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With sweeping views from the newly-expanded RBC Convention Centre,  
a vision for a brighter future at the Canadian Museum for Human Rights,  
and panoramas of playful polar bears at the Journey to Churchill exhibit,  
we have eye-catching venues for any occasion. 

To book your next convention please call Tourism Winnipeg 
1.855.PEG.CITY (734.2489) or visit meetingswinnipeg.com

Set your sights on the centre of Canada where a new Winnipeg has come into focus

-National Geographic Traveler Magazine

WINNIPEG
ONE OF THE TWENTY
BEST TRIPS IN 2016

RBC Convention Centre
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I snapped a Mystery  
Man!  I try very hard  

to get everyone's name 

right in the Snapped  

section of the magazine. 

But, in this issue, one  

man's identity has eluded me. The  

first person to email me his name 

and company name wins a copy of 

The War at Work, essential reading 

co-authored by IncentiveWorks 2017 

keynote speaker Seth Mattison. 

+EDITOR’SCOMMENT

The unified and reasoned responses 
from Meetings  Mean Business (MMB) 

and its U.S. industry partners—PCMA, 

SITE, MPI, DMAI, CIC, etc.—to the execu-

tive orders on immigration, refugees and 

travel issued by President Donald Trump 

in his first months in office, are admirable. 

These organizations advocated clearly, 

coherently and respectfully on behalf of 

the industry. Their responses were firm 

but fair, acknowledging and supporting 

U.S. national security concerns while 

making sure the interests of the meetings 

and travel communities were heard. Their 

ability to act rapidly and collectively is 

the silver lining of the dark cloud that en-

veloped the industry in 2008/09. 

We all know how seriously the econom-

ic collapse impacted the meetings indus-

try. And, we all know the damage wasn't 

limited to slashed budgets and cancelled 

programs. The profession was denounced 

by government officials and media. Meet-

ings, they said, didn't mean business. 

They were, of course, wrong. But, their 

false allegations and misperceptions were 

the impetus for a lot of great initiatives 

that have moved the industry forward and 

made it stronger. 

2009 saw the formation of Meetings 

Mean Business in the U.S. and the Busi-

ness Events Industry Coalition (BEICC) in 

Canada. They were both created to bring 

the industry together and give it a voice. 

In 2014, the MMB adopted Canada's home-

grown National Meetings Industry Day, 

which  has since gone global, morphing 

into a worldwide celebration and advocacy 

LORI SMITH
EDITOR

lori@newcom.ca

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.

THE SILVER LINING OF 08/09

QUOTABLE 

day for the industry. This year, the BEICC 

has partnered with Meetings Mean Busi-

ness and is now Meetings Mean Business 

Canada (MMBC). 

Grant Snider, DMCP, is the chair of 

BEICC/MMBC (and the subject of this 

issue's Leadership column). During an 

interview for an online article I wrote 

about the partnership, he explained that it 

offered great benefits in terms of the ef-

fectiveness and scale of the coalition's ad-

vocacy role as well as cohesive branding. 

The question that remained was whether it 

would gain the industry support it needed 

to do its job. Snider was, and continues to 

be, optimistic.

"What if what is happening now is exact-

ly what should be happening?" I have that 

question written on a piece of paper that 

I've taped to my office wall. I think about 

it every day. What if the rapid response of 

the U.S. Meetings Mean Business coalition 

to the executive orders is exactly what was 

needed to remind us that without a strong, 

unified voice our industry is defenceless 

when attacked by the media or the govern-

ment? What if it's what needed to happen 

to ensure that we remember to stand up 

for ourselves? M+IT is supporting Meetings 

Mean Business Canada. Are you?

"If you can't fix it, feature it." ~ Kelly 

Coppola, senior director of business 

event strategy, Professional Convention 

Management Association (PCMA),  

explaining how to deal with challenging 

physical elements in meeting spaces. 
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First Choice 
FOR ALL YOUR 
MEETINGS AND EVENTS 

• Special group offers in premier global destinations
• Earn Hilton Meeting Planner Points
• Book in Canada or internationally

© 2017 Hilton. All trademarks of the Hilton Portfolio are owned by Hilton or its subsidiaries.

CALL THE HILTON SALES OFFICE – 1-800-671-9981 OR VISIT MEETINGS.HILTON.COM

BOOK YOUR MEETINGS AND EVENTS WITH HILTON, FOR ALL THE RIGHT REASONS:

p03-08 Contents_WhatsOn_Masthead_Ed.indd   8 2017-03-31   12:54 PM

http://www.meetings.hilton.com


Grant Snider, DMCP
 President & CEO, Meeting Escrow Inc. 
 2017 Chair, Meetings Mean Business  
 Canada (formerly BEICC)

In 2016, Grant Snider was inducted into Meetings + Incentive 

Travel’s Hall of Fame in the Industry Innovator category. He 

was selected for creating Meeting Escrow Inc., a company pro-

viding financial and risk management services for the meet-

ings industry worldwide. Launched in 2015, it is a first-of-its-

kind in the industry; a new, needed and long overdue service 

that protects planners and their clients. This year, Grant is chair 

of the Business Events Coalition of Canada (BEICC), which is in 

the process of transforming itself into Meetings Mean Business 

Canada, with the goal of creating a unified advocacy coalition 

for the meetings industry. Prior to developing Meeting Escrow, 

he spent nearly 25 years with JPdL, Canada’s largest destina-

tion management company. 

How would you describe  
your leadership style?
I think my strength is creating and communicating a vision for 

people, setting a roadmap for how to get there and building 

teams around that vision. I’m not the leader who’s going to hold 

your hand or ask how your pet is doing. It’s not my style. I am the 

person who’s going to give you guidance, from that 30,000-foot 

perspective, on where I think you should go. I’m also the person 

who can sit beside you and fix your computer. I can get into the 

nitty-gritty of any task because I’ve probably done it. I’m not afraid 

of the details but, as I said, I tend towards the big picture style of 

leadership. I like the strategy. I like thinking through how to solve a 

problem at a high level and building solutions around that. 

+LEADERSHIP
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“Let’s say that half of leadership is based on charisma,  
confidence and personality. Call it genetic. But, I’d say the  
other half is being able to harness those innate qualities into  
building teams, setting visions and developing tactics  
that actually move an idea forward.”

+LEADERSHIP

Vince Lombardi famously said leaders are 
made, not born. Do you think leadership  
can be learned or is it in a person’s DNA?
That’s a tough question. I look at my son, who’s in grade one. They 

have a little gang of four or five guys and he’s clearly identified 

who the leader of the group is. And I hear from the teacher that 

my son is the peacemaker, the mediator, the defender of the under-

dog. So, there are definitely some qualities we are born with and 

one of those is that quality that makes people want to follow other 

people. Let’s say that half of leadership is based on charisma, con-

fidence and personality. Call it genetic. But, I’d say the other half 

is being able to harness those innate qualities into building teams, 

setting visions and developing tactics that actually move an idea 

forward. CEOs of major corporations like Microsoft or Apple don’t 

really touch any of the day-to-day operations. Most leaders work 

in-between worlds, where only a part of their job is leading the 

team. They move between doing and leading. Not everyone can 

juggle those different levels of leadership. 

How do you get others (shareholders,  
employees, stakeholders) to  
accept your ideas?
Number one, the idea has to be good. So, you have to have thought 

through your idea. Number two, you have to be able to communi-

cate it in a coherent, logical way and be able to convince people that 

you are passionately behind it. Third, it’s a cliché, but you have to 

demonstrate that you are capable of doing the work that’s needed. 

When things aren’t going well,  
how do you rally a team?
In my experience over the years, I’ve found that problems hap-

pened when the team took their eye off the ball.  Those situations 

are the fault of the leader. Teams can become dysfunctional when 

they aren’t kept focused on the ultimate goal. That’s when problems 

come up—inter-personal conflicts, performance issues, everything 

that grinds away in the day-to-day world. For me, the answer has al-

ways been getting people focused back on the larger goal and say-

ing, “Remember, this is why we’re here. This is what we do well. This 

is where we’re going.” That’s what helps a team that’s struggling get 

refocused. That’s a broad-based answer and there are many micro 

things a leader can do, but you have to be focused on something 

bigger and believe that it’s possible or they won’t buy in. 

Who are your leadership role models? 
When I watch the ease with which my wife, Sharon, sets strategy, 

creates effective action plans and builds and manages teams 

around those plans, I’m in awe. So, she is definitely a role model. By 

the way, I’m not trying to curry favour—she probably won’t see this 

article. In the bigger world, I love the way Steve Jobs was a pas-

sionate advocate for excellence, simplicity and perfection. Appar-

ently, he was also a quite a tyrant and I certainly didn’t admire that 

side. On the plus side, I like how he was a maniac about getting 

things right. That comes through in some of the biographies that 

have been written. It’s fascinating to see that despite his difficult 

nature, people always knew where they stood with him and that 

nothing but the best would be accepted. That sets an expectation 

that people want to rise to. 

Someone else I really respect is Roger Dow, the president and 

CEO of the U.S. Travel Association. He had the vision to support 

the creation of an advocacy coalition [Meetings Mean Business] 

that is the model for our revamped coalition called Meetings 

Mean Business Canada. The meetings industry sector is not U.S. 

Travel’s core constituency and yet he had the foresight to en-

vision how the interests of the two sectors could align.  

On a negative note, it is fascinating to me to watch how certain 

politicians can lie outright and yet people—smart, rational, thought-

ful people—are still willing to follow and believe in them. It’s amaz-

ing. It tells me that people respond to something in leaders that’s 

beyond the specific words they say and beyond what can be proven 

as objectively true and factual. Leaders seem to lead with emotion, 

not facts and figures. Sadly, even when the discourse is negative, 

this holds true. 

Is there a book that’s influenced your 
thoughts on leadership? 
Insanely Simple: The Obsession that Drive’s Apple’s Success by Ken 

Segall had a big impact on me. Segall is the ad agency creative dir-

ector who handled the Apple account and worked with Steve Jobs. 

You know when I was talking about how a big part of leadership is 

creating a vision of where you want to take a team, Segall explains 

that what Steve Jobs did very well was pare down to their essence the 

efforts and projects that his team undertook. If ideas or projects got 

complicated or chaotic, he would reject them. It was that relentless 

pursuit of simplicity that was at the heart of his leadership. I think as 

the BEICC board tried to figure out where it should go and what role 

it should play at this stage of its evolution, it wasn’t until we stepped 

back and focused on the simple truth that there was a need for an 

advocacy organization similar to Meetings Mean Business in the U.S. 

that what we had to do, how it should look, who should be at the table 

and how it should be funded, became clear.  

CONTINUED FROM P.9
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It’s been said that the electric 
light did not come from the 

continuous improvement of 

candles. A revolutionary ap-

proach was needed. 

Well, St. John’s, Saskatoon 

and Victoria think they have a 

revolutionary, business-boost-

ing idea based on collabora-

tion and convenience. The trio 

launched Cities in Sync (CiS) at 

the 2017 edition of Tête-à-Tête, 

the Canadian Society of Asso-

ciation Executives’ annual trade 

show in Ottawa. Modelled after 

a similar program in the U.S. 

called Synchronicities, CiS is a 

one-stop shop for groups work-

ing on a rotation. 

Krista Cameron, director of 

sales for Destination St. John’s, 

explains that CiS was developed 

and rolled out with associations 

in mind. “We all know they go 

east-central-west, so we teamed 

up to offer a one-stop shop, 

where they only have to have a 

conversation with one of us, send 

one RFP and they’ll receive pro-

posals from three destinations. 

It’s easier for them because we’re 

collaborating. We also have in-

centive payments from each 

destination attached when they 

do [book via] Cities in Sync.”

The initial inspiration was to 

target associations, but as true 

salespeople, the CiS folks won’t 

turn anyone away. Corporates 

are welcome. 

The fine print is quick and 

easy to understand. The plan-

ner/client is expected to book 

an event into each city in their 

next three meeting cycle. The 

rotation may take place over a 

four-year period to meet the 

needs of clients that require 

one year of rotation in Ontario. 

All contracts have to be signed 

within 12 months, and there’s a 

requirement for 300 rooms on 

peak. Those who meet those 

requirements qualify for cash in-

centives to help with costs. How-

ever, there is flexibility built into 

the program, and tiered incen-

tives exist for groups below the 

300-room peak requirement. In 

addition, recognizing that some 

groups meet biannually, they can 

qualify so long as all cities are 

used in the group’s three-meet-

ing cycle. Cities can be booked 

in any order. Whatever the group 

size, the other benefits and con-

venience remain. 

Chief among the benefits is 

file sharing between the des-

tinations. This spares the planner 

from having to repeat their needs 

with each facility in each city.

The lead on Cities in Sync 

has been Candace Schierling, 

director of national conven-

tions and event marketing for 

Tourism Saskatoon. Schierling 

explains that by collaborating, 

they are making a planner’s job 

easier while at the same time 

securing business for their cit-

ies. And, beyond reducing the 

planning workload, the triple-

city booking also helps planners 

grow their event and attendee 

numbers as the three destina-

tions can work together on lo-

cal, regional and national pre-

promotion and coordination of 

social media strategies. 

Schierling says that one of 

the keys to ensuring the pro-

gram’s success has been making 

sure sales reps, not just directors 

of sales, understand the program 

and are onboard with it. 

It’s a good reminder that the 

problem with many top-down 

ideas is the failure to communi-

cate them to the frontline work-

ers. “It’s been a two-year project 

preparing for the launch,” she 

explains. “This involved bringing 

each sales team up to speed on 

the assets and attributes of the 

partner destinations, and study-

ing opportunities for shared 

events, sales missions and mar-

keting campaigns.”

From the destination per-

spective, it’s also a way to better 

leverage marketing and spon-

sorship dollars and reduce the 

cost of sales. 

When the American cities an-

nounced their association, they 

saw an immediate impact on 

bookings. Cities in Sync has been 

met with similar interest. Miranda 

Ji, director of sales for the Victoria 

Conference Centre and Business 

Events Victoria, says that in the 

first week after the program’s 

launch at Tête-à-Tête more than 

20 people they met at the trade-

show expressed interest. 

It seems this is an idea that 

could have legs with planners 

voting with their feet in favour 

of a St. John’s, Saskatoon and 

Victoria combo. 

It is a bold move for friendly 

competitors to trust each other 

enough to set aside the energy 

usually devoted to besting 

other destinations and secure 

business via collaboration. Cit-

ies in Sync might be the launch 

of a number of innovative col-

laborations. Perhaps Canada’s 

three wine regions—B.C.’s Oka-

nagan, Niagara in Ontario and 

Nova Scotia’s Annapolis Val-

ley—could be the next set of 

collaborators.   

Allan Lynch is a freelance 

journalist based in New 

Minas, Nova Scotia. He 

writes extensively about 

the business events 

industry. 

TRIPLE PLAY
How a three-city collaboration 
plans to make meeting easier 

BY ALLAN LYNCH

+THESUPPLYSIDE
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AHEAD OF THE FOOD CURVE
Looking for the unexpected to tickle both sophis-

ticated and jaded palates? For any type of event, 

the Québec City Convention Centre creates culinary 

masterpieces that marry the latest food trends with 

sought-after regional fl avours. Chef Gérard Michel 

and his culinary brigade craft eco-friendly menus 

that cater to guests’ special needs, food allergies 

and health issues. It’s versatility at its best. 

 convention.qc.ca

WIN ATTENDEES’ HEARTS WITH FOOD!
The rise in foodies is impacting how planners are designing upcoming events. Attendees are looking for 

more than standard buff et food. Québec City, a leading reference in meetings and conventions that ranks 

among the 20 World’s Best Food Cities according to the readers of Condé Nast Traveler, has compiled a 

list of some tasteworthy ideas that are sure to delight even the most sophisticated palates.

#MeetQuébecCity

1   Verrine delicacy
       Photo: Québec City Convention Centre

TOP 3
Food ideas for your 
next event

1. Eat like a local
From locally sourced ingredients to 
locally crafted fare and drinks, event 
participants are looking to truly 
experience a region’s culinary prowess —
all while encouraging sustainability in 
all of its forms. Farm-to-the-table 
concepts are still taking the event world 
up by storm.

2. Dietary restrictions that are 
no longer “restrictive”
With more and more people going 
organic, gluten free and vegetarian, 
event planners need to factor in a 
variety of dietary restrictions. But rather 
than view these as constraints, event 
chefs are whipping up innovative 
concoctions that can be enjoyed by all 
participants even die-hard meat lovers!

3. Up close and personal with the 
kitchen and producers
Many event planners are bringing chefs 
out of the kitchen to the events, and 
participants “back in the kitchen.’’ Such 

HILTON QUÉBEC: WHERE 
EXPERIENCE AND CREATIVITY 
GO HAND IN HAND
Rated as one of the top 50 group and 

meeting friendly hotels by HotelPlanner.com 

and Meetings.com, the Hilton Québec’s fl exible 

catering & event team will meet all special requests. 

The executive chef implements a modern vision 

to customize your event by creating personalized 

menus with fresh local products. With a little 

planning, thepossibilities are limitless!

 hiltonquebec.com

2   Bacon cream puffs - Special Pork Show
       Photo: Québec City Convention Centre

Québec City Business Destination @MeetQuebecCity

highly immersive dining experiences 
enable participants to actually view and 
talk to a chef in action. Event planners 
are also organizing half-day trips to 
local farms and producers to discover 
a region’s culinary scene in an entirely 
new light.

The best way to plan for a culinary 
extravaganza that is beyond your 
participants’ wildest expectations, is 
to pinpoint exactly what makes your 
participants tick and identify a theme. 

What’s more: ask your venue for ideas! 
For example, if you’re planning an 
event at the Québec City Convention 
Centre, discuss with the Centre’s 
representatives on the region’s local 
delicacies. Defi nitely food for thought!

1

2
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DOING ALL
THE MATH
Calculating the high cost of combined clauses 

BY HEATHER REID, ARCT MSC

Ruth* always considered herself a money-smart event planner.
Executive director of a Canadian association, Ruth sought ways 

to create value for members while being fiscally responsible. This 

often meant choosing needs over wants or choosing one project 

over another.  

So, when she started thinking about her 2019 annual confer-

ence, it was initially a tough decision to add “Contract Review” to 

the budget. “I was reluctant to add another line item,” she said. “But 

with the conference being such a big part of our overall budget, it 

was important to get it right.” 

Ruth’s conference was scheduled for spring 2019 at a Canadian 

hotel property. She had a draft contract in hand and asked that I 

take a look. 

The most glaring issue with Ruth’s contract was the fact that 

it included two clauses related to food and beverage (f&b) that, 

when combined, were detrimental: sliding scale and attrition. 

Ruth’s minimum anticipated spend for f&b was $100,000. Page 

five of her 18-page contract included the following sliding scale for 

f&b spend:

•� > $100,000.00 f&b: Meeting room rental charge  

would be waived, offered complimentary

•� $80,000.00 to $99,999.00 f&b: Meeting room  

rental charge of $20,000 will be applied

•� $50,000.00 to $79,999.00 f&b: Meeting room  

rental charge of $40,000 will be applied

Three pages later, on page eight of the contract, was Ruth’s 

attrition clause for f&b. The attrition clause stated that, if the 

association’s f&b estimated spend was below the minimum f&b 

spend of $100,000, the hotel would advise of additional alterna-

tives to increase the expenditure OR the hotel would subtract the 

actual f&b revenue from the anticipated f&b spend—and post the 

balance to the master account.

Independently, each of these clauses seems reasonable. So, I 

did the math. I imagined a worst-case scenario in which Ruth’s 

conference achieved only $60,000 in food and beverage spend.

I f  only the s l id ing 

scale clause were in the 

contract, Ruth’s associa-

tion would incur $60,000 

f&b plus $40,000 meet-

ing space rental. 

In this first scenario, 

the association would owe 

the hotel $100,000.

If only the attrition 

clause were in the con-

tract, Ruth’s association would incur $60,000 f&b plus $40,000 

(the difference between $100,000 anticipated and $60,000 actual).

In this second scenario, the association would owe the hotel 

$100,000.

However, the proposed contract included both the sliding scale 

and the attrition clause. With both clauses included, on a $60,000 

food and beverage spend, the association would incur $60,000 

f&b plus $40,000 meeting space rental plus $40,000 (difference 

between anticipated and actual spend).

In this third—and actual—scenario (see chart next page), Ruth’s 

association would owe the hotel $140,000. Forty percent more 

than her anticipated spend!

$60,000 F&B SCENARIO 1 
Sliding Scale Only

 $60,000 F&B Actual Spend

+ 40,000 Meeting Space Rental

$100,000 Total Owing

$60,000 F&B SCENARIO 2 

Attrition Only

$100,000 F&B Anticipated Spend

 - 60,000 F&B Actual Spend

$40,000 Posted to Master Account 

$60,000 F&B Actual Spend

+ 40,000 Master Account

$100,000 Total Owing

CONTINUED 
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There were two clear lessons here for Ruth and for planners 

in general:

1. Do the math. Calculate your costs for EACH clause in the con-

tract. And calculate your costs in worst-case scenarios.

2. Consider the contract as a whole. Clauses may make sense 

independently, but they can be extra-punitive when combined. 

Take into account all applicable clauses when calculating 

your costs.

This situation raises important questions: 

• Was this contract the result of sloppy work on the hotel’s 

part? Did they simply not realize the two clauses combined 

penalized the client?

• If the inclusion of two clauses was not the result of sloppy work 

but a deliberate approach, is that an ethical practice?

• Why is it entirely the responsibility of the event host to catch 

situations such as these? It appears the onus is on event hosts and 

event planners to catch contracts that, like this one, are technic-

ally legal but ethically dubious.   

Heather Reid is the founder and owner of Planner Protect, a 

boutique contract review agency that negotiates venue contracts 

for independent and in-house event planners, and event hosts. 

* Names have been changed to protect confidentiality. 

CONTINUED FROM P.15

$60,000 F&B Scenario 3: Sliding Scale AND Attrition

Sliding Scale

$60,000 F&B Actual Spend

+40,000 Meeting Space Rental

$100,000 Subtotal Owing 

Total Owing

$100,000 Owing (Sliding Scale)

+40,000 Master Account (Attrition)

$140,000 Total Owing

Attrition

$100,000 F&B Anticipated Spend

-60,000 F&B Actual Spend

$40,000 Posted to Master Account
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+THAT’SWHATSHESAID

HOW DO  
YOU FIND  
A MENTOR?
If you struggle with finding  

a mentor, you are not alone. 

Like any other relationship, 

there is no magic potion that 

will lead you to instant gratifi-

cation. Mentorship is simply a 

specific type of interconnec-

tion. Similar to finding the 

right partner, there are do’s 

and don’ts that will help you 

land your ideal match. 

FINDING A MENTOR  
IS LIKE DATING
Yeah, I said it. Weirdness aside, 

hear me out. Most of us have 

likely Googled how to find love 

or researched the top 10 dating 

tips at some point. For those of 

you who have not experienced 

dating in the digital age, allow 

me to explain how this advice 

applies to the mentor search.

ARE YOU 
SINGLE?
9 TIPS 
TO FINDING 
THE PERFECT 
MENTOR BY COURTNEY 

STANLEY

networking event and involved 

our inaugural teachable  

moment: how to tie a bowtie.  

It never dawned on me that  

this person would be my biggest 

supporter, my greatest ally  

and the person I would seek 

professional advice from in  

the years following. 

4 | COMMUNICATION  
IS KEY

 Communication makes and 

breaks relationships. Addressing 

expectations for how often 

you will connect, what  

1 | IT’S NOT YOU,  
IT’S ME

 Would you date yourself? More 

importantly, would you mentor 

yourself? If you do not know 

who you are, what you want 

and where you are headed, 

how can anyone help you? Hav-

ing confidence in your skills and 

your goals makes you a more 

attractive candidate.

2 | LET YOUR 
FRIENDS  

  SET YOU UP
 Sometimes the best mentors 

success looks like and  

concerns you may have, will 

create a solid foundation  

to build upon. 

5 | IT SHOULD  
FEEL EASY

 You should not feel like you  

are forcing the relationship. 

Mentorships do not have to 

start organically, but they 

should feel natural. If you are 

not comfortable asking tough 

questions or receiving honest 

feedback, it may not be the 

best match. 

are already in your network—or 

just a degree or two away. Talk 

to your peers about your desire 

to connect with a mentor, as 

they might already know the 

perfect person to set you up 

with. Referrals for the win! 

3 | IT HAPPENS WHEN 
YOU AREN’T  

  LOOKING…
  You may not be actively  

seeking out a mentor when you 

slam headfirst into the right 

person. The first interaction I 

had with my mentor was at a 
CONTINUED 
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6 | DON’T  
BE A CREEP

 Please, for the love of every-

thing holy, do not be a stalker. 

There is nothing wrong with 

reaching out to someone you 

do not know to connect, but 

you would not approach a 

stranger on the street and ask 

him/her to date you, right?  

If you are interested in some-

one you do not have a personal 

connection with, take an inter-

est in their work. Follow them 

on social media and support 

and interact with content they 

create. By offering your  

unique voice and experiences 

to further the action and  

conversation, you are  

showing that you have  

valuable contributions  

to make. 

for your professional needs. 

Always remember that you 

have much more to offer than 

you realize. Continue to represent 

yourself in work—and in life—as 

a person who strives to be the 

best, and you will undoubtedly 

attract the best.  

Courtney Stanley  

is a marketing and  

business development  

strategist. Recognized  

as one of the meeting  

industry’s top young  

leaders, she sits on Meeting Profession-

als International’s International Board of 

Directors. @LadyPhenomena

MAR I NA  •  LOC AL  M EN U S •  382  MODER N ROOM S •  NATU R AL  M EET I NG SPACES

Meetings. Conferences. Events.

Contact us for more information:  
1-866-382-3474 or pacificgatewayhotel.com.

CONVENIENT. CONNECTED. COMMUNITY.
www.PacificGatewayHotel.com

Pacific Gateway Hotel is closest to YVR Airport, but furthest from ordinary.  
From a service-obsessed team to our natural surroundings, we have  

what it takes to make your event memorable.

Boardroom to ballroom sizes for up to 600
382 modern guestrooms

Over 30 flexible spaces with natural light
Restaurants, marina, gym, pool and gardens

24/7 complimentary YVR Shuttles
Walking distance to McArthurGlen Designer Outlet Center

Pacific Gateway Hotel – your natural choice.

CONTINUED FROM P17

7 | MENTORSHIP  
IS MUTUALLY  

   BENEFICIAL 
 Give, give and give some more. In 

any successful relationship, each 

person does not aim to give 50 

percent; they both give 100 per-

cent. Though initially your hunt 

for a mentor may be self-serving 

to further your career, the best, 

most sustainable mentorships 

deliver value from both sides. You 

have entirely different insights to 

offer your mentor; do not forget 

that you bring an important 

perspective to the table too. 

8 |   DON’T BE AFRAID  
TO EXPERIMENT

 Diversity of thought is key. I am 

a firm believer that one should 

have many different types of 

mentors in regard to gender, 

ethnicity, professional journey, 

etc. The best advice often comes 

from those whose ideas and 

thoughts challenge the norm, or 

at least, your norm. 

9 | IF YOU’RE NOT 
INTO IT, MOVE ON

 Sometimes mentorships just do 

not work, and there is abso-

lutely nothing wrong with that. 

If you are holding up your end 

of the relationship and you do 

not feel that there is enough 

value in the mentorship, move 

along. There are plenty of really 

smart, successful fish in the sea 

that will prove to be a better fit 

“Mentorship has to be a match  

on many levels especially between  

the two individuals. There should  

be optimum learning from both  

mentor and mentee for it to  

be considered a success.” 

Trevor Lui, The International Centre
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+HARDWIRED

Planners today face the challenge of engaging at-

tendees before, during and after their events. Video 

is one of the top ways to increase pre- and post-

show engagement. However, not every event has 

the budget to outsource this task. Fortunately, there 

are a wide selection of video generators available 

that make creating custom videos easy. Check out 

Animoto. For $39 a month, you can create unlimited 

videos to use on your event website and on social 

media feeds. During your event, you can increase 

engagement by using interactive features like those 

offered by MakeLab.ca. This startup’s activations are 

sure to make your event memorable. 

Tools to draw attendees in.

CREATING ENGAGEMENT
BY LORI SMITH

MAKELAB.CA
The five women and two men that form this Toronto-based startup are focused on using new technologies to create authentic hands-on 

experiences at events. Started as a studio space where the public could experiment with 3D printers and laser cutters, MakeLab now offers 

a portfolio of event interactives that include more than a screen. For example, a giant 10-foot wide digital colouring book (see cover) is 

coloured with special digital graffiti spray paint. The finished “page” can be shared via email, or polaroid-printed as a personal takeaway. 

The company also offers an edible selfie photo booth that allows attendees to snap a selfie that is then laser-caramelized onto colourful 

French macarons. Prices for activations vary. makelab.ca 

ANIMOTO
There are a lot of slideshow video generators on the market now 

but Animoto was one of the first on the scene and it’s a cinch to 

use. Featuring drag-and-drop functionality, it offers a variety of 

templates, royalty-free music and other graphic elements to use 

with your event pics and video clips. There are three subscription 

levels: personal ($26/month); professional ($39/month); and busi-

ness ($52/month). Annual plans offer up to 50 percent savings 

on the monthly option. All the plans include unlimited HD video 

creation and sharing. The latest innovation from the company is a 

template to build square videos for greater engagement on Face-

book and Instagram. animoto.com
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THE 
COOLEST 
JOB IN TOWN

+MEETINGDESIGN

Learning from the  

leader of Ottawa 2017
BY LORI SMITH
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CONTINUED 

Guy Laflamme, the executive director of Ottawa 2017, is sitting 

at a high-top table in the lobby of The James Hotel in Toronto, lap-

top open, clicking through pages that describe the sesquicenten-

nial celebrations being held in the nation’s capital this year. He is in 

the city for a day-long flurry of press interviews. It is 2:30 p.m. and 

after his 4:00 p.m. interview, he will head to Billy Bishop Airport to 

catch a flight that will get him to Ottawa in time to do a security 

walk-through of the Red Bull Crashed Ice competition site, one of 

the mega, marquee events on the Ottawa 2017 roster. 

As the de facto planner-in-chief of Ottawa’s celebrations, La-

flamme, 56, has been working on the program since April 2014, 

and has been logging an average of 15 hours a day, seven days a 

week since October. Despite, the intense workload and the repeti-

tion of information that is inherent in press interviews, he is ebul-

lient and passionately on-message as he runs through the roster 

of Ignite 150 events, a line-up that includes an al fresco dinner for 

1,000 on Wellington Street (Canada’s Table), the North American 

debut of La Machine, the transformation of an under-construction 

light rail transit station into a technological marvel, and more. 

He and his team have a hand in nearly everything happening in 

the city this year. They are producing events, facilitating others 

and promoting them all. It’s a huge job that involves working 

with three levels of government, corporations, sponsors, partner 

events and some 400 suppliers. “People think it’s the coolest job 

in town,” says Laflamme. “They have no idea what’s behind it, 

what it takes to get it done”

CREATING THE PLAN
Laflamme was recruited for the job by Ottawa mayor Jim Watson. 

As a professor at Ottawa U’s Telfer School of Management for 25 

years, he has taught marketing, management and strategic man-

agement to undergrads and executive MBA students for nearly 25 

years. He has also taught at the University of Bucharest Business 

School for the last eight years. But that’s only one side of his CV. 

Laflamme’s major event experience includes serving as senior vice-

president of Capital Experience at the National Capital Commission 

(NCC), a Crown corporation that runs the federally-owned lands 

and buildings in the Capital Region. There, he successfully ran Can-

ada Day celebrations, the Winterlude Festival, and the sound and 

light show on Parliament Hill. In addition, he worked on the H2K Mil-

lennium Show, held at Casino Lac Leamy in Gatineau, and chaired 

the JUNO Awards Host Committee in 2003 and 2012 as well as the 

Genie Awards Host Committee in 2009. He is also immediate past-

chair of the International Festival & Events Association (IFEA).

He says that in taking on the Ottawa 2017 challenge, he has ap-

plied everything he has learned, and taught others to do, including 

conducting a full environmental review and writing a comprehensive 

business plan. “I thought, at best, we’d be asked to deliver half of it,” 

he says, laughing. “But, as they say, be careful what you wish for.” 

Laflamme’s business plan for Ottawa 2017 is 400 pages long. It 

outlines his vision for the celebrations and all of the program ele-

ments as well as details on execution and legacy. He gives kudos 

to Mayor Watson for giving him “pretty much carte blanche” in 

developing the program and then giving it a stamp of approval. “I 

come from a government environment and was accustomed to be-

ing told, ‘On page three, second line, third word, can we move the 

comma to the left’,” says Laflamme. “In this case, he [Watson] said 

it [the business plan] seems to make sense. Let’s test the waters 

with some sponsors and public partners.”

That testing of the waters was successful and Laflamme and 

his plan soon won support from the province and major sponsors. 

“The tipping point was when we secured CIBC and got the big-

gest-ever sponsorship support for an event in Ottawa’s history,” 

he says. “Then Bell came onboard. Now we have a list of some 100 

private and public sector partners.”

These stakeholders bought into his bigger and bolder ideas for 

celebrating Canada’s 150th birthday. And, as a result, the budget 

for the program grew tenfold, from $4 million to $40 million. 

However, there were challenges. For example, he had to win 

over the organizations producing the city’s annual events—the 

jazz festival, the blues festival. They thought money tagged for 

150th celebrations should go directly to them. Laflamme had to 

get them to buy in to his goal of making Ottawa the hub of ses-

quicentennial celebrations; not to compete with existing events 

or the rest of the country but to have the city assume its “respon-

sibility as the nation’s capital.” 

Every city has a blues festival and a jazz festival, he argued. 

Simply enhancing these annual activities would not make Ottawa 

the hub of celebrations. Novelty products were needed. He also 

wanted to present the city as dynamic and “present traditional, 

historical sites in edgy, eclectic and non-traditional ways” that 

younger audiences would find engaging. 

“The first year and a half, when we were securing support from 

the board and from stakeholders, was somewhat of a battle,” he 

says. “But, I developed this program with a lot of consultation, with 

a very high degree of ethics and respect. For instance, our events 

are not taking place at the same time as any other major festival.” 

Once the program was financed and approved, it was time to 

put his head down and run with the ball. He expects detractors and 

knows there will be knives in his back at the end of the year. But, he 

says, you can’t let yourself get distracted by all the opponents and 

those who erect barriers along the way. 

He emphasizes that the program is not just about having a 

good time, that each Ignite 150 element is constructed to meet 

a serious objective. For example, the kickoff event was the “pass-

ing of the torch” held on New Year’s Eve. One of its goals was to 

commemorate the 50th anniversary of Canada’s Centennial cele-

brations program. To do that, they created a one-kilometer long 

human chain comprised of 400 young people who had accom-

plished exemplary things. 

“An elder from the Pikwakanagan tribe ignited the sacred fire, which 

was passed from one city councilor to another, all the way to Mayor 

Watson, who ignited a spectacular cauldron,” explains Laflamme. May-

or Watson then lit the torch of the first young person in the chain, a girl 
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who is a Syrian refugee. The torch was passed from one young person 

to the next all the way to Parliament Hill, where a young Pikwakanagan 

girl passed it to Olympic athletes who brought it to the Governor Gen-

eral [David Johnston], who reignited the Centennial Flame.

“We wanted to make young people the stars of the evening and 

celebrate our indigenous roots and this important national sym-

bol—the Centennial Flame,” Laflamme says. “We’re not just about 

party, party, party.” 

BUILDING THE TEAM
To execute his extremely ambitious business plan, Laflamme had 

to extradite himself and his team from the strictures of working 

for the city government. Knowing that he could walk away from 

the program into retirement at any time, he took a chance and 

pushed hard to have Ottawa 2017 set up as an independent, non-

profit bureau. He was successful. Its board of directors includes 

Mayor Watson and Ottawa councilors as well as representatives 

from key venues (Shaw Centre, Lansdowne), the Ottawa-Gatineau 

hotel association, Ottawa Festivals, Ottawa International Airport 

and the indigenous community. A senior manager from the On-

tario Ministry of Tourism, Culture and Sport has a seat in an ob-

server capacity.

Laflamme says that he was impressed by the scope and success 

of Quebec City’s 400th anniversary celebrations. “It’s the model I 

tried to replicate but I decided to go with a very small staff and to 

focus more on commissioning external groups to produce or assist 

in the production of some events,” he explains. For example, multi-

media entertainment company Moment Factory is handling Kon-

tinuum, an immersive, futuristic experience being staged in one 

the city’s future light rail transit stations. And, Wendy Kane & As-

sociates, a Toronto-based project management agency, is tasked 

with creating Inspiration Village, an installation of sea containers 

being transformed to showcase Canada’s provinces and territories. 

Ottawa 2017 has a staff of 17, ranging in age from 19 to 56, 

with the majority being in their 30s. Laflamme has worked with 

several of them before: the finance person for 25 years; the head 

of production on the sound and light show; and another of the 

producers on the Juno Awards. Eighty percent of the staff have 

event management experience. Because of the short window, he 

couldn’t afford to have people on a learning curve. He needed 

them to be operational overnight. 

To find the people who were the best fit, he put candidates 

through “vicious” 15-minute interviews, designed “to recreate the 

degree of stress and intensity that we are now experiencing,” he 

explains. He was looking for individuals who were quick to re-

spond, concise, pragmatic, and results-oriented. They also had to 

have the experience to deal with the variety, caliber and scope of 

programs they would have to execute. “Many planners only work 

on one event of any magnitude in a year. In our case, there are over 

a hundred to deliver,” he says. “I needed people who could handle 

juggling many crystal balls at the same time and not break apart 

because of the stress and the unreasonable volume of work.”

Buy-in was also necessary. The people he hired had to own the 

program. “I was clear from the beginning that this was not a stan-

dard job,” he says. “[I told them] never in your lifetime will you 

+MEETINGDESIGN CONTINUED FROM P.21

“I needed people who could 
handle juggling many crystal 

balls at the same time and not 
break apart because of the 

stress and the unreasonable 
volume of work.”
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have a chance of working on something of this magnitude. You’re 

creating historical moments.”

LEADING THE WAY
Laflamme says that to get that buy-in, he has worked to develop a 

strong, inspirational culture within the bureau. He also makes sure 

that the lines of communication are open. For instance, when he 

comes out of an artistic planning session with a third-party sup-

plier like Moment Factory, he calls the staff together and shares 

information. They may not have tasks associated with the event or 

skills that would allow them to contribute anything, but keeping 

them in the loop inspires them and makes them realize the “mag-

nitude and the pride of being associated to this program.”

To assist in effective communication, he opted not to use the 

walled office earmarked for the executive director. Instead, he sits 

“in the middle of people.” That way he is able to easily connect 

with staff and get things moving. It also encourages essential cor-

ridor discussions.

He says in the beginning, staff members felt like Ottawa 2017 

was going to be a very liberal, trendy work environment. They were 

asking to telework. But it was soon apparent to him that there was 

no way that would work. The intensity and complexity of the pro-

gram requires that everyone be in the office because the corridor 

discussions are as important as the formal meetings. 

Another key to keeping the lines of communication open, says 

Laflamme, is to lead by example, not intimidation. “I do the best 

I can do to build trust and be a source of inspiration for my team 

members so they are always trying to surpass themselves.”

He has fostered an open, collegiate attitude inside the team. 

He doesn’t want them to sweat the small stuff and drain energy 

with negative attitudes. “Every day there will be tension, there 

will be crisis situations,” he says. “Always take the high road, have 

a constructive attitude.”

He says that having produced many large-scale events over the 

years, he’s learned that collapse tends to happen four to eight weeks 

out from the event. “Everything falls apart, people panic. It’s mission 

impossible. As a leader, you have to build a shield—be bullet-proof—

to these kinds of climates so that you don’t panic. You have to create 

calm and reassure your team members. There are always solutions.”

Laflamme admits that being at the end of his career has proved 

liberating in terms of creating and leading such a big, bold program. 

“I have zero political objective and no career objective. Being fully 

independent is a dream scenario to be able to pull it [Ottawa 2017] 

off,” he says. It’s also allowed him to act with more courage and 

conviction than ever before. “In hindsight, I should have had those 

guts over my whole career,” he says. “Too often we compromise 

easily because we’re afraid of the impact. We’re afraid that it’s go-

ing to jeopardize our capacity to progress…. Those are small, short 

term gains that affect our capacity to gain on a long-term basis.”

Good advice for the next person who gets the coolest job 

in town. 

ALL PHOTOS © OTTAWA 2017 unless otherwise noted.  Page 20 (Top) Ottawa 

2017 executive director Guy Laflamme addresses guests at Fire + Ice, the first of a 

series of food experiences that are part of Ignite 150. (2nd row, l-r) Music Ignites 

- Alexander Shelley conducting 1,300 youth orchestra members; Red Bull Crashed 

Ice Ottawa. (bottom row, l-r) Ignite 150 announcement; Laflamme talks to student 

at Ottawa Celebrations Bureau’s Postcards Initative; La Machine, ambulatory urban 

theatre from France, will make its North American debut in Ottawa this summer. 

Page 22 (clockwise from left)  Fairmont Chateau Laurier provides a dramatic 

backdrop to part of the Red Bull Crashed Ice course; Performer at Ottawa Wel-

comes the World Reception; NHL greats at Stanley Cup 125 Tribute; Promotional 

image for Inspiration Village, the installation of transformed sea containers being 

created by Wendy Kane & Associates; Tables set for Fire + Ice dinner, which was 

held in a greenhouse. This page (clockwise from left) Young hockey fan admires 

the Stanley Cup at 125 Tribute; Dancers performing in fountain; Promotional 

image for Kontinuum, the immersive multi-media production being created in an 

under-construction LRT station by Moment Factory; Mayor Jim Watson welcoming 

guests at Fire + Ice; Passing the flame and fireworks on Parliament Hill, New Year’s 

Eve 2016. Both photos © Prabhakar Street (pjtstreet.com). 
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PLANNING 
OUT  OF 

THE BOX
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Event organizer Philippe 

Telio is changing the  

conventions of where,  

when and how to meet.

BY ALLAN LYNCH

Photos courtesy of ResolveTO | startupfestival
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Philippe Telio is probably the most unorthodox event planner in 

Canada, if not the continent.  

Telio presented ResolveTO in Toronto in January. In July, he’ll 

present the 7th annual Startupfest in Montreal. In between, he pro-

duces the Elevator World Tour (EWT), where tech start-ups have 

the duration of a ride “in the world’s most spectacular elevators” 

to make a business pitch to investors. So far, the EWT has used 

the CN Tower, Tel Aviv’s Azriel Tower, Paris’ Eiffel Tower and Hong 

Kong’s tallest building, the International Commerce Centre.

In Telio’s world, no idea is too crazy, too out of the box. He con-

stantly breaks with all the conventions of planning. For example, 

he held ResolveTO in the cavernous Waterworks building—an un-

insulated, disused water station—at the end of January. It was a 

first-time event that drew more than 1,200 attendees and A-list 

sponsors such as IBM, Royal Bank, Deloitte, The Globe and Mail, 

BDO and Thomson Reuters.

The venue was chosen, he says, “because we believe strongly 

that unusual spaces make for far more creative interactions and 

discussions. Surprising people is part of the experience. Spaces 

like these pose many challenges, but the end result is always well 

worth the effort.”

In Montreal, Startupfest also stretches industry convention. Ad-

vised against holding an event in vacation season, Telio believes 

the city is such a draw that he holds Startupfest in the middle of 

summer. Where the rest of the industry keeps control of spaces 

and participants, Startupfest attendees aren’t segregated from the 

public. In fact, an open house is part of the event, which is held in 

the Old Port of Montreal and has used different venues in the area 

over the past seven years. 

While most planners develop “wow” decor, Telio’s “wow” is 

more of the head-scratching kind. Like locating an industry fund-

ing session in a derelict, graffiti-clad mansion more reminiscent of 

a crack house than a place to find angel investors. 

Telio says, “We put a big emphasis on people having fun. It’s 

about stimulating, educating, and having fun with start-ups, in-

vestors and mentors.”

Attendees are drawn by the access to investment and top industry 

speakers (it helps that sponsor Videotron has provided parent com-

pany Quebecor’s corporate jet to bring Silicon Valley heavyweights 

north). Adding to the un-orthodoxy of this weird demographic mix are 

tattooed and pierced tech start-up reps, sporting flip flops and pastel-

tinted hair, making business pitches to a panel of grandmothers.

The grandmothers are six retired businesswomen specifically 

chosen for their lack of technical knowledge. The idea is to avoid in-

dustry jargon and force entrepreneurs to speak plainly. The grand-

mothers listen to the pitches and pick winning ideas—the Grand-

mother’s Choice. To anyone who has tried to teach an older relative 

how to manage new technology it sounds crazy, but the grandmothers 

have proven to be astute judges of great ideas. Companies that have 

won have all gone on to receive funding or get acquired. One Grand-

mother’s Choice company sold to Facebook for $150 million. 

At ResolveTO, there is an Investment Prize and a Best Onstage 

Pitch award. Other prizes included: a six-month mentorship with 

IBM Innovation; free airfare and access to the Fujitsu World Tour in 

California; several $25,000 prizes; and the opportunity for face-to-

face meetings with Mercedes-Benz’s top North American execu-

tives and the chance to qualify for a pilot program at the com-

pany’s Canadian, U.S. and Mexican locations.

While the whole thing can look like a millennial day camp, it’s on 

target for how the demographic does business.

Telio shrugs when asked about specifically targeting millennials. 

“When you target start-ups you’re dealing with a lot of millennials,” 

he explains. “There are two peaks—25-year-old entrepreneurs and 

48-year-old investors—in our age brackets. So, we deal with a lot of 

young entrepreneurs. We do what we do and it just appeals to millen-

nials. We don’t focus on them as a group, we focus more on people 

who are building businesses and happen to be millennials. In all cases, 

our focus is very much on supporting entrepreneurs and giving them 

opportunity, education and access to investors and mentors.” 

    While this is a very entrepreneurial industry sector that could 

easily launch the next Facebook, it is essentially a community of 

highly focused, isolated worker/entrepreneurs who work ridiculous 

hours and are starved for face-to-face time with people they may 

only know via a cyber relationship. “What you see is the physical 

manifestation of the way these people behave. It’s a very dynamic 

group. They have fun. They work very long hours, sleep-in in the mor-

ning, eat awful food, and when they get together they bounce ideas 

around. It’s not a big conference in a big conference hall,” says Telio.

Attendance figures have proven him right. ResolveTO had more 

than 1,200 attendees in its first year. The Startupfestival has grown 

from 1,100 attendees in its first year (2011) to over 4,300 attendees 

in 2016, which was 25 percent more than 2015, which was 50 per-

cent more than 2014.

Telio was a Montreal engineer, who worked in tech consulting, 

sales and marketing before deciding in 2011 that he wanted to create 

“a carnival of activity” to celebrate entrepreneurship. Since switch-

ing careers he’s proven to be the planner with the golden pitch. 

With no event planning background, Montreal approved his plan in 

24 hours. It was the fastest approval the city ever made. Toronto also 

gave a fast approval. 

Chris Rickett, manager of Entrepreneurship Services, Economic 

Development & Culture for the City of Toronto, says it didn’t take 

long to agree to sponsoring ResolveTO. “We were keen to make 

27M E E T I N G S C A N A D A . C O M

+MEETINGDESIGN

CONTINUED 

“Our philosophy is to charge 
those who can afford to pay— 

the 48-year-olds end up paying  
for the 25-year-olds.”
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it happen. Toronto had identified launching an innovation festi-

val that could draw a global audience as a priority. In reviewing 

potential partners, we engaged Phil and the team at Startupfest. 

We liked their approach to celebrating the culture of the start-up 

community, the vibe their festival provided, and how it attracted an 

international audience. Our discussions led to the creation of Re-

solveTO—taking the same vibe and audience of Startupfest, while 

injecting the corporate innovation community and aiming to solve 

big challenges. We agreed to work together on developing the fes-

tival and what that partnership might look like, then signed a com-

mitment. It all came together pretty quickly.”

The city provided financial sponsorship, logistical support and 

introductions to potential partners.

Telio says, “It took hours to come to a clear understanding and 

agreement, and weeks to formalize.” From start to completion of the 

event was a five-month process. The name came from the “patience 

and resolve corporations and start-ups need to work together.”

  As fast as it was, it wasn’t all a bowl of cherries. Telio’s six-person 

team were challenged staging a world-class event in five months in 

a city where they didn’t have connections and learning how to do 

an inside event like an outside event. Telio points out that the event 

itself was different as it brought together start-ups and corporations 

more than start-ups and investors. Corporate participation came 

with an implied stricter standard of decorum, he says. “We still tried 

to stay true to our roots which is doing things in unusual locations 

and I think we met that in spades, though a lot of the installation was 

like nothing we had seen before.” While the event had no tents, it did 

have a speed-dating zone and 10’ by 10’ spaces where larger prizes 

were held and some presenting partners had space. 

Telio continues, “Our attendees come looking for investment, 

visibility with the press or the public because they have an applica-

tion they want people to use or inspiration and advice. Those are 

three things we make sure we deliver.”

As a new event, Telio wondered if they would find corpor-

ates willing to take the risk on a first-time activity. Fortunately 

for ResolveTO, it was able to trade on the Startupfest reputa-

tion in the tech world to attract delegates, sponsors, govern-

ment reps and investors.

The other twist to how ResolveTO and Startupfest operate is 

with pricing. They have tiered registrations. Telio says, “Our price 

starts at zero dollars if you’re a starving start-up. For those with no 

capacity to pay, there are plenty of ways to get into the event for 

free. Then with students and start-ups we generally offer anywhere 

from 25 to 75 percent off of our start-up tickets which are usually 

around $500. But you can get a ticket for $150 in some cases. And 

then we’re less generous with corporates and investors. Our phil-

osophy is to charge those who can afford to pay—the 48-year-olds 

end up paying for the 25-year-olds.”

Governments, sponsors and investors are happy to do it for the 

access to this hot bed of ideas which will spur future growth across 

all sectors. “The more successful start-ups in this world, the more 

successful we’re going to be. More start-ups mean more lawyers, 

more accountants, more telecom services provided, more every-

thing. The economic impact of creating start-ups is good for all 

existing businesses, unless you’re being disrupted,” says Telio.

Whether he’s an industry innovator or disruptor, Telio is pleased 

his career change is having an impact. “I like feeling like what we’ve 

done all these years is growing the community. We do this for the 

greater good. We are running a business here, but we 

do it because we enjoy doing what we’re doing and 

we have an impact.”  

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

Scotia. He writes extensively about the business events industry.
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“We believe strongly that  
unusual spaces make for far  
more creative interactions  
and discussions.”
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THE 2017 EDITION 

OF PCMA’S FLAGSHIP 

CONFERENCE DELIVERED 

EDUCATION AND  

INSPIRATION.

BY LORI SMITH

Photos: Jacob Slaton | Photographer
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AT A PRESS CONFERENCE on the opening morning of Convening Leaders 2017, 

Deborah Sexton, president and CEO of the Professional Convention Management Association (PCMA), 

explained that the association is all about education and it would, as always, do everything it could to  

raise the bar for the industry. Along with that dedication to education, she said, is PCMA’s dedication to  

collaborating with its industry partners. In fact, designing collaboration—with an emphasize on “lab”— 

was the theme of the conference, which ran January 8-11 at the Austin Convention Center in Austin, Texas.  
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YOU CAN DO  
GOOD IN A MINUTE
Corporate social responsibility (CSR) initiatives are often the 

highlight of an event for those who participate. However, they 

are frequently held pre-conference and require a substantial 

time commitment. Convening Leaders 2017 offered attendees 

two well-defined do-good choices.  PCMA continued its Hospi-

tality Helping Hands program with an event benefitting Sammy’s 

House, an Austin facility for children with disabilities. On the 

Sunday morning, 150 volunteers cleaned, painted, built shelves 

and constructed a shed, in addition to donating money (there 

was an $85 fee to participate) to the charity. Then at the show 

itself, attendees had the opportunity to help Operation Grati-

tude, an organization that sends care packages to U.S. military 

personnel. The task was simple: fill a plastic bag with one each 

of five or six toiletry items, close the zip lock and drop it in a 

box.  It took less than a minute to do and, by the show’s end, 

10,000 bags were filled, boxed and ready to be shipped. Bonus: 

a quick, easy endorphin hit for attendees. 

+MEETINGDESIGN CONTINUED FROM P.29
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Like all good scientists, the business event strategists 

at PCMA tasked with putting together the conven-

tion, created “labs” in which to conduct experiments 

in innovation and learning. The main stage area was 

home to the Production Lab, which gave participants an 

opportunity to see behind-the-scenes and learn more 

about livestreaming, effective rehearsals, maximizing AV 

budgets and more. The Meeting Design Lab highlighted 

new concepts in design thinking and showcased winning 

activations. The Wellness Lab offered daily demonstra-

tions on how to incorporate exercise and healthy eating 

into one’s own life and into events. And the Learning 

Labs delivered excellent content and takeaways on a 

wide range of topics including networking, trade show 

innovations, technology and more.

During a media tour of the conference site, Kelly Cop-

pola, PCMA’s senior director of business event strategy, 

explained that PCMA thinks it’s important for the confer-

ence to take risks and be transparent. For instance, the 

production labs let people see how PCMA organizes its 

team at big events.

As the group walked the convention centre, Coppola, 

who joined PCMA last September after successful tenures 

with Freeman XP and ProActive Inc., emphasized the 

“intention” behind the conference’s different elements. 

Operations are very important, she said, but PCMA wants 

to help grow the meeting professional into something 

more strategic. To do so, the conference needs to walk the 

talk and be able to explain the goals and objectives behind 

every display, section and session. 

In addition to being transparent about intention, 

Coppola pointed out that the show’s designers wanted 

to include elements that were scalable. For example, not 

every event has the need or budget for a glass-enclosed 

studio to do interviews for livestreaming, or the space 

for an overflow lounge complete with treadmills and 

exercise bikes. But, it doesn’t mean planners can’t take 

some part of what they see at Convening Leaders and 

incorporate it into their own events.   

Truss lighting was used to transform the cavernous ballroom into a 

more intimate space.
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WELLNESS IS MORE THAN MASSAGE
Convening Leaders 2017 met the demand for wellness activities head-on. In addition to the 

de rigueur five-kilometre run (in this case the Taco Trot) and the Wellness Lab sessions, at-

tendees could participate in a walking challenge, sponsored by Caesars Entertainment and 

powered by Heka Health. The Walking Challenge app was integrated with the conference 

app and participants could use their own Fitbit, Jawbone or smartphone to have their steps 

counted and logged on the challenge’s leaderboard. Some participants recorded as many 

as 29,000 steps a day. They may have used the treadmills in the overflow lounge, where you 

could sit, walk or cycle while listening in on sessions (wearing headphones). However, the 

biggest risk PCMA took on the wellness front was delivering lunches that were free from 

major food allergens (gluten, nuts, dairy, soy and shellfish). Texas-size protein portions 

were complemented with sides like cauliflower mash and roasted sweet potato.

 

ONLINE AUGMENTS F2F
The Digital Experience Institute studio, located 

on the ground floor of the conference centre, 

gave attendees a bird’s-eye view of hybrid 

event mechanics and best practices. More than 

4,000 people attended Convening Leaders in 

Austin, a record for the event. Another 1500+ 

joined in online. PCMA has been working on 

developing a digital conference experience 

for several years. This year the association 

delivered compelling data that showed digital 

events drive face-to-face events. In a session 

on the subject, Deborah Sexton revealed that 

PCMA had made just over $1 million in the five 

years it had been offering an online option. 

That money has covered all development costs. 

Data from the five years also showed online 

options don’t cannibalize live events. In fact, 

the opposite is true: online attendees fre-

quently become face-to-face attendees. Keys 

to successful online programs include having 

content for times when there is no livestream 

(eg. during lunch) as well as some unique 

content for the online audience.
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INTERACTIVE F&B TURNS ATTENDEES INTO 

PROACTIVE PARTICIPANTS.

+ CUISCENE
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PHOTOS: This page and top of row on page 33: Nitrogen Ice Cream, The Ritz-Carlton Dallas; PAGE 33 ( center) Margarita Butler, Esperanza Auberge 

Resort, Los Cabos, Mexico; (bottom) Poured polenta topped with sausage, The Ritz-Carlton Dallas. 
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+ CUISCENE

onstantly under pressure to bring the “wow,” espe-

cially when it comes to food and beverage, planners 

must dig deep into their bag of tricks to keep atten-

dees both well fed and engaged.

Increasingly, that bag of tricks includes interactive elements show-

casing food-as-entertainment. “If you want your attendees to have a 

conference to remember, think about incorporating unique experi-

ences with the foods and beverages you serve them,” says Kelly 

Courtemanche, meeting and events manager at the Westin Ottawa. 

“When working with clients, I try to establish 

their vision for the event. I generally suggest put-

ting an emphasis on the food and beverage, as at-

tendees tend not to remember the colour of the 

chairs, or the centerpieces, but rather the atmos-

phere and the food,” she explains. “Creating a dy-

namic event with interactive food and beverage 

stations adds an element of interest, excitement 

and engagement. Often clients think that this op-

tion is more costly than a standard buffet or plated 

meal, but that’s not always the case.”

The food truck tour, for example, comprises 

buffet-style stations manned by chefs dishing up 

the likes of fish tacos, beef sliders and pulled pork 

sandwiches; and pasta stations, where chefs plate 

attendees’ choice from among assorted pastas, 

sauces and toppings. As they work, chefs chat 

about where and how the food is sourced. This 

also assists guests with questions they may have 

regarding any dietary requirements.

Other station ideas the hotel has suggested 

and done before feature serve-yourself candy, ice 

cream, popcorn or Westin Snowshoe (Beavertail-

type pastry made onsite). At meeting breaks, a fun 

idea is a serve-yourself wall hung with doughnuts. 

As a bonus, food stations offer excellent sponsor-

ship opportunities, says Courtemanche.

On the beverage side, the property can organ-

ize a 6 ft. x 2 ft. ice sculpture, fashioned in the 

shape of a conference logo and outfitted with 

a drink luge dispensing martinis or mojitos to 

guests, who fill their glasses and accessorize them 

with garnishes displayed on ice cups attached to the sculpture.

Interactive f&b options are hugely popular with attendees, says 

Courtemanche, but she cautions that planners must know their 

groups’ needs, to ensure that the types of stations selected/cre-

ated are a good fit, from both a dietary and scheduling perspective 

(does the mealtime agenda allow enough time for interactive f&b?).

Last December, The Ritz-Carlton, Dallas introduced Meetings 

of the Senses, its own version of interactive dining. “People like to 

be involved in what they’re eating, and they like to be proactive 

participants in a meal,” says the hotel’s executive chef Chris South-

wick. “This can be particularly meaningful in a meeting and event 

setting, when dining can be a diversion that equates to shared 

fun and to delighting the senses. It’s all about creating a relation-

ship between the diner, his or her colleagues, and their communal 

senses of sight, smell, taste, touch and sound.”

The Ritz-Carlton’s new banquet menus highlight movement 

and interactivity. For instance, chefs transform sheets of dough 

into attendees’ preferred noodle right in front of them, and then 

return to the kitchen to cook, sauce, garnish and then serve the 

pasta. Another option is polenta, poured family-style onto butcher 

paper in the centre of a banquet table; attendees scoop up the 

steaming cornmeal porridge onto their plates and garnish it with, 

for example, sausages, mushrooms, cream cheese.

While guests watch, chefs stretch and pull house-made mozzarella 

into sheets, add garnishes, roll it up and slice it. At-

tendees top the warm, cheesy bundles with "pearls" 

made from fruit, balsamic vinegar, truffles, etc. 

Appealing to participants’ gastronomic sense 

memory is also on the menu at The Ritz-Carlton, 

Dallas and it is not uncommon for groups to re-

quest their own nostalgic and creative foods, such 

as grilled cheese sandwiches made with upscale 

ingredients and flavourings.

For dessert, interactive options include ice 

cream made by pouring caramel-infused nitrogen 

directly onto a liquid base, during which chefs ex-

plain the mesmerizing scene and provide tips on 

how to do it safely and effectively.

Banquet chefs provide practical education on 

the what, how, where, when and provenance of in-

gredients. They will also provide take-home menus 

and recipe cards, and are willing to stage tables so 

that diners can capture the best possible food pho-

tography for their personal Instagram feeds.

Groups can also participate in the property’s 

nightly Guacamologist Experience. Each evening, 

at 6 p.m., in the lobby, a chef prepares and presents 

a batch of guacamole. Individual group members 

(perhaps VIPs or someone meriting an extra perk 

or recognition) can work alongside the chef as 

guest guacamologist. Also offered for groups is a 

Guac-Off team-building activity —a judged guaca-

mole-making competition.

Emphatically putting the active in “inter-

active” is Esperanza, an Auberge Resort, in Los 

Cabos, Mexico, whose Floating Lounge provides 

an at-sea experience for up to 25 people on the Sea of Cortez. 

The three-hour Floating Lounge comes complete with private 

butler service, customized appetizer and cocktail menu, live DJ 

and water activities. 

Culinary Corner, at Esperanza’s La Palapa restaurant, features 

chefs cooking burgers, fish or pasta at live stations. At the week-

ly Grill Out night, on the pool terrace, four live stations serve up 

steaks, seafood and grilled veggies while live Latin music plays. 

Groups can also avail themselves of the resort’s poolside Margarita 

Butler, who will demonstrate how to make cocktails from 

a selection of six flavours—tamarind-lime “mezcalita” or 

mango-jalapeño, for example—that guests can pair with 

salt or chili powder to rim the glass.  

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

33M E E T I N G S C A N A D A . C O M

p32-39 Cuiscene_DominicanRepub_CanadaUpdate_GiftsGear2.indd   33 2017-03-31   12:16 PM

http://www.meetingscanada.com


DOMINICAN REPUBLIC
CITY AND RESORT

BY LORI SMITH
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At SITE Canada’s 2016 Education Day, a 

representative from Connect DMC, one of 

the Dominican Republic’s largest destination 

management companies, said that a visit to 

Santo Domingo, the country’s capital, is an 

excellent, and increasingly popular, way to 

start or end a program. So, when I was invited 

to see IHG’s new property in Santo Domingo, 

I decided to explore the idea by adding visits 

to two distinctly different resorts to my two-

day stay in the city. With excellent airlift from 

North America, travel logistics were easy: I 

flew into Las Américas International Airport 

and flew out of Punta Cana International Air-

port six days later. In between, I experienced 

the best of city and resort.

SANTO DOMINGO
The Dominican Republic’s capital is the 

oldest permanent settlement in the New 

World. It’s also a modern city with first-

class accommodations, meeting spaces and 

unique venues. This combination of the old 

and the new creates the type of authentic 

cultural experience many meeting atten-

dees and incentive travel program partici-

pants are now asking for. 

The new kid on the city’s hotel scene 

is the InterContinental Real Santo Do-

mingo. The 227-room, 21-storey property 

opened in November. It is located on Win-

ston Churchill Avenue, in the city’s upscale 

Piantini business and entertainment dis-

trict. A $70-million new build, it has 16 jun-

ior suites; a 2,300-square-foot Presidential 

Suite; on-site spa; executive floor with 

lounge and boardroom; a L-shaped infin-

ity pool; and some 9,000 square feet of 

meeting space spread across eight rooms 

that can accommodate up to 750 people. 

On the f&b side, it has three restaurants as 

well as pool and lobby bars. 

During my stay, I have breakfast with 

Clarissa Ramirez, the hotel’s banquet man-

ager. She tells me about the country’s cui-

sine, and explains that there is a new genera-

tion of chefs in the city who are transforming 

traditional cooking. 

I hear this again from Paola Madera, a 

project manager with Connect DMC. Her list 

of Santo Domingo restaurants that foodies 

should try includes Travesias, Julieta Bras-

serie, Francesco Trattoria, La Posta Bar, Lau-

ren Restaurant and Adrien Tropical. Madera 

and a professional guide take me around the 

city. We drive along Malecón, aka Avenida 

George Washington, the city’s hotel-lined 

oceanfront promenade. We walk around 

the Cuidad Colonial, stopping to check out 

a couple of restaurants that are great for 

groups (see next page), before experiencing 

a 4D movie of Sir Francis Drake’s attack on 

the city at the Colonial Gate 4D Cinema.

Madera also fills me in on the range 

and variety of unique venues available for 

events. For example, there’s the San Souci 

Terminal, a new state-of-the-art facility for 

cruise ships. Groups can also rent spaces in 

nearly all the city’s museums.  And, while 

time doesn’t allow a visit, she says that the 

National Botanical Gardens & Parks, which 

has 48 pools with exotic aquatic plants, an 

arboretum with 1,500 trees and more, is a 

spectacular setting for a special event. 

She also points out that there are many 

CSR activities for groups. They can clean the 

beach, provide materials for schools, or build 

baseball diamonds. In fact, if a program lands 

in the Dominican Republic between October 

and January, going to a baseball game in this 

baseball-mad country is an option.

We end the day at a restaurant in Boca 

Chica, a beach area about an hour’s drive 

outside of Santo Domingo. Madera has 

added it to the day’s itinerary to show that 

even groups meeting in Santo Domingo, 

can have a little fun in the sun in their pro-

gram. In the Dominican Republic, the beach 

is never that far away.

LA ROMANA
The 122-kilometre drive from Santo Domingo 

to La Romana takes just under two hours. 

The area includes the city of La Romana 

proper, tropical forests, and white beaches. 

It is home to La Flor Dominicana, the largest 

handmade cigar factory in the world, and 

the Taragua-Bahoruco-Enriquillo Biosphere 

Reserve, a UNESCO biosphere reserve filled 

with flamingos, wild iguanas and other exotic 

MERENGUE
Cuba has salsa. Brazil has  

the samba. The Dominican  

Republic has merengue. No event  

program is complete without  

a demonstration or, better  

yet, a class. 

MOFUNGO
Plantains are an essential  

part of Dominican cuisine.  

For “mofongo,” they are picked  

green, fried and then mashed  

with garlic, olive oil and pork  

crackling or bacon. 

MONEY
The Dominican peso is the official 

currency of the country. However, 

prices are usually listed in U.S. 

dollars as well as pesos, and the 

greenback is enthusiastically ac-

cepted everywhere. 

MORE 
ONLINE

+ IHG Opens in 

 Santo Domingo

+ Casa de Campo Tops 

 with Golfers

+ Paradisus Palma Real 

 Expands 

meetingscanada.com
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+DESTINATION CONTINUED FROM P.35

PHOTOS (Page 34):  (Top) Main pool at Paradisus Palma Real. Photo: Sol/Melia Hotels. (Second row, l-r) Casa de 

Campo’s Teeth of the Dog Golf Course has seven oceanside holes. Photo: Casa de Campo; Flamboyan Confer-

ence Center at Casa de Campo. Photo: Casa de Campo; Santo Domingo's Colonial Zone is home to monuments, 

restaurants and hotels. Photo: Dominican Ministry of Tourism; The Hotel Real InterContinental Santo Domingo 

is located in the city’s upscale business and entertainment district. Photo: IHG. (Third row, l-r) L-shaped, infinity 

pool on third floor of Hotel Real InterContinental Santo Domingo. Photo: IHG; The Blue Mall in Santo Domingo is 

home to top luxury brands. Photo: Dominican Ministry of Tourism; Guestroom at Hotel Real InterContinental Santo 

Domingo. Photo: IHG; Baseball is the island’s national sport. Photo: Dominican Ministry of Tourism. (Bottom row, 
l-r) Several Casa de Campo villas are available for group events. Photo: Casa de Campo; Palma Beach at Paradisus 

Palma Real. Photo: Sol/Melia Hotels; Statue of Christopher Columbus in Parque Colon, Santo Domingo.  

Photo: Dominican Ministry of Tourism.

reptiles and birds. Saona Island, the country’s 

largest island, lies off La Romana’s shore. 

Groups of up to 300 can use it for private 

events. It is also home to Casa de Campo, a 

7,000-acre hotel, resort and residential com-

munity renowned for its celebrity residents 

and award-winning golf courses. 

After I check-in, Maria Perez, Casa de 

Campo’s public relations manager, takes me 

on a tour of the resort, which is a member of 

The Leading Hotels of the World. It includes 

a 370-slip marina and yacht club; Polo and 

Equestrian Center; La Terraza Tennis Center; 

Minitas Beach; a spa; a 245-acre shooting 

club; and Altos de Chavón, a unique repro-

duction of a 16th century Mediterranean 

village, which is filled with artisan studios, 

boutiques, restaurants, a church and a Gre-

cian-style amphitheater. Casa De Campo's 

hotel has 185 guestrooms. In addition, Perez 

tells me, about 50 villas are available for rent 

and can be used for group events. 

But, golf is the resort’s big draw. Teeth of 

the Dog, Dye Fore and The Links were all de-

signed by Pete Dye and are considered three 

of the game’s most challenging courses. 

Teeth of the Dog, which is ranked number 

one in the Caribbean and 39th in the world, 

has seven oceanside holes. 

For groups who have to mix business 

with pleasure, Casa de Campo has 15,000 

square feet of meeting space in its Cacique 

and Flamboyan conference centers. Team-

building activities include river cruises, kay-

aking, skeet/trap shooting, donkey polo 

competitions, pottery lessons with artisans 

at Altos de Chavón, horseback riding and of 

course, golf lessons.

PUNTA CANA
I don’t think there’s a Canadian who doesn’t 

know about Punta Cana. It stretches along 

the island’s east coast and is a short one-hour 

drive from La Romana. It has resorts and 

meeting facilities for groups of all sizes and 

all budgets, the majority of which are ocean-

side. It also has a huge selection of activities 

for groups (and individuals) ranging from 

operators offering ziplining to eco visits to 

the interior. The area’s reefs also make it a 

great spot for deep sea fishing, snorkelling 

and scuba diving. 

I stay at the Paradisus Palma Real Golf 

& Spa Resort on Bávaro Beach and have 

the opportunity to try the resort’s Royal 

Service Experience. Perfect for group VIPs, 

it includes accommodation in a separate 

200-room “boutique” hotel, butler service, 

preferential reservations in the á la carte 

restaurants and the YHI Spa, private Royal 

Service pool, pillow menu, exclusive VIP 

lounge with private check-in/check-out ser-

vices, and more. 

The property has 10 rooms for meetings, 

all of which are outfitted with the latest in AV 

technologies and WiFi. Collectively they can 

accommodate up to 1,400 guests. One of the 

newest rooms features a full width (100’) and 

height (29’) screen, which is visually spec-

tacular. Outside these ground floor spaces, 

there is ample room on the terraces and 

foyers for registration and cocktails. Groups 

can also hold events on the resort’s beautiful 

white sand beach or poolside. 

On the f&b side, Paradisus has full ban-

quet services. It also has several restaurants 

that could possibly accommodate an on-site 

dine-around for the right group. One of the 

highlights of my stay is a private ceviche 

“cooking” class organized by executive chef 

Felipe Quezada. In fact, classes of all kinds 

can be arranged for groups: merengue, sal-

sa, cooking, wine tasting and more. Similarly, 

there are dozens of team-building activity 

options. The only limitations are imagination 

and budget.  

UNIQUE 
VENUES

Ampitheatre,  
Casa de Campo
Part of Altos de Chavon, the  

replica 16th century Mediterranean 

village at Casa de Campo, this 

ampitheatre seats 5,000. Use it  

for concerts, dinners, award  

presentations, product  

launches and more. 

Neptuno,  
Boca Chica
This multi-room restaurant is 

decorated in washes of white,  

blue and sand. Guests can watch 

the sunset and/or take a dip  

off its dock, with or without  

drinks in hand. 

Rooftop Lounge,  
Novo Centro Mall Tower
This space offers 360-degree 

views of the ocean, Santo Domingo 

and the mountains. It can accom-

modate up to 1,000 people for 

cocktails. 

ChocoMuseum,  
Santo Domingo
Recently opened in the heart of the 

city’s Colonial Zone, the museum 

offers more than event space. 

Guests can take part in a workshop 

that has them transform cacao 

beans into chocolate bars. 

Buche’Perico,  
Santo Domingo
Located on Calle El Conde in the 

Colonial Zone, this restaurant fea-

tures a spacious interior courtyard 

where groups can have cocktails 

and dinner under a canopy of 

greenery and lights.
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CANADA   
UPDATEA CROSS-COUNTRY LOOK AT NEW EVENT SPACES, 

HOTEL OPENINGS, RENOS, F&B AND MORE

B Y  L O R I  S M I T H

Signature Suite, Opus Hotel Vancouver. 

Entrance hall to A. & S. Nordheimer Ballroom, InterContinental Montréal. 

BRITISH COLUMBIA
For the fifth consecutive year, Opus Hotel Vancouver has been 

named a four-star hotel by Forbes Travel Guide. The 96-room bou-

tique property is located in the city’s trendy Yaletown area. Event 

space is available for groups up to 50. + The Trump International 
Hotel & Tower® Vancouver celebrated its official opening on 

February 28, 2017. The 69-storey twisting tower was designed by 

world-renowned Canadian architect, Arthur Erickson. It offers: 147 

hotel guestrooms and suites; 217 residences; Drai’s Vancouver, the 

city’s first poolside lounge; The Trump Champagne Lounge; Mott 

32, a Chinese fine dining restaurant; The Spa by Ivanka Trump; and 

15,000 square feet of meeting and event space. + Eighty One is a 

new meeting space in Whistler Village. Located on the ground floor 

of the Summit Lodge Boutique Hotel, the room is furnished with 

CONTINUED 
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+CANADA UPDATE

large live edge tables, dining chairs, leather 

lounge chairs and couches. The space accom-

modates up to 40 people, and can be rented 

from three hours to seven days. 

ALBERTA
Doubletree by Hilton™ West Edmon-
ton has received four awards:  Employer of 

Choice, for the second consecutive year; 

Leader of the Year, recognizing general 

manager Grant McCurdy; the CARE Cup, 

which recognizes hotels that “Create A 

Rewarding Experience” (CARE) for guests, 

fellow team members and for the commun-

ities in which they serve; and Hilton’s high-

est global recognition, the Connie Award, 

acknowledging the top Hilton Worldwide 

hotel for exceptional product and outstand-

ing service. + Jason Wang has rejoined the 

award-winning pastry team at Edmonton’s 

Shaw Conference Centre (SCC) in the role 

of executive pastry chef. Wang is a certified 

red and blue seal pastry chef.

ONTARIO
The 75-year-old Lord Elgin Hotel, a 

historic downtown Ottawa landmark, 

has completed a $12-million renovation. 

The hotel remained open throughout the 

refurbishment, which took seven months 

and saw an average investment of approxi-

mately $30,000 per room. Improvements 

and upgrades include new furnishings and 

decor as well as new marble tiling, showers 

and vanities in the bathrooms. In addi-

tion, hotel corridors and boardrooms were 

refreshed. The property’s WiFi service 

also got an overhaul to maximize speed 

and capacity. + Madison Group, Westdale 

Properties and Nobu Hospitality have 

joined forces to develop the first Nobu-

branded high-rise residences and Canada’s 

first Nobu Hotel and Nobu Restaurant. 
Located on Mercer Street in Toronto’s 

Entertainment District, the development 

will feature two 49-storey towers, ground 

floor commercial retail, private social 

function and meeting space, a fitness 

centre and “Zen Garden” outdoor terrace. 

The towers will be constructed above the 

Pilkington Glass Factory, a heritage build-

ing. Its facade will be incorporated into 

the design. + Entertainment and hospital-

ity group byPeterandPauls.com will be 

operating two restaurants (Petros 82 and 

Maxx’s), all event catering, room service 

and the Peregrine SkyBar at the 404-room 

Hotel X Toronto, which is scheduled to 

open this year on the Exhibition Place 

grounds. + The LEED Silver conference 

centre at Exhibition Place has a new name. 

Beanfield Metroconnect has signed a 

ten-year agreement that includes naming 

of the centre, title sponsorship, creation 

of a new logo, venue telecommunication 

services, and building and exterior signage. 

The Beanfield Centre was formerly the All-

stream Centre. +  Canada’s national news-

paper, The Globe and Mail, is launching a 

purpose-built meeting and event venue at 

its new corporate headquarters in Toron-

to’s King East Design District. Situated on 

the top two levels of the newspaper’s new 

home at 351 King Street East, the Globe 
and Mail Centre features flexible spaces 

and breakout meeting rooms that can ac-

commodate up to 400 people. Equipped 

with up-to-date digital AV technology, 

the space has floor-to-ceiling glass. An 

outdoor terrace offers 180-degree views of 

Toronto’s downtown and Lake Ontario. + 

The Sheraton Toronto Airport Hotel and 
Conference Centre has completed a multi-

million-dollar renovation.  Meeting facilities, 

comprising 26,000 square feet across 12 

conference and function rooms, have been 

upgraded with new carpet, vinyl, artwork 

and lighting throughout. The 249 upgraded 

guestrooms now sport a residential design. 

Additionally, as part of the renovation, the 

hotel has introduced a deluxe guestroom 

category with more space on higher floors, 

expanded the Club Lounge’s capacity and 

increased the number of Club Level gues-

trooms. + Located seventeen and a half 

feet below Bay and Richmond Street in 

Toronto's Financial District, Wine Acad-
emy is a 6,000-square-foot, two-storey, 

private members-only club, which can be 

rented for events. The modular club room 

has a maximum capacity of 120, and can 

be used for a range of functions including 

cocktail receptions, sit-down meals  

or movie-viewing. The space is built 

around a two-storey, state-of-the-art 

wine cellar, which was designed and 

constructed with the optimal conditions 

for wine storage in mind. 

QUEBEC
Group Germain Hotels will debut a new 

banner in 2018, when it opens Alt+ Hotel 
Quartier DIX30 in Brossard, Quebec. Con-

struction has already begun on the new four-

star, $35 million property, which is located 

on the Square at Quartier DIX30, a lifestyle 

community on Montréal's south shore. The 

CONTINUED FROM P.37   

Wine Academy, Toronto. Photo © 2017 Aaron J. Bear Robe.
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property will be housed in a 15-storey building 

that will also have a restaurant on the ground 

floor and rental office space. The hotel 

will feature 168 guestrooms, valet parking, 

room service, a gym, meeting rooms and 

more. + The InterContinental Montréal has 

officially opened its new ballroom on the fifth 

floor of the Nordheimer Conference Centre. 

The 3,365-square-foot A. & S. Nordheimer 

Ballroom features 17-foot ceilings and can 

accommodate 300 people banquet-style and 

400 for cocktails. It features a black and white 

piano-themed décor with contemporary ac-

cents. It also offers up-to-date technological, 

audio-visual, sound and lighting equipment. 

PRINCE EDWARD ISLAND
The Rodd Mill River (PEI) Resort has 

been sold to Don McDougall, the man who 

brought the Blue Jays to Toronto. Under 

the terms of a 20-year agreement with the 

province, McDougall has also purchased 

a nearby golf course, fun park and camp-

ground, which he currently operates through 

his company, MMRI. McDougall will invest 

a minimum of $1 million in renovations and 

upgrades to the resort facility. The province 

will invest $7.6 million to assist with critical 

capital improvements to the property over 

the next 12 years, and to cover expected 

operational losses of $6.6 million for the first 

six years. The first phase of the renovations 

will begin this spring. It is expected to take 

30 months. The resort and attractions will 

remain open throughout. 

NOVA SCOTIA
New Castle Hotels and Resorts, which made 

history in 1996 when it became the first fran-

chisee of Westin Hotels & Resorts, renewed 

the Westin franchise for another 20 years 

for The Westin Nova Scotian in Halifax on 

February 1, 2017.  The property was built in 

1930 as one of the famed Canadian National 

Railway hotels that stretched across Canada 

from the Atlantic to the Pacific ocean.   

+CANADA UPDATE

Photos (clockwise from top left): 

Eighty One, Whistler Village;  

Artist's rendering of The Globe and  

Mail Centre, Toronto;  Yaletown 

Boardroom,  The Trump International 

Hotel & Tower Vancouver; Chef 

Jason Wang, Shaw Conference 

Centre, Edmonton; Artist's render-

ing of Nobu Residences and Hotel 

development, Toronto; Lobby,  

Lord Elgin Hotel, Ottawa; 
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PEI Bucket List Event, Toronto

+SNAPPED

(All captions are left to right) NIAGARA CANADA LUNCH & LEARN  | 1. Kyra Allan, City of St. Catharines; Howard Green, journalist/speaker. 2.  Miranda Salvatore, Red House Events; Mystery Man. 3. 

Anita Carlyle, CMP CMM, and Jennifer Yung, Moore Carlyle Consulting; Leslie Wright, Fletcher Wright  Associates. 4. Rita Plaskett, CMP, CMM, Agendum; Michele Grenier, Ontario Water Works Associa-

tion; Alysone Will, CMP, Absolute Conferences & Events. 5. Amanda Baldini, George Brown College/coop student - Toronto Event Organizers; Kristine Dale, Toronto Event Organizers; Thomas Rado, 

BA, CID, CIS, Base Sourcing. 6. Julia Williams, The Avadawn Agency; Julie Peden, Ruby Sky Event Planning. PEI BUCKET LIST EVENT TORONTO | 7.  Anne Worth, Meetings & Conventions PEI; Patrick 

Ledwell, Patrick Ledwell Comedy. 8. Heidi Baillie-David and Eileen Hart, Meridican Incentive Consultants.  9. Catherine Rogers, Base Consulting and Management; Sharm Simon, S&L Solutions Event 

Management.  10. Ellie MacPherson, SM+i/Strategic Meetings + Incentives; Joe Nishi, Meeting Encore. 11. Charlene Forde, Canadian Finance & Leasing Association; Matina Kalkounis, Blackbox Com-

munications. 12. Janet Higgins, Rodd Hotels & Resorts; Jennifer Hamilton, Canadian Association of College and University Student Services. 13. Mike Miguel, WestJet; Carol Ritz, Carol Ritz & Associates; 

Brandon Gillis, Delta Hotels by Marriott Prince Edward.

Niagara Canada Lunch & Learn

9 10

11 12 13

7 8

1

6

2 3

4 5
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Destination Quebec Day, Toronto

+SNAPPED

DESTINATION QUEBEC DAY, TORONTO | 14. Vanessa Menard, Le Centre Sheraton Montreal; Ashley MacArthur, Dragonfly Meeting Solutions. 15. Katia Navratil, Esterel Resort; Harpreet Atwal and 

Valerie Pershanina, Executive Platforms.. 16. Cheryl Tucker, Association of Workers’ Compensation Boards of Canada; Jacquie Kirk, Meeting Solutions; Victor Paixao, Fairmont The Queen Elizabeth.  17. 

Javeria (Jia) Sami and Carla DeSousa, TD Bank Financial Group; Claudine Deblois, Le Germain Hotels. 18. Emma Roberts, Base Consulting & Management; Sylvie Marcotte, Hôtel Bonaventure. 19. Kate 

Millar, Sandra Moore, Jennifer Amos and Stephanie Sturino, Sun Life Financial.  20. Zoe Pelletier, Hôtel Le Crystal; Lisa Zivontsis, The Event Partner.  21. Régis Fleury, Québec City Business Destination; 

Sheila Lennon, CAE, CIQS. SPEAKERS’ SPOTLIGHT 2017 SHOWCASE | 22. Kelsea Margolis, Speakers’ Spotlight; Chris Bailey, speaker; Dwight Ireland, Speakers’ Spotlight. 23. Dr. John Izzo, speaker; 

Waheeda Rahman White and Carol Stevenson, The Scarborough Hospital. 24. Dan Goodwill, Goodwill & Associates; Sim Frayne, IncentiveWorks/Newcom. 25. Lynn Nicolai, ACPC, ACC, Nicolai & As-

sociates; Lynn Watkins, M. Ed., CHRL, Corus Entertainment.

25

17

20

24

21 22

23

Speakers’ Spotlight 2017 Showcase

1514 16

18 19
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MPI Toronto Awards Gala

+SNAPPED

MPI  TORONTO AWARDS GALA | 26. Vinita Das, CMP and Moriah Bacus, CMP, Tourism Toronto. 27. Gillian Kilpatrick  and Jodi Spivak, CMP, MCI | Canada - Toronto; Stephanie Lander, CMP, CMM, Ener-

care Centre and Beanfield Centre. 28. Ariane Croteau, Québec City Business Destination; Aline Tesser, Québec City Convention Centre; Deborah Edwards, Québec Original. 29. Susan Prophet, Meeting 

Professionals International; Marsha Jones, CMM, Marsha Jones Consulting; Dave Newsome, PGA, The Country Club – Clublink; Rosemary Naccaratto, Bell Canada. 30. David Powell, San Francisco Travel 

Association; Kathryn McClean, Air Canada; Javier Fernandez, NYC & Company. 31.  Stephanie Paisley and Lori Wagner, Porter Airlines. 32. Tim Stover, CAE, CEM, Power Sport Services; Lyne Montpetit, 

Beanfield Centre/Enercare Centre at Exhibition Place. 33. Micki Lubek, CMP, Scotiabank; Anne Marie Obdam, The Planners Resource Group. 34. Paula Racher, Business Events Niagara/Scotiabank 

Convention Centre; Alanna McQuaid, Meetings + Incentive Travel; Jeff Dixon, Scotiabank Convention Centre; Joe Glionna, Newcom Business Media. 35. Heather Donnelly, Meetings + Incentive Travel; 

Melissa Arnott, IncentiveWorks; Susan Lanc, CMP, Hilton Worldwide; and Heather MacAulay, IncentiveWorks. 36. Wassim Dawoud, Beanfield Centre, Exhibition Place; Darryl Foster, Blue Mountain Resort. 

27 28

29 30 31

32 34

26

35 36

33
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HOTELS + RESORTS

vintage-hotels.com/conferences   
1-888-669-5566

salesinquiry@vintage-hotels.com

BETTER 
BUSINESS IS 
DONE HERE

 Niagara-on-the-Lake, ONBook Your Next Meeting or Event
at Canada’s Leading Facility

Kevin Parker, Sales Manager
1.800.572.3250
kparker@internationalcentre.com

6900 Airport Road
Mississauga, Ontario
Canada  L4V 1E8

This isn’t your typical

Day at the
Office

N I A G A R A- O N -T H E- L A K E ,  O N
N I A G A R A S F I N E S T.C O M / M E E T I N G S

1 - 8 0 0 - 4 7 4 - 0 6 3 2
S A L E S @ N I A G A R A S F I N E S T.C O M

CONVENTION CENTRES

millcroft.com
1-800-383-3976

salesinquiry@vintage-hotels.com

ROOM 
TO THINK 

Caledon, ON

MARKETPLACE
For detailed information on these listings visit

meetingscanada.com/buyers-guide

vintage-hotels.com/conferences   
1-888-669-5566

salesinquiry@vintage-hotels.com

MEETINGS
THAT ENERGIZE

+ INSPIRE

 Niagara-on-the-Lake, ON

vintage-hotels.com/conferences   
1-888-669-5566

salesinquiry@vintage-hotels.com

INSPIRING  
MEETINGS  

HAPPEN HERE

 Niagara-on-the-Lake, ON
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sales@whiteoaksresort.com

.
1-800-263-5766  WHITEOAKSRESORT.COM

604.980.9311  |  grousemountain.com

Depart Ordinary
Unique venues, remarkable views, 
exceptional dining options - all on 
the edge of wilderness.

HOTELS + RESORTS

UNIQUE VENUES

HOST YOUR NEXT 
EVENT AT BC’S LARGEST 
EVENT DESTINATION
• Catering, event management 

and entertainment
• Parks and gardens
• Variety of unique buildings and spaces
• Fun attractions including Playland,

The Fair and Fright Nights

INQUIRE TODAY
sales@pne.ca | 604.251.7787 | 

ALANNA MCQUAID
International Business  Development Manager

416.510.5144 | alanna@newcom.ca

HEATHER DONNELLY
North American Business Development Manager

416.459.2350 | heather@newcom.ca

FOR MORE INFORMATION CONTACT

Michele Romanow
“Dragon”, CBC Dragons’ 
Den | Co-Founder, 
Snap By Groupon

Getting To Success:
Embracing Change, 
Encouraging Disruption, 
and Incentivizing 
Innovation
Tuesday August 22, 2017 

Seth Mattison
Trend Spotter | Workforce 
Strategist | Management 
Renegade

The War At Work: 
Navigating the  
Unwritten Rules of  
the Hierarchy in a  
Half Changed World
Wednesday August 23, 2017 

IncentiveWorksShow.com

Keynote Sponsor

August 22+ 23, 2017
Metro Toronto Convention Centre

Hottest trends�|�Best practices�|�Business connections

KEYNOTE SPEAKERS

Register 
Today!
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Destination Québèc City 12, 13
QuébècBusinessDestination.com

Destination St. John’s  16
Destinationstjohns.com

Fiesta Americana 6
fiestamericanagrand.com/meetingsmexico

Hilton Worldwide 8
Hilton.com
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Pacific Gateway Hotel  18
pacificgatewayhotel.com

Rodd Hotels & Resorts IBC
roddmeetings.com

Tourism Winnipeg 5
meetingswinnipeg.com

White Oaks Resort & Spa OBC
whiteoaksresort.com

COMING IN 
THE NEXT ISSUE

In support of The Princess Margaret Foundation

JOIN US
Thursday, April 27, 2017

www.miet.ca

+ 2017 Salary Survey

+ Meeting in Mont Tremblant

+ What’s for Dessert

 Plus  

Leadership, NextGen,  

Meeting Design, Contracts  

and more
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I got a taste for the industry when I was a little girl, coordinating neighbourhood  

dinner theatre and entertainment nights. And I had my first professional experiences when,  

as a teenager, I volunteered for wedding planners in Edmonton. At that time, my sights were  

set on becoming a wedding planner. Once I became more familiar with the event planning 

industry, I was hooked. After finishing school, I got a job working in marketing for Company’s 

Coming. While I was there, two colleagues applied for an event planning job on my behalf. 

Later that afternoon, they told me what they had done. I got a call the next morning. I then 

began my first employed role with Event Planning Headquarters and Special Event Rentals.  

My first event was planning and executing Halloween décor. 

When people ask me what I do for a living, I respond with “anything and  

everything!” In my role, I am a creator of experiences, a storyteller, a marketer, a promoter,  

a dreamer, a business owner, a communicator, a designer and a curator. I do all of  

this with events. I make the impossible, possible!

The biggest challenge I encountered when I began my career was—well, there were a  

lot of things. New hurdles presented themselves every day, and as both my career and the industry 

grow and change, so do the challenges that I encounter. Being comfortable with change and 

flexibility was a big learning curve for me. Additionally, appreciating the value of my time was 

another major challenge for me when I first started. I LOVED décor so much that I would 

spend endless hours creating props and plans that I never made any money on.  

In fact, the décor jobs were costing me money. 

The most valuable lessons I’ve learned are to be flexible, adaptive, 

innovative, approachable, open-minded, to value my relationships, and 

to know that there will always be so much more to learn. That’s why 

I’m focused on setting the bar a little bit higher each day—whether 

that be for my company, myself, my clients or my industry. The 

other big lesson I’ve had to learn is to trust myself and to have 

confidence in my work. I worked in the events industry in 

London, England. When I went there, I had a decade of ex-

perience but all my potential employers were apprehensive 

because I came from a city they hadn’t heard of and they 

didn’t know how my experience in Canada would fare 

against the fast pace, high standards of London. Sitting 

in one of my interviews, I simply asked them to take a 

chance on me. Thankfully they did! 

I think our industry could benefit from 

more support and collaboration. Being clear with 

clients and industry professionals about what 

to expect when working with an event planner, 

the services we offer, timelines, and clarity around 

scope of work is also an area that I’m a big advocate for. 

I plan to make my mark by just being me. I’m grateful to the 

professionals who I collaborate with and work with on many of my 

events. Since my relationships are built on trust, understanding and 

mutual respect, I think there are truly no limits or boundaries! 

“I make the impossible, possible.”

+NEXTGEN

Name | Eryne Sarabin  Age | 34 Title | Owner and Lead Planner

Company | Tycoon Event Planning & Promotions, Edmonton, AB
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From Prince Edward Island’s famous beaches to New Brunswick’s mighty Miramichi River, 

our meeting venues have some of the east coast’s best attractions. With a wide variety  

of spaces and specials available, we have the perfect venue for your next meeting. 

FOR YOUR EXCLUSIVE MEETING & INCENTIVE TRAVEL OFFERS: 

Janet Higgins, 1.902.629.2313  |  jhiggins@roddhotelsandresorts.com

CHARLOTTETOWN             PEI RESORTS             MONCTON             MIRAMICHI             YARMOUTH             RODDMEETINGS.COM       

 Rodd Crowbush Golf & Beach Resort

Come For Your Meeting. 
Stay For The Experience.

p40-48 Snapped_AdIndexNextGen2.indd   47 2017-03-31   12:55 PM

mailto:jhiggins@roddhotelsandresorts.com
http://www.roddmeetings.co


We’ve been delivering next level service to the meeting industry for three 

& luxurious accommodations... discover why you’ll Meet Great Here.

WHITEOAKSRESORT.COM   1-800-263-5766 

meet great here.
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