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Hawai‘i is the picture-perfect  
destination for MICE programs in 
countless different ways, and while 
they vary depending on your group 
and goals, here are a few list-topping 
reasons “Why Hawai‘i” should lead 
the list for your next meeting,  
tradeshow or convention.

Productive Atmosphere 
Aloha’s ambiance: Survey data  
confirms that attendees leave Hawai‘i 
feeling refreshed, invigorated and 
completely at ease. It is a setting that 
fosters the flow of ideas, inspires  
ingenuity and innovation, and  
nurtures stronger working  
relationships and better teamwork.

Accommodations 
When it comes to hospitality, 
Hawai‘i’s world-class hotels and  
resorts set the bar for ho‘okipa  
(hospitality). You will find more than 
50,000 combined overnight rooms 
throughout Hawai‘i’s six major  
islands — O‘ahu, Maui, Hawai‘i  
Island, Kaua‘i, Lana‘i and Moloka‘i — 
at every price point and in every style.

International Accessibility 
For global gatherings, Hawai‘i is in 
prime location. It is easy to get to 
Hawai‘i from Canada, and Hawai‘i’s 
multilingual, multicultural  
population makes people from all 
around the world feel welcome.

Experiential Offerings 
Where else can attendees become  
paniolo (cowboys), hula dancers,  
volcano explorers or surfing legends 
for the day? The opportunities for 
one-of-a-kind team building  
opportunities and memorable off site 
events are endless.

Natural Wonders 
Beyond simply “beautiful,” Hawai‘i 
suggests that Mother Nature does play 
favorites. The islands’ lush  
landscapes and sublime scenic vistas 
make Hawai‘i a consistently  
compelling draw for attendees.

Hawai‘i Convention Center 
The Hawai‘i Convention Center 
stands apart from any other: state-
of-the-art, situated in the heart of 
Honolulu and distinctly reflecting the 
culture and character of the islands.

Off-Program Activities 
History. Culture. Shopping. Dining. 
Attractions. Sports and recreation. 
And some of the most beautiful  
scenery in the world. Hawai‘i has it all, 
and in abundance.

Sun & Surf 
It almost goes without saying, but 
we have to mention the near-perfect 
weather, averaging 25° Celsius year 
round — perfect for attendees to enjoy 
Hawai‘i’s beautiful beaches as time 
allows. Whatever your event, there’s 
never a bad time to book Hawai‘i.

To Get Started 
Deb Edwards is ready to assist you 
with all your Hawai‘i MICE program 
needs. She can be reach at:  
deb@voxtm.ca    
1-888-297-9472 Ext. 231.  
Mahalo!

 

WHY HAWAI‘I

ISLAND OF HAWAI‘I



When it comes to incentive programs, Hawai‘i is the ultimate reward 
for any employee. Choose from six, exotic Hawaiian Islands, each with 
their own, one-of-a-kind experiences. Accommodations range from 
luxurious resorts to intimate getaways. Best of all, the Meet Hawai‘i team 
can help personalize your incentive program to make this an unforgettable 
reward. And nothing says “Mahalo” like a trip to the Hawaiian Islands.

To learn more about the Hawaiian Islands visit meethawaii.com.

B e   p r e p a r e d   f o r   a   s p i k e   i n   P R O D U C T I V I T Y .

KAUA‘I

MOLOKA‘I MAUI O‘AHU

Come and see us at IncentiveWorks Booth #1313
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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)
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CHEF AKIRA BACK 
COMING TO CANADA

KWA’LILAS HOTEL OPENS 
ON VANCOUVER ISLAND

SANTA BARBARA GETTING  
NEW EVENT SPACE + HOTEL

Doreen Ashton Wagner

M+IT Best Advice…

“Take care of really examining 

the alignment of the person, the 

position, the [company] culture…”

HOTELS F&B
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>

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.

Book today for South Edmonton Common and keep an eye out for new locations 
opening this year!

Host better events. TheRecRoom.com



EXEMPLARY MEMBERS OF 
THE CANADIAN BUSINESS EVENTS

 COMMUNITY HAVE EARNED 
A SEAT IN M+IT’S

Who are they?

meetingscanada.com/HallofFame

CATEGORIES

VETERANVOLUNTEER INNOVATOR MENTOR BUILDERPLANNER

2017 Inductees will be announced live

at 10:30 a.m., Tuesday, August 22nd 

at
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CORRECTIONS!  
The article on Mont- 

Tremblant, which  

appeared on pages 34- 

36 of the May.June 2017 

issue of the magazine, 

has two errors. The upscale Italian 

eatery mentioned on page 36 is  

Coco Pazzo, and Pierre-Alexandre 

Legault's correct title is communications  

and public relations advisor.  

M+IT apologizes for any inconvenience  

these errors may have caused.  

+EDITOR’SCOMMENT

At 9:00 p.m. on Tuesday, June 20th, 
the first full day of Meeting Profession-

als International’s 2017 World Education 

Congress (WEC), the conference’s head 

planner got an email informing her that 

the next day’s luncheon keynote speak-

er—National Basketball Association (NBA) 

legend Earvin “Magic” Johnson Jr.—was 

cancelling. The NBA Draft was on in Los 

Angeles, and Johnson, who is president of 

basketball operations for the L.A. Lakers, 

was involved in negotiations for a top pick 

and could not make the trip to Las Vegas, 

where WEC was being held.  

After receiving the email, MPI presi-

dent and CEO Paul Van Deventer was 

notified as were key MPI staffers and 

representatives of the conference’s part-

ners (MGM Grand, Freeman, etc.). What 

followed was a flurry of phone calls to 

contacts, all of whom answered their cell 

phones despite the late hour. By 1:00 a.m. 

a new plan was in place. At 2:00 a.m., a 

YouTube video was released on the asso-

ciation's social media channels. In it, Van 

Deventer explained that Magic had can-

celled but a solution was being worked 

on (there were details still to iron out). 

I can tell you this because a panel dis-

cussion on how the challenge was handled 

was part of the solution. The other part 

was an appearance by the Jabbawockeez, 

the renowned dance crew appearing at 

MGM Grand. (If you suddenly need enter-

tainment, Las Vegas is a good place to be.)

The panel was comprised of the individ-

uals who had received an emergency email 

or call the night before. They explained 

LORI SMITH
EDITOR

lori@newcom.ca

416.442.5600 ext. 3254

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.

PEER-TO-PEER POWER 

VISIT M+IT @ IW 2017

what had happened: the timeline, the 

brain-storming, the strategy for revealing 

the information—all the ups and downs 

and ins and outs they had gone through in 

the prior 15 hours. 

The situation and solution demonstrate 

two things: the importance of relationships 

and the power of learning from peers.

 Meetings, incentive travel programs, 

trade shows, conferences, conventions and 

special events are all made up of a million 

moving parts, assembled and orchestrated 

by a planner. But any one of those parts 

can go unexpectedly off track in even the 

best-planned events. And it is up to plan-

ners, and the suppliers they are working 

with, to find the solutions. Sharing these 

experiences, as MPI did, is as essential as 

learning from experts. 

I would like to invite you to share your 

stories of overcoming unexpected chal-

lenges at your events. You can go solo 

(planner or supplier) or in pairs (planner 

and supplier). You can contribute in writ-

ing or tell your tale on video. We'll have 

a studio set-up and be shooting at In-

centiveWorks 2017 (August 22+23, 2017) 

in Toronto. Just  send me an email. Your 

peers need to learn from you!

Meetings + Incentive Travel operates 

IncentiveWorks, Canada's leading con-

ference and trade show for Canadian 

event professionals. Be sure to visit 

M+IT at IW (booth #1113). We have a 

cool giveaway!

A RESORT FOR ALL SEASONS
BY LORI SMITH
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+DESTINATION

MONT-TREMBLANT



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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CONTINUED 

 Photo: Donna Santos Studio

In 1998, Barry Smith took over the helm of Canada’s 

largest convention facility. Since then, both he and the 

Metro Toronto Convention Centre have racked up a num-

ber of honours and awards. This past May, Barry received 

the Professional Convention Management Association 

(PCMA) Education Foundation’s Lifetime Achievement 

Award for his unwavering support of education within the 

meetings industry. He has served on the PCMA Board and 

PCMA Education Foundation Board of Trustees. He was 

the first Canadian chair for the PCMA Education Founda-

tion. He was also the first recipient of PCMA Canada East’s 

President’s Award, an honour introduced at the chapter’s 

2016 Canadian Innovation Conference (CIC). In addition, 

he is a director and part of the Executive Committee at 

Tourism Toronto. Barry, who is a certified management ac-

countant, is expert at finding balance at home as well as 

on spreadsheets. He shares his life with his wife, Kathy, and 

their three children. 

How would you describe 
your leadership style?
My leadership style  is  grounded on  the principles of in-

tegrity, empowering others, and active listening. The best 

leaders, as I see it, allow their teams to “own” their areas of 

responsibility. They listen carefully to their customers and 

employees. They provide a clear vision. If you’re looking for 

an ego-driven, authoritarian leader driven by power, that’s 

not me. I prefer to lead from behind and believe in the idea 

of “servant leadership,” a philosophy that focuses on help-

ing others develop and perform to the best of their ability 

to benefit the organization.

Convention centres are built to generate economic 

benefit and with this comes enormous responsibility to the 

community. In this regard, we have an important role to 

fulfill for Toronto and the Province of Ontario. Although I 

manage the big picture and solve problems on a high level, 

I make a conscious effort to empower and respect my em-

ployees, who have proven time and time again that they 

Barry Smith
President & CEO

Metro Toronto Convention Centre
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are capable of success. Having fun at work and at home, work-life 

balance, is also important to me and influences my leadership style. 

It’s important to have a good laugh in the workplace once in a while.

I also value innovation and organizationally, we would never 

shy away from being the first to take a risk or try something that 

could really make an impact in the industry for the greater good. 

An example of this is our recent application of the app Voyage Con-

trol to the move-in process for exhibitors, an initiative led by our 

operations team. We became the first convention centre in North 

America to try this new way of doing things, which reduces CO2 

emissions in the local area and could end the need for high cost 

marshalling yards. We hope that other convention centres will fol-

low our lead to lower the overall environmental footprint of our 

facilities and create a better way for exhibitors to move in.  

Vince Lombardi famously said leaders are 
made, not born. Do you think leadership can 
be learned or is it in a person’s DNA?
In my experience, great leaders tend to have key intrinsic qualities 

that enable them to be successful. In the same way that every great 

recipe has key ingredients, the best leaders often have key qual-

ities, like the ability to motivate others or having clear vision, mixed 

with experience in the right environment to develop these qual-

ities and extra skillsets. That being said, continuous learning is an 

important aspect of leadership that should not be overlooked. We 

shouldn’t assume that leaders are born this way. Some leaders are 

better than others at public speaking, for example. Being dedicated 

to soak in lessons  learned through experience and to improve in 

areas of weakness is one of the hallmarks of a successful leader.

How do you get others (shareholders, em-
ployees, stakeholders) to accept your ideas?
I believe  in the power of knowing your audience, being genuine, 

and communicating  your vision clearly. The idea has to be well 

calculated, and you, your employees, shareholders, and stake-

holders need to be confident in a positive outcome. The ability to 

strategize  what you envision in a way that makes  everyone  feel 

secure and motivated is  very  challenging, but this in particular, I 

feel, makes great leaders stand out in the crowd.

When things aren’t going well,  
how do you rally a team?
I am very fortunate to have a wonderful team that I can truly de-

pend on to get the job done. There are always a few solutions for 

every problem, and nothing that can’t be overcome with a great 

team. We’ve faced many challenging situations since I became CEO, 

and although it depends on the specifics, I’ve found that instead of 

dwelling on what went wrong, it’s always best to refocus on the rea-

son why we’re here and on the steps that we need to take to solve 

the problem. There’s a reason why the rear-view mirror is smaller 

than the windshield, to focus on moving forward and only look back 

when we need to. My approach will vary slightly depending on the 

situation, but knowing my team and understanding what they need 

from me in order to overcome a setback is a key part of my role. In 

tough situations, it’s also important to be open, transparent, and to 

not shy away from making tough decisions.

Who are your leadership role models?
I’m inspired by Bill Gates, who no one can deny has had a signifi-

cant impact on the world. He exemplifies the idea of being incred-

ibly successful in business while caring about people and having 

an impact on society at large. And I’m not just saying that because 

we’ve hosted a few Microsoft conferences! His dedication to philan-

thropy, for example his work to eliminate malaria, is admirable, and 

he is the type of leader who people are proud to stand behind and 

serve. Gates once said “leaders are those who empower others,” 

and I strongly agree. I also admire Warren Buffett for his excellent 

ability to save money, out-of-the-box thinking and for his humility 

as well. Both of these leaders are considered the gold standard in 

leadership for good reason.

Every leader brings something different to the table, and even 

within the meetings and tourism industry locally, I’ve learned les-

sons on leadership from what I’ve seen, whether it be good or bad.

Is there a book that’s influenced your 
thoughts on leadership?
The Servant as Leader by Robert K. Greenleaf. Greenleaf wrote a 

powerful essay on the idea of making the conscious choice to be a 

servant-leader, someone who focuses on and ensures that the needs 

of his/her team are being met so that they can do the best job pos-

sible instead of leading from a place of mostly displaying power and 

authority. His essay also talks about the importance of listening, 

foresight, and making a difference. The notion of servant-leadership 

influences my thoughts on leadership to this day. If your employees 

are not happy and they don’t feel like there is any attempt to have 

their needs met, the entire boat will sink. Leading from a place of 

benefitting others so that they can then serve the organization to 

the best of their ability is extremely important to leadership.  

CONTINUED FROM P.11

“I also value innovation and organizationally, we 
would never shy away from being the first to take 
a risk or try something that could really make an 

impact in the industry for the greater good.”



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       

Meetings With A View.

 Rodd Crowbush Golf & Beach Resort
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CROSS-BORDER 
CONSIDERATIONS

BY KATJA FROMMER

W ith a shared language, similar culture, and the gen-

eral ease with which most Canadians are still able to 

cross the border, it is important to remember that 

doing business in the United States does come with 

legal requirements.  Ignoring them may expose you to serious conse-

quences that can impact your future ability to enter and do business 

in the United States.  This article will focus on the pros and cons of the 

two most common visa options for independent event planners: the 

B-1 business visitor and the O-1 for individuals who can demonstrate 

extraordinary ability or achievements in their field.

Don’t let things go south when going south.
Let’s say you organized a corporate retreat at an Ontario winery for 

a U.S.-based company.  The client loved every minute of it and now 

wants you to plan and organize their annual conference in Miami.  

Great news!  A few weeks later, you’re on a plane to Florida to meet 

with the client’s conference executive committee and visit some of 

the sites proposed by the client.  All goes well and you find not only 

the perfect venue but also a great local caterer and an amazing florist.  

The client also wants photos and a video of the conference highlights 

for their corporate website, so back in Toronto you get in touch with 

PLANNING 
EVENTS IN 
THE UNITED 
STATES
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“O” – but how can I work in the  
United States for U.S.-based clients?
For Canadian event professionals who want to plan and organize 

events in the United States for U.S.-based clients, applying for O-1 

status might be the best way to go.  The O1 category was created 

for individuals who have demonstrated extraordinary ability in their 

field of endeavour and who want to enter the United States tem-

porarily to work or provide services in their area of expertise.

Show U.S. Immigration that you are  
an event planner extraordinaire.
Have you been nominated and received nationally-recognized in-

dustry awards for excellence?  Are there articles about you and your 

work in industry publications or other major print or online media?  

Have you written articles or blog posts that were published in pro-

fessional trade publications or major media, or have you given talks 

and presentations at industry events?  Have you organized or hosted 

events for distinguished or “big name” clients?  Do you charge high-

er than average fees for your services?  Have you come up with fresh 

and original ideas that have made some kind of impact in the event 

planning industry?  Have you ever judged the work of other event 

professionals, for instance in the context of awards or competitions?  

If you can say “yes” to three or more of these questions, you may 

qualify for O-1 status as an event planner of extraordinary ability.

Additional O-1 requirements.
The O-1 regulations prohibit self-employment, which means that you 

will need a U.S.-based entity to file the paperwork with U.S. immi-

gration authorities on your behalf.  A typical scenario: A U.S.-based 

organization or company hosts recurrent events which it wants you 

to plan and organize.  This will require you to periodically enter the 

U.S. for site visits and meetings with the client and vendors, as well 

as being present to organize and oversee the actual events.

An alternative approach that offers even greater flexibility is to 

have a U.S.-based agent file an O-1 petition on behalf of several un-

related U.S. clients, allowing you to provide event planning services 

to all of them.

In either case, you will need to provide a contract or deal memo 

outlining the terms of your services for each U.S. client named in the 

petition, as well as an overview of the planned events and related 

activities, along with the approximate dates and U.S. locations where 

you will perform your services, such as meetings, site visits, and event 

management and supervision.  While this so-called “itinerary” need 

not be written in stone, it should provide an adequate preview of the 

services and activities you expect to perform in the U.S. for each client.  

In order to be granted the maximum allowable validity period of three 

years, your activities in the U.S. should be evenly spaced throughout 

the years with only short gaps between scheduled activities.

Finally, it is recommended to obtain an advisory opinion letter 

from a U.S.-based industry organization, such as Meeting Profes-

sionals International (MPI) or the Events Industry Council (EIC), 

confirming your experience and qualifications as an event planner.

your go-to photographer who, luckily, is still available.  Things prog-

ress well, and after a few more site visits and meetings with your client 

and the local vendors in Florida, the conference is only a few days 

away and you and your photographer are heading to the airport.

During the pre-flight inspection, the Customs and Border Pro-

tection (CBP) officer asks more questions than the last few times 

you entered, but you feel confident.  After all, you’re only going for 

a week, you have strong ties to Canada, a return ticket, and you al-

ready told the officer that you are visiting the U.S. for business.  To 

further make your case, you present an email from your client con-

firming your arrival to oversee and manage all vendors and event 

activities during next week’s conference.  But this time the officer 

sends you into secondary inspection where you are informed that 

your entry is denied because you don’t have authorization to work 

in the United States.

Your photographer, who was in line right behind you, tries to 

think on his feet and tells the officer that he is going to Miami to 

visit friends and relax at the beach—but the officer notices his pro-

fessional grade camera equipment and he is denied entry as well, 

having misrepresented the purpose of his visit.  Back at your office, 

you immediately spring into crisis control mode and try to come up 

with solutions in time for the conference, but the client—who had 

always insisted that you “should be perfectly fine” entering the U.S. 

as a business visitor—is now livid and threatens to sue.

The limitations of entering the U.S.  
as a B-1 visitor for business.
The rules regarding permitted activities for business visitors are quite 

complex, but generally boil down to this: Canadians who enter the 

United States as business visitors may not perform hands-on work 

or professional services in the U.S. that are compensated from a U.S. 

source (with the exception of reasonable reimbursement of travel or 

other incidental expenses).  In other words, a Canadian event planner 

may enter the U.S. as a business visitor to meet with existing or po-

tential U.S.-based clients or vendors and to negotiate contracts.  Site 

visits for the purpose of researching potential venues and gathering 

information may also be permissible under certain circumstances—

but the actual hiring of U.S. vendors for U.S.-based clients as well as 

overseeing the actual event is a prohibited B-1 activity.

On the other hand, if a Canadian client wants you to organize an 

event at a U.S. destination, you and your support staff are permit-

ted to do so as B-1 visitors, as long as all of you are paid from a 

Canadian source.  In either case, having the proper documentation is 

key, including but not limited to: evidence of your Canadian business 

operations; executed contracts for other clients; proof of initial con-

tract negotiations undertaken by email or phone; a letter from the 

U.S. client confirming the limited scope and purpose of the business 

visit; or, in case of a Canadian client’s event at a U.S. venue, a copy 

of the services contract and evidence of payment from a Canadian 

source.  When in doubt if planned activities in the U.S. will be permis-

sible while in B1 visitor status, it is always recommended to consult an 

experienced immigration attorney in advance of travel.

+REALWORLD

CONTINUED 
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CONVENTIONSsaskatoon.com
Toll Free: 1.800.567.2444  |  #saskatooning

Welcome to Saskatoon,
You’re kind of a big deal here!

Of course Saskatoon has all the amenities to ensure your event is a winner, but we have something 
more. Your success matters to us. Looking to grow attendance and membership? Our event marketing 
assistance program is innovative, customizable and designed to support your specific association’s 
needs. Saskatoon celebrates each event and we welcome our guests like no other.

The costs and logistics of applying for O-1 status.
Filing an O-1 petition does require some initial investment: Apart 

from the time and effort it takes to gather the required documenta-

tion and to present the evidence of your extraordinary abilities in 

the best possible light, there are government filing fees and attor-

ney costs.  However, once granted, O-1 status is valid for up to three 

years.  After that, you can extend your status in one year increments 

or have a different U.S.-based petitioner file a new petition for an-

other initial period of three years.

The government filing fees for an O-1 petition are currently 

US$460 and processing takes approximately two months, but for 

payment of an additional US$1,225 the government offers exped-

ited processing within 15 calendar days.

And what about my support staff and preferred suppliers?
Under certain and very limited circumstances, support staff may 

be able to accompany you in O-2 status.  This requires the filing 

of a separate petition for the staff member(s), submitted by the 

same U.S. petitioner and in conjunction with your O-1 petition.  The 

O-2 support staff need not demonstrate any extraordinary abilities, 

but must provide proof that they are essential to the successful 

completion of your work and have critical skills and experience in 

working with you that cannot be readily replaced by a U.S. worker.  

Since the O-2 category was originally tailored to the needs of O-1 

athletes or performing artists, this standard may be exceedingly 

hard to meet for the staff of a typical event planner and not worth 

the added costs and effort.  However, for support staff and sup-

pliers that aren’t compensated by the U.S. client but rather paid 

through your Canadian business, entering as B-1 business visitor 

may still allow for many support activities.  Again, an in-depth con-

sultation with an immigration attorney is highly recommended to 

protect your support staff and suppliers, your client, and—most im-

portantly—your business.

Conclusion
Considering the significant limitations of activities permissible for 

B-1 business visitors and the serious consequences resulting from 

status violations, the O-1 can be a great option for established Can-

adian event planners who have advanced plans to expand their 

business into the United States.  A consultation with an experienced 

immigration attorney will help you to determine your eligibility and 

chances of approval, as well as the visa option that is the best fit for 

your personal and business needs.  

Katja Frommer is an attorney at Serotte Law Firm (www.SerotteLaw.com) based in Buf-

falo, NY.  She specializes in extraordinary ability visas. 

+REALWORLD CONTINUED FROM P.15
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C A N A D A’ S  M E E T I N G S  +  E V E N T S  S H O W

August 22+23, 2017
Metro Toronto Convention Centre

Welcome to the sneak peek of this year’s IncentiveWorks, 

Canada’s Meeting and Events Show! 

We are excited about this year’s program and what prom-

ises to be our best and most memorable event yet. We’ve 

packed both days with exciting keynote speakers, thought-

provoking panels, and a show floor that is filled with the top 

suppliers from Canada and beyond.

IncentiveWorks is your resource to learn from some of the 

best in the business so you can thrive and excel as a meeting 

planner, earn CE credits, and build your network of business 

contacts.  

This year we’ve built a best-in-class conference with more 

courses that qualify for CE credits then ever before. And… 

we’re excited to introduce new interactive workshops on the 

show floor that will have you knee deep learning about choco-

late making and flower arranging!

Our sponsors are bringing you on-trend features like the 

Zen Room from Destination Halifax where you can take a mo-

ment and relax, and The Discovery District presented by Banff, 

Alberta where you have the opportunity to discover new activ-

ities with digital spray paint.  You won’t want to miss it! 

In addition to a jam-packed schedule of skill building and 

discovering what’s on trend, you’ll have an opportunity to ac-

cess the Connection Lounge—designed by MB Designs—to 

meet or reconnect with colleagues and contacts.

All of us at IncentiveWorks designed the conference and 

tradeshow to have something for everyone—whether you are 

just starting your career or are an experienced meeting plan-

ner. We encourage you to dive in to the sessions, soak up the 

speeches and panels, meet new contacts and connect with 

current ones, roll up your sleeves at a workshop, and don’t for-

get to save a little energy for after the show festivities. 

Get ready to inspire and be inspired. 

A best-in-class 
conference

+

MELISSA ARNOTT
Show Manager

melissaa@newcom.ca
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+

Experience a world of events  
in person at IncentiveWorks with 

‘‘hands-on’’ workshops 

FLORAL DESIGN WORKSHOP   
Be inspired and learn from an industry leader  

with over 20 years experience! Marla Brown from  

MB designs Inc. will teach you how to make a  

centrepiece from start to finish. Take away valuable 

insights, your very own mini floral tool kit and a 

beautiful flower arrangement—made by you!

PURDYS CHOCOLATIER  
TRUFFLE WORKSHOP
On the IncentiveWorks tradeshow floor, you’ll learn  

from experienced Purdys Chocolatier Connoisseurs  

how to make your own decadent chocolate truffles.  

Not only can you make your favorite flavor,  

you can take your creation home! 

DISCOVERY DISTRICT
Discovering “What’s New” is a part of any meeting planners daily list of things to do.   

IncentiveWorks is your resource for discovering new and innovative products and  

activations you can incorporate into your next event.

Visit the District sponsored by Banff and discover new technology and fun-filled—not to  

mention delicious—features brought to you by MakeLab Studios.

Take part in the never-seen-before interactive Laser Chocolate Design Bar!   

Ambassadors will walk you through the process from writing on a tablet to observing  

the laser etch your design into chocolate. The result is a tasty creation you can  

sink your teeth into and add as your latest Instagram post!

Equally cool, MakeLab is providing the opportunity to grab a digital spray paint can  

and colour a Banff, Alberta-themed, 10-foot wide Giant Colouring Book. This is an amazing  

activation for any event and is a perfect spot to snap a selfie!
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CONFERENCE
TUESDAY, AUGUST 22

8:15am - 

9:15am

The Business 
Case for  
Diversity  
and Inclusion 
Renée Bazile-

Jones 

EVERYONE

Sponsorships: 
Crossing the 
Chasm between 
Placement &  
Engagement 
Sherrif Karamat & 

Mona Cotton 

INTERMEDIATE

EventTech 
Masterclass 

Julius Solaris 

EVERYONE

The Future of 
Meetings and 
Incentive Travel 
Panel  

co-moderated by

Lori Smith & 

Alanna McQuaid 

EVERYONE

Clear  
Communications:
Be understood, 
avoid conflict & 
build relationships 
Sandra Herriot 

INTERMEDIATE

Event Essentials:
Building Your 
Event Planning 
Foundation
*2 Day Workshop 
Sandy Biback & 

Judy Healy 

BASIC

9:30am - 

10:30am 

The Art of  
Engagement  
Panel  

moderated by

Janice Cardinale 

INTERMEDIATE

Proving the Power 
of Digital Events 
with Data 

Jennifer Kingen 

Kush 

INTERMEDIATE 

10:45am - 

11:00am
Hall of Fame Live

11:00am - 

12:00am

Keynote Speaker | Michele Romanow 
Getting To Success: Embracing Change, Encouraging Disruption, and Incentivizing Innovation 

WEDNESDAY,  AUGUST 23

8:30am - 

9:30am

Risk and Security:  
On the Global 
Stage
Panel  

moderated by

Jennifer Glynn

INTERMEDIATE

Remember the 
Face, Forget the 
Name! Sharpen  
Your Memory 
Arnov Rahman 

EVERYONE

Improv to  
Improve:  
Practical Ways  
to Polish Your  
Presentation  
Skills 
Cameron Algie 

EVERYONE

Contract  
Confidence 2.0: 
Tips for Seasoned 
Planners 
Heather Reid 

ADVANCED

How to Win 
 a Pitch 
Jason Thomson 

SUPPLIER FOCUSED

Event Essentials:
Building Your 
Event Planning 
Foundation
*2 Day Workshop 
Sandy Biback & 

Judy Healy 

BASIC

9:45am - 

10:45am

The Dark Side  
of Tech  
Panel  

moderated by

Ray Boisvert 

EVERYONE

Event Trends  
2018 
Diane Julien 

EVERYONE

11:00am - 

12:00pm

Keynote Speaker | Seth Mattison  
The War at Work: Navigating the Unwritten Rules of the Hierarchy in a Half Changed World

TRADE SHOW
TUESDAY, AUGUST 22 & WEDNESDAY, AUGUST 23 | 12:00 pm -5pm

Learning Lounge #1 Learning Lounge #2

2:00pm - 

2:20pm

Choosing the Best Speaker for your Event 
David Lavin

Changes in the Incentive Travel Industry 
Terry Manion (Tuesday) | Kim Langan (Wednesday)

2:30pm - 

2:50pm

Personal Branding 
Hailey O’Bright 

Navigating the Job Market 
Philip Pettigrew

3:00pm - 

3:20pm

Networking ‘How To’s  
Sharon Worsley

Sex Trafficking and what YOU can do about it. 
Sandy Biback 

August 22+23, 2017
Metro Toronto Convention Centre

This is a snapshot of the show. For full details visit www.incentiveworksshow.com. Sessions subject to change.
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KEYNOTE SPONSOR

+

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 

KEYNOTE SPEAKERS

IncentiveWorks is thrilled to feature Tech titan Michele Romanow at this year’s 

show.  She is an engineer and a serial entrepreneur who started three com-

panies before her 28th birthday. The newest (and youngest ever) entrepreneur 

to join CBC’s hit show Dragons’ Den, Michele is the co-founder of e-commerce 

platforms Buytopia.ca and Snap By Groupon.  Along with her many other entre-

preneurial ventures, she is ranked in WXN’s “100 Most Powerful in Canada” and 

listed as the only Canadian on Forbes’ “Millennial on a Mission” list.

Michele brings her youthful energy and incredible entrepreneurial savvy to 

IncentiveWorks and will share her expertise in embracing change, encouraging 

disruption, and incentivizing innovation to create success for your business.  

Come listen to this engaging and powerful speaker.

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

Seth Mattinson is a Trend Spotter, and will share his knowledge and expertise to 

help the IncentiveWorks community understand and engage with the changing 

workforce.  His session, “The War At Work,” takes his own experiences working 

with many Fortune 100 companies—reinforced with cutting-edge research—

and sheds new light on the key trends impacting each generation in the work-

place today. He will show how we can not only operate alongside each other, 

but can do so with extraordinary success.

This session will help you maximize the effectiveness of your teams and help 

to broaden relationships with the vendors and suppliers you rely on. A “can’t 

miss” session. 
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+KEYNOTESPEAKER

I recently examined signed contracts for 12 

unconventional venues across Canada. The 

venues included a cultural centre, city-owned 

sport facility, entertainment complex, music 

hall, high-risk recreational facility, heritage 

facility, aquarium, brewery, and museums. 

The results of my side-by-side compari-

son were distressing. 

Some of the contracts (six) had Indemnifi-

cation for the venue and some lacked Indem-

nification entirely (five). This means 11 event 

organizers signed contracts without any pro-

tection for losses or damages sustained.

In some cases, contracts had Force Ma-

jeure clauses protecting only the venue (six) 

or lacked a Force Majeure clause entirely 

(three). This means nine of 12 event organizers 

signed contracts that offered them no pro-

tection in the case of unnatural occurrences, 

travel advisories or government warnings.

All 12 contracts had a Cancellation by 

CLIENT clause with fees to compensate 

the venue. None of the contracts had a 

Cancellation by VENUE clause with fees to 

compensate the client. This means none of 

the 12 event organizers expected that, at 

minimum, the venues should return their 

deposits if the venue chose to cancel.

I highlight these unconventional venue con-

tracts to make a point. Non-standard contracts 

reveal the limitations of our professional body 

of knowledge. Many event planners negoti-

ate only what the venue presents. But when 

a venue fails to provide a balanced, complete 

contract, it’s our job to negotiate one! 

I once received the following email from 

will be woefully unprepared.

• There’s a perception among many planners 

that we shouldn’t—or can’t—push back on 

venue contracts. Asking questions and assert-

ing our rights might be perceived as rude or 

overly aggressive. We must dispel this myth.

• Sometimes we’re afraid to acknowledge 

our own limitations. It’s never fun admitting 

we don’t know or understand something. 

But admitting now is better than getting 

burned later.

A RALLYING CRY FOR  
CANADIAN PLANNERS
I encourage every event professional to 

commit to the following contract practices:

1 | Agree that contract negotiation is 

critical to our profession, accept respon-

sibility for doing it well, and acknowledging 

what we don’t know.

2 | Educate ourselves specifically on 

venue contracts.

3 | Consider and then collegially negotiate 

every clause in every venue contract.

It would be great if, in the not-too-distant 

future, my colleague could confidently write: 

“I have been brought up in this industry to 

read, understand and negotiate every clause 

in a venue contract. My venue contracts pro-

tect the venue and our event, while creating 

beneficial business outcomes for both.”  

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. 

an experienced meeting planner at a rep-

utable Canadian organization: “I’ve been 

brought up in this industry to reduce the 

rental and food and beverage minimums, 

add your concessions, sign and send.”  

I was taken aback that a respected meet-

ing professional could take such a cavalier 

approach to venue contracts. But her atti-

tude makes sense when you consider the 

context we operate in.

• As a professional body, we (Canadian 

event professionals) have low expectations 

for contract expertise. We accept basic lit-

eracy as sufficient rather than demanding 

contract expertise as a core competency. In 

Canada, there’s a dearth of planner-centric 

education on venue contracts. 

• There are no formal or publicized standards 

of practice in our industry. We have no tem-

plates, best practices, or benchmarks against 

which to compare our individual contract ex-

periences. Without visible goal posts, how can 

we know we’re running the right direction?

• There’s no “fear factor” overshadow-

ing our work. In the litigious culture of the 

United States, individuals and organizations 

sue each other regularly over event cancel-

lations and breach of contract. While law-

suits are less common in Canada, contract 

problems are just as prevalent. But many 

Canadian contract issues go to arbitra-

tion or get settled out of court.  We should 

watch our neighbours to the south with a 

wary eye. As the United States goes, so 

goes Canada a few years later. When law-

suits enter the picture, Canadian planners 

THE NEED 
TO NEGOTIATE

BY HEATHER REID, ARCT MSC

See Heather @ IncentiveWorks 2017�|�“Contract Confidence 2.0: Tips for Seasoned Planners”

Wednesday, August 23, 2017�|�8:30 a.m. to 10:45 a.m.

+ IWSPEAKER
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HOW TO REMEMBER 
YOUR KID’S (CLIENT’S, 
COLLEAGUE’S) NAME
BY ARNOV RAHMAN

and important information about them is 

quite challenging. Giving you a complete 

breakdown of memory tactics is beyond 

this humble short article, but here are some 

tips you can use to get started:

1. USE YOUR IMAGINATION  
(AND DON’T BE AFRAID TO  
GET A LITTLE FREAKY)
The best memories are often highly emotion-

ally charged or incredibly bizarre so be don’t 

be afraid to get imaginative in the privacy of 

your own mind. If someone reminds you of an 

old friend or a cartoon character use that as a 

mental aid. Let’s say I meet a man named Ru-

pert and he loves tennis. When I think Rupert, 

I think Rupert the Bear. To remember that he 

enjoys tennis I imagine Rupert the Bear hav-

ing an intense tennis match with that man. Let 

your imagination take you to strange places, 

because these will be your most memorable 

references.

2. WRITE IT DOWN (“THE 
WEAKEST PEN IS BETTER THAN 
THE STRONGEST MEMORY”)
This might sound blasphemous coming 

from a memory champion, but the best 

way to never forget is to write things down. 

During an event make sure to write down 

names and important information about 

See Arnov @ IncentiveWorks 2017�|�“Remember the Face, Forget the Name: Sharpen Your Memory”

Wednesday, August 23, 2017�|�8:30 a.m. to 9:30 a.m.

the people you meet on your phone or in 

a small journal. Use your imagination from 

step one to make strong associations with 

their names. At the end of the day use a 

spreadsheet to add all the names, email and 

other contact info, along with any other rel-

evant details about the new contacts. Then 

be sure to do tip number three.

3. SPACED REPETITION (THE 
EBBINGHAUS FORGETTING CURVE)
Despite what you might think Ebbinghaus 

is not a genre of electronic music, but a 19th 

century scientist who studied how we for-

get. According to the Ebbinghaus Forgetting 

Curve, the majority of our forgetting happens 

within the first three days to one week. This 

forgetting drops exponentially as time goes 

on.  By reviewing names and other import-

ant information during these key moments 

we can ensure that they are easier to retrieve 

from our long-term memory.

By using your imagination to create 

strong associations between names, writ-

ing down important information, and re-

viewing them during key times, you can 

ensure that you are far less likely to have 

to say, “Sorry what’s your name again?”  

Arnov Rahman is a memory training expert and the 

2014 Canadian Memory Champion. 

We’ve all had that awkward experience 

where we’ve met someone several times 

but just can’t remember their name. We do 

a verbal dance when we meet them, hoping 

their name gets mentioned again so we 

don’t have to ask that dreaded question: 

“I’m sorry, what’s your name again?” 

THE IMPORTANCE OF REMEMBERING 
NAMES AND FACES
It’s very endearing when you remember 

someone’s name, story and unique aspects 

of their personality. It’s a way to separate 

yourself from amateur event planners and 

reach the pantheon of event planning gods 

(OK, that’s a slight exaggeration, but you 

will be a lot better at your job). 

In our multicultural environment, you’ll 

come across names that you may have 

never heard before like Jugatheeswaren 

or Xi Ping Shu (those are actual names by 

the way). As someone with an ethnic name 

that has been butchered many times, I’m 

impressed when someone not only remem-

bers but is able to pronounce my name 

properly. Being great with names is one of 

those subtle advantages that can make you 

much more effective socially.

But as event planners you will interact 

with hundreds, if not thousands, of people 

a year. Keeping track of all these people 



EVENT PLANNING’S 
TWO BIG “Rs”

BY SANDY BIBACK, CMP EMERITUS, CMM

It all starts with the request for pro-

posal or RFP.  It must contain more than 

dates, rates and space.  It is at this basic 

starting point that the planner begins 

their collaboration with the venue.  It 

needs to contain the basic requirements 

and much more.  Each request will con-

tain different questions as well.  For ex-

ample, if the planner is aware that many 

of those attending have severe food al-

lergies, the planner must ask in-depth 

questions about how the venue (or 

caterer) manages severe food allergies.  

The results will form a part of the risk 

management plan. Another example:  

the group is very high level government 

members from around the world.  Top 

security questions need to be asked and 

answered in the responses to the RFP.

What other risk, security and safety 

questions will you ask when you send 

out a request for proposal to venues?  

The questions can be as generic as, 

“Where do people go when the building 

has to be evacuated?” or as detailed as 

the questions above.  

Before moving to contract with a 

venue, ensure they have answered all 

your RFP questions.  If not, is this really 

a team you want to collaborate with for 

your event/conference/meeting?  

See Sandy @ IncentiveWorks 2017�|�Event Essentials (Parts I & II)

Tuesday, August 22, 2017 | 8:15 a.m. to 10:30 a.m.�|�Wednesday, August 23, 2017 | 8:30 a.m. to 10:45 a.m.

Move the responses to your risk man-

agement plan. Work with your venue to 

ensure all bases are covered:  What to 

do if there is an emergency?  Who is the 

main contact? Do you call 911? What if 

there is no 911 in the country, city where 

your event/meeting/conference is being 

held?  What do you do? Your risk man-

agement plan is far more than the basic 

what to do if the sound fails.  Yes, this 

is important and you need that in your 

plan.  You also need to remember the 

planner is ultimately responsible for the 

safety and security of everyone coming 

to the event/conference/meeting.

Start at the beginning to incorporate 

questions in your request for proposal 

about safety, security, and risk.  At the 

contract stage, move the responses to 

your risk management plan.  At all stages, 

work with the venue in collaboration to 

ensure safety for all and you will meet 

everyone’s goals and objectives  

Sandy Biback has been a member of the meetings 

industry for more than 30 years.   From 1990 to 

2016, she owned and operated her own independ-

ent meeting planning firm—Imagination+ Meeting 

Planners Inc. As a teacher, she taught meeting 

planning at George Brown College, Centennial 

College, Conestoga College and online for UNLV.
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Welcome to the two “Rs” every planner 

needs to think seriously about—Request 

for Proposal (RFP) and Risk Manage-

ment Plan (RMP).  Huh, you say?  How 

are these two related?  In more ways 

than you think.

As a planner, what do you think is your 

most important function as you plan each 

meeting/conference/event?  Is it the food 

and beverage? The décor? The speakers? 

The location? The technology? The enter-

tainment?  It is all of those, but without a 

clearly defined request for proposal and 

a clearly defined risk management plan a 

planner cannot ensure they are meeting 

the goals and objectives of the organiza-

tion and event participants. 

You, professional planner, are re-

sponsible to ensure the decisions based 

on the proposal for city and/or venue 

help meet the goals and objectives of 

all stakeholders.  And that your risk 

management plans meet the safety and 

security needs of all who attend that 

meeting/conference/event.

If either don’t meet objectives, 

I suggest the event is not a true suc-

cess.  In the end, the meeting/con-

ference/event is a collaboration 

with the venue and the discussions 

that surround risk and safety for all. 



C A N A D A’ S  M E E T I N G S  +  E V E N T S  S H O W

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

Meet with the industry’s  
best properties and suppliers
— all in one place—and 
hone your craft with
valuable seminars 
and workshops. 

August 22+23, 2017
Metro Toronto Convention Centre

Register Today!

EXPERIENCE
A WORLD  
OF EVENTS



IncentiveWorksShow.com
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So, you want to become a better pre-
senter? Most people do. And I can give you 

tips on how to use your voice, and body, 

and words to deliver a better speech. But 

it wouldn’t be dealing with the real issue, 

because chances are, presenting makes you 

nervous. 

FEAR OF PUBLIC SPEAKING IS THE 
NUMBER ONE RANKED FEAR. 
As Seinfeld joked, “Given a choice, at a fu-

neral most of us would rather be the one in 

the coffin than the one giving the eulogy.” 

But from my experience, people don’t fear 

public speaking, they fear the idea of public 

speaking. 

When my students have to deliver 

speeches, the one presenting isn’t the most 

scared, it’s the one who has to go next. The 

anticipation. The thoughts of all the things 

that could go wrong. And if they go wrong, 

the embarrassment they’ll feel. 

All of that pre-presentation fear is quite 

enervating. By the time it comes for us to 

actually speak in public, we’re exhausted. 

So how do we improve our public speak-

ing? Ironically, by working less on how to 

improve, and more on how to be okay with 

being terrible. 

We fear embarrassment. We fear not 

having the perfect presentation. If you 

can be okay making mistakes, if you can 

be okay not being perfect, then you’ll 

fear it less. 

YOU’RE NOT PERFECT.
Many people try to become perfect pre-

senters. Perfectly-planned pauses. Perfect 

hand movements to emphasize points. Per-

fectly-articulated perfect words, delivered 

with perfect volume and pitch. And it’s im-

pressive. But it’s not always human. 

When it comes down to it, the goal of 

a presentation is to connect and communi-

cate with your audience. It’s not about say-

ing stuff. It’s about making sure that stuff 

resonates with others. 

Flaws make us human. If you flub a 

word, it’ll seem like a fail. But that “fail” 

might make the audience laugh and relax, 

and see you as a human being with flaws, 

just like them. 

MISTAKES ARE GIFTS.
In improv, a lot of the fun and play and sur-

prise comes from those moments where we 

“mess up.” The more you do it, the more 

you realize, messing up isn’t that bad. Many 

See Cam @ IncentiveWorks 2017�|�Improv to Improve: Practical Ways to Polish Your Presentation Skills

Wednesday, August 23, 2017�|�8:30 a.m. to 10:45 a.m.

of the exercises are built around helping 

adults (who’ve been through schools and 

society constantly telling them to be “right” 

all the time) learn to play again. Learn to 

have fun and enjoy what they’re doing. 

Can you get to the point where pre-

senting is fun? Hell yeah. I did. And I used 

to hate presenting. Or talking. Or even leav-

ing the house. 

BE YOU. FLAWS AND ALL.  
You don’t need to present a better ver-

sion of you. You just need to be you. And if 

you’re thinking, “But the real me is nervous 

as hell and I want to be a better version of 

me,” well, that thought is going to keep you 

nervous. 

When you’re chatting with your best 

friend, you stop thinking, “How do I say and 

do the best things?” You just relax and be 

yourself. That’s where you want to get to 

with presentations. And trusting that you’re 

good enough as you are is the first step.   

Cam Algie is Professor of Play at Play with Fire 

Improv, professor (Presentation Skills) at Seneca 

College, and instructor and lead facilitator of the 

Improv for Anxiety program at Second City  

Toronto. 

PRESENTING FUN? 
HELL YEAH!
BY CAM ALGIE

+ IWSPEAKER
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BRIDGING THE 
PERCEPTION GAP

BY SANDRA HERRIOT

and ideas to the world from their perspective. 

How do we accomplish the “Platinum 

Rule”? By listening and understanding what 

is important to the person we are speaking to 

and communicating to them in their preferred 

communication style.  By engaging the person 

in conversation from their perspective and by 

asking what is important to them, we start to 

understand their personal preferences.  

Relationships are built on trust, trans-

parency and integrity. If communication is 

a key to achieving results and ensuring that 

the customer’s needs are met, how do we 

ensure this happens? By asking two ques-

tions:

1. “What is important to you about 

________?”

2. “How do you know if __________?”

For example, suppose you are selling 

someone a mattress. Rather then lead the 

conversation by talking about price sav-

ings, financial options or other incentives, 

ask, “What is most important to you about 

a new mattress?” Then quietly listen. They 

may say “my health,” “price” or “firmness.” 

Their answer is an indication of their per-

sonal perspective.

See Sandra @ IncentiveWorks 2017�|�“Clear Communications: Be Understood,  

Avoid Conflict and Build Relationships”

Tuesday, August 22, 2107�|�8:15 a.m. to 10:30 a.m.

Let’s say their health is most important. 

Your next question is, “How do you know 

if you getting healthy benefits from your 

mattress?”  Listen quietly as you are now 

discovering what is important to this per-

son from their perspective. From these an-

swers, you can lead the discussion on the 

health benefits of the mattress as your main 

selling points. As these are important bene-

fits to the customer your communication 

should reflect this. 

Our natural tendencies may be to focus 

on what is important to us, but if we want 

to communicate effectively, build trust and 

achieve results we need to understand and 

focus on what the person we are communi-

cating with believes is important. Think 

about what your partner’s/client’s perspec-

tive is and shape your communication in 

order for them to hear you.  It will strength-

en your relationship and each of you will 

achieve the results you want. 

Sandra Herriot is the founder and president of Riot 

Productions Inc. She specializes in helping organ-

izations develop and grow employee engagement, 

innovation and productivity. 

Have you ever wondered why two people 

who witness the same car accident provide 

two different accounts to the authorities? 

Or why one person reacts positively to your 

product pitch yet another thinks you are 

completely off the mark? 

The answer lies in how each of us views 

the world. We all have our own unique 

set of values, beliefs and experiences that 

shape how we interpret situations.  These 

three factors shape our personal perspec-

tive. The challenge is that most people tend 

to communicate via their personal perspec-

tive and not the perspective of the person 

who they are speaking with. The result is 

that the listener never fully understands 

what the speaker is trying to communi-

cate, and the situation becomes a missed 

understanding and a missed opportunity.  

Conflict may arise and challenges present 

themselves as the speaker is wondering, 

“Why don’t they get it?”

One way you can bridge this gap is by 

applying the “Platinum Rule.”  Treat others 

as they want to be treated. Simply defined: 

each person has their own habits and their 

own way of communicating their thoughts 

+ IWSPEAKER
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EVERYTHING  
IS A LESSON  
IN TRENDS
BY DIANE JULIEN

Trends influence all aspects of our way 

of thinking, our way of life, our approach 

to the work we do, and our perspectives 

on just about everything. At the rate they 

come and go, it’s a wonder our heads 

aren’t literally spinning around our bod-

ies. How do we know what bandwagon 

is worth jumping on? When should we 

make the leap?

The fact is we don’t trust our instincts 

well enough when it comes to identify-

ing and adopting certain tendencies. We 

already instinctively follow trends with-

out consciously knowing what they are 

or even why we’re doing it. If we were to 

pay attention, we would hear our com-

mon sense and practicality tell us if and/

or when we should jump onboard. 

A quick example: disruption and 

the rise of the rebel were both widely-

identified as big trends for 2016. Why, 

then, did the election of Donald Trump 

to President of the United States come 

as such a surprise to so many? Like it or 

not, that campaign should have won the 

highest marketing award in the land for 

its impeccable timing and effective exe-

cution. Understanding and identifying 

trends as early as possible can prove to 

be incredibly powerful, as evidenced by 

this example, and be invaluable to our 

success. So, what’s the trick?

The answer, although simple, requires 

a bit of time and effort, as does anything 

to trends. It’s really that easy. Fashion re-

ports, celebrity reports, lifestyle blogs 

and vlogs, gaming, music, videos, mov-

ies—these are all things we look at and 

enjoy every day. But, how much attention 

do we pay to what they are telling us?

If all of these mainstream resources 

can actually tell you everything you need 

to know (and they just about do), im-

agine how much more “in-the-know” you 

would be if you followed more industry-

related resources like graphic and video 

design, colour theory, new technology, 

marketing, future prediction and even 

the world economy? All of these have an 

effect on what trends will affect meet-

ings and events. Following what’s going 

on will most certainly give us a unique 

insight into what will be trending. 

As long as you don’t allow yourself to 

be distracted by the shiny and sparkly 

(I’m talking to you, Pinterest-hounds), 

your own natural instincts and curation of 

the right type of knowledge will set you 

on the empowering path of trendspot-

ting, and to the subsequent success of 

adopting and integrating the right trends 

into the event experiences you create, in 

the most advantageous ways.   

Diane Julien is the founder of The Really  

Fabulous Event Co. An acclaimed event planner, 

designer and producer, she has 30 years of industry 

experience and is an advocate for the profession.  

worthwhile. PAY ATTENTION. That’s it. 

Nothing more, nothing less. You must 

pay attention to the world around you—

how you are being communicated with 

(in advertising and marketing), what you 

are wearing and accessorizing your home 

with (all of a sudden, you’re all-leopard 

all the time), how younger generations 

are behaving and reacting to things (in-

clusivity rules)—and then you will see 

clearly and quickly what’s coming in and 

what’s on its way out. 

There are vast resources of informa-

tion instantly available to all, and those 

who take the time and put the effort 

into paying attention will always be just 

slightly ahead of the curve when it comes 

See Diane @ IncentiveWorks 2017�|�“Event Trends 2018”

Wednesday, August 23, 2017�|�9:45 a.m. to 10:45 a.m.
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An event should be remembered for what 

it offered attendees—networking oppor-

tunities, great food, stunning location and 

engaging keynote speakers. It shouldn’t 

be remembered for the chaos at the regis-

tration desks when ransomware took the 

registration system down or the notice in-

forming attendees of a breach that exposed 

their registration and credit card data, their 

medical conditions, dietary restrictions and 

travel documentation. 

Cybersecurity breaches cripple organ-

izations operationally when information 

technology resources are forced offline. 

But this is only the beginning. The cost 

of replacing or upgrading systems and 

hardware, recovering or recreating data, 

informing regulators and individuals can 

drain financial health from many organ-

izations. I’ve witnessed smaller organ-

izations taken to the brink of closure be-

cause of the costs. 

Although it is not possible to eliminate 

cyber threats, advance planning can sub-

stantially reduce the risk of a cyber breach 

at your next event. Here are three steps to 

start incorporating into your event planning 

to lower risks. 

1. Create a cybersecurity culture. In the 

rush to wow a client with an online portal, 

one travel management company used 

software that left passport information 

and credit card information of their clients 

exposed because of defects in the online 

CYBERSECURITY 
AND EVENT 
PLANNING

BY TIMOTHY M. BANKS

standards known as PCI-DSS that mer-

chants and payment card processors must 

adhere to. However, PCI-DSS didn’t protect 

customers of the event and venue manage-

ment software provider whose systems 

were exploited. To protect systems and 

data, ensure that there is an ongoing pro-

gram of vulnerability scans and patching 

of all software. Make sure all data is backed 

up on separate systems so that it can be 

recovered or accessed if the main system 

is infected. Look for ways to segregate dif-

ferent types of systems. For example, email 

and payment processing should not run on 

the same servers given that email attach-

ments and links in emails are commonly 

used to spread malware. 

The hospitality industry generally is a 

target for cyber criminals. Clients want to 

be wowed with the latest technology and 

easy-to-use websites and mobile applica-

tions. In an attempt to decrease any friction 

in the experience of clients and attendees, 

cybersecurity often gets relegated to an 

afterthought at best. But, the compliment-

ary WiFi isn’t free if it results in a data 

breach. It is time to make digital security an 

important part of an event.   

Timothy M. Banks leads the Cybersecurity and 

Privacy practice at the law firm Dentons Canada LLP 

and has advised numerous companies in the  

hospitality industry on data breaches and  

cybersecurity preparedness. 

tool. This could have been avoided if the 

travel management company or the event 

planner had made cybersecurity a factor in 

every decision. Event planners can stand 

out from the crowd by putting cybersecur-

ity questions on the list of evaluation cri-

teria when choosing vendors. Vendors can 

also distinguish themselves by proactively 

explaining their approach to cybersecurity. 

2. Train employees to recognize  
cyber threats. Don’t skip the investment 

in training just because staff members are 

part-time or temporary. The vast major-

ity of data breaches involve an employee 

taking a misstep that allows a hacker or 

malware onto a system. That USB stick 

that was left on the table might contain 

a late presentation or it might contain 

a virus that will quickly spread through 

the event registration system once it is 

plugged into the registration desk com-

puter. The email from the caterer with 

new wire instructions for payment came 

from “jane@cakessaplenty.com” not 

“jane@cakesaplenty.com”, so the money 

is now gone. That unsolicited call from 

the hotel’s IT security asking to update 

software remotely was actually a hacker.  

Employees need to be aware of common 

scams. Make the training relevant to the 

work the event staff will be doing. 

3. Look beyond compliance. Compli-

ance doesn’t mean that data is secure. The 

payment card industry has data security 

See Timothy @ IncentiveWorks 2017�|�“The Dark Side of Tech: Why planners need a cybersecurity strategy”

Wednesday, August 23, 2017�|�9:45 a.m. to 10:45 a.m. 
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I recently read a quote that sums up what 

we are all hunting for when it comes to 

audience engagement: 

“Tell me and I forget, teach me and I may 

remember, involve me and I learn.” 

- Benjamin Franklin

Let’s swap involve for engage and we have the 

perfect answer as to why audience engagement 

matters. Considering that Benjamin Franklin 

wrote the above advice more than two hundred 

years ago, it’s surprising that audience engage-

ment is still a challenge for planners around 

the world.  Engagement is a complex aspect 

of marketing and events, holding a variety of 

meanings that must be understood to remain 

relevant to audiences in 2017.  From pre-event 

activations to social media shares before, during 

and after your event, understanding the latest 

engagement trends will ensure your guests re-

main active participants and your clients remain 

repeat customers.

For both planners and clients, audience 

engagement can mean many different 

things. Does it mean:

•� How many questions were asked at a 

conference?

•� How many Instagram posts were made 

during an event?

•� How many booths were visited at a 

trade show?

•� How many attendees stuck around?

These and other questions are the 

metrics by which many planners and their 

clients are judging the success or failure of 

their events.

WHAT IS AUDIENCE ENGAGEMENT?
It is the deliberate strategy of turning event 

attendees into active participants in order 

to meet the goals of organizers, sponsors 

and attendees.

WHY DOES AUDIENCE 
ENGAGEMENT MATTER?
The younger, premium attendee expects to 

engage or participate with the speaker or fa-

cilitator so that the information is relevant and 

sticky.  What matters is that they leave with a 

feeling of wanting to share what they have 

learned with their colleagues and friends.

HOW DO WE MEASURE AUDIENCE 
ENGAGEMENT?
There are so many new tech tools on the 

market including apps and online feedback 

forms that capture the information organ-

izers are looking for to fuel research and 

improve events in the future.

HOW CAN ORGANIZERS INCREASE 
AUDIENCE ENGAGEMENT?
•� Speakers with great content

•� Proactive facilitation

•� Smart meeting design

•� User friendly technology tools that are 

relevant and easy to use

STAYING ENGAGED – A STRATEGY 
AT EVERY STAGE
To maximize audience engagement, ensure 

you have this crucial detail front of mind at 

every stage of the event planning and pro-

duction process.

See Janice @ IncentiveWorks 2017�|� “Beyond the Metrics: The Art of Engagement Panel Discussion”

Tuesday, August 22, 2017�|�9:30 a.m. to 10:30 a.m.

PRE-EVENT
• Understand your attendees by reviewing 

audience rosters to know exactly who you are 

catering to i.e.: age, gender, location, sector, etc.

• Utilize an event hashtag and digital track-

ing to track pre-event conversations and 

conversions online.

• Develop marketing materials that ask ques-

tions of your audience rather than providing 

all the answers. Ask, “What does audience en-

gagement mean to you?”

DAY OF EVENT
• Leave the podium and mic behind. Con-

sider unique ways of delivering information 

beyond traditional formats.

• Be explicit! Attendees won’t know your 

cups are Earth-friendly unless you tell them 

and the same goes for the expertise of your 

speakers, quality of your food and so much 

more. Don’t be afraid to make your guests 

aware of the value they receive. 

POST-EVENT
• Geo-fencing: Scan social media for check-

ins at locations in and around your event. If 

your attendance dips during lunchtime, per-

haps your attendees checked in next door!

• Provide attendees with a thoughtful 

handwritten thank-you or email a post-

event survey planting the seed for future 

events and continuing the conversation.   

Janice Cardinale is the owner and “head hunter” at 

The Idea Hunter.  She is the chair of Seneca College’s 

Event Management Program, and a member of ILEA 

and MPI Toronto. 

TERMS OF 
ENGAGEMENT
BY JANICE CARDINALE
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1. Chocolate Sharing Platter (14.25” W x 

8” D) holds 35 hand-painted chocolates 

on a 54% Belgium dark chocolate tray. 

Chocolate plaque can be customized 

with logo. succulentchocolates.com 

2. The Epsilon LT Jacket (Corporate) 

is made of lightweight, polyester grid 

fleece bonded to an abrasion-resistant, 

nylon woven-face fabric. The Arc’teryx 

logo has been relocated from the chest 

to allow custom branding on the jacket 

front. arcteryx.com

3. Tabletop Fireplace uses clean-burn-

ing, liquid ethanol fuel, which produces 

bright, fumeless seven-inch flames. 

Measuring 11” H x 14” W x 5 ½” D, the 

stainless-steel burner unit sits between 

two panes of tempered glass. ham-

macher.com 

4. The Rebel Inverted Umbrella closes 

away from the user, keeping them dry 

and making entering or leaving a car 

or door easy. Available in four colours. 

bosspro.com

5. Build a bottle! This 16-ounce Sports 
Water Bottle is available in an array of 

colours and three lid styles (push-pull, 

super sipper, straw with tethered tip). 

incredible-incentives.com

6. Sportula BBQ Spatula has “License 

to Grill” laser-cut through the heavy-

duty, stainless-steel blade. Personalized 

graphic can be added to brass-riveted, 

hard maple handle, which has integrated 

bottle opener. brandblvd.ca

7. Pocket-sized Tri-Twister Spinner 

relieves stress and boredom. Place be-

tween thumb and middle finger to begin 

rotating. universallinksinc.com

8. Executive Corner Gift tray includes 

Hennessy, set of glassware, coasters (can 

be personalized), hand-cooked chips, 

premium chocolate-covered almonds, 

sweet and salty nibbles and hand-

crafted Nobel double-malted vinegar. 

bypeterandpauls.com

Visit the companies featured here at IncentiveWorks 2017,  
August 22+23, 2017 to discover more great Gifts + Gear!

2017 PREVIEW
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C anada is the poster country for the industry concept 

that meetings matter. Some of the most meaningful 

conferences in modern history happened here.

As we mark Canada’s sesquicentennial, four in-

spirational meaningful meetings stand out. 

The first meaningful meeting was the 1864 Charlottetown 

Conference. This is when the Fathers of Confederation, repre-

senting Upper Canada (Ontario), Lower Canada (Québec) and 

the Atlantic provinces (New Brunswick, Nova Scotia and Prince 

Edward Island) met to discuss union. Some nations are formed 

from violence, but Canada was formed at the conference—and 

banquet—table. There were 24 delegates and three secretaries, 

who met behind closed doors in the PEI Legislature building.

Beyond the political and business sessions, the Charlottetown 

Conference illustrated the on-going importance of food and 

beverage. Cameron MacDonald who is artistic supervisor of the 

Confederation Players, a group of historic re-enactors employed 

by the Confederation Centre of the Arts, says the Upper Canada 

delegation arrived on the SS Queen Victoria with 17 liquid tons of 

champagne. “I was told it’s about $8,000 worth of champagne 

+ INDEPTH

From Confederation    
to Host Nation
Canada has a history of 

meetings that matter

By Allan Lynch
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per delegate at today’s standards. It was a seven-day conference 

and by day five they were running out of champagne,” he reports. 

“In the final days, they dug into the Island’s stores of whisky and 

rum. They really did not stop drinking the whole time. George 

Brown from Ontario actually reported having a bilious attack, 

which is the Victorian term for a hangover. He had to miss an 

entire day of the conference because of it.” 

Thanks to Brown’s letters to his wife, we know that the dele-

gates dined well, consuming vast amounts of Island oysters, 

shellfish and fish. And in a type of early dine-around, they ate 

onboard the Queen Victoria as well as at the homes of the Island 

delegates, and at Government House of Prince Edward Island, 

which is known as Fallingbank and is still the official residence of 

the province’s Lieutenant-Governor. 

To commemorate the 1864 conference, Canada built the Con-

federation Centre of the Arts (ConFed Centre to Islanders) next 

to the provincial legislature building in the city centre. The Legis-

lature is undergoing a massive five-year restoration that won’t be 

finished until 2020. In the meantime, the ConFed Centre has re-

created the chamber the Charlottetown Conference was held in.  

+ INDEPTH

CONTINUED 
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It can accommodate 26 at the boardroom table and has space for 

receptions of up to 100. Three sets of double doors give access to 

a terrace for enhanced event flow.

While Charlottetown opened a harbourside convention centre 

in 2013, the ConFed Centre, which is three short blocks away, offers 

a variety of spaces for meetings and the social components of a 

program. In addition to the replica chamber, the three-building con-

nected complex houses the 1,104-seat Homburg Theatre, provincial 

library, art gallery, foyers and halls, several studios, a full-service 

restaurant, courtyard, outdoor amphitheater and Memorial Hall. Ac-

cording to Carole Horne, its chief marketing officer, the Confed Cen-

tre hosts more than 275 events a year. “We just had the Canadian 

Art Summit attended by 172 delegates from Canada’s biggest, 

most important arts organizations. We had an opening event on 

our stage and then the Confederation Players walked the delegates 

over to this refurbished bowling alley for an ice-breaker evening.”

She explains the summit had been held in either Banff or To-

ronto for the last 20 years. However, feedback from delegates 

revealed that they were frustrated with meeting in dark, crowd-

ed rooms in such beautiful locations. “Spending a weekend in 

Memorial Hall with all that light streaming in [through an egg 

carton-like glass ceiling] was a change,” she explains. “One of the 

speakers opened his presentation by asking how they could not 

have a productive discussion considering the light, openness and 

the importance of the meeting space.”

The Canadian Art Summit held meetings in Memorial Hall with 

coffee breaks in the wide corridors surrounding the space and buf-

fets in a studio space that opens to the on-site Mavor’s Restaurant 

and courtyard. Having access to three types of dining spaces for 

breaks worked perfectly for that size of group, says Horne. 

The ConFed Centre also has a second property across the 

street at the Mack Theatre. The Mack is a former film theatre con-

verted into a performance space. It is available for meetings, din-

ners, product launches and presentations. Because the ConFed 

Centre is a national theatre complex, it has the latest in profes-

sional technology as well as in-house technical teams. 

Beyond Charlottetown’s downtown, some groups have driven 

around the harbour to the National Historic Site at Fort Amherst, 

which gives a different view of the city. It has an outdoor stage, 

indoor meeting space and kitchen. On the Island distances are 

short, so it’s easy to work elements like an Anne of Green Gables/

Cavendish experience or lobster boil on a beach with music, bon-

fires and sunset, into a program. For serious foodies, celebrity 

chef Michael Smith caters to groups at his 15-room Inn at Bay 

Fortune, an hour outside the city.

The next significant meeting was the 1941 Atlantic Conference 

hosted in the then independent Dominion of Newfoundland. The 

Atlantic Conference’s two delegates, British Prime Minister Win-

ston Churchill and U.S. President Franklin D. Roosevelt, arranged 

their own transportation and accommodations. Churchill came 

on the destroyer HMS Prince of Wales, while Roosevelt enlisted 

the U.S.S. Augusta. Their battleships moored in Placentia Bay, 130 

kilometres from St. John’s.

The Atlantic Conference produced the Atlantic Charter, which 

laid out how the Allies, in victory, would manage world peace, 

rebuild shattered economies and not engage in territorial expan-

sion. These principles remain in effect. 

Most groups choosing to go to Newfoundland don’t necessarily 

know of this history. And while it is a challenge to find a ship large 

enough to host several hundred delegates, there is potential to 

CONTINUED FROM P. 33+ INDEPTH
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hire a number of boats to work whale-, iceberg- and bird-watch-

ing into a program. There’s also potential to host an event at the 

17th-century French fort at Castle Hill National Historic Site over-

looking Placentia Bay. Mark McCarthy of DMC McCarthy’s Party 

Tours & Convention Services, says that they haven’t executed a 

program there, but “it would be nice to do as the fortress from the 

old French capital in Newfoundland is still in place"

However, McCathy’s Party is well accustomed to working with 

other historic venues. McCarthy says that they’ve used the bun-

kers at Cape Spear on numerous occasions. “We generally do a 

breakfast in the bunkers, which are at the most easterly point of 

land in North America. It is a spectacular setting. It is sheltered 

and allows for a ‘wow moment’ for the participants. From there 

we launch our day trips, be they a hike along the east coast trail, 

a boat trip in Bay Bulls to see the Atlantic puffins and humpback 

whales, or road rallies on our scenic coastal drives.”

Back in St. John’s, for those interested in a land-based confer-

ence, the city has the newest convention centre in Canada. One 

of the earliest groups to use the 117,000-square-foot facility were 

the 320 industry insiders attending the Professional Convention 

Management Association (PCMA) Canada East Chapter’s 2016 

Canadian Innovation Conference (CIC). 

Conference co-chair Chuck Schouwerwou, CMP, CMM, president 

and principal meeting planner at Ottawa’s ConferSense Planners 

Inc., says that it’s a very functional building and has very good flow. 

“I think it was probably one of the best conversions integrating an 

old building into a new building. They have incredible pre-function 

space, a small ballroom that you divide into four breakouts and a 

massive ballroom that also divides into four, as well as all the upper 

meeting rooms. I love that they tied in the feel of the city and hist-

ory into the structure. It all adds up to a really good meeting space.”

The CIC held its opening reception at The Rooms, the hill-top 

museum and arts complex overlooking the city and harbour. This 

was followed by a “Rally in the Alley,” which was a guided pub 

crawl through some of the 23 pubs, clubs, breweries and bars 

along St. John’s infamous George Street. The closing party fea-

tured a concert by local musician Alan Doyle and his new band, 

The Beautiful Gypsies.

CIC co-convener, Hélène Kenny, CMP, acting senior program 

manager with the National Judicial Institute, adds that St. John’s 

is a full-service destination. “Their new convention centre is abso-

lutely beautiful. As a destination, planners would not regret it. It 

has lots of pubs and eateries with first-rate food and top-quality 

restaurants that people underestimate. The only thing I would 

recommend is that planners include more downtime [in their 

programs] than they would otherwise so the delegates can fully 

experience what St. John’s and Newfoundland has to offer. It’s a 

crime for people to fly in and out.”

After planning for the post-war world, Roosevelt and Church-

ill, joined by then Prime Minister William Lyon Mackenzie King, 

met in 1943 (and again in 1944) at the Fairmont Château Fron-

tenac. The Québec Conference laid out the plans for the D-Day 

invasion, which remains the largest military event in history. 

The Prime Ministers and President stayed at The Citadel, and their 

700 generals, admirals, air marshals and military staff were housed 

at the Château. The ancient artillery lining the Dufferin Terrace were 

complemented with the installation of anti-aircraft batteries. 

Primary planning was done in the Château’s turreted, second-

floor Rose Room. While the property underwent a $75-million refur-

bishment in 2014, the Rose Room remains intact. Framed histories 

+ INDEPTH

PHOTOS: (Pages 32-33) Delegates from the 

legislatures of Canada (Upper and Lower), New 

Brunswick, Nova Scotia and Prince Edward 

Island at Charlottetown Conference, 1864. 

Photo: George P. Roberts/Library and Archives 

Canada/C-000733. (Opposite page, clockwise 
from left) Recreated conference chamber, 

Confederation Centre of the Arts, Charlottetown, 

PEI. Photo: Confederation Centre of the Arts; 

U.S. President Franklin Roosevelt (front, left) and 

Prime Minister Winston Churchill (front, right) 

aboard HMS Prince of Wales, Atlantic Conference, 

Placentia Bay, NFLD. Photo: Franklin D. Roosevelt 

Presidential Library & Museum/48-22-3826(56); 

The Rooms, St. John's, Nfld. Photo: The Rooms. 

(This page, from top) Prime Minister Winston 

Churchill arrives in Québec City, September 1944. 

Photo: Franklin D. Roosevelt Presidential Library 

& Museum/23-0205M; The Rose Room in the 

Fairmont Château Frontenac, Québec City, Que.. 

Photo: Fairmont Château Frontenac.

CONTINUED 
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by its door explain the events and importance of the Québec Con-

ference. A Château representative says some groups hire a local 

historian to speak about the conference to current event attendees. 

Like so many Fairmonts, the Château has an extensive culinary 

history to dip into. While the Québec Conference delegates con-

sumed 35,000 meals plus high tea, war-time rationing only appeals 

to planners really stretching their f&b budget. Château chefs prefer 

to re-create the dinner laid out for King George VI and Queen Eliza-

beth's 1939 pre-war tour of Canada.

Like a Russian novel, the next meaningful meeting moves 

from war to peace. In 1957, Nova Scotia industrialist Cyrus Eaton 

sponsored a conference of scientists from both sides of the Iron 

Curtain to discuss the impacts of atomic bombs. This conference 

would become the foundation of the Pugwash Movement and 

the World Council of the Pugwash Conferences on Science and 

World Affairs. At the height of the Cold War, the Pugwash Confer-

ences sponsored by Eaton brought scientists, great thinkers and 

policy-makers together to discuss peace at his waterside estate, 

Thinkers Lodge, in Pugwash, Nova Scotia (pop. 784). In 1995, the 

Pugwash Conferences in partnership with founding member, Jo-

seph Rotblat, were awarded the Nobel Prize for Peace. It is now 

on display in the Lodge. Cyrus Eaton was also awarded the Lenin 

Peace Prize in 1960 and it, too, is on display in the Lodge.

Thinkers Lodge is located 173 kilometres from Halifax. It has sev-

en bedrooms all with ensuites. There are three main rooms groups 

can use in the cottage-like mansion, as well as verandahs, decks 

and lawn overlooking the Northumberland Strait. Across the lawn, a 

refurbished lobster factory with a large deck overlooking Pugwash 

Harbour provides seating for 99 and standing space for 130. The 

Lodge is growing its market for small retreats and board meetings. 

For groups requiring more bedrooms and services, the closest 

facility is the Fox Harb’r Resort in Wallace, a 20-minute drive away. 

Built by Ron Joyce, the man who grew Tim Horton's into a multimil-

lion dollar franchise, it has 72 suites and 13 townhouses.

Fox Harb’r, which has hosted golf buddies like Presidents 

George H.W. Bush and Bill Clinton as well as Charles Barker and 

Tiger Woods, caters to incentives, board meetings and corpor-

ate retreats. The 1,100-acre waterside resort has dedicated meet-

ing spaces, 18-hole championship and nine-hole executive golf 

courses, tennis, spa, sport shooting, marina, its own landing strip 

(aircraft charter available), horseback riding, archery, sea kayak-

ing and trout fishing. They can accommodate groups from 10 to 

170 attendees.

Building on the Pugwash peace theme is the Halifax Inter-

national Security Forum. For eight years Halifax has hosted this 

high-level event. Joseph Hall, vice-president of the Forum, says 

Halifax was initially chosen for its proximity to the U.S. east coast, 

the province's unique brand of hospitality, and the fact that the 

city was just the right size. “Halifax is large enough to have all of 

the amenities we need for a global conference, starting with the 

airport,” he explains. “It allowed us to have a conference that was 

global in nature, yet intimate. In Halifax, we aren’t competing with 

the density of a gigantic city. We were trying to create a feeling of 

informality and a place where discussions could happen. Halifax 

was just the right destination for that.”

The Forum has 300 delegates and 400 support staff. The host 

hotel is The Westin Nova Scotia, with off-site events held at Pier 

21, The Citadel National Historic Site, Art Gallery of Nova Scotia 

and topical discussions held in as many as 20 city restaurants. 

Hall says, “We know from the feedback we get that the size of the 

event is very much appreciated by all of the senior attendees.”

He adds that one thing that’s surprised him is how enamored the 

Forum’s participants are with Halifax. “Many come in November for 

the Forum, but go back in the summer. That happens a lot.”

The bottom line is that historic things can come 

from well-planned meetings. Canada’s past—and 

present—prove it.   

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

Scotia. He writes extensively about the business events industry.
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PHOTOS: (left) 1957 Pugwash Conference attendees in 

front of Masonic Hall, Pugwash, N.S.; (above) Thinkers 

Lodge today. Both photos courtesy of John Eaton/

Thinkers Lodge. 
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A dine-around Toronto’s booming  
restaurant scene

TASTING T.O.
B Y  D O N  D O U L O F F

+ CUISCENE

T his is the best time to be hungry in Toronto, since the 

city’s food and restaurant scene, driven by a large and 

fast-growing population—it ranks among the world’s 

most multicultural—has never been more vibrant and 

eclectic. From small, chef-run neighbourhood spots to glitzy pleas-

ure palaces and top-notch hotel-based eateries, Toronto’s restau-

rant scene is a dizzyingly multi-culti feast.

The city’s gastronomic diversity expresses itself in any number 

of delicious ways—Taiwanese snacks, for example, courtesy of Kan-

pai, a hip and buzzing Cabbagetown boîte co-owned by Trevor Lui, 

director of operations and sustainability at The International Centre, 

in Mississauga, Ont. Anchored by a busy open kitchen, the room 

is decked out in a boho-chic look of reclaimed wood accented by 

Edison bulbs. A driving hip hop soundtrack tumbles from the PA. 

The kitchen draws inspiration from the street food served at Tai-

wanese night markets and sends out delights such as crisp fried 

chicken partnered with Hong Kong-style bubble waffles; char siu 

shrimp dumplings; and a brilliant Asian take on a BLT built on fluffy 

bao buns stuffed with crisp bacon, tomato, lettuce, a perfectly 

poached egg and a sauce resembling spicy Thousand Island salad 

dressing. For buyouts, Kanpai seats about 50 and hosts 80, cocktail 

style. The restaurant caters corporate events for up to 400 people.

Down on the waterfront, in The Westin Harbour Castle, sits Sav-

oury, an intimate private room and chef’s table nestled in a quiet 

corner of the kitchen. Lucky are the visitors to Savoury, since they 

get to sample sous chef Andre Blanchet’s handiwork. One night, 
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PHOTOS: (Opposite page) – Dining al fresco on Queen 

Street West. Photo: Canadian Tourism Commission/

Tourism Toronto. (This page, first row, l-r) Beet salad, 

Taverna Mercatto; Bistecca, Taverna Mercatto; Chef's 

Table, Savoury. Photo: The Westin Harbour Castle. 

(Second row, l-r) Teppanyaki-style experience at 

Benihana; Whole shrimps, Kanpai; O.G. Bao, Kanpai; 

(Bottom row) Wvurst Modern Beer & Cider Hall. (Page 
36, top to bottom) Writer Don Douloff (center) learning 

how to throw an axe at BATL. Photo: Business Events 

Toronto/Tourism Toronto; Cocktail bar at Her Majesty's 

Pleasure. Photo: Lisa Petrole Photography; Men About 

Town FAM participant at BATL. Photo: Business Events 

Toronto/Tourism Toronto.
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there’s extraordinarily delicate octopus—cooked sous vide and then 

charred—paired with silky almond hummus and orange chili vinai-

grette. There’s moist and earthy saddle of rabbit stuffed with honey 

mushrooms and resting on white bean cassoulet, and to finish, light 

cake layered with sweet/tart rhubarb partnered with intense straw-

berry ice cream and crisp meringue. The spacious dining table seats 

14. Groups booked into Savoury have the space to themselves for 

the entire evening.

For interactive gastronomic theatre, and one heckuva fun time, 

head to Benihana, which, for 44 years, has dished up teppanyaki-

style experiences in the lower level of the Fairmont Royal York.

Diners sit around a rectangular table outfitted with a flat-top 

grill, order their set, multi-course meals and watch the show unfold. 

Salad follows light, onion-flecked soup. Then the chef wheels in a 

cart laden with the table’s orders and gets to work, flipping, chop-

ping, dicing and slicing beef, seafood and chicken and a mountain 

of veggies (onions, zucchini, mushrooms, bean sprouts), all perfect-

ly cooked on the grill while guests watch. Key to the experience is 

the sense of crowd-pleasing enthusiasm the charismatic chef brings 

to his task, juggling pepper mills and constantly joking with the rapt 

audience. Benihana accommodates groups of up to 112 (each tep-

pan grill table seats eight). A private room features four grill tables.

Not far from the Fairmont Royal York, adjacent to bustling 

Maple Leaf Square and the Air Canada Centre arena, sits spa-

cious casual Italian restaurant Taverna Mercatto, which opened 

two years ago. The kitchen, under executive chef Doug Neigel and 
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chef de cuisine David Williams, dishes 

up Italian-inflected fare: say, beet and 

burrata salad; tortiglioni (short, tubular 

pasta) with buffalo mozzarella and basil 

in tomato sauce; Arctic char, crisp of 

skin and moist of flesh, perched on ten-

der cauliflower, fingerling potatoes and 

escarole in lemon vinaigrette; and can-

nolo stuffed with mascarpone spiked 

with apricot-orange marmalade. For 

buyouts, Taverna Mercatto seats 210. A 

private room seats 24.

Another way to explore edible To-

ronto is to take it to the street—literally, 

by booking a culinary walking tour. When 

Pigs Fry, offered by The Tour Guys and 

led by a knowledgeable jokester of a 

guide, visits a trio of restaurants dishing 

up all manner of porcine pleasures. The 

porkedelic afternoon included visits to a 

couple of fun, casual eateries in the King 

Street West and Portland Street area (a 

burgeoning foodie hotspot). Porchetta & 

Co., a tiny King Street West eatery outfit-

ted in bare communal tables, dishes up 

stellar sandwiches built on a moist slab 

of porchetta (boneless Italian pork roast) 

and crisp pork crackling jazzed with pi-

quant mustard, hot sauce and shaved 

parmesan. About a block west, there’s 

Wvrst, an airy German-style sausage hall 

whose full-flavoured, pork-based offer-

ings include the Oktoberfest and Polish 

Kranjska creations. Go pig or go home!

On a more exotic note, there’s the 

King & Queen West Brunch tour offered 

by The Culinary Adventure Co. Bring 

an appetite, because there’s a lot of 

food—and palate-pleasing variety, too. 

Stops include modern Filipino restaurant 

Lamesa, where we sampled juicy house-

made louganisa sausage laid atop a heav-

enly hash of cassava (potato-like root 

veg), garlic rice and sunny side-up egg; 

North of Brooklyn Pizzeria, for a terrific 

thin-crust slice; Sud Forno Italian bakery, 

for pillowy, Nutella-stuffed bombolone 

(doughnuts); and Delysées French 

bakery, for celestial croissants brilliantly 

orchestrated, in advance, by our affable 

tour guide, to arrive warm 

from the oven..  

Don Douloff is a food and

travel writer based in

Toronto. 
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Men About 
Town
Everything was fine until my axe hit the 

floor, skidding and clattering noisily. 

Chastened, I pick up my hatchet and try, 

repeatedly and with varying degrees of 

success, to land it somewhere, anywhere, 

on the wooden bull’s-eye target about 25 ft. 

away. I’m at BATL (Backyard Axe Throwing 

League), in a sprawling building (originally 

a munitions factory) in Toronto’s Port Lands 

industrial area, part of a group hosted on 

Tourism Toronto’s splendid April 27-30 

“Men About Town” FAM. Like the rest of 

our enthusiastic group, I’m attempting to 

master the art of competitive axe throwing, 

which BATL pioneered, as an urban pas-

time, about 10 years ago. As with so many 

things in life, it’s not as easy as it looks. 

Hosted by BATL coaches in a private 

throwing area, events last about two and a 

half hours. First off is an instructional and 

practice session, followed by a round-robin 

tournament to crown a champion. It turns 

out competitive axe throwing is a blast 

and a splendid team-building activity. The 

space is everything you’d expect (concrete 

floors; chain link fencing protecting against 

errant axe throws; chipboard targets; heavy 

metal music blaring), the perfect setting for 

this most singular of activities, which is starting to gain traction in the wider world. 

(Spoiler alert: I didn’t win the tournament.) BATL can host groups of six to 100.

To its credit, Tourism Toronto’s “Men About Town” theme didn’t hew to out-

dated notions of what constitutes manly pursuits. Thus, our group’s rejuvenating 

90-minute visit to Her Majesty’s Pleasure, a sleek salon/spa and cocktail bar on 

King Street West. A bright and beguiling mix of gleaming marble, painted white 

brick, painted white wood and potted greenery, the sophisticated space features a 

front-area cocktail bar and, behind that, the salon/spa area outfitted with a pedicure 

patio, blowout bar and manicure bar. It’s the perfect place to revive a body sore from 

strenuous activity (axe throwing, for example). Attentive therapists offer our group 

soothing head and shoulder massages and manicures while we sip our beverage of 

choice selected from a drinks menu offering wine, beer and cocktails both classic 

and signature. Oh, it’s good to be a man in 2017.

Her Majesty’s Pleasure offers partial buyouts for 30 and full buyouts for 100. The 

venue would be ideal for corporate functions, client appreciation and PR launches. 

Events can be tailored to group’s needs, incorporating customized services, catering 

(from Colette Grand Café), DJ and decor. – Don Douloff



BRACE YOURSELF FOR A COOL RIDE!
BY ALANNA MCQUAID
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+DESTINATION CONTINUED FROM P.41

After attending IMEX Frankfurt, I took the 

train to Stuttgart to have a peek at what it 

offers incentive travel planners. My know-

ledgeable, gracious host, Karina Grützner, 

director of Convention Marketing, Stuttgart 

Convention Bureau, showed me highlights 

of the city’s luxury automobile industry; 

the impressive Messe Stuttgart (the ninth 

largest trade fair in Germany); some of its 

MICE-ready hotels, restaurants and unique 

venues; and more.

I stayed at the five-star Steigenberger 

Graf Zeppelin Hotel, situated directly across 

the street from Stuttgart’s landmark main 

train station. An elegant, sophisticated 

property, it has beautifully-appointed guest-

rooms, a lovely spa and a number of impres-

sive dining options. At dinner that evening, 

Jana Kolb, its director of sales, introduced 

me to Swabian cuisine and culture. 

 The next morning Karina took me to see 

some rather fancy cars. Now, I’m a girl who ap-

preciates a nice set of wheels, and the minute 

I stepped into The Mercedes-Benz Museum, I 

knew I wasn’t in Kansas anymore.  Featuring 

125 years of automotive history, 160 vehicles 

and 1,500 exhibits throughout nine floors, this 

is a car enthusiast’s dream—and could be an 

event planner’s perfect unique venue. 

Fantastical, luxury cars were on the 

agenda the next day too. Daniel Fahr, as-

sistant to the managing director of Drive in 

Motion, a DMC specializing in automotive 

events, opened the door to a €200,000+ 

Porsche parked outside the Steigenberger 

and invited Karina and me to step in.  A 

ridiculous number of “oohs” and “ahhs” 

escaped from me, followed by a fascina-

tion with my seat. I could not only control 

heating it up, cooling it down, and moving 

it in a number of positions with a touch 

of the screen in front of me, I could set it 

for the massage program of my choice.   

Whaaaat? I was smitten! 

Fahr drove us to The Porsche Museum and 

MotorWorld. The museum, which showcases 

magnificent automobiles and state-of-the-art 

technology, has fabulous spaces to stage extra-

ordinary events, including an 8,600-square-

foot terrace that is separated from the con-

ference area by a glass wall.   MotorWorld is 

another big wow! Housed in what was formerly 

the terminal and airfield of the first airport of 

the state of Baden-Württemberg (Stuttgart is 

its capital), it features a luxury and antique car 

museum; multiple dealerships for European 

luxury brands (Maserati, Lamborghini, Ferrari, 

etc.); and a very cool, unique, boutique prop-

erty—The V8 Hotel. 

On our way back to Stuttgart, we stopped 

for lunch at OutletCity Metzingen, an inter-

nationally-acclaimed shopping destination 

for luxury and premium brands like Prada, 

Burberry, Armani, Nike, Coach, Dolce & Gab-

bana, Swarovski, Gucci, and of course, Hugo 

Boss. We then took a scenic drive through 

the rolling hills and small villages of the Swa-

bian Alps, stopping at Lichtenstein Castle, a 

fairy tale castle perched high above a pictur-

esque valley. Soon we were back in the city, 

saying goodbye to Fahr and our cool ride. 

Stuttgart is a clean, relaxed, and affluent 

city.  Karina and I joined the Saturday afternoon 

shoppers strolling along Königstraße, the city’s 

most important shopping street, and possibly 

the longest pedestrian street in Germany. The 

main square, Schlossplatz, is the junction point 

between the city’s shopping area, Schloss-

garten Park (which runs down to the River 

Neckar), Stuttgart’s two central castles and 

its major museums. Although the city center 

was significantly damaged during World War 

II, many of the historic buildings have been re-

stored to their former beauty. 

As we walked, Karina told me about 

the fabulous Christmas market held in the 

square for a month each year. At 300 years 

old, it is widely considered one of the most 

extraordinary Christmas markets in all of 

Europe, and I quickly added it to my travel 

bucket list.

On my last night in Stuttgart, we dined 

at the aptly named Cube Restaurant, which 

is perched on the top floor of the Kunst-

museum, a contemporary and modern art 

museum built in 2005. We were seated in 

front of a wall of glass in this square glass 

building just as late afternoon was fading 

to evening.  The view was magnificent, the 

food extraordinary and the wine superb. It 

was magical.

I came away with a positive feeling that 

Stuttgart checks all the boxes for a success-

ful incentive travel program. Unique venues, 

grand and boutique hotels, amazing food and 

drink, opera, museums and philharmonic for 

the culturally inclined, easy access by train 

from Frankfurt, and warm, friendly, profes-

sional suppliers. And did 

I mention cars?  

Alanna McQuaid is Meetings +  

Incentive Travel’s international  

business development manager. 

FINE WINE
Stuttgart is the only German city 

with vineyards in its urban areas. 

Its signature grape? Trollinger. 

EN POINTE
The world-renowned Stuttgart  

Ballet performs in the Stuttgart 

State Opera, one of Europe’s  

foremost opera houses. 

TUNE IN
The Fernsehturm Stuttgart is  

the world’s first TV Tower. Its  

viewing floors and restaurant  

offer outstanding views of the  

city and surrounding  

countryside. 

PHOTOS, Page 41: All photos are ©Stuttgart 

Marketing GmbH unless otherwise noted. 
(Top row, l-r) Silver Arrows at The Mercedes-

Benz Museum. Photo: Daimler AG. Stuttgart 

TV Tower. (Second row, l-r) Stuttgart Ballet 

performance of Don Quixote; Porsche 

Museum. Photo: www.photo-sabinebraun.

eu; Lichtenstein Castle. Photo © Rolphus | 

istockphoto.com. Bar at Cube Restaurant. 

Photo © Willy Lobl. (Third row, l-r) Palace 

Square Fountain; Guestroom, V8 Hotel. 

Photo ©Frank Hoppe; Steinberger Graf Zep-

pelin. Photo © Tanja Ganzer; MotorWorld. 

(Bottom row, l-r) Hall, Messe Stuttgart; 

Ludwigsburg Baroque Christmas Market; 

Stuttgart Museum of Art. Photo © Selig-

fotodesign; Urban vineyards. 
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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   
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I got a taste for the industry when I started working as a part-time bartender at the Shaw Center 
(formerly known as the Ottawa Convention Centre) while I was studying at university. I did not 
realize it at the time, but what I thought were menial tasks—setting-up glassware, pushing bars, 
and opening hundreds of wine bottles—were actually preparing me with the foundational skills of 
planning and preparing for an event: prioritizing tasks, working together as a team, and trouble-
shooting with tight timelines because “the show must go on!”

When people ask me what I do for a living, I tell them I’m a problem solver. As an event 
planner for international academic conferences, my main role is to find solutions for the chal-
lenging logistics of an event and to deliver the outcomes desired by all of its stakeholders.

The biggest challenge I encountered when I began my career was not realizing how 
much of a force the event industry can be. Before I began, I had the misconception that event 
planning equated to superficial “party planning”—weddings, cocktails and receptions. While 
these are all part of the job, I soon understood through my involvement with MPI that the field is 
much more diverse and involved than this. Event planning touches all industries, big and small, 
including non-profit organizations, academia, large corporations and community initiatives. 

The most valuable lesson I’ve learned is the importance of communica-
tion. Communication is the most important tool for an event planner, and it 
is crucial to be precise and clear. It is equally important to understand how 
different groups—whether they are key stakeholders or casual volunteers—
need to receive the information so as to best understand and apply it. 
One key lesson I have learned over time is to never assume and to never 
force others to make assumptions either. 

I think our industry could benefit from more explicit recogni-
tion of the economic contribution that it brings to cities, provinces, 
and the country, as well as a greater understanding of the range 
of event planners out there—whether they work for a supplier, 
a seemingly unrelated organization, or have their own busi-
ness. It is important to celebrate our impact and educate those 
who are not in our industry about who we are and what we do. 
Organizations such as MPI and its various chapters are essential 
to achieving this end. But I believe that we have more to ac-
complish in establishing industry standards and recognition.  

I plan to make my mark by continuing my involve-
ment and leadership in MPI, not only as president of the 
Montréal-Québec chapter, but also through collaboration 
with affiliated chapters. Working with the leaders of 
MPI Ottawa and MPI Toronto, we have created the first 
event of its kind in Canada: a joint gathering called 
“The Event.” We hope that by combining the strengths 
of the three chapters, it will become a vehicle for 
collaborating, elevating and cultivating our indus-
try in Canada, and fostering stronger relationships 
between chapters and their members.  

“ It is important to celebrate our impact and educate those who 
are not in our industry about who we are and what we do.” 

+NEXTGEN

Name | Marie-France Watson�Organization | Concordia University

Title | Event Planner, Conference Services�Age | 33
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