suite, InterContinental Madrid; Taberna Angel 

Sierra. Photo: Madrid Destino.
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For the first time in history, we live in a 
world without any barriers to connection 
or communication. This has fundamentally 
altered the way people work, engage, 
communicate, and relate to one another. The 
same technology that simplifies processes 
compromises our focus and makes it 
ever more difficult to reach increasingly 
distracted attendees. Attention resources 
have never been more competed over, or 
more depleted. We are asked to process 
four times the information that people dealt 
with in 1986, but with less space and time to 
actually think. Advertisements, alerts, emails, 
constant notifications—no wonder the 
average person struggles to make it three 
minutes without being interrupted!
In this intensely practical speech, Curt 
Steinhorst shares communication insights 
that help you rise above the noise and focus 
strategies that help you block it out.  He 
addresses questions such as:

AUGUST 16
Education 8:00 am – 12:00 pm

Trade Show 12:00 pm – 5:30 pm

AUGUST 17
Education 8:45 am – 11:30 am

Trade Show 11:30 am – 4:00 pm

THRIVING IN THE AGE 
OF DISTRACTION

Curt Steinhorst, 
Distraction Expert

TUESDAY AUGUST 16

Produced by:  

AUGUST 16+17, 2016
Metro Toronto Convention Centre

REGISTRATION OPENS APRIL 1, 2016

• How do you create environments    
 and processes that actually bolster your   
 capacity for focus rather than harm it?

• How do you balance between staying   
 informed on trends though connectivity   
 and seeking to create the trends through  
 focused ingenuity?

• How do you engage with emerging   
 technology without letting it exploit you?

• What communication strategies will   
 help you reach a customer in constant   
 distraction?

DO YOU LIVE OUTSIDE OF TORONTO?  See Hosted Buyer Program Information on page 4

BUILDING LASTING 
HAPPINESS IN YOUR 

ORGANIZATION AND LIFE
Neil Pasricha, 

Happiness Expert | Bestselling 
Author of The Book of Awesome

WEDNESDAY AUGUST 17

The strongest companies in 
the world have the happiest 
people working at them. 
Coincidence? No. In Neil 
Pasricha’s groundbreaking talk, 
he reveals the secrets of these 
organizations with inspiring, 
put-it-in-your-pocket models 
to build support networks, 
manage energy and stress, 
and create lasting happiness. 
Through researching top leaders 
at Harvard, developing leaders 
inside Fortune 100 companies, 
and working with clients like Shell, 
Kraft, and Viacom, Pasricha has 
developed unique frameworks to 
create happiness in individuals 
and drive engagement and 
high-performance results inside 
organizations. After all, we could 
all stand to be a little happier.

Keynotes Announced
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  GIFTS   
GEAR

1. Icebreaker MerinoLOFT™-Helix long-
sleeve, zip jacket features a water-repellent 
outer, recycled Merino insulation and a 
premium merino woven lining. Screen print-
ing and embroidery available upon request. 
MSRP: $259.99 CDN. ca.icebreaker.com

2. This MLB leather watch features a 
genuine red-stitched, scuffed, game-used 
baseball from a MLB team of one’s choice. 
Its face also features a custom MLB holo-
gram ensuring authenticity. $350.00 CDN. 
orangefish.ca

3. Mujjo’s leather touchscreen gloves are 
powered by state-of-the-art nanotechnol-
ogy. They have a matte finish and are fitted 
with a foldover closure. Approximately  
$140 CDN. mujjo.com

4. Logitech’s K380 multi-device, multi-
platform wireless keyboard connects to all 
Bluetooth® enabled devices that support 
external keyboards. It runs on two AAA bat-
teries. $49.99 CDN. bestbuy.ca.
logitech.com

5. Eliminate tangled cords and broken 
cables with Brunton’s Power Knife. It fea-
tures Apple® Lightning, Apple® 30-pin and 
micro USB outputs and standard USB input. 
MSRP: $24.99 USD. brunton.com

6. The environmentally-friendly Solar 
Puff fully charges in eight hours of bright 
sunlight and gives eight to 12 hours of 
light. Water-resistant and recyclable, 
it forms a 4 1/3” cube when opened. 
$30.00 USD. solight-design.com

7. Spruce & Co.’s screen clean wipes—
Sprucies—are available in packs of 10, 20, 
40 and 60 (comes with a tote). The unique 
cleaning formula is alcohol and ammonia-
free. Prices start at $7.99 USD per pack/10. 
spruceandco.com
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+WRAPUPS

PCMA CANADIAN INNOVATION 
CONFERENCE 2015

The third edition of PCMA Canada East 
Chapter’s annual conference kicked off 
November 22nd, 2015 at the Metro Toronto 
Convention Centre. The three-day event 
saw a record number of pre-registered at-
tendees—427 to be exact—with another 86 
joining in online according to PCMA Can-
adian Innovation Conference (CIC) co-chair 
Chuck Schouwerwou. The conference drew 
as many planners as suppliers, according to 
Schouwerwou, with an even split between 
them. PCMA CIC offered those in attend-
ance networking opportunities, four key-
notes—including Chef Michael Smith and 

Great Big Sea’s Sean McCaan—and a variety 
of breakouts targeted at planners, suppliers 
and emerging leaders. This year, conference 
organizers took special steps to engage 
younger industry professionals with the first 
emerging leaders reception, which preced-
ed the event, and sessions targeting new 
or young industry professionals. The PCMA 
Canada East Chapter’s AGM took place 
on-site where a new Member Engagement 
committee was announced. At the end of 
each day, attendees were treated to recep-
tions, such as the opening night at Azure 
Restaurant in the InterContinental Toronto 

Centre hotel, Ottawa Tourism’s Tweet-Up 
and Tourism Toronto’s Studio 54-style disco. 
An attendee highlight was surely the Des-
tination St. John’s lunch where the Spirit 
of Newfoundland had the room in stitches 
with their comedic banter and later Shelley 
Neville’s rendition of O Holy Night brought 
some people to tears. It was a fantastic pre-
cursor to next year’s event which will be 
held November 20-22, 2016 in St. John’s, 
NL, and airline partners Air Canada, Porter 
Airlines and WestJet are offering a 20 per 
cent discount on flights for planners; 10 per 
cent for suppliers.   —CHRISTINE OTSUKA

PHOTOS: Pinpoint National Photography
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CSAE National Conference & Showcase

PCMA Canadian Innovation Conference 2015

+SNAPPED
1

(Left to Right) ProColombia  & Select Group Marketing Event | 1. Eva Page and Julie Parent, Bond Brand Loyalty. 2. Alanna McQuaid, Meetings + Incentive Travel; Camilla Martinez, ProColombia; 

Lee Ann Marano, Aimia. PCMA Canadian Innovation Conference 2015 | 3. Mark Kelly, Meetings + Incentive Travel; Kathryn Wakefield, Tourism Toronto; Jamal Jordan, Hilton Hotels & Resorts.   

4. Gertrud Jeewanjee, CMP, Canadian Association of Medical Radiation Technologists; Helene Carol Kenny, CMP, National Judicial Institute; Kim MacDonald, Federation of Medical Regulatory  

Authorities of Canada. 5. Anastasia DeFrancesco, ConferenceDirect; Paula Seibezzi, Marriott International. 6. Leslie Barber, CMP, American Express Meetings & Events; Holly Greig, CMP, KPMG Manage-

ment Services LP; Stephanie Uy, Tourism Toronto; Natalie Ciarallo, TD Bank, Arianna McLaughlin, Deloitte Management Services LP 7. Karen Norris, Coaching Association of Canada; Patrick Kilvert,  

Les Suites Hotel; Desmond Lomas, The Howes Group; Andrea Wagner, Royal Architectural Institute of Canada; Dennis Turpin, Shaw Centre. 8. Michael Drake and Michelle Taylor, Tourism Vancouver. 

CSAE National Conference & Showcase | 9. Kristin Briard and Rudeen Hoffman, Society of Petroleum Engineers. 10. Dave Schlanders, Meetings + Conventions Calgary; Brian Slot, Travel Alberta.

ProColombia/SGM Event

7

8 109

6

3 4 5

2
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SITE CANADA Holiday Social

MPI Toronto Holiday Gala

(Left to Right) SITE Canada Holiday Social 2015 | 11. Mary Ann Gamboa, InterContinental Toronto Centre; Hayley Bishop, CMP, Wynford;  Jen Moir, CMP, Meeting Encore.  12. Les Selby, 

CMP, CMM, Aimia; Kurt Paben, Aimia; Bonnie Boisner, Aimia. 13. Rachael Streek-Buma, Meeting Encore; Susan Bernad, ALHI. 14. Adrienne Clarke, Distill Strategic; Michelle Brunet, Preferred 

Hotels and Resorts. 15. Dallyce Macas, Eminence Canada; Brock Dale, Porter Airlines. MPI Toronto Holiday Gala  | 16. Maureen Clifford, The Idea Hunter; Lauren Jones and Jennifer Percy, 

The Westin Trillium House Blue Mountain; Julie Peden, Ruby Sky Event Planning. 17. Jen Holly, Travel Alberta; Christine Otsuka, Meetings + Incentive Travel; Don Leddy, Enercare Centre; 

Pat Gappmayr, Tourism Kelowna; Sandra Moniz, Meetings + Convention Calgary; Daniela Stucki, Edmonton Tourism. 18. David Dugas, D.E. Systems; Candace Shierling, Tourism Saskatoon. 

19. Keith Mantesso, Lori Winokur and Richard Smith, PSAV. 20. Erica Reid, Hilton Fallsview; Tim Whalen, Fallsview Casino & Resort; Lianne Nieuwesteeg, Fallsview Casino Resort. Photos 

16, 18, 19, 20 courtesy of The Image Commission.
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I got my start in the meetings industry... 
by pure accident. Back in 2003 I worked as 
an administrative assistant with a Canadian 
buying group of pool and hot tub retailers. 
As part of the work, I was responsible for 
organizing regular member meetings as well 
as tabletop booking shows. I had no experi-
ence or training in the planning of meetings 
prior to this job. I quickly learned that not only 
did I enjoy coordinating the logistics of these 
meetings, but that I was also good at it. Being 
a highly organized and detail-oriented person, 
it came quite naturally. A few years later, I 
started a new job where my primary role was 
organizing a wide range of events across the 
country. This is where I really cut my profes-
sional teeth in the area of meeting planning.

When people ask me what I do for a 
living, I tell them... I organize events. They 
usually have no clue what this entails, so in-
evitably, I need to elaborate. I don’t think it’s 
an easy thing to explain to someone outside 
of the industry. I usually say that I coordinate 
logistics for conference and trade shows. 
Depending on the situation, the inquiring 
person will either ask me a number of other 
questions to help get a feel for the work, or 
else they will glaze over and feign under-
standing. I can’t fault those who might not 
have an interest in learning about the profes-
sion. I think it takes a special kind of person 
to be as passionate about this line of work as 
us dedicated meeting professionals are.

People shouldn’t underestimate me 
because... I am a man. How ridiculous 
that must sound. Please believe I do not 
mean to diminish the struggle of women 
in the professional world. I only bring up 
my gender because it relates to my career 
in that I have found the planner side of 
the industry to be very much dominated 
by women. I believe that a generalization 
exists that women, as opposed to men, are 
more likely to be organized, detail focused, 
and overall good planners. Gender should 
not be something that an individual judges 
another individual by. But it happens. I 
happen to be a male meeting planner. I 
don’t think there are too many of us out 
there (at least in Canada and that I have 

met). I am a man and I like to plan a party. 
And I’m pretty good at it. Is that strange?

The most valuable lesson applicable 
to my work I have learned is... very ba-
sic, but very important. Keep your cool. I know 
it sounds simple, but even the best of us can 
start giving in to stress, especially when dealing 
with challenging circumstances when you are 
on-site coordinating a big event. A mentor of 
mine gave me this invaluable advice during one 
such situation, and I will never forget it. The 
outcome of a difficult situation can hinge on 
how the person charged with finding a solution 
reacts. Either you stay calm and confident or 
you become visibly stressed and frantic. Having 
worked on this skill, I now pride myself on be-
ing able to handle problems while maintaining 
a professional and serene demeanor (regard-
less of how I might feel inside). If you project a 
calm and collected attitude, others around you 
will be more likely to do the same. 

I plan to make my mark in the meet-
ing industry by...  being a genuine person. 
I try to foster positive and productive rela-
tionships with my colleagues and suppliers 
by being honest, straightforward, realistic, 
and asking for the same in return. We are all 
human beings. We make mistakes, we get 
discouraged, and sometimes we need help 
from others. As long as we all try to keep in 
mind that we have the same goal—to create 
memorable and impactful experiences for 
meeting participants—I think we can always 
find common ground. I don’t need to amaze 
people with many impressive achievements. 
If I can make sure that the majority of people 
I collaborate with can look back on their 
working relationship with me as a positive 
experience, I consider that a great success.

In 10 years, I see myself... still working 
very hard and loving what I do. I would hope 
to lead a team of passionate people who 
like to create and innovate, and to help them 
achieve their goals for professional fulfillment. 
I have been fortunate to work for and with 
some really great mentors, whose guidance 
and trust in my work has been essential in my 
professional success thus far. I hope to be able 
to do the same for others in the future. 

+NEXTGEN

Name
Matthew LeBlanc 

Title
Events Officer

Company 
Federation of Canadian  
Municipalities 

Age 33

Associations  
(past and present)

MPI Member

“I am a man and I like to plan a party. Is that strange?”
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