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The Fairmont Le Château Frontenac has recently 
undergone a multi-million-dollar renaissance 
project, revamping the iconic historic hotel to 
feature the most innovative amenities for 
contemporary business meetings and conferences. 
With Wi-Fi throughout the hotel and access to 
sophisticated AV services, your next event will 
be steeped in both history and ultra-modern 
technology.

 fairmont.com

During the conference, you and your 
event sponsors judiciously push 
alerts so that attendees are invited to 
an upcoming session or informed of a 
sponsor’s latest product launch.

1    International Summit of Cooperatives
      Photo : Québec City Convention Centre

2    Tech and coffee break
      Photo : Karolina

3    Québec City Convention Centre
      Photo : Bianca Gaudreault

Thanks to the ubiquitousness of 
mobile smartphones and tablets, 
attendees catch on to what’s trending 
on the conference via social media 
and add their own perspective to their 

event’s reach to interested parties 
that cannot attend.

Throughout the conference, all this 
data is collected and tabulated in 
a database for further post-event 
analysis.

This is just the tip of the iceberg. This 
is the future of events, brought to 
you by ground-breaking innovations 
in technology that engage, incite and 
delight.

State-of-the-art digital signage system, video 
walls, free meeting mobile application with 
Freeman Audio Visual, free wall-to-wall high-
speed Wi-Fi Internet; all in one exceptionally well-
located venue! The Québec City Convention Centre 
is a meeting planner’s dream! Our  knowledgeable 
staff and partners will help  you achieve your goals 

 
 convention.qc.ca

As event planners, you have the power 
to create transformative experiences 
for your attendees. Gone are the days 
ho-hum conferences and tradeshows 
that keep attendees passive and with 
glazed eyes by the end of the day.

#MeetQuébecCity

1

2

3

With modern-day events, technology 
is paving the way for immersive 
experiences, paperless information, 
broader social interaction than ever 
before, and analytics that enable 
exhibitors and  organizers alike 
closely monitor performance levels 
and ROI.

Do not hesitate to ask your Québec 
City Business Destination delegate 
how tech can transform your events.

Come and see us at IncentiveWorks Booth #1313



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.



2929

EDUCATION IN  BUS INESS EVENTS + TECHNOLOGY + LEADERSHIP + DEST INATIONS + MEETING DES IGN +

PM 40063170

+ Meeting in Mont-Tremblant
+ Getting Creative with Desserts

+ Budget Boosters From Suppliers
+ Growing with One-Day Events

M
AY.JU

N
E 20

17

HOW 
MUCH 

DO YOU 
MAKE?

2017
SALARY 
SURVEY

 17 CONTRACTS 101
   The boring details that  

make or break events

   BY HEATHER REID, ARCT MSC

 19 MEETING DESIGN
   How Future Festival is growing 

business with one-day events

   BY LORI SMITH

 22 CUISCENE
   Convention centres get  

creative with desserts

   BY DON DOULOFF

 27 THAT’S WHAT SHE SAID
   What will your obituary say?

   BY COURTNEY STANLEY

 37 CANADA UPDATE
   Hotel renos, new venues  

and more

   BY LORI SMITH

 46 NEXT GEN
   Meet Moira Pellerine, Manager, 

Marketing and Operations,  

Master Promotions Inc.

5M E E T I N G S C A N A D A . C O M

+CONTENTS

features
   RESEARCH
 29  THE M+IT 2017 SALARY 
  SURVEY REPORT
   How does your pay  

cheque stack up?

   BY LORI SMITH

   DESTINATION
 34 MONT-TREMBLANT
   A resort for all seasons. 

   BY LORI SMITH
 

columns
 11 LEADERSHIP
   Rita Plaskett, CMP, CMM

   President, Agendum Inc. 

 15 THE SUPPLY SIDE
   Getting bigger bang  

for your buck

   BY ALLAN LYNCH

departments
 6 What’s on meetingscanada.com

 9 Editor’s Comment

40 Snapped

43 Buyers’ Guide Marketplace

45 Advertiser Index

3419



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

what's new on

Listen in on the conversation or better 

yet, join in! Follow us on Twitter for the 

latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  

from other planners, and suppliers or react 

to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

VINDATA NUEVO VALLARTA  
BUILDING CONVENTION CENTRE
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TOP CHEF @  
IACC CONNECT 2017 

Rachel Cleland, CMP

“Member Voices: Sometimes things don’t go as planned…”

“The event looked great and 

was a fantastic opportunity for 

networking but it had its flaws.”

HOTELS



FUNNNNNNN

>

60,000 SQFT 

60,000 SQFT  + CANADIAN INSPIRED CUISINE

60,000 SQFT  + CANADIAN INSPIRED CUISINE +  ENDLESS ENTERTAINMENT   +  YOUR NEW GO-TO

Team Building | Corporate Events & Meetings | Event Planner Onsite | Gaming | Live Entertainment 

Redefine the meaning of fun when you plan your next event at 
The Rec Room. Whether you’re hosting a working lunch, team building offsite, 
product launch or gala event, The Rec Room offers a variety of unique event spaces, 
all under one roof! Combine those with our massive entertainment area, Canadian-
inspired cuisine, and gaming options ranging from classic ping pong to state-of-the-
art virtual reality, and your event will be like nothing you’ve hosted before.

Host better events. TheRecRoom.com
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The winners of the 2017 M+IT  

Salary Survey draw for free  

all-access education passes to  

IncentiveWorks 2017 are:  

Arlene Lariviere,  
Assembly of First Nations

Myrtella Hodge,  
Diabetes Canada

Carolina Irigoyen,  
Yamaha Music School

Congratulations! We look 

forward to seeing you at  

the conference and show!

+EDITOR’SCOMMENT

Recently, I received an email from Helen 

Van Dongen, CMP, CMM, the CEO of The 

Meeting Works. She explained that she 

had seen a notification celebrating an 

industry colleague's anniversary when 

she logged into LinkedIn that evening. 

Several people had "liked" the notifica-

tion. Unfortunately, the colleague had died 

earlier this winter. Helen suggested that an 

article about providing your executor with 

instructions for disabling your professional 

profiles should you die before retiring, 

would be beneficial. The situation being 

"something we didn't used to have to think 

about, but clearly do now," she wrote. 

It struck me that Helen had provided 

the solution to the issue in her email: pro-

vide your executor with instructions for 

handling your social media legacy. Was 

an article needed? Was there more to 

the story? Curious, I did what we all do 

now and Googled it. Turns out that what 

happens to one's social media accounts 

post-humously is a popular topic of dis-

cussion. There's a Wikipedia entry (Death 

and the Internet) and articles on tech sites 

like mashable.com and content.time.com. 

Even old-fashioned media like newspapers 

have covered the topic. 

I watched an April 22, 2017 video report 

on the subject by CNN Tech correspondent 

and Mostly Human host Laurie Segall. She 

explained that Facebook and Google had 

"legacy" contact options. You could name 

a friend to manage your account after 

your death. Pinterest, Instagram, LinkedIn 

and Twitter didn't offer that option but, 

said Segall, as a rule unused accounts are 

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.

DEALING WITH DIGITAL 

QUOTABLE 

deactivated after six months. She also 

talked about deadsocial.org, a website that  

provides "the best digital legacy and digit-

al end of life planning tutorials." 

On a more prosaic and less moribund 

note, it occurred to me that death is not 

the only end in the work world. Compan-

ies need social media inheritance plans 

in place to deal with the sudden depar-

ture of employees or the sale of the busi-

ness. We recently revived M+IT's LinkedIn 

page. But before we could do so, we had 

to track down an administrator, not from 

the magazine's previous owner but the 

owner before them. Only they could re-

lease the page to us. 

Fortunately, we learned our lesson and 

the IT department now has a list of the 

social media accounts associated with 

the company's products and the neces-

sary passwords. It's the "in case you win 

a lottery" list. 

But as one problem is solved, another 

arises. For example, how do you protect 

your accounts from disgruntled employ-

ees? Or, from ex-employees with griev-

ances? Change all the passwords?

Helen is right: this is all something we 

didn't have to think about before, but have 

to address now. 

“With every email and video and blog 

post and tweet and status update, we 

add to the real-time documentary of 

our lives.”~ Gary Vaynerchuk, Crush It!: 

Why Now Is the Time to Cash In  

on Your Passion





Rita Plaskett, CMP, CMM
President, Agendum Inc.

Rita Plaskett has been at the vanguard of 

the Canadian meetings industry for more than 

30 years. In addition, to running her own plan-

ning company and being an award-winning 

continuing education teacher at George Brown 

College, she was instrumental in founding and 

developing MPI Foundation Canada, National 

Meetings Industry Day (now Global Meetings 

Industry Day) and the ground-breaking Can-

adian economic impact studies (CEIS). Over 

the years, she has been a member of mul-

tiple associations—MPI, SITE Canada, CSAE, 

CanSPEP—and given thousands of volunteer 

hours heading up committees and serving on 

boards. Inducted into Meetings + Incentive 

Travel’s Hall of Fame as the 2010 Industry In-

novator, she continues to mentor newcomers 

and advocate for the industry, always focusing 

on the growth and recognition of the meeting 

profession. ~ Lori Smith, Editor

How would you describe  
your leadership style?
Managing by walking around.  I believe in hir-

ing the talent that I do not have, and allowing 

them to use their talent to grow the program, 

organization or event.  You have to spend the 

necessary time to engage the right person for 

a position, ensure you give them all the know-

ledge and training you can, be there to answer 

all questions, but empower them to make the 

necessary decisions.  When success happens, 

make sure that the credit is given to the per-

son who deserves it, which often is the person 

you empowered.  If something does not go as 

planned, find out, along with the team mem-

bers involved, what went wrong, and give them 

advice on next steps. No-one can learn with-

out making mistakes. You also have to find out 

what they hope to get out of the role and find 

ways to help them get there—like joining as-

sociations and helping to pay their fees, giving 

them the time to sit on committees and go to 

+LEADERSHIP

11M E E T I N G S C A N A D A . C O M
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“If something does not go as planned, find out,  
along with the team members involved, what went 

wrong, and give them advice on next steps.  
No-one can learn without making mistakes.”

+LEADERSHIP

meetings, encouraging them to earn accreditations, etc.  Do not stay 

in your office. Walk around, listen to conversations. It will help you 

see work from other people’s perspectives. 

Vince Lombardi famously said leaders are 
made, not born. Do you think leadership can 
be learned or is it in a person’s DNA?
I believe that most leaders have learned how to lead by having a bad 

boss or circumstance(s).  I think each of us have a mentor, someone 

who helped us grow or someone whose management style we’ve 

admired. I learned a lot from what were my hardest experiences and 

from a boss that I found to be too tough, too unapproachable. That 

said, in the four years I worked for him, he taught me a lot and made 

me into the person I became in the working world. He taught me 

that good is not okay—your best is what is necessary—and if you 

give your all and are okay with making mistakes and learning from 

them, you will become the best at what you do.  He also taught me 

to anticipate, not just react.   As a mature leader, you learn to temper 

teaching with understanding and putting yourself in your subordin-

ate’s shoes. I do believe that personality also plays a big role in the 

success of great leaders.  Not every job is for everyone.

How do you get others (shareholders,  
employees, stakeholders, clients)  
to accept your ideas?
When you have an idea that you need consensus on, you need to 

build a strong business case for it.  You need to look at it from all 

the stakeholders’ viewpoints and understand what is important to 

them.  You need to find a safe environment that will make a differ-

ence in your initiative while respecting the concerns of the stake-

holders and anticipating their “anxious spot.” You have to find the 

solution before you make the proposition.   Also, make sure they 

realize you want to hear their opinions.  Invite them to be part of the 

decision and the solution. Engage them in the process, so they have 

an opportunity to voice their thoughts and to ensure their concerns 

are heard. You may be surprised at how much their involvement can 

help improve the initiative.

When things aren’t going well,  
how do you rally a team?
Every team is different as are the situations.   You have to have 

empathy for the team that has worked hard to no avail and ap-

preciation for the client who has a huge expectation.  Sometimes, 

the client is “always right” and that needs to permeate throughout 

even when it is hard to see it clearly.   If you are a team working 

on a project, everyone has a “good” idea or puts in an extra effort 

to help the other.  Create an appreciation program. For example, 

give out magnetic stars. As a program runs into more challenges 

and the team members are finding things difficult, there will always 

be something that happens each day that makes a difference. If 

a team member does something that makes it easier for you, put 

a star on their filing cabinet, cubicle or space. It tells them they 

made a difference that day, even though they may not feel that 

way. At the end of the week, the person who gets the most stars is 

rewarded with something like a complimentary lunch or bottle of 

wine—whatever works for that person. You can also try holding a 

20-minute stand-up, “how’s it going?” meeting first thing Monday 

morning. Bring donuts. Let the team have an open discussion about 

the event and the challenges and successes they are facing. It will 

leave the team engaged, aware and feeling comfortable to go to 

each other during the week. 

Who are your leadership role models?
My leadership models are Lionel Kilburn, PhD. and Bill Brown. Lionel 

was president of Falconbridge Copper Mines Ltd. and I worked as 

his executive assistant for four years. I also worked with him when 

he president and on the board of the Prospectors & Developers As-

sociation of Canada (PDAC) and I was PDAC’s conference director. 

Lionel was tough and expected perfection but was a great teacher. Bill 

Brown was the chief operating officer at Maritz when I was manager, 

Automotive Division and on the senior leadership team there. We 

worked on the Leadership team and on the company’s ISO certifica-

tion process together. Bill always had an open-door policy. He wanted 

to hear your ideas, engaged you in decisions and sought your advice. 

Is there a book that’s influenced  
your thoughts on leadership?
Different books, read at different times, have influenced how I grew 

personally and professionally. Here’s my short list:

•  The Monk Who Sold His Ferrari by Robin Sharma

•  The Experience Economy by B. Joseph Pine II and 

 James H. Gilmore

•  Who Moved My Cheese?: An A-Mazing Way to Deal  

with Change in Your Work and in Your Life  

by Spencer Johnson and Kenneth Blanchard

•  Creativity, Inc. by Ed Catmull and Amy Wallace (story of Pixar)

•  Leadership: 50 Points of Wisdom for Today’s Leaders  

by General Rick Hillier

•  From Good to Great: Why Some Companies Make the Leap… 

And Others Don’t by Jim Collins  

CONTINUED FROM P.11



Follow us!

InternationalCentre.com
6900 Airport Road, Mississauga, ON  
tf 1.800.572.3250

3 500+ EVENTS A YEAR
3 $7 M RENEWAL PLAN
3  500,000+ FT2 EVENT  VENUE
3 5,000 FREE PARKING SPACES

THE ABILITY OF OUR TEAM TO MAKE THE SIMPLEST OR
MOST ELABORATE EVENT INTO A SMASHING SUCCESS 
– ANOTHER REASON THE INTERNATIONAL CENTRE IS 
ONE OF CANADA’S LEADING EVENT VENUES. 
If there’s one thing we’ve learned from hosting decades of 
successful events, it’s the importance of a brilliant events 
team. They’re a key part of what holds the client’s vision 
together, the translators of intention into action. “Clients 
come to us with an extraordinary range of goals,” says 
Marcelo DeOliveira, Events Manager. “And we help bring 
together the people, resources and services to make sure 
it all unfolds exactly as planned,” adds Events Manger, 
Dorothy Pyszczynski. Indeed, managing everything from 
venue configuration, Food & Beverage development, 
essential human comforts and WiFi serving thousands 
of Tweeting and Instagramming attendees is truly what 
sets our venue apart. Planning an event? Reach out to 
Marcelo and Dorothy. 

Marcelo DeOliveira (L) & Dorothy Pyszczynski (R)



Get the edge
I find the education sessions offered at PCMA events exceptional!
The topics address current marketplace issues and extend to big picture 
thinking of where opportunities lie within our industry. The educational 
oversight is “best in class” and I appreciate the dedicated efforts and 
collaboration from the education committee and meeting industry 
volunteers that delivers a robust knowledge ROI to delegates.
Julie Calvert, CMP, CMM
Manager, Events and Regional Programs
The Canadian Payroll Association

17
NIAGARA FALLS, ON
NOV. 19-21. 2017

PCMA.ORG/CE
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John Wanamaker, the 19th 
century U.S. retailer widely-
regarded as the pioneer of mar-
keting, famously said that half 
the money he spent on adver-
tising was wasted. He just didn’t 
know which half.

Planners face the same di-
lemma to some degree. Charged 
with delivering increasingly bet-
ter events on restricted budgets, 
they have to constantly re-evalu-
ate spend elements to weed out 
waste. For a fresh perspective, 
we asked suppliers how they 
would—and wouldn’t—invest 
money if they were in the plan-
ner’s shoes. 

Glenn Bowie, area director 
of sales and marketing for New-
castle Hotels and Resorts, says 
he’s surprised how many people 
invest in technology and then 
barely use it during their event. 
“They may have double screens 
at the front of the room, which 
are only used for the first five 
minutes. They have high-tech 
everything.” His question is: 
“Just because you’ve done it be-
fore, do you need to do it again?” 

At the Palais des congrês de 
Montréal, Elaine Legault, direc-
tor of Production Services, thinks 
it’s important to remember that 
not all convention centres are 

created equal. “We’re all made 
of bricks and mortar, and we 
rent naked space. I would say 
that planners who want to spend 
their money wisely have to build 
on the strengths and unique fea-
tures of each centre, and that 
doesn’t need to come with huge 
price tag,” she explains. 

For example, she points out 
that the Palais des congrês de 
Montréal has a large rooftop ter-
race. “It’s unusual that you can go 
on the roof of a convention cen-
tre. Ours has spectacular views. 
If you’re hosting an event in the 
summer, you can get free fire-
works from La Ronde. You have 

views of the whole downtown 
core. You can do a fun barbeque 
on the terrace and visit our roof-
top urban agriculture. It’s not an 
expensive proposition.”

Legault also thinks event 
managers are underutilized. They 
can make a greater contribution 
than ensuring the basic require-
ments are met for a plenary ses-
sion by suggesting creative ways 
to set-up a pre-existing event. 
They can share how other groups 
have used the facility—what’s 
worked and what hasn’t. 

And in the what can you do 
for me category, Legault recom-
mends asking the centre’s rep 

RETHINKING 
SPEND
Getting bigger bang 
for your buck 

BY ALLAN LYNCH

+THESUPPLYSIDE

CONTINUED 

©zoranm/iStock
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what revenue generation tare 

available for your use. 

When Montreal revamped 

its technology infrastructure it 

considered greater event and 

delegate productivity as well 

as revenue generation through 

advertising, enhanced sponsor 

exposure and branding oppor-

tunities.

And since Legault is in Mont-

real, f&b is another area for 

consideration. Often the most 

flexible—and therefore most 

stretched—budget item, Legault 

thinks it is left too late in the 

planning process. “I don’t know 

if the way to your delegate’s 

heart is through their stomach, 

but certainly in a venue in a city 

like Montreal delegates expect 

good food to be part of the ex-

perience. If you plan it too late, 

you might have put your dollars 

in other budget envelopes and 

won’t have the money to deliver 

the meals that people expect.” 

At Delta St. John’s Hotel & 

Conference Centre, sales man-

ager Tim Peterson understands 

that companies are cutting back, 

but suggests that shaving a day 

off a program is a short-term fix 

with a long-term cost. It may 

help this year’s budget, but what 

about future events. He also says 

he’s seeing a lot of conferences 

cut back on networking recep-

tions. “They focus so much on 

getting information out and cut 

out the networking side. Recep-

tions allow attendees to meet 

other people in the industry and 

get real conversations going,” he 

explains. “A lot of times people 

fly in, sit in a few rooms for a 

few days and fly out. There’s 

not enough mingling happen-

ing, and that’s essentially what 

conferences are for. I think it’s 

[a networking reception] a good 

way to spend your money.” 

In addition, Peterson sees 

some groups trapped in program 

sameness. “Off-site activities are 

always a great way to attract 

more delegates and for delegates 

to feel they’re getting the proper 

bang for their buck. I deal largely 

with associations, and those as-

sociations that aren’t being in-

novative, interactive and includ-

ing that important networking 

aspect usually suffer in terms of 

delegate attendance.” 

Lower attendance lessens a 

group’s bargaining power and 

they end up needing to spend 

more per person, says Peterson. 

Wanamaker never figured 

out which half of his marketing 

spend was wasted, but it’s never 

too late for a planner to re-evalu-

ate where their event dollars are 

going and change direction.   

Allan Lynch is a freelance 

journalist based in New 

Minas, Nova Scotia. He 

writes extensively about 

the business events 

industry.

Charged with delivering increasingly better events 
on restricted budgets, planners have to constantly  

re-evaluate spend elements to weed out waste.
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Disclaimer: I am not a hospitality or contract lawyer and cannot provide legal advice. The examples provided in this article are for illustrative 

purposes only. Construction of specific clauses and language should be done with legal counsel specific to your event or group. – Heather Reid

The boring details that 
make or break events
BY HEATHER REID, ARCT MSC

CONTINUED 

Most venue contracts capture basic information such as 

event name, anticipated number of attendees, and official pro-

gram dates. That basic information is insufficient, says American 

hospitality lawyer and Certified Hospitality Marketing Executive 

(CHME) John Foster. 

Foster and I encourage planners to include a detailed event de-

scription section in their contracts. 

An event description captures your event purpose, including ex-

pectations and assumptions for a successful event. As event hosts, 

we commit to contractual obligations with venues. Our ability to meet 

our obligation depends on our ability to accomplish the purpose of 

our events. Articulating your event objectives and limiting factors now 

creates leverage to argue your case when things go wrong later. 

Based on recommendations from Foster and my own experi-

ence, the following are elements every event organizer should in-

clude in their event description:

• Type of Event: Are you hosting a board meeting, conference, 

fundraiser, religious event, product launch, tradeshow, sporting 

event, incentive trip?

• Frequency of Event: Biannual, annual, semi-annual, etc.

• Geographic Rotation: Does your event rotate every year 

between Central, Eastern and Western Canada? Between Canada 

and the U.S.? If your event gets cancelled, you want the venue to of-

fer a future booking date that works for you. 

• Dates of the Official Program

• Dates for Set-Up and Tear-Down

• Attendee Location: What countries or regions are attendees 

travelling from? Include the approximate proportion of each loca-

tion based on historical data or estimates.

Attendee location matters in extreme weather such as blizzards 

and hurricanes, government travel bans, and international travel 

advisories issued by the World Health Organization. If many at-

tendees are prevented from travelling to your event for reasons 

beyond your control, the circumstance may constitute partial force 

majeure and may absolve you of attrition commitments.

• Overview of the Business to be Addressed
1 | Outline “usual” and “unusual” components of the event. 

“Usual” components are elements venues deal with regularly. They 

include presentations, workshops, musical performances, etc. For 

sporting events, identify the sport, age of players, etc. 

“Usual” event components may warrant special attention by the 

+CONTRACTS101

© mrPliskin/iStock
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venue. I organized a conference on female homelessness called “All 

Our Sisters” at the London Convention Centre in London, Ontario, in 

2011 and 2014. The event description explained conference delegates 

were primarily women who had been or currently were homeless. 

Many had suffered violence at the hands of men. A successful event 

would require a hospitable and safe environment for the women. 

London Convention Centre CEO and general manager Lori Da 

Silva ensured the multi-day event was welcoming for delegates. She 

staffed the conference with mostly female employees and provided 

a “Chill Room” for delegates to relax alone in a safe space. When 

a situation arose, Lori assisted me in working with the delegates’ 

hotel to ensure that the women’s belongings were transferred room 

to room by female staff. 

“Unusual” event components include unconventional elements 

that may include animals, ropes courses for trust-building, or exotic 

entertainers such as fire breathers and jugglers. 

+CONTRACTS101
2 | Establish confidentiality. If your company is holding a stra-

tegic planning session or presenting research findings, you want 

the information kept confidential. You want the venue to be respon-

sible if any of their staff sell, distribute or benefit from proprietary 

information they gain from hosting your event. 

3 | List your competitors. It is reasonable to expect the venue 

to refuse business from your competitors during your event. 

EVENT DESCRIPTIONS ARE WORTH THE WORK
Event descriptions create more work for time-strapped event or-

ganizers. But they’re always worth your while. 

First, your event description ensures continuity: continuity be-

tween the salesperson who negotiates your contract and the con-

ference services manager (CSM) who executes your vision. It also 

ensures continuity between your organization and the venue—in 

case you or your venue sales rep leave or change roles. 

Second, your event description has legal benefits: the event de-

scription helps an event organizer defend its position in cases on 

indemnification, attrition and force majeure. 

Include this little-known best practice in all your 

future contracts.   

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. 

CONTINUED FROM P.17

Event descriptions 
create more work for  
time-strapped event 

organizers. But they’re 
always worth your while.

destinationstjohns.com

   After 500 years we’ve become exceptional hosts. 

    Our intricate alleys and snug harbour tell a 

      compelling story — come help us write another.

Add a pop of colour
   to your next conference

  Krista Cameron, Director of Sales 
kcameron@destinationstjohns.com 1.877.739.8899 ext. 201
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+MEETINGDESIGN

CONTINUED 

In 2015, Trend Hunter launched Future Festival, a Toronto-based, 

three-day innovation conference showcasing its company’s cut-

ting-edge consumer trend research and data along with extra-

ordinary experiences and networking opportunities. It was a hit 

with attendees, the C-level executives, marketing and R&D depart-

ment heads and media members, who are on a constant search 

for the next big thing. In their evaluations, 97 percent rated Future 

Festival higher than any other innovation conference, and 85 per-

cent said it was the best business event they’d ever attended.

Fueled with that success, Trend Hunter made the decision to 

cast its net wider by bringing intensive, one-day Future Festival 

events to a half-dozen major cities. The new event was designed to 

give groups the chance to step outside the office for a day and learn 

the most important trends of the year in a fun, immersive environ-

ment, explains Sarah St. Jules, Trend Hunter’s head of Future Festi-

val. To do so, she and her team had to develop an event that ampli-

fied Trend Hunter’s brand as an innovation leader and encapsulated 

the spirit of the three-day conference in an one-day format, at a 

registration price point that would allow companies to bring bigger 

groups of employees. It is, after all, more time-efficient and less ex-

pensive to take people out of the office for a day, for a local event, 

than for three days for a conference in another city or country. 

The Future Festival one-day conferences rolled out this year. 

They spilled across America in March: Los Angeles on the 7th; Las 

Vegas on the 9th; New York City on the 14th; and Chicago on March 

16. At the end of the month, the team crossed the pond to London, 

England, for a March 30th date, before returning to North America 

for a final stop in Orlando, Florida on April 6th.  

The cities were selected because they were home to Trend Hunter 

clients and/or they were important cities where people “who should 

be attending” lived. “We also wanted to make sure we had a Euro-

pean presence,” says St. Jules. Thus, the decision to go to London.

They opted to hold the events in movie theatres in all the cities. In 

New York, they were in the Francesca Beale Theater in the Lincoln Cen-

ter for the Performing Arts. In Chicago, the event was in the Gene Siskel 

Theater. In London, it was at the Everyman Cinema in Canary Wharf. 

Besides being unique and having the right capacity for the confer-

ences, the theatres delivered in terms of AV (big screen, great sound) 

and seating comfort. The latter being an often-overlooked must-have 

when people are going to be sitting for the majority of the day. 

Attendees completed The Better and Faster Innovation Assess-

ment in preparation for the conference, which began at 7:30 a.m. 

(registration, networking and breakfast) and ran into the evening. 

The education portion opened and closed with presentations by 

Trend Hunter CEO Jeremy Gutsche, who is a New York Times best-

selling author (Better and Faster: The Proven Path to Unstoppable 

Ideas) as well as a popular keynote speaker. He gave attendees an 

overview of the high-level consumer shifts that are impacting mul-

tiple industries—Trend Hunter’s mega-trends. In between, speakers 

delivered more information on relevant modules: Millennials, Gen 

Z, the Internet of Things, Gamification, Retail Innovation, Technol-

ogy, Hyper-Convenience and more.

St. Jules says that the one-day Future Festival conference is 

somewhat unique in that only one education track is offered. “We 

do that on purpose,” she says. “We really want to push people to 

look outside their own industry, which they live in everyday and are 

Photos courtesy of Trend Hunter

How Future Festival is growing business with one-day events

BY LORI SMITH

H F F i l i i b i i hh d

Taking it to the people
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already experts on.” It is looking at other industries and their in-

novations that helps attendees gain insight into their own business 

and ways they can make it “better and faster.”

Typically, the content stayed the same from city to city. How-

ever, there was some customization depending on how client 

heavy the city happened to be. “Orlando is a very client-heavy 

city of ours. We had everyone from Universe Orlando to Crayola 

to Hasbro come to Future Festival this year so we dove deeper 

into the data there,” says St. Jules. However, in London, England, 

she explains, there were a lot of people who hadn’t worked dir-

ectly with Trend Hunter. As a result, they had to explain more 

about the company’s crowd-sourcing research methods, its scor-

ing system and the three billion views of data on its website, 

trendhunter.com, in order for attendees to understand what the 

content was based on.

The day was broken up with two half-hour networking breaks and 

an hour-long lunch.  On the f&b front, St. Jules says they served a mix 

of foods including healthier optio ns like salads and lean proteins. 

The final presentation, How to Spark a Revolution & Action, ended 

at 5:30. It was followed by a “Future Party,” during which networking 

and conversation continued accompanied by apps and an open bar. 

In most of the cities, this after-party was held in the same venue, but 

in a few instances, they had to move to another unique venue that 

was always within walking distance of the conference site. 

Each one-day conference was then followed by a day of one-

on-one consultations and meetings, further enhancing and solid-

ifying the ROI of the events. 

In terms of attendees, St. Jules says that like the three-day edi-

tion, the one-day conferences are not targeted at any particular age 

demographic. Typically, they draw people from Fortune 500 and 

Fortune 1000 companies, who are generally in the departments 

of insights, innovations, product development, research and mar-

keting. Attendees could be in their twenties or their late fifties or 

early sixties. On average, each of the one-day conferences hosted 

between 100 and 150 people—the sweet spot in terms of venue 

capacity and being able to deliver an immersive experience. 

All of the planning and execution of the conferences is handled 

in-house. St. Jules and another colleague have event planning experi-

ence. They were assisted at each of the one-day conferences by 14 

to 16 Trend Hunter staff members. “We don’t hire out, even to handle 

on-the-ground logistics in other cities,” St. Jules says. “We bring our 

team members with us as well as people from other departments 

within Trend Hunter. We do it on purpose. Not only to attendees get 

to meet the people at Trend Hunter but it gives us an advantage in 

that everyone running the event has a vested interest in the success 

of Future Festival. They really help to ensure that our attendees have 

an educational and amazing time while they’re on site.”

With so many team members involved and the challenges of 

moving to, and working in, different venues in different cities, St. 

Jules says organization and transparency are key to effective plan-

ning and communication. “We make sure that we have a good 

foundation walking into each event and that we have built out a 

very detailed plan for all the vested parties,” she explains. “For ex-

ample, all our speakers went to all the different cities so we had 

to make sure they had a really strong foundation [about logistics, 

expectations, etc.] going into it.”

However, St. Jules says for her, the most important thing is to 

have a great crew of people to work with. Fortunately, at Trend 

Hunter she works with “the most dedicated, inspiring individuals,” 

who push her and Future Festival to be better. “Surrounding your-

self with people who are as passionate as you are about your event 

will not only make things like communication and planning much 

easier, but will also allow you to have fun at your event. And, if at-

tendees see that you enjoy what you’re doing, it will improve their 

overall experience.”

What’s next for St. Jules and her team? The three-day confer-

ence, which will run from September 27-29 at the TIFF Bell Light-

box in Toronto, is coming up fast. In addition to education, it will 

include Trend Safaris, prototyping workshops, tech demonstra-

tions and more. As for the one-day conferences, Trend Hunter is in 

the process of evaluating them and seeing if they want repeat the 

same cities in 2018, or if they want to add destinations and grow 

the event even more.   

+MEETINGDESIGN CONTINUED FROM P.19

“We really want to push people  

to look outside their own industry, 

which they live in everyday and  

are already experts on.”
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PHOTOS: This page – Vancou-

ver Convention Centre’s choco-

late sphere with flame; Oppos-
ite page ( top) The International 

Centre’s cake with merengue 

mushrooms and matcha moss; 

(bottom) Halifax Convention 

Centre’s sour cream cheescake 

with rhubarb compote. 
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onsider the dessert course. Fol-

lowing hard on the heels of ap-

petizers and mains, dessert is 

the last chance a kitchen has to 

strut its stuff. More importantly, the dessert 

course cements the final impression, of their 

meal, that attendees take away with them.

“For many years, the focus was on the main 

course—the first course and dessert were sec-

ondary,” says Tawfik Shehata, executive chef 

at The International Centre, a Mississauga, Ont. conference centre.

These days, however, attendees are “looking for creativity 

from start to finish.” Moreover, the kitchen is “making everything 

from scratch, so it can manipulate [each dessert] to whatever 

it wants it to be.” Consequently, desserts often feature multiple 

elements centered on a “focal point” partnered with other “cool, 

interesting things,” he notes. 

Thus, The International Centre’s kitchen has turned out such 

creative desserts as Enchanted Forest-themed “logs” fashioned 

from dark chocolate bark stuffed with chocolate mousse and 

garnished with meringue “mushrooms” and “moss” made from 

broken-up cake coloured with matcha (green tea powder).

Shehata’s kitchen dehydrates cantaloupe and honeydew 

melon, crumbles the dried fruit and uses the resulting crumbs to 

garnish vanilla ice cream and berry trifle. The “super bright” fruit 

crumbs add a burst of electric green and orange colour, he says. 

For events up to 50 people, the kitchen has created made-

to-order ice pops crafted from skewered strawberries enrobed in 

strawberry yogurt flash-frozen on an anti-griddle. The chefs also 

use the anti-griddle to create inside-out ice cream sandwiches 

made from skewered chocolate chunk cookies, the size of a toon-

ie, wrapped in a flash-frozen vanilla ice cream. Both of these anti-

griddled frozen treats are made right in front of attendees, adding 

a bit of theatre to the proceedings.

Also showing up in convention centre desserts are locally-

sourced ingredients. Few meeting facilities have access to such a 

wide array of top-notch, locally-grown ingredients as The Scotia-

bank Convention Centre, in Niagara Falls, Ont. 

There, the kitchen, under executive chef James Price, serves a 

shortbread biscuit mounded with white chocolate mousse topped 

with jelly that is flavoured with juice the kitchen extracts from Niag-

ara-grown Concord grapes. The region’s renowned ice wine scents 

crème brûlée and panna cotta and flavours berries, plums and apri-

cots used to garnish desserts. Jam, which the kitchen makes from 

Niagara strawberries, finds its ways into custards and batters. Ni-

agara peaches show up in cobblers built on shortbread-like crust.

Another time, the Scotiabank Convention Centre’s kitchen got 

creative for a nightclub-themed dinner for a 40-person group. 

Using the theme “Hammer Time,” the kitchen served individual 

chocolate domes that attendees smashed with small finishing ham-

mers. Inside each dome were pieces of sponge toffee, pop rocks 

candy and Concord grape ice. M.C. Hammer music played over the 

PA system as attendees smashed, laughed and ate, says Price. 

Locally-sourced ingredients also play a part in desserts 

dreamed up by pastry chef Jonathan Han-

nam and assistant pastry chef Charmaine 

Roma at the Halifax Convention Centre, 

whose much-anticipated new facility is ex-

pected to debut in December.

Indeed, a creation called “A Night on 

Halifax Boardwalk” highlights a par-

fait scented with raspberry wheat 

beer made by Garrison, a local 

craft brewery; a beavertail-type 

fried dough pastry dubbed 

an Acadian beignet, served 

with Nutella dip; and orange 

pineapple ice cream. The 

“Halifax Fog Bank” is a kind of 

tart that layers Earl Grey mer-

ingue “fog” and orange curd on 

almond shortbread accessorized 

with a swoosh of blueberry crème an-

glaise and a salt-water taffy straw. 

The pastry team also offers grunt, a deeply-traditional Nova 

Scotia dessert consisting of egg-sized dumplings cooked in blue-

berry sauce. (As the dumplings cook, they are said to “grunt.”) 

The team cooks and serves the blueberry grunt at pastry stations 

that add an entertaining interactive element, says Hannam. 

Even more ambitious made-to-order doughnut stations are 

planned. A portable machine will produce the doughnuts right in 

front of attendees, who will then have the opportunity to dunk 

them into dips like salted caramel, coffee glaze and fondant 

sweetened with local maple syrup. 

Dessert presentations, noted the pastry team, are becoming 

“simpler, more colourful,” highlighting “bold flavours, bold col-

ours.” Furthermore, the team likes to “keep things simple, a little 

less frou-frou” and not overwhelm plates with garnishes.

At the Vancouver Convention Centre, the kitchen accom-

modates overseas groups with dessert buffets catering to their 

country of origin, says executive pastry chef Maurizio Persichino. 

For example, a South Indian spread could feature mango kulfi, a 

custard-like frozen treat; saffron crème brûlée; coconut rice pud-

ding; burfi, a fudge-like sweet; and gulab jamun, dumplings made 

from milk solids and sweetened with syrup.

Canadian-themed pastries such as Nanaimo bars and mini-

maple tarts are also on the menu, as are customized ‘smores 

made from house-made vanilla, passionfruit and raspberry marsh-

mallow torched and sandwiched between graham crackers and 

chocolate. Made-to-order crepes are stuffed with lemon curd, Nu-

tella or strawberry mascarpone. 

On a more elaborate note are chocolate spheres 

whose top half was garnished with chocolate shaped 

like a flame and whose bottom half cradled grape-

fruit meringue, chocolate mousse, matcha sponge-

cake, cocoa nibs and berries. 

Don Douloff is a food and travel writer based in Toronto.
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WHAT 
WILL 
YOUR 
OBITUARY 
SAY?
BY COURTNEY STANLEY 
#REALTALK

wish I had been nicer to my 

team. I wish I had stood up 

for myself. I wish I had left 

before they asked me to leave.  

Stop wishing. Start doing. 

I wonder, what will your 

obituary say? How have you 

impacted those around you? 

Did you treat your colleagues 

well? Did you spend enough 

time with your family? Were 

you kind to yourself? How will 

you be remembered? How do 

you want to be remembered? 

A couple of years ago, I read 

an article that changed my life. 

The writer broke down, based 

on age and location, how many 

times a person would do things 

she both loved and hated be-

fore she died: visiting parents, 

reading books, hours of work, 

hours of sleep, time spent exer-

cising, the list went on. After 

filling out my personal informa-

tion and describing my general 

lifestyle, I was shocked—and 

mortified—by the results. The 

days, hours, and minutes I had 

left in my life, in the form of an 

infographic, stared me in the 

face. From that moment on, I 

could not escape the fact that 

I needed to reevaluate how I 

spent my time. 

Let me ask you this: why 

do we stay in jobs we cannot 

stand, work with toxic, bullying 

colleagues, and live and die by 

our boss’ emails? I certainly do 

not like self-torture, and I would 

safely assume that the majority 

CONTINUED 

“Just do right. Right may 

not be expedient, it may not 

be profitable, but it will satisfy your 

soul. It brings you the kind 

of protection that bodyguards 

can’t give you. So try to live your 

life in a way that you will not 

regret years of useless virtue 

and inertia and timidity. Take 

up the battle. Take it up.

 It’s yours. This is your life. 

This is your world.”

– Maya Angelou

+THAT’SWHATSHESAID
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+THAT’SWHATSHESAID

of you do not either. So why do 

we do it? Is it for the money? Is 

it because we are comfortable? 

Is it because we are scared of 

the unknown? Everyone has 

their reasons, I understand that. 

However, what I want you to 

understand (and what I try to 

remind myself of often), is that 

you only have one life to live. 

#YOLO clichés aside, the clock 

does not stop ticking, and you 

are the only person in control 

of how you spend your time—

and what you are willing to put 

up with. 

There are more than enough 

articles on the internet that out-

line “Warning Signs that Tell You 

It’s Time to Leave Your Job,” and 

most points I agree with:

1.  You are bored all the time

2.  Your skills are not being 

tapped

be your own champion, because 

you are the only person who will 

consistently put you first. 

This is your life. Stop wish-

ing. Take control. 

When the time comes, 

makes sure your obituary is a 

best seller, authored by you.  

Courtney Stanley  

is a marketing and  

business development  

strategist. Recognized  

as one of the meeting  

industry’s top young  

leaders, she sits on 

Meeting Professionals International’s 

International Board of Directors. 

@LadyPhenomena
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3.  You have a boss from hell

4. Your growth is stunted

5. You are burnt out 

However, there is really only 

one question that I think mat-

ters: What does your  

gut tell you?

If you were fired today, 

would you feel relief or anger 

or sadness or glee? If you took 

the reins and quit your job, 

would you feel empowered 

or defeated? Your friends and 

family will always present you 

with their opinions, but only 

you know what step you are 

meant to take. 

Regardless of whether you 

are ready to say goodbye to 

your current job, you have 

an opportunity to shift the 

dynamic in your office. Like you, 

everyone has a story and chal-

lenges that they face outside 

of work. As Maya Angelou said, 

“People will forget what you 

said, people will forget what 

you did, but people will never 

forget how you made them 

feel.” This statement is not just 

about the possibility of leaving 

someone damaged, it also 

reminds us that we have the 

power to positively influence 

another’s life. 

It is important to look out 

for those around you, but it is 

critical that you remember to 

look out for your own well-

being. You deserve to feel 

respected. You owe it to yourself 

to feel good about the value you 

bring to the table. You have to 
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This year’s Salary Survey drew responses from 224 
planners, who generously shared information on 
their income, benefits and the job market. (To 
put that number into some context, Meetings & 

Conventions 2016 salary survey of U.S. planners drew 340 
responses.) While our respondents have some common 
ground (91 percent are women; 90 percent work full-
time; 75 percent have a college diploma or university de-
gree; and 67 say they have C-suite level influence), there 
was no “average” respondent in terms of age and years 
working. Instead, we were fortunate to get roughly equal 
samples in all the key age group and years of experience 
ranges.  We also drew roughly the same number of re-
spondents as we got in 2015 (230) and 2016 (217). How-
ever, as is the case with the great majority of salary sur-
veys, an apples-to-apples comparison of the three years 
of survey results is not possible. While the number of re-
spondents is similar, we don’t know if the same people 
completed the survey each year. But, the data does show 
a consistent level of salaries and benefits, which we be-
lieve is representative of the compensation planners 
receive. Another thing the data shows is that planning 
is a good profession. The majority of respondents are 
satisfied with their compensation, work-life balance, and 
relationships with colleagues and superiors. But, there’s 
always room for improvement. For example, why is the 
planning profession lagging behind the national average 
in terms of gender wage parity? Maybe it’s time to stop 
being polite about dollars and sense. ~ Lori Smith, Editor

SALARY
HOW MUCH 
DO YOU 
MAKE?
In polite company, 
it’s taboo to ask how 
much someone makes, 
so we did it for you. 

SURVEY
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What’s 
Up?

Our survey  
shows that  

female planners  
are earning  
79 cents to  

every $1 earned 
by their male 
counterparts.  
On average,  

Canadian  
women earn  
87 cents to  

every dollar 
earned by  

a man.

SalariesSal

$53,000 | Show Managers
 $65,000 | Corporate Planners

   $

70,000 | Independent or Third-Party Planners

   $
64,500 | Not-for-Profit, G

overnm
ent or Association Planners

  $
57,131 | In-house Supplier Planners

TYPE OF 
PLANNER

GENDER 
IMBALANCE

MEDIAN 
SALARY BY AGE

$51,000 Under 25

$54,000 26 to 30

$58,000 31 to 35   

$67,000 36 to 40

$70,000 41 to 45

 $70,000 46 to 50

$79,000 51 to 55 

$75,500 56 to 60

$68,500 61 to 65 

$70,000 66 to 70

MEDIAN SALARY 
BY YEARS  
EMPLOYED AS  
A PROFESSIONAL 
PLANNER

1 to 2 years $44,000

3 to 5 years $55,000

6 to 10 years $65,000

11 to 15 years $70,000

16 to 20 years $73,350

21 to 25 years $76,000

26 to 30 years $90,000
More than 30 

years $96,900

Men make 
$17,000 more 

than women
  

$65,000 
Women

$82,000
Men

©iStock
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IT PAYS 
TO JOIN

Salary Boosters

Being a member of one industry association 

can help you earn 13.5% per year

Belong to three or more 
industry associations 
(2% of respondents)

$80,000

Belong to two 
industry associations 
(11% of respondents)

$73,000

Belong to one 
Industry association 

(35% of respondents)

$70,000

Don’t belong to an 
industry association 

(52% of respondents)

$60,495

DESIGNATIONS 
HAVE EARNING 
POWER

CMP $79,000
CMM $82,000
NONE $64,000

57% 
Do not have a 
designation

If you 
have staff 

to manage, 
you make 

more

MANAGING
MATTERS

No staff $61,000

1 to 2 $70,000

3 to 5 $80,500

6 to 10 $83,500

11 or more $102,500

w

MOVING UP 
THE CAREER 
LADDER

$87,500 Executive

$75,000 Managerial

$60,000 Operations/Tactical 

$55,000 Coordination

©iStock
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But 
money’s 

good too…
Are you getting a  

raise in 2017?

Professional Development

Employer covers all or part of 
the costs of these professional 
development opportunities

Of the respondents 
who say they are 

getting a raise, 14% 
are expecting from 

2% to less than 3%  

while 24% are  
expecting increases 

of 4% or more.

21%
Not Sure 28% 

No

evelopment

s all or part of 
e professional 
portunities

Compensation’s 
More Than $$

5% of planners use 
all of their holiday 

time while 75% use 

80% or more

10% 10% 11% 
4% 

Two 
weeks

None Three 
weeks

31% 32% 

Four 
weeks

Five 
weeks

Six or more 
weeks

Benefits

Employer 
pays for all  
or a portion of 
the following benefits

Medical & Dental 80%
Vision Care 75%
Group Life Insurance 71%
Smartphone 62%
Pension Plan 42% 

(51% not offered)

RRSP Program 43% 
(48% not offered)

Parking 39%
Top up  
maternity pay 

34%  
(58% not offered)
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Vacation

50%
Yes

ng increases 

% or more.

of 
g benefits

Webinars 50%
Skills-based training directly  
related to your position 61%

Local industry education 63%
Language training 15%
Skills-based training indirectly  
related to your position 20%

Association membership dues 54%
None of the above 10% 

Industry conference registration/
travel expenses 68%

5% o
all o

time www

3311%% 32%

travel expenses 68%

©iStock



33%
21% 

Satisfaction &  
Job Market

43%

Planners are  happy about…

Top five reasons 
for moving to a new  

organization

There is little  
opportunity to  
advance in current  

organization (74%)

  Higher compensation  
is available at another  

organization (49%)

Need a change/new  

opportunity (49%)

 There are more  
opportunities to  
advance in another  

organization (36%)

 Lack of appreciation  

by management (31%) 

89% 
are happy 
with their 
jobs 
overall

85% 
are happy 
with the 
amount of 
influence 
they have 
on the job

73%
are 
satisfied  
with 
benefits

71%
are 
satisfied 
with their 
salary

70%
are satisfied  
with support  
received 
for career/ 
professional  
development

69% 
are satisfied 
with the 
performance 
recognition  
they receive

80%
feel 
secure 
in their 
jobs

78%
are satisfied 
with work/
life balance

81%
are  
satisfied 
with their  
relationship  
with their  
superiors

89% 
are satisfied  
with their 
relationships  
with 
co-workers

79%
feel their  
vacation  
time is 
satisfactory

My compensation
 has kept up  
with my job 

responsibilities

Job Opportunities

Strongly/
somewhat 

agree

no 
difference

more 
jobs  

in the 
meetings 
industry

fewer 
jobs

Strongly/
somewhat 
disagree

56%

Compared to five 
years ago, planners 

feel there are… 

33% 
Working in 
the same

43%
Getting promoted 
within the same 

organization 

42%

In the next two years, 
do you plan to be…

ndustry

21% 
Working within the 
industry but with 

another organization
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A RESORT FOR ALL SEASONS
BY LORI SMITH
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+DESTINATION

MONT-TREMBLANT
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CONTINUED 

A ride in one of Héli-Tremblant’s Robinson 
R44 four-seat helicopters offers the best 

view of Mont-Tremblant, arguably Quebec’s 

most-renowned resort area. Over the course 

of 20 minutes, you travel along the Rivière 

du Diable, passing Golf de Diable and Golf 

Le Géant, the resort’s two courses. Rounding 

the mountain’s curve to Versant Soleil, you 

see Casino de Mont-Tremblant. Continuing 

to Versant Nord, you get a glimpse of ski-

ers and snow-boarders enjoying the second 

to last weekend of the winter 2017 season. 

Cresting over the top of the mountain, you 

have a panoramic view of the Versant Sud 

runs, and the brightly-coloured hotels, res-

taurants and condos in the pedestrian vil-

lage, Lac Tremblant at its foot. 

Throughout the flight, the pilot and 

Pierre-Alexandre Legault, communications 

director for the Tremblant Resort Associa-

tion, point out sites and offer tips. There’s 

the flat rock the helicopter can land on for 

a champagne break. There is Ski de Fond 

Mont-Tremblant with its 75 kilometers of 

trails for cross-country skiing, winter hik-

ing, fat biking and snow-shoeing, all avail-

able for groups. There are the zip lines. 

That’s where the beach is in the summer. 

Tremblant, you learn, isn’t just about ski-

ing; it’s a resort for all seasons.

Héli-Tremblant does a brisk business 

bringing visitors to the resort, says the pi-

lot. It takes 40 minutes to fly there from Ot-

tawa, 35 minutes from Montreal. But, there 

are more conventional ways to reach the 

destination. Porter and Air Canada both 

have regularly scheduled flights into Mont-

Tremblant International Airport through-

out the winter. Porter also offers summer 

service to the resort. Alternatively, groups 

can fly into Montreal and Ottawa and use 

ground transportation to get to Tremblant. 

It’s less than a two-hour drive from either 

city. Once at the resort, transportation 

needs (and thus costs) drop. Everything 

a group could want is within the resort or 

within minutes of the resort.

Along with ease of access, the resort 

offers 1,900 lodging units, ranging from 

suites in five-star hotels to mountainside 

condos. Fairmont, Homewood Suites by 

Hilton, Marriott, Westin and Holiday Inn 

Express have properties in the pedestrian 

village During my stay, I am hosted by the 

Marriott Residence Inn Mont-Tremblant 

Manoir Labelle, and I tour the Fairmont 

Tremblant and the Westin Resort & Spa. All 

three properties have undergone renova-

tions in the last few years. 

  The Westin Resort & Spa completed a 

major overhaul of its interior in November 

2014. All 122 guestrooms were refurbished 

with new furniture and amenities. More 

than 4,090 square feet of meeting space 

was outfitted with the latest technology. 

The lobby and front desk area were com-

pletely revamped and a living green wall 

was added to the space. The reno also in-

cluded the launch of the Gypsy Restaurant, 

which offers a Spanish-inspired Mediter-

ranean menu.

The Fairmont Tremblant, the village’s 

ski-out/ski-in property, is currently reno-

vating its restaurants, main entrance and 

lobby area. Most of its 314 rooms and suites 

as well as its 22,000-square-foot conven-

tion centre were refurbished in 2014. Last 

fall, its spa was transformed and rebranded 

as Spa de Tremblant. This new round of 

renovations will see the addition of a con-

temporary, 84-seat brasserie; a 130-seat, 

buffet-style, all-day dining restaurant; a 

new lobby bar; and a self-serve market 

café on its terrace level. It is on schedule to 

be completed this fall. 

The Marriott Residences Inn wound-up 

a $3-million reno of its lobby, hearthroom, 

meeting spaces and 127 suites last sum-

mer, in time to celebrate its 20th anniver-

sary. The property has four event rooms, 

totalling 2,880 square feet. They feature 

linenless tables and new case goods. Gen-

eral manager Nick D’Amico says that the 

rooms are great for small meetings of up 

to 60 people. Other spaces available to 

groups include the solarium, terrace, and 

breakfast lounge, which divides into two 

sections and can be used for cocktails or 

FESTIVALS
Blues, jazz, classical, pop, rock:  

The resort is home to a variety  

of music festivals that are sure  

to enliven a group program.   

FEATS
Cycling, skiing, triathlons and  

more: Professional and amateur 

athletes compete in races and  

tournaments year-round.

FANTASY
This July, Montreal’s Moment  

Factory will debut Tonga Lumina,  

an immersive, interactive, illuminated 

night walk through the forest  

in search of a giant.  

MORE 
ONLINE
On April 10th, Intrawest Resorts 

Holdings, Inc., the owner of  

Mont-Tremblant Resort and Blue  

Mountain Resort, entered into 

a definitive agreement to be 

acquired by a newly-formed entity 

controlled by the Aspen Skiing 

Company, LLC and KSL Capital 

Partners, LLC.

meetingscanada.com

+DESTINATION
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PHOTOS (Page 34):  (Top) Mont-Tremblant has two golf courses: Golf de Diable and Golf Le Géant.  

Photo: Tremblant Resort Association (TRA). (Second row, l-r) Dining area and lounge, Marriott Residence  

Inn Mont-Tremblant. Photo: TRA; Pirate Peril Escape Room,  Missión Liberté. Photo: Missión Liberté;  

P'tit Caribou. Photo: P'tit Caribou;  (Third row, l-r) Casino du Mont-Tremblant exterior. Photo: Casino du 

Mont-Tremblant; Les Equipiers VIP, Quartier Tremblant. Photo: TRA; Exterior, Fairmont Tremblant. Photo: 

Fairmont Hotels & Resorts. (Bottom row, l-r) Two-bedroom suite, Le Westin Hotel & Spa. Photo: TRA;  

Mont-Tremblant International Airport. Photo: TRA; Gondola Versant Sud. Photo: TRA.

as a hospitality room. However, D’Amico 

points out that at Tremblant meetings 

don’t always have to be held at a hotel.  In 

fact, the Tremblant convention centre—

Quartier Tremblant-Base Camp—is right 

across the street.

Located at the base of the pedestrian 

village, Quartier Tremblant can accommo-

date up to 650 people. Its 10,500 square 

feet of meeting space is comprised of 12 

rooms, all with natural light. There are 

two creative rooms (chalkboard walls and 

beanbag chairs), two executive board-

rooms with fireplaces, a VIP lounge, a ter-

race with a maximum capacity of 150, and 

a ballroom that can hold 400. Its business 

centre offers secretarial, message and mail 

services. And, state-of-the-art technology 

(AV, high-speed Internet access, virtual 

private network) throughout the facility 

makes meeting there easy. But, it’s the 

views of Mont-Tremblant that elevate the 

spaces above typical meeting rooms.

Casino de Mont-Tremblant is another 

venue that has meeting rooms with views. 

Opened in 2009, the building is LEED 

silver-certified. It has four event spaces: 

the 2,034-square-foot Sommet room 

(capacity 136), which can be divided in 

two; 850-square-foot Cime (cap. 40); 

280-square-foot Pinnacle (cap. 8); and 

323-square-foot Zenith (cap. 8). To add 

wow to a program, guests can be trans-

ported from the pedestrian village to the 

casino via the Casino Express Gondola, 

and have a cocktail on the way.

On the f&b front, Tremblant has nearly 

40 restaurants (many perfect for dine-

arounds), bars, bistros and cafés. There’s 

Coco Pazza, an upscale Italian eatery in 

the heart of the village. It is available for 

full and partial buyouts, accommodating 

up to 110 people on both floors, and 32 

in the upper mezzanine. There’s La Forge 

Bistro-Bar & Grill and Resto-Bar Le Shack, 

sister properties, both with terraces over-

looking Place Saint-Bernard. The latter is 

a sports bar, while the former is a casual, 

après-ski bistro and bar (first floor) and 

steakhouse with open kitchen (second 

floor). Dedicated foodies can also try La 

Maison de la Crêpe, La Savoie (fondues, 

raclettes, grillstones) and Le Q.G. (tartare). 

Fortunately, the resort is the perfect 

place to burn off f&b calories. In winter, 

groups can enjoy skiing (downhill and 

cross-country), snowboarding, alpine 

skiing (a throwback to the early days of 

Tremblant when skiers had to climb the 

mountain to ski down), snow shoeing, fat 

biking, rides in horse-drawn sleighs, snow-

mobiling, dog sledding, ice climbing, ice 

skating and snow tubing.

Warmer months offer a similar array of 

activities. There's golf (Golf de Diable and   

Golf Le Géant are both technical courses but 

popular with groups, says Legault), ziplin-

ing, paintball, tree courses, dune buggy 

expeditions, sailing, paddleboarding, kay-

aking, canoeing, beach volleyball, cycling 

(road and off-road), water skiing, swimming, 

yoga in the square (or on the beach, or on 

the mountain top), and more. Bonus: The re-

sort's dedicated Activity Centre will make all 

the arrangements, including any necessary 

transportation.  

There are also all-season activities and 

amenities for the less athletic and more ce-

rebral. Groups can test their problem-solving 

skills in Missión Liberté's Escape Rooms. 

They can compete in an Amazing Race-

style team-building activity through the 

pedestrian village. They can chill-out in hot 

tubs, and unwind with massages (a Scandi-

nave Spa is just five minutes away from the 

resort).  Or, they can take a helicopter ride, 

stopping to have a glass of champagne and 

toast the Laurentians.  

UNIQUE 
VENUES

Grand Manitou Summit Lodge
From its perch atop Mont-Tremblant, 

the lodge offers a spectacular  

view of the pedestrian village  

and surrounding area. Accessible 

by gondola or hiking, its terrace  

is the perfect place for cocktails  

in any season. 

P’tit Caribou
Ski Canada’s pick for the best 

après-ski bar in eastern North 

America for more than 10 years  

in a row, and number four on 

Forbes magazine's list of the 

 best après-ski bars in the world. 

It has 5,000 square feet over two 

floors, with five bars, a dance 

 floor and large lounge. 

Altitude Seafood 
and Grill Lounge
Casino Mont-Tremblant’s resto  

is helmed by Chef Olivier St-Arnaud. 

He delivers superb food in a room 

that delivers the best sunset  

view of the mountain. 

Lac Tremblant &
Beach n' Tennis Club
Have a sunset beach party, or a 

pontoon/boat cruise with lunch or 

dinner. Build a team-building activity 

around sailing, paddleboarding, 

beach volleyball or tennis. 

Microbrasserie La Diable
The first microbrewery in the  

Laurentians offers 100 percent 

natural small batch beers,  

which are available only at  

Mont-Tremblant. Tastings are  

a must. Fun is mandatory.
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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

Berkeley Bicycle Club, Toronto, ON

Rooftop restaurant and infinity pool (rendering). Bisha Hotel & Residences Toronto

NEWFOUNDLAND
Group Germain Hotels has appointed Jane Kingston general man-

ager of Alt Hotel St. John’s, its second property in Atlantic Canada. 

The property is scheduled to open in the coming months. Designed 

by architects LEMAY MICHAUD, it will feature 4,000 square feet 

of meeting space, a 2,500 square-foot area for a restaurant and 

patio, and a fitness centre.

NOVA SCOTIA
Halifax will be the host city for the Canadian Society of Associa-
tion Executives (CSAE) National Conference and Showcase in 

2020. The CSAE is Canada’s premiere association advocate. Its 

three-day conference is expected to bring some 500 delegates to 

the city, resulting in 1,170 room nights. In addition, it has the poten-

CONTINUED 
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+CANADA UPDATE

tial to draw additional business, meetings and 

conferences from attendees, who are meeting 

planners and association professionals. “We 

are excited to be hosting CSAE in Halifax in 

2020. It’s really a great match and extremely 

well-timed as we can proudly showcase 

our brand-new convention facility to key 

association executives and meeting planners 

from across the country,” said Ross Jefferson, 

president and CEO, Destination Halifax.

QUEBEC
Montréal has hosted the most international 

conventions in all of North America, accord-

ing to the Country and City 2016 rankings 

released by the International Congress 
and Convention Association (ICCA). The 

city held 76 events at the Palais des congrès 

de Montréal, and its universities and hotels. 

These events attracted nearly 37,000 business 

travellers and delegates to the city—21 percent 

more than the runner-up destination. The last 

time Montréal finished at the top of the North 

American rankings was 2013. + Palais des 
congrès de Montréal has selected GES as its 

official supplier of event decorating services. 

GES is a full-service provider of products 

and services for special events, trade shows, 

conventions, consumer shows and corpor-

ate events. It provides complete decorating 

services, custom exhibits, rental furniture, ac-

cessories, carpets, signage, material handling 

and logistics. + Le Centre Sheraton Montréal 
Hôtel has opened its revamped rooftop ter-

race. Located on the sixth floor of the hotel, 

the space is suitable for groups of up to 150 

people (capacity reduced if alcohol is being 

served). Elements of the redesign include new 

streamlined furniture and green spaces to cool 

the area on hot summer days. 

ONTARIO
The Berkeley Bicycle Club mansion is the 

latest addition to Berkeley Events' roster 

of venues. The mansion, once home to 

Toronto’s renowned Gooderham family, 

offers a floor-to-ceiling glass solarium on its 

southern façade as well as a large wrap-

around patio. Capacity is 150 standing, 

80 seated. + Bisha Hotel & Residences 
Toronto is on schedule for a soft opening 

in August. The property is the vision of 

Charles Khabouth of INK Entertainment, 

one of the country’s leading lifestyle and 

entertainment companies, and real estate 

developers Sam Herzog and Mel Pearl of 

Lifetime Developments. Located in the 

city’s Entertainment District, it will stand 

44-storeys tall and feature 96 luxury bou-

tique hotel rooms (including 14 suites) and 

355 residential condominiums. It will also 

feature 2,300 square feet of event space 

on the 43rd floor, and a 44th floor rooftop 

restaurant with an infinity pool and views 

of the lake, city and CN Tower. + The Omni 
King Edward Hotel’s fully-restored Crystal 

Ballroom was unveiled at a gala celebration 

in April. Located on the 17th floor, the ball-

room opened in 1922 and hosted many of 

Toronto’s most prestigious events for more 

than five decades. The $6.5-million renova-

tion has restored the space to its former 

splendor. Features include eight-metre high 

coffered ceilings; floor-to-ceiling windows; 

updated carpet; a new permanent bar; and 

a pre-function space finished in mosaic 

tile. The ballroom is 5,000-square-feet. It 

can accommodate up to 300 people. + 

Recently opened, the Streetcar Crowsnest 

offers three event spaces for groups of up 

to 450 guests. Located in the city’s trendy 

Leslieville area, it features the world-class 

Guloien Theatre (maximum capacity: 350); 

Lobby Bar; and Scotiabank Community 

Studio, a multipurpose, 1,200-square-foot 

space that can accommodate up to 100. The 

facility is accessible and has state-of-the-art 

sound and lighting equipment. +The multi-

million-dollar renovation of all 461 guest-

rooms, the concierge lounge and fitness 

centre at the Toronto Marriott Downtown 
Eaton Centre is now complete. Upgrades 

and changes to the property’s rooms and 

suites include: new 49" flat screen TVs 

in guestrooms and 55" flat screen TVs in 

suites; large chaise lounges that double as 

a pullout beds; deluxe walk-in showers and 

spa-like lighting in bathrooms; and on-trend, 

mid-century modern-inspired décor. In 

addition, every guest will get the MVP™ 

experience via the newly redesigned enter-

tainment suite in each room. MVP (Man-

aged Video Platform) is a digital platform 

that replicates the in-home entertainment 

experience, and provides access to Netflix, 

YouTube and more. 

MANITOBA
Atlific Hotels is now managing the Clar-
ion Hotel & Suites Winnipeg, a 139-room 

property owned by the Paletta family. Atlific’s 

fourth managed Manitoba property, it has 

11,000 square feet of meeting and event space 

that includes 10 meeting rooms. Maximum 

capacity is 350 people. Guestrooms are newly 

renovated and feature a sleek, modern de-

sign. Ranging in size from 400- to 750-square 

feet, they are considered some of the largest 

hotel rooms in the city.

SASKATCHEWAN
Doubletree by Hilton™ Hotel and Confer-
ence Centre Regina has won the 2016 

Housekeeping Award of Excellence, beating 

out more than 300 hotels in the Americas 

for the honour. “All of us are extremely proud 

to be recognized for the efforts we put into 

housekeeping,” says Denis Gilles, general 

manager, Doubletree by Hilton™ Hotel and 

Conference Centre Regina.  “Excellent 

housekeeping is something that our guests 

CONTINUED FROM P.37   

Revamped rooftop terrace at Le Centre Sheraton Montréal Hôtel
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expect and our team delivers every day. So, I 

want to congratulate the housekeeping team 

here for this well-deserved recognition.” The 

award, issued by Hilton Inc., is in the category 

of hotels with 225 rooms or more in North, 

Central and South America.  

ALBERTA
Atlific Hotels has taken on the management 

of two Airdrie Calgary properties, the Holiday 
Inn Express Hotel & Suites Airdrie-Calgary 
North and Hampton Inn & Suites by Hilton 
Airdrie. The hotels, situated next door to each 

other, are located close to the Airdrie Industrial 

Park, Alberta’s government agricultural sector 

and CrossIron Mills Mall. + Edmonton’s Shaw 
Conference Centre has become the latest 

convention centre to be certified to an inter-

national sustainability standard for the meet-

ings and event industry. The American Society 

for Testing and Materials (ASTM) certification 

is awarded to venues that achieve high stan-

dards in environmentally sustainable meet-

ings, trade shows and conferences. The Shaw 

Conference Centre is only one of five venues 

in Canada to currently be certified to the 

ASTM standard for the evaluation and selec-

tion of venues for environmentally sustainable 

meetings, events, trade shows, and confer-

ences. The venue is also BOMA BEST certified 

and the first conference venue in Canada to 

receive Green Key level five certification.

BRITISH COLUMBIA
Bullfrog Power, Canada’s leading green 

energy provider, and Pacific Gateway  

Hotel at Vancouver Airport are undertak-

ing a new environmental initiative to pro-

vide green electricity for all of the hotel’s 

meeting spaces and renewable natural 

gas for Pier 73 Restaurant. As a result of 

the partnership, Pacific Gateway Hotel be-

comes the largest hotel purchaser of green 

energy in British Columbia with Bullfrog 

Power. Through the agreement, Bullfrog 

Power is ensuring that its generators put 

240 MWh of green power onto the grid  

to match the amount of conventional  

electricity used by the hotel’s meet-

ing spaces. In addition, Bullfrog Power’s 

producers inject 1,800 gigajoules of green 

natural gas into the national pipeline to 

match the amount of conventional natural 

gas used by Pier 73 Restaurant.   

+CANADA UPDATE

Photos (clockwise from top left): 

Atrium, Shaw Conference Centre, 

Edmonton, AB; Guloien Theatre, 

Streetcar Crowsnest, Toronto, ON. 

Photo © Mike Robinson; Pre-function 

space, Crystal Ballroom, Omni King 

Edward Hotel, Toronto, ON. Photo 

© Gillian Jackson; Jane Kingston, 

General Manager, Alt Hotel St. John's, 

NF; Dining room, Presidential Suite, 

Toronto Marriott Downtown Eaton 

Centre. Photo © Elaine Kilburn.
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SITE Canada 2017 Spring Social

+SNAPPED

(All captions are left to right) CHMSE 2017 GENERAL MANAGERS NIGHT  | 1. Kristy Adams, Humber College; Shelley Santos, Hilton Worldwide. 2.  1. Jo-Anne Hill, JH Hospitality Consulting; 

Annmarie Brunka, St. Andrew’s Club & Conference Centre. 3. Adam Robinson, Robinson Show Services; Michele Bryan, Fairmont Royal York; Alfred John, FMAV. 4. Andrew Weir and Johanne Bélanger, 

Tourism Toronto; Nick Vesely, Cambridge Suites Hotel. 5. Suzanne Cinq-Mars, Hilton Toronto: Shauna Jaskot and Imogen Christie, Hilton Mississauga/Meadowvale. SITE CANADA SPRING SOCIAL 

2017 | 6. Erin Parkin, Ingram Micro; Rachael Streek-Buma, Meeting Encore; Hugo Veilleux, Meetings & Events by Club Med. 7. Terry Manion, Meridican Incentive Consultants; Liz Godfrey, Adare Manor 

Hotel & Golf Resort. 8. Ardith Freethy, Communiqué; Alanna McQuaid, Meetings + Incentive Travel.  9. Donna Mitsos, CIS, WE-World Events; Bruno Reis Neto, Sandown Tours & Incentives; Stephanie 

Seefried, Team Seefriend Group; Sujata Kumar, Taj Hotels Resorts and Palaces. 10. Stephanie Charlton, CMP, BMO Financial Group; Lori Heller, Heller Events; Sarah Nicalo, Maui Jim. 11. Amanda Stewart, 

Eventive Marketing Inc.; Stefano Mastrantonio, Air Canada; Alison Fortier, Eventive Marketing; Tommi Hanley, Cantrav Services Inc. 12. Lynne Coyne, Sun Life Canada; Kim Pickering, Manulife Financial.

9

10

8

1

6

3

7

CHMSE 2017 General Managers Dinner
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CHMSE 2017 MAY PLANNER MATINEE | 13. Jennifer Luke, Woodbine Entertainment Group; Miriam Figueroa, CMP, CMM, Acklands-Grainger. 14. Jeff Drover, The Stronco Group; Melanie Coates, Fogo 

Island Inn; Caitlin Murray, OLG Slots at Woodbine Racetrack.  15. Cathi Krewicki, Ruth’s Chris Steak House; Les Selby, CMP, CMM, Aimia. 16. Dianne Schmidt, LMK Event Design and Management; Mark 

Kelly, The Rec Room; Linda Kunashko, LMK Event Design and Management.  MEETINGS INDUSTRY EUCHRE TOURNAMENT (MIET) 2017 | 17.  Don Leddy, Beanfield Centre; Saskia Martini-Wong, 

Surety Association of Canada; Elly Leddy. 18. Margaret Johnston, EventsWork.com; emcee Ivan Wanis-Ruiz; Bettyanne Sherrer, CMP, CMM, ProPlan Conferences & Events; Sheila Wong, CEM, BBW 

International Inc. 19. Lynda Gidge, CMP, Carlson Wagonlit Travel; Stephanie Uy, Tourism Toronto.  20. Rozalyn Werner-Arcé, CAE, Therapeutic Recreation Ontario; Steve Carroll, The Portage Group. 21. 

Rose Timmerman Gitzi, CMM, RTG Special Events; Andrew Horsfield, The Lord Elgin Hotel. 22. Shiela Coyne, Old Mill Toronto; Michael Marmur, Pinpoint National Photography; Pat Gappmayr, Tourism 

Kelowna. 23. Aldo Russo and Greg Novis, Cineplex Entertainment. 24. Natalie Savage, CMP, The Planner, Conference & Event Management Inc.; Heidi Wilker, CMP, Blessed Events and Retreats Unlimited.  

25. Andrea Boulden, TD Wealth Management; Dana Warren, CWT Meetings & Events.

CHMSE 2017 May Planner Matinee

15 16

Meetings Industry Euchre Tournament (MIET) 2017

13 14

17

20

23 25



We believe in the power of print and know you do too!

“Sixty-five per cent 

of M+IT readers 

share each issue 

with two to five or 

more colleagues.”
2015 M+IT 

Readership Survey

+   81% of our readers spend from 15 minutes to more than an hour 

reading each issue

+    In the US alone, 234 new titles made their debut, up 21% from 2013. 
(Guide to New Magazines, USA)

+     FOLIO Magazine’s annual survey of US city and regional magazines 

said 2015 featured more new launches than any year since 2009.

Publications Serving Niche Markets (like B2B) Provide Unique  

Content Readers Cannot Get Anywhere Else.

At Meetings + Incentive Travel, we’re proud to deliver  

the education and stories that matter to Canadian  

Business Event planners.  Be sure to tell our  

advertising partners how much you value their  

commitment to supporting business publications.

Thank you 
for reading 
Meetings + 
Incentive 
Travel

is proudly produced by 

Newcom Business Media
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DESTINATION MARKETING ORGANIZATIONS

Book 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

learn how Saskatoon 
makes every delegate 
feel like a VIP!

conventionssaskatoon.com
Toll Free: 1.800.567.2444  |  #saskatooning

CONVENTION CENTRES

MARKETPLACE
For detailed information on these listings visit

meetingscanada.com/buyers-guide

 

millcroft.com
1-800-383-3976

salesinquiry@vintage-hotels.com

ROOM 
TO THINK 

Caledon, ON

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

salesinquiry@vintage-hotels.com

BETTER 
BUSINESS IS 
DONE HERE

 Niagara-on-the-Lake, ON

HOTELS + RESORTS

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

“Awesome as Expected!”

TripAdvisor Reviews

“6 out of 5”
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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

Meeting at an Ontario Resort provides you with outstanding meeting 
spaces, programs, service, and unmatched environments. 

resortsofontario.com 

When ordinary won’t do. 

“A wonderful hotel in an

TripAdvisor Review

Amazing Location”

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

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 | 

HOTELS + RESORTS

604.980.9311  |  grousemountain.com

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

UNIQUE VENUES

sales@whiteoaksresort.com

.
1-800-263-5766  WHITEOAKSRESORT.COM   



45M E E T I N G S C A N A D A . C O M

+ADINDEX
Celebrity Cruises 21
celebritycorporatekit.com
Destination Québec City IFC, 3
QuébecBusinessDestination.com
Destination St. John’s 18
Destinationstjohns.com
Fiesta Americana 10
fiestamericanagrand.com/meetingsmexico
Hilton Worldwide IBC
Meetings.Hilton.com
IncentiveWorks 2017 24, 25, 26, 45
incentiveworksshow.com
The International Centre  13
InternationalCentre.com
MPI World Education Congress (WEC) 8
mpiweb.org/WEC
PCMA Canada East Canadian Innovation  
Conference (CIC17) 14
pcma.org/CE
The Rec Room 7
TheRecRoom.com
Rodd Hotels & Resorts 4
roddmeetings.com
SITE Canada 16
sitecanada.org
White Oaks Resort & Spa OBC
whiteoaksresort.com

COMING IN 
THE NEXT ISSUE

+  IncentiveWorks 2017  

Conference Preview

+  The History of Meetings in Canada

+  Toronto Dine-around

 Plus  

Leadership, Next Gen,  

Contracts 101, Hard Wired  

and more

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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I got my start in the industry when I was offered my first job out of university. As a stu-

dent I’d volunteered at many events and with my strong organizational skills, I knew event 

planning was where I wanted to end up. During my interview with Master Promotions 

Ltd., I was sure it would be a great opportunity, and after my first show season with 

them, I knew without a doubt that it was for me! The fast pace, the multitasking, 

the deadline-driven environment—it’s stressful for some, but it’s the environ-

ment in which I excel. 

When people ask me what I do for a living, I tell them in a word: 

events! I then explain that I oversee all the operations, logistics, adver-

tising, audience communications, social media and websites for our 

events and then give them a few examples. Sometimes people have 

trouble grasping the trade and consumer show industry. I often get 

asked what I do in the summer, as if we just pull these events together 

in a few months and then take the rest of the year off. I can assure you 

that is not the case!

The most challenging thing for me when I began my career was 
proving myself. I was initially hired for a four-month term as a marketing assistant 

and really hoped that it would turn into a full-time, permanent position. Thankfully, 

the company felt I was a good fit and asked me to stay. Oh, and getting used to 

all the acronyms… anyone in the event world will understand that challenge. 

The most valuable thing I’ve learned is how to work effectively as part 

of a team. At just 25, I was asked to cover a maternity leave for one of the 

company’s marketing and operations managers. I had to quickly figure out how 

to communicate with everyone on the team and work with their different per-

sonalities. Everyone has their own unique way of doing things. I organize things 

in a certain way and work at a certain pace, but it’s not fair to assume everyone 

will follow the same structure. Learning to not only cope with—but find the value 

in—everyone’s work style was a great lesson for me; one that I’ll carry with me 

throughout the rest of my career. 

I think our industry could benefit from seeing the value in social media 

and all the advantages it offers. For years, my company struggled with 

maintaining a presence on social media. Finally, three years ago, we hired a 

dedicated employee to handle the various social media pages for our 25-plus 

events. To say this is a full-time job is an understatement; this role is one of the 

busiest and most valuable members of our team and her hard work benefits our 

entire organization. 

I’m making my mark by eschewing the cookie-cutter “this is the way we’ve always 

done it” format. When I start planning each event, I sit down with my team and we create 

an audience marketing plan—covering direct emails, press releases, social media and more. We 

come up with contests and different ways to engage our audience before and during the event. 

The worst thing someone can say is that an event is the same thing every year. I make it my per-

sonal mission to have something fresh and new for each event.  

“ I make it my personal mission to have 
something fresh and new for each event.” 

+NEXTGEN

Name | Moira Pellerine Company | Master Promotions Ltd.

Title | Manager, Marketing and Operations Age | 29 
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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:



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.


