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just having attendees tick “Vegetarian” 
or “Kosher.” Your list should include the 
“Big 8” allergens (peanuts, tree nuts, milk, 
eggs, wheat, soy, fi sh, shellfi sh) as well as 
a space for delegates to add other food 
considerations you may not have thought of.

However, don’t stop there. Once you 
have determined your on-site strategy, 
with your event’s rules of engagement. 
Sometimes, unfortunately, attendees may 
decide to sit somewhere else during a gala 
dinner, rather than their pre-appointed seat. 
Others may indicate that they are allergic 
to a certain food, but downplay the severity 
to taste a tantalizing dish. It’s important for 
delegates to be informed of all the actions you 
are taking in order to ensure their safety.

3. TRAIN ON-SITE STAFF
While event planners should work diligently 
with their venue and F&B partners to set up 
formal information and training sessions with 
all personnel so that they understand the 
impact of cross contamination and food 
handling on people with allergies.

Go over the safety precautions (attendee 
identifi cation, seating, etc.) on a regular basis 
to make sure that they are clearly understood 
by all.

Finally, overview medical emergency protocols 
with your venue’s representatives in case an 
unforeseen allergic reaction occurs.

While food allergies and dietary can be 
daunting for an event planner, they are 
manageable if you plan in advance, 
communicate and work with event staff! 
After all, attendee safety and experience 
go hand in hand!

Want to fi nd out more useful tips? 
Visit our blog at: 
quebecbusinessdestination.com/blog

Food allergies and dietary restrictions are hot 
topics in the event planning industry.

According to Food Allergy Research and 
Education (FARE), 15 million people in the 
US are affected by food allergies. Similarly, 
Food Allergy Canada reports that 2.5 million 
Canadians have at least one food allergy. 
That’s a lot of people!

Dietary restrictions and diets also abound, 
whether for health, religious, cultural or 
social reasons, such as Celiac disease, diabetes, 
veganism just to name a few.

Here are our top tips planners should 
incorporate in their next event strategy to help 
them better manage food allergies.

1. PLAN IN ADVANCE
Addressing any food allergies or dietary 
restrictions starts at the very beginning of your 
event planning. First, carefully research your 
venues and F&B partners for their approaches, 
ability and history in dealing with this aspect 
of their catering services. What information do 
they need from attendees and when? What 
is their strategy during meal times to identify 
people with allergies and specifi c diets? Are 
qualifi ed personnel on hand should a medical 
emergency arise?

2. COMMUNICATE, COMMUNICATE, 

COMMUNICATE
At the onset of your event planning, 
communicate with all attendees to know 
exactly what their food requirements are. 
Provide a thorough list that goes beyond 

FOOD ALLERGIES AT EVENTS: 
3 TOP TIPS TO ENSURE ATTENDEE SAFETY

#MeetQuébecCity

AHEAD OF THE FOOD CURVE
Looking for the unexpected to tickle both 
sophisticated and jaded palates? For any type 
of event, the Québec City Convention Centre 
creates culinary masterpieces that marry the 
latest food trends with sought-after regional 
fl avours. Chef Gérard Michel and his culinary 
brigade craft eco-friendly menus that cater 
to guests’ special needs, food allergies and 
health issues. It’s versatility at its best.

 convention.qc.ca

WHERE ELEGANT AND 
MODERN DINING GO 
HAND IN HAND
 
Delta Hotels Québec dining is synonymous 
with refi nement and decadence. The hotel’s 
restaurant features Chef Michel Boudreau’s 
classic — but unconventional — take on 
Québec cuisine. Elegant dishes, without 
any pretention, are served to the delight of 
budding food lovers and epicureans alike. 
For accessible, fi ne dining, you need look no 

further than Delta Hotels Québec.
 
 marriott.com/YQBDR

1   Schrimp amuse-bouche
       Photo: Québec City Convention Centre

2   Common food allergies
       Photo: Magone
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Come and see us at IncentiveWorks Booth #1313
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This white hat is a timeless symbol of 
western hospitality and the love of 
hosting that defines our city. We’ve 
been using it to welcome visitors for 
generations, but like other hats, it  
doesn’t suit just anyone.

Think of it as our promise that you’ll  
feel right at home. That you’ll appreciate 
the time you spend here. And that you’ll  
want to return. We’ve put it on princesses 
and presidents. Now we want to put it  
on you.

Will it fit? 

VISIT MEETINGSCALGARY.COM/TRYONCALGARY 
AND WE’LL SEND YOU A HAT TO TRY ON.

one destination  
+ two venuesBMO centre at the calgary stampede | calgary TELUS convention centre | meetings + conventions calgary

try
calgary on

for size.
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what's new on

Listen in on the conversation or better 

yet, join in! Follow us on Twitter for the 

latest breaking industry news and updates 

 @MeetingsCanada

View and share event photos, ask for advice  

from other planners, and suppliers or react 

to industry headlines on our Facebook page 

 (facebook.com/MeetingsCanada)

Meetings + Incentive Travel (M+IT) magazine receives unsolicited  

features and materials (including letters to the editor) from time to 

time. M+IT, its affiliates and assignees may use, reproduce, publish, 

re-publish, distribute, store and archive such submissions in whole or 

in part in any form or medium whatsoever, without compensation of  

any sort. MAIL PREFERENCES: Occasionally we make our subscriber list 

available to reputable companies whose products or services may be 

of interest to you. If you do not wish your contact information to be 

made available, please contact us via one of the following methods: 

Phone: 416-614-5831, Fax: 416.614.8861, E-Mail: mary@newcom.ca. 

SUBSCRIPTION PRICE: Canada $77.95 per year, Outside Canada $108.00 

US per year, Single Copy Canada $13.00. HST #10386 2405 RT0001. 

Meetings + Incentive Travel is published 6 times per year except for  

occasional combined, expanded or premium issues, which count as two 

subscription issues. Meetings + Incentive Travel is indexed in the Canadian 

Business Index and is available online in the Canadian Business & 

Current Affairs Database. Contents Copyright Newcom Business Media.  

Canada Post — Canadian publications Mail Sales Product Agreement 

40063170 ISSN No. 0225-8285 (Print) ISSN No. 1929-6428 (Online). 80 

Valleybrook Drive, North York, ON M3B 2S9. 
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Achieve A More Productive Meeting

A great meeting starts with restful sleep in the Heavenly® Bed. Signature 
wellness amenities like Gear Lending with New Balance® and SuperFoodsRX™
catering menus help attendees work well, creating a more productive meeting.

Learn more at meetings.spg.com/westin

© 2017 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Westin and its logo are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its aff iliates. 

p05-10 Contents_WhatsOn_Masthead_Ed_3.indd   7 2017-10-05   10:17 AM



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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STAY IN THE KNOW 

Sign up for our newsletters,  

delivered right to your inbox. 

WEEKLY The week's must-read  

stories, new venues, renos, upcoming 

events, photo galleries, blogs,  

videos and more.

MONTHLY In case you missed  

them, we recap the month's most-read 

industry news items. 

meetingscanada.com/subscribe

+EDITOR’SCOMMENT

October 1, 2017 was a tragic day for Las 

Vegas. As you all know, it was the day a 

"lone wolf gunman"  broke the window of 

his 32nd-floor guestroom in the Mandalay 

Bay Hotel and opened fire on a packed 

crowd at Route 91 Harvest, a country music 

festival being held in the outdoor event 

space across the street from the hotel. As 

I write this, the death toll stands at 59, 

including four Canadians, and more than 

500 injured. It is the worst mass shooting 

in the history of the United States. The 

lone wolf gunman has been identified as 

Stephen Paddock, 64, of Mesquite, Nev-

ada. Law enforcement officials as well as 

his family and friends report that there 

had been no warning signs—some eccen-

tricities but nothing alarming. He was, 

they say repeatedly with the greatest de-

pair, just a guy.  

Journalists around the world have 

picked up on that "just a guy" description 

and it has been prominently featured in 

headlines and news crawls. Its very or-

dinariness makes it terrifying. How can 

we protect ourselves from people ca-

pable of doing the unimagineable when 

they could be anyone? 

This tragedy in North America's lead-

ing meeting and convention city comes 

on the heels of catastrophes in destina-

tions well-known and used by planners. 

Hurricanes Harvey, Irma and Marie im-

pacted Texas, the Caribbean and Florida. 

An earthquake devastated Mexico City. 

All sympathy, aid and focus is, as 

it should be, on those individuals who 

have died, suffered injuries, and lost their 

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.

JUST A GUY... 

SHARE YOUR OPINIONS & EXPERTISE!

homes and livelihoods. People who are 

now working on recovering and rebuild-

ing their lives. But watching the news, 

I can't help but think about the duty of 

care planners and venues have for the 

people participating in the events they 

organize and host. 

This spring, Trevor Lui, the director 

of operations and sustainability at The 

International Centre, invited representa-

tives from all of the Canadian associa-

tions to an industry security roundtable. 

His goal was to start a substantive con-

versation on the issue and begin the pro-

cess of figuring out the steps that need 

to be taken to meet  the safety and se-

curity challenge in Canada.  

The roundtable, and a subsequent 

meeting held during IncentiveWorks, re-

vealed the complexity of the issue. How 

are safety and security defined? Who's 

responsible for what elements? How do 

you determine risk? Will clients pay for 

security? Do we need a Canada-centric 

plan for risk and crisis management? 

Industry-wide input is essential, so 

I'll ask you this:  What tools (education, 

resources) do you need to fulfill your 

duty of care? 

Meetings +Incentive Travel welcomes 

letters to the editor. Contributions 

should be a maximum of 175 words 

and refer to a specific article or  

column in the magazine. Letters 

may be edited for length. 
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Our Specialty 
MEETINGS & EVENTS 
WITH HILTON

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

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

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

EXTRAORDINARY VENUES AND HIGHLY EXPERIENCED MEETING AND EVENT 
PROFESSIONALS, PLUS: 
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Meetings +Incentive Travel's Hall of Fame 

program was launched in 2009 with the 

mandate of recognizing and celebrat-

ing members of the country's business 

events community—individuals who have 

distinguished themselves and elevated the 

industry as a whole. 

In its first nine years, 63 planners and 

suppliers have been inducted in eight cat-

egories: Industry Planner, Industry Volunteer, 

Industry Builder, Industry Innovator, Industry 

Mentor, Rising Star, Veteran and The Big 

Idea. All were nominated by peers. Each and 

every one is a leader. 

Inductees represent every facet of the 

MICE industry: planning (corporate, third 

party, association), incentive travel, site 

selection. destination marketing (aka CVBs), 

technology, convention centres, hotels and 

more. They have been selected for their 

work in sustainability, accessibility, data 

development and developing standards and 

best practices. They are not defined by their 

affiliation to any one association or their 

titles. Only one thing unifies the group: a 

passion for the industry and making it the 

best it can be. 

This year's inductees are no exception. 

Revealed at a special presentation on the 

opening day of IncentiveWorks 2017, they 

are individuals who have brought—and 

continue to bring—ideas, energy and vision 

to the industry. 

In 2018, the program will be 10 years old. 

Some changes are planned but the core 

mandate will remain the same: to celebrate 

leadership in the industry—past, present and 

future. ~ Lori Smith, Editor

11M E E T I N G S C A N A D A . C O M

Meetings +Incentive Travel's Hall of Fames more They have been selected for their

2017

Program 
Platinum Sponsor

+LEADERSHIP
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Michael Prescott
CEO, The International Centre
INDUSTRY VETERAN
A builder, impeccable leader, visionary and  

advocate for the Canadian business events industry 

for more than four decades, Michael is renowned 

for building long relationships with clients and staff. 

His nominator says that while Michael seldom takes  

the spotlight, he is always a driving force  

behind industry change and growth. 

Arianna McLaughlin
National Events Manager  
Borden Ladner Gervais LLP
INDUSTRY PLANNER 
Arianna is an experienced corporate 

planner, who has worked on more 

than 400 events. Her achievements 

include developing new practices, 

streamlining processes, radically 

improving event ROI and turning 

unexpected challenges into  

opportunities. She's also an  

active member of MPI Toronto.

Carol Priest 
Founder|Entertainment Specialist
Carol Priest Entertainment 
INDUSTRY MENTOR
Carol has mentored countless 

junior industry colleagues, on both 

the planner and supplier sides. She 

has helped them hone their skills, 

sharpen their business acumen  

and discover their career path.  

She likens mentoring to acting  

as a surrogate parent, and is  

dedicated to passing on the  

experience and wisdom she  

has accumulated over the  

course of her career. 
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Diane  Stefaniak
INDUSTRY BUILDER 
A key player in the development of Meeting 

Professionals International in Canada, Diane 

held several leadership roles in the associa-

tion—nationally and internationally—while 

running her own business. Most significantly, 

she chaired the Canadian Standards Com-

mittee, a Federally-funded industry task 

force. The work done be that committee 

led to the creation and publication of the 

Canadian meeting industry's first textbook.

Rose Timmerman-Gitzi, CMM
President,  RTG Special Events 
INDUSTRY VOLUNTEER
Rose is a proud, long-standing member 

of CanSPEP. She has been active on com-

mittees, served as president and was the 

association's representative on Meetings 

Mean Business Canada (formerly BEICC), 

serving as the coalition's chairperson in 

2016-17.  In addition, she volunteers each 

year for the Meetings Industry Euchre 

Tournament, and works tirelessly for 

Women Moving Forward and  

St. Joe's Women's Centre.

Heather Reid, ARCT MSc 

Founder & CEO,  Planner Protect Inc.
INDUSTRY INNOVATOR
An experienced planner herself, Heather launched her 

industry-leading company last year in response to the 

lack of venue contract knowledge exercised by Can-

adian planners and event hosts. Now through webinars, 

contributions to industy publications, presentations 

and her business, Planner Protect Inc., she is leveling 

the playing field and helping planners be as contract 

savvy as the venues with which they negotiate.

Industry Planner 
Sponsor
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From Prince Edward Island’s famous beaches to New Brunswick’s mighty 

Miramichi River, our meeting venues have some of the East Coast’s best 

attractions. With a wide variety of spaces and specials available, we have 

the perfect venue for your next meeting. 

FOR YOUR EXCLUSIVE MEETING & INCENTIVE TRAVEL OFFERS: 

Janet Higgins, 1.902.629.2313  |  jhiggins@roddhotelsandresorts.com

CHARLOTTETOWN              PEI RESORTS              MONCTON              MIRAMICHI              YARMOUTH               RODDMEETINGS.COM       

Meetings With A View.

 Rodd Crowbush Golf & Beach Resort
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Google search “sexual harassment at con-

ferences,” I dare you. This is an epidemic, 

and we are not talking—or doing—nearly 

enough about it.

Events create the perfect storm for inappropriate 

behavior: attendees are away from home, far from 

their families, and often forget about their day-to-

day responsibilities. Many people look forward to 

their annual conference getaway because it feels like 

a vacation. Conferences are an escape.

Who is a common target for sexual harassment? 

Ambitious, young, professional women.

Think about it: young people are eager to ad-

vance. They are inexperienced and they are opti-

mistic about conquering the world.

Nearly every young woman I have spoken to 

about sexual harassment disclosed that she has 

been a victim of misconduct during a conference, 

in a meeting or in her office.

“When I was twenty-three years old, fresh out of col-

lege and working as a meeting coordinator, my mar-

ried, drunk client followed me to my hotel room and 

forced his lips onto mine. I pushed him away from my 

body and ran into my room, mortified. What if some-

one had seen us, thought it was mutual, or that it was 

my fault? Would I get fired? After the conference 

ended, he continued to send me lewd, unwanted 

text messages. Remember the infamous politician 

Anthony Weiner? You get the picture.”

“At age twenty-six, a senior colleague slipped me a 

piece of paper with his hotel room number written 

on it... in the middle of a networking event. An elite 

gathering, I had so looked forward to, quickly trans-

formed into a stressful nightmare. I worked closely 

with this man for the next two years, and felt like I 

had to pretend that nothing had ever happened. Who 

would I have told? I was junior; he was senior. Who 

would they believe? I was scared I would lose my job.”

“Recently, a new contact sent me a message on 

LinkedIn, asking to meet during an upcoming con-

ference. He expressed that he had a business oppor-

tunity to pitch me. As a person who had just started 

her own company, every opportunity for new busi-

ness was not only exciting, it was critical. Early on in 

the meeting, I realized that there was no opportun-

ity. There was only a lonely man, looking for some 

company, who became angry when his advances 

were turned down.”

© PeopleImages/iStock

WHAT 
HAPPENS 
AT THE 
AFTERPARTY… 

BY COURTNEY STANLEY 
#REALTALK

CONTINUED 

Sexual harassment is wrong.

Sexual harassment is a violation.

Sexual harassment happens all the 

time in the meetings industry.  

+THAT’SWHATSHESAID
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+THAT’SWHATSHESAID CONTINUED FROM P15

It is absolutely okay to excuse yourself 
from any conversation or environment 
that makes you feel uncomfortable.

© DNY59/iStock

struggle with is being afraid to 

offend anyone. Do not sacrifice 

your comfort or integrity for a 

business connection that does 

not respect you. Put your needs 

first. Furthermore, if someone 

is behaving in a way that makes 

you feel uncomfortable, there is 

nothing wrong with requesting 

the person keep things profes-

sional. You will never regret 

standing up for yourself.

Listen to Your Intuition

You know that feeling you get 

when something just doesn’t 

feel right? That is your intuition. 

If you are in a situation where 

you feel distressed for some 

reason, take a moment to hit 

pause, assess the environment 

and address the issue. If some-

thing feels off, something is off. 

Go with your gut.

It is a human right to feel—

and to be—respected. As meet-

ing professionals, we have the 

power and the opportunity to 

create environments that are 

exciting, imaginative, and most 

importantly, safe. We need to 

talk about the fact that sexual 

harassment is a huge problem 

in the meetings industry. Then 

we need to take action.   

Courtney Stanley  

is a marketing and  

business development  

strategist. Recognized  

as one of the meeting  

industry’s top young  

leaders, she sits on 

Meeting Professionals International’s 

International Board of Directors. 

@LadyPhenomena

Train Your Team

Senior professionals, I am look-

ing at you. We need you. Young 

people need your wisdom, experi-

ence, support and guidance to 

help us succeed. Take time to talk 

to your team about what to do if 

someone makes them feel un-

comfortable or if they see another 

person who looks like he or she 

may need help. Conversations like 

these not only provide education, 

but they also establish a relation-

ship that feels safe and supportive.

Create A Conference  
Code of Conduct

Just as attendees agree to fol-

low a hotel’s regulations while 

they stay on property, they 

should be held responsible for 

their behavior during a confer-

ence. Create a policy where 

your attendees agree to act ap-

propriately (including verbiage 

on sexual harassment or ha-

rassment of any kind) and have 

them check a box to comply 

during their online registration.

Provide an  
Emergency Contact

In your conference materials, 

whether it be a printed agenda, 

signage or a mobile app, include 

a staff member’s information 

for attendees to contact, should 

some kind of inappropriate 

situation occur. Hopefully you 

will have created your afore-

mentioned conference policy, as 

that contract will provide lever-

age when making tough calls 

about how to handle the crisis.

Use the Buddy System

Talk to a trusted friend and ask 

that you each look out for one 

another. If you have had a nega-

tive experience with a specific 

person and feel comfortable 

confiding in your chosen friend, 

do it. Be open about the harass-

ment you have experienced and 

request that your friend assist 

in limiting time spent with that 

person, should he or she con-

tinue to make you feel uncom-

fortable during events.

Do Your Part. Be Smart.

You are responsible for your be-

havior, and your behavior alone. 

When those endless, compli-

mentary beverages are flowing, 

approach with caution. Only you 

know what your limits are and 

how much alcohol you should 

or should not be drinking. Just 

because an event feels like a 

party (and it is), do not forget 

that it is still a professional set-

ting, and you are surrounded 

by colleagues and peers. Your 

reputation is always on the line, 

whether it is between the hours 

of nine and five, or when the 

clock strikes midnight.

Stand Up for Yourself

It is absolutely okay to excuse 

yourself from any conversation 

or environment that makes you 

feel uncomfortable. One of the 

biggest challenges that women 

Ladies and  
gentlemen, these  
are not new stories.  
This stuff has been  
going on for decades,  
and not enough  
is being done  
about it.

Alcohol is flowing at events, 

my friends. Attendees are go-

ing to drink too much. Lines 

will be crossed. Someone will 

get caught in the midst of yet 

another perfect storm, and not 

know how to escape to shore.

Nothing good happens af-

ter midnight, right? Wrong. 

Some of the best network-

ing and relationship develop-

ment happens after hours, 

when people feel free to relax 

and simply get to know one 

another.

But when women do not 

feel comfortable due to fear 

of being hit on, being spoken 

to inappropriately, or being 

touched without their consent, 

what do they do? Should they 

plan to end the night earlier

For some, that decision 

may make the most sense. 

However, knowing that build-

ing relationships is critical to 

being successful in business, 

and more specifically in the 

meetings industry, hitting the 

hay early may damage the op-

portunity to advance. Further-

more, knowing that women 

have a more challenging time 

securing C-suite positions 

as compared to men, should 

they choose to sacrifice those 

precious hours of networking 

in hopes of avoiding being 

harassed?

Okay, so how do we fix  

the problem?
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CONTINUED 

I’M GUILTY of using words interchange-

ably without knowing the subtle differ-

ences in meaning. Continuously…con-

tinually. Affect…effect. Adverse…averse.

It took me years in the meetings in-

dustry before I consistently knew when 

and how to use “cancellation” and “ter-

mination” properly.

Contract “cancellation” means one 

of the parties can end the venue con-

tract with or without it being breached 

by either party, and such an act involves 

damages to the cancelled party.

Contract “termination” means one 

of the parties can end the venue con-

tract without it being breached by 

either party and without liability to the 

other party. The concept of “termina-

tion” can also be referred to as “Acts 

of God,” “Excuse of Performance” or 

“Force Majeure.”

Balanced contracts include both can-

cellation and termination. And they pro-

tect both the event host and the venue. 

+CONTRACTS101

© mrPliskin/iStock
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4
Quadrants 

of Cancellation
BY HEATHER REID, ARCT MSC

Event Host

Quadrant 1 
CANCELLATION BY EVENT HOST 
WITH CONTRACTUAL REASON
The event host cancels because the 

venue breached the contract. The venue 

owes damages to the event host. Exam-

ples include:

•  Construction at the venue that impedes 

the meeting or guest experience—

when the contract includes a “No 

Renovation/Construction” clause.

•  Change of flag or change in property  

management for the venue.

•  Diminished performance standards  

at the venue (service, quality).

•  Change from non-unionized  

to unionized facility.

When their event venue changed 

from being non-unionized to union-

ized, a Canadian association sud-

denly faced significantly higher on-

site costs than anticipated, as well as 

logistical issues. The association as 

event host, had no recourse because 

they had neglected to negotiate into 

the contract any language addressing 

this scenario.

Quadrant 2
CANCELLATION BY EVENT HOST
The event host cancels without either 

party having breached the contract. The 

event host owes damages to the venue. 

Examples include: 

•  Internal fiscal/business decision.

•  Wrong timing.

•  The event is too large to fit at the venue.

•  Desire to host in another facility or 

destination.

•  The mandate of the event has changed.

Sixteen months out from its annual 

conference, a Canadian association is 

considering cancelling its event for in-

ternal reasons. The terms the venue 

initially proposed had the association 

owing $180,000 for this form of cancel-

lation. Happily, the association carefully 

negotiated the cancellation terms before 

signing and will now owe $28,500 if they 

cancel—a fraction of the cost!
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Quadrant 3 
CANCELLATION BY VENUE
The venue cancels without either party having breached the 

contract. The venue owes damages to the event host. Examples 

include: 

•  The venue wants to take a larger piece of business.

•  The venue can secure significantly higher room or  

rental fees from another party.

•  The venue wants to undertake construction or  

a major renovation.

A Canadian hotel cancelled an association’s less than $350,000 

conference 18 months out to conduct renovations. Unfortunately, 

there was no “Cancellation by Venue” language in the contract to 

protect the association. The hotel offered “logistical assistance” to 

help the association relocate its meeting but no financial damages 

to offset relocation costs. The same group negotiated a future con-

ference at the same hotel with clear Cancellation by Venue terms. 

Now, the hotel will owe damage of $20,000 cash if they cancel the 

group’s contract 18 months out—and $75,000 three months out. 

+CONTRACTS101

Quadrant 4
CANCELLATION BY VENUE WITH CONTRACTUAL REASON
The venue cancels because the event host breached the contract. 

The event host owes damages to the venue. Examples include:

•  Financial instability of the group.

•  Default on deposits or payment schedule.

•  Inappropriate or misrepresented nature of the event.

In my experience, Canadian venue contracts always have terms 

for cancellation in Quadrant 2. Most venue contracts have some 

terms for cancellation in Quadrant 4. And, very few venue contracts 

have cancellation terms in Quadrants 1 and 3. 

It’s up to us as event planners to understand the subtle dif-

ference between cancellation and termination—and negotiate to 

ensure all four quadrants of cancellation into our 

venue contracts.   

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

boutique contract review agency that negotiates venue contracts 

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

CONTINUED FROM P.17 Balanced contracts include  
both cancellation and termination. 

And they protect both the event 
host and the venue. 

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.
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Q2

Q4Q4

CCONTRRAACC
CONTINUED FROM P.17
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IT’S IMPOSSIBLE TO CONVEY ALL THE STRENGTHS OF 
OUR EXCEPTIONAL TEAM IN JUST A HUNDRED WORDS, 
SO WE INCLUDED A PICTURE TO ADD A THOUSAND MORE.
Why do clients love our team so much? It’s a combination of 
collaborative spirit, a ‘whatever it takes’ tenacity and decades’ 
worth of know-how. Every event we host is different, each client’s 
goals unique. But no matter how challenging or enormous the 
event may be, our team sees to it that every aspect exceeds 
the expectations of clients, participants and attendees. Event 
planning, promotion, hospitality, food, drink and beyond – 
our people manage it all with professionalism and efficiency. 
If your event is too important to trust to just any venue, talk to 
the team at The International Centre.

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

Follow us!

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

THERE’S  TEAMWORK
HAPPENING HERE!

The International Centre Staff (from left to right) Ron Bentley, Director of Event and Client Services; Sandra Martin, Director of Sales; Trevor Lui, Director of Operations and Sustainability; 

Trevor Graham, Vice-President of Sales; Raiman Dilag, Director of Technology Services; Rita Medynski, Sales Manager – Trade and Consumer Shows; Kevin Parker, Sales Manager – Corporate; 

Tawfik Shehata, Executive Chef; and Nadena Singh, Director of Events Management
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+THESUPPLYSIDE

CONTINUED 

©zoranm/iStock

HOW SAFE IS YOUR EVENT’S 
DIGITAL FOOTPRINT?

BY ALLAN LYNCH

THE NEED FOR 
CYBER-SECURITY

In May and June, two separ-

ate international cyber-attacks 

crippled groups, organizations 

and businesses in North Amer-

ica, Europe and Oceania. Those 

attacked included Washington 

law firms, London ad agen-

cies, Britain’s National Health 

System, major corporations 

like Merck Pharmaceuticals 

and Maersk, power systems, 

and ominously, the Chernobyl 

Nuclear Power Plant. This raises 

the question: how safe is your 

business’s and your event’s 

digital footprint?

If cyber-security is only as 

good as the technologically-

weakest or laziest attendee at 

an event, what should a planner 

be thinking about when consid-

ering the digital aspects of their 

program?

The current headline grab-

ber is ransomware, which 

is basically software that 

blocks—kidnaps—access to a 

computer system until “ransom” 

demands are met, but the litany 

of malicious attacks includes: 

•  malware (software viruses 

that damage/disable  

computer systems);

•  hacking (unauthorized access 

to computer systems);

•  phishing (fraudulent emails, 

made to look like legitimate 

correspondence from  

companies);

•  and other types of fraud 

using digital communications.

Bijan Vaez, co-founder and 

chief technology officer of event 

app developer EventMobi, ex-

plains that there is a lot of fraud 

potential at events because a 

great deal of money and services 

are being exchanged rapidly, in 

a condensed time frame, mak-

ing it difficult to detect the fraud. 

“A lot of registration companies 

have fraud teams who do look at 

suspicious activity and try to fig-

ure out if something is happen-

ing within the system,” he says. 

Vaez’s point is that technol-

ogy isn’t a get-it-and-forget-it 

tool, but something planners 

need to monitor. He suggests 

planners look at both the vend-

or’s and venue’s ability to provide 

secure access to technology.

Digital security isn’t the sexi-

est subject. For many planners, 

listening to experts speak about 

HDTTPS, DHCP networks and 

VLAN, is akin to the Peanuts car-

toons where adult-speak is pre-

sented as “Whaa, whaa, whaa.”

Realizing that many plan-

ners are caught in the middle of 

technical discussions that leave 

them behind, places Vaez’s sec-

tor in an “interesting dilemma, 

mainly because there is a very 

big gap of understanding be-

tween what the planners need 

to know and want to offer [their 

attendees], and what their se-

curity teams—if they’re working 

for an organization big enough 

to have one—actually want 

them to have covered.”

There is a lot of back-and-

forth in the conversation. Vaez 

has received as many as 450 

security-related questions from 

a client IT department with a 

two-day turnaround. This puts 

the planner in the middle, not 

understanding how decisions 

are made or what is affecting 

the outcome of their usage of 

the application. “Overall, it’s not 

a great way to manage this,” 

says Vaez, “but people tend to 

be getting by.”

The upside is that many 

corporations are having digital 

security conversations with the 

suppliers and venues they work 

with. However, small shops and 

associations, who rely on out-

side contractors, may not be 
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+THESUPPLYSIDETTHESUUPPPP
CONTINUED FROM P.21

having such discussions. 

Chris Taylor, telecommuni-

cations manager at the Metro 

Toronto Convention Centre 

(MTCC), suggests that thanks 

to the “Cloud,” most groups are 

only concerned with Internet 

connections so attendees can 

work remotely while at an event.

Taylor notes that as a venue 

they find themselves in a unique 

situation. “Most corporations 

have a firewall set up to keep 

the outside from coming in, 

while we invite people in to set-

up on the other side of that fire-

wall. So,, what we provide is not 

a client-server relationship, but 

essentially Internet access or in-

ternal networking access. 

“The biggest protection we 

have on our wireless network 

is that the individual mobile 

units cannot talk to other in-

dividual mobile units. It’s fully 

blocked. Essentially, when you 

attach to our wireless network 

you can talk to the Internet and 

the Internet can talk to you, but 

that’s it. That’s meant to stop 

any cross-device communica-

tion that can lead to the spread 

of viruses and other malicious 

ware.”

The first thing planners, at-

tendees and everyone else 

should do to protect them-

selves, says Bill McDonald, the 

MTCC’s chief information offi-

cer, is to click on those software 

updates, which are primarily 

security patches. “A lot of the 

things people need to do are 

basic practices that have been 

around for quite some time,” 

he explains. “Make sure your 

patches are up to date, and 

don’t use the ‘remind me later’ 

option.”

McDonald advises that plan-

ners also think through “what 

if” scenarios and ask some 

essential questions. “If some-

thing goes wrong, how well 

can I recover my data? What 

is my recovery strategy? Is my 

last backup an hour ago, a day 

ago or two months ago? That 

speaks to how much data loss 

you would have if you did get 

hit. And what amount of data 

loss is acceptable?” he says. 

A cyber-secure event starts 

with good personal digital hab-

its such as backing up data on a 

regular basis and updating apps. 

It might be helpful for planners 

to include back-up reminders in 

their event messages.  

Allan Lynch is a freelance 

journalist based in New 

Minas, Nova Scotia. He 

writes extensively about 

the business events 

industry.

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

Meetings. Conferences. Events.

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

CONVENIENT. CONNECTED. COMMUNITY.
www.PacificGatewayHotel.com

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

what it takes to make your event memorable.

Boardroom to ballroom sizes for up to 600
382 modern guestrooms

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

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

Pacific Gateway Hotel – your natural choice.

For many planners, listening to experts speak 
about HDTTPS, DHCP networks and VLAN, is 

akin to the Peanuts cartoons where adult-speak 
is presented as “Whaa, whaa, whaa.” 
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CONTINUED 

From its opening education  
sessions to its closing party,  
IncentiveWorks™ (IW) 2017  
brought the Canadian business 

events community together.

The show, which is owned by 

Newcom Business Media, was 

put together this year by a new 

team. Helmed by tradeshow 

veteran Melissa Arnott, they 

made a statement by delivering 

inspiring feature elements, a 

full tradeshow floor, exceptional 

networking events and quality 

professional development via a 

full-slate of education approved 

by the Events Industry Council for 

continuing education credits. 

“IncentiveWorks gives meet-

ing and incentive travel plan-

ners and other business event 

professionals the opportunity 

to connect with suppliers and 

solidify business relationships,” 

said Arnott. “This year, we were 

delighted to welcome several 

new exhibitors, and excited to 

add some great new features  

to the show floor.”

On the conference side of 

IW, the education slate included 

sessions on cyber-security, risk 

strategy, contract negotiation, 

meeting design, event technol-

ogy, networking skills, digital 

events, sponsorship, contract 

negotiation and more. This line-

up was complemented with two 

outstanding keynote presenta-

tions as well as 20-minute pres-

entations on a range of topics  

in the Learning Lounges on  

the show floor. 

The 2017 edition of Incen-

tiveWorks ran August 22-23 in 

Toronto. The 2018 edition will run 

August 14-15 at the Metro Toronto 

Convention Centre. 

All photos by Donna Santos Studio

Making a Statement

IncentiveWorks dresses  

handmade by Amanda Bayly  

and Janice Cardinale, 

The Idea Hunter.
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350 EXHIBITORS 
REPRESENTING MORE 
THAN 700 COMPANIES  

PLAYED HOST TO  
2,400 PLANNERS OVER  

THE TWO DAYS OF  
INCENTIVEWORKS 2017.

THE CONFERENCE 
DELIVERED 16 INDUSTRY-

LEADING SESSIONS AS 
WELL AS KEYNOTES BY 

MICHELE ROMANOW 
AND SETH MATTISON. 
FOR THE FIRST-TIME,  

ALL IW EDUCATION WAS  
ELIGIBLE FOR CE CREDITS.

24 M E E T I N G S C A N A D A . C O M All photos by Donna Santos Studio
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THE ALWAYS-POPULAR PAUSE FOR PAWS AND 
ZEN LOUNGE RETURNED TO THE TRADESHOW FLOOR. 
NEW THIS YEAR? DISCOVERY LOUNGE INTERACTIVE 

WORKSHOPS AND LEARNING LOUNGE 
EDUCATION SESSIONS.

INCENTIVEWORKS 2017 ENDED  
IN STYLE WITH A BEST-EVER CLOSING 
PARTY AT TORONTO’S HOTTEST NEW  

PURPOSE-BUILT EVENT VENUE— 
THE GLOBE AND MAIL CENTRE.

All photos by Donna Santos Studio
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C A N A D A’ S  M E E T I N G S  +  EEEEEEEEE VVVVVV EEEEEE NNNN TTT SSSSS  SS HHHHHHHH OOOOOOOOOOO WWWWWWWWWWWWWW

Connect with  
the industry’s best  
destinations and  
suppliers all under 
one roof. 
SSSSeeeizze the nityyyy unie opportu
ttoo earn CE annnnddddddd s aE credits 
neetwork with trrrryyyyyyyyyy dusstttrrrth ind
ex coxperts and co eeeeeeeesss olleaggguuuueeeco
o  robust daover two rob t dayyyyss
ooof keynote speakerss, of keyn
seeminars, workshoppss,, 
aan rrrrrrr nd a trade show flflfloooooooooooorrrrrr
ffffffuuuull l of ideas for your 
nnnnnnnneext t event.

SAVE THE DATE
August 14 + 15, 2018

HHHHoooottttttteeeesssstttt ttttrrrrreeeeeennnndds�| Best practtiicceees�eesss�| nnnnnnnnnnnnnnnnnneeeeeeeeeeeccccccccttiiooonnnnnnnnnnnnnnnssssssssssssssssssssssssscccccccccoooooooooooooooBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBBuusinneeessssssssss cccccccccccccoooooooooooooooooonnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnnn
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MARCHING TO

THE PERILS AND PLEASURES OF PUTTING 

ON NORTH AMERICA’S LARGEST INDOOR SPECTACLE—

THE ROYAL NOVA SCOTIA INTERNATIONAL TATTOO.

27M E E T I N G S C A N A D A . C O MPhotos © Patrick Bannon and Isabelle Chevrier

BY ALLAN LYNCH

CONTINUED 

+MEETINGDESIGN
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“Many of the 
performers 

are in active 
service, [so] 
they can be 
re-assigned 

with no 
notice or 

explanation.”

+MEETINGDESIGN
CONTINUED FROM P.27
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he Royal Nova Scotia Inter-

national Tattoo (RNSIT) is the 

world’s largest annual indoor 

variety show. “The back of house 

has been likened to kicking the 

top off an anthill,” says Jim Forde, one of 

the show’s producers, speaking about the 

behind-the-scenes activity with each per-

formance. 

The house is the Scotiabank Centre (for-

merly The MetroCentre) in downtown Hali-

fax. Like all arenas, the 10,000-seat Scotia-

bank Centre was designed for hockey. It has 

the usual dressing rooms and passageways 

under the seats and concession spaces, 

which are more than adequate for a couple 

of hockey teams, but the Tattoo has to 

squeeze 1,500 to 2,000 costumed perform-

ers into a space designed for several dozen.

Adding to the tight quarters is the fact 

that many of the performers carry large 

equipment, including rifles, lances, flags, 

bagpipes and drums. In addition to fitting 

everyone into the space, they have to be 

in order for their three- to five-minute per-

formance, then pass the outgoing group and 

form up again for subsequent appearances. 

The facility wasn’t designed for a show like 

the Tattoo. But, as Forde says, they’ve made it 

work for 39 years and they’ll do it again. 

The saving grace, he says, is the ability 

of these military components to march. 

“Bands, whether they’re military or civilian, 

march because it’s the most efficient way 

to get anybody from point A to point B in 

an orderly fashion. With the Royal Nova 

Scotia International Tattoo that’s got to be 

done right from the opening fanfare to the 

finale,” he explains. “People need to know 

where they have to be, when they have got 

to be there and they’ve got to be lined up 

three acts before they’re ready to go on. 

Some of the bigger scenes, like the act one 

finale and the show finale, require lining up 

anywhere from 300 to 1,200 people.”

Entertaining clan chieftains 
and the Queen Mother
The event originated as the Nova Scotia Tat-

too in 1979, when the province was hosting 

the first International Gathering of the Clans 

to be held outside of Scotland. The challenge 

was how“New Scotland” would entertain 

clan chieftains, delegations from across the 

Celtic world as well as the patron, Her Late 

Majesty, Queen Elizabeth, The Queen Mother.

The province needed something in keeping 

with the theme, authentic, grand and mem-

orable. Halifax is a military city, so a tattoo 

met all the objectives. 

Originally, a tattoo was a beating drum 

to let soldiers know it was time to stop 

drinking and return to camp. Over the cen-

turies, it expanded to a showpiece of mil-

itary precision and talent. 

Initially, it was planned to be a one-night 

entertainment, but it soon became appar-

ent that it was too big for one night, and 

extra nights were added. The success of the 

first Tattoo showed that there was a public 

appetite for more, and the province estab-

lished the Nova Scotia International Tattoo. 

The “Royal” designation, received in 2006, 

was a personal gift from Queen Elizabeth II 

to mark her 80th birthday. 

Adding twists to tradition
Each year, the RNSIT does an eight-show 

run, mixing evening performances and mati-

nees. It sells 5,800 tickets per performance 

and, according to a 2015 economic impact 

analysis, generates $43 million in economic 

activity for the province. A third of attendees 

are from out of province, providing a boom 

for Halifax hotels. Its vacation-friendly dates 

straddle the Canada Day long weekend (this 

year it ran June 29-July 6). While not a time 

when groups would be holding meetings in 

Halifax, Barbara Broome, conference servi-

ces manager, The Prince George Hotel, re-

ports that she has several small groups that 

regularly host pre-matinee luncheons at the 

hotel, which is located across the street from 

the Scotiabank Centre. 

According to executive director Jennie 

King, the 2017 edition of the Tattoo had 1,500 

performers and crew. However, numbers 

vary each year depending on the groups in-

vited to participate and the show theme. 

While the concept of a tattoo may seem 

old-fashioned and locked in tradition, King 

points out that it’s not a static event. “It’s 

funny how many people say they don’t go 

every year because it’s always the same 

thing. The message our marketing is trying 
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to get across is that while we’re always go-

ing to have pipes, drums and military bands, 

we’re also always going to have new acts 

like the world-record holding Russian acro-

bats, or the Groove Onkels, who are making 

a great living beating on garbage bins. So, 

there is that fine balance of tradition with 

fresh, new additions.”

King explains that this year they comple-

mented the show with a lot of new technical 

enhancements, like 3-D projections. “It’s all 

designed to enhance the scenes, and appeal 

to an audience beyond those hardcore tat-

too guests, who are used to something very 

traditional,” she says. 

To avoid the sameness that drives other 

long-standing events into a death spiral and 

to stay fresh, enhancements are constantly 

being made to the core values of the Tattoo.

Each year’s program is built around a set 

theme. According to King, planning starts 

roughly two years out and begins with a 

look at what is to be celebrated at the time 

of the Tattoo. Once the theme is decided, the 

search for performers begins. Acts are se-

lected on the basis of how well what they do 

fits with the theme. It’s not a case of booking 

groups and building a theme around them. 

In 2017, the Tattoo focused on the cen-

tennial of the Battle of Vimy Ridge (April 

9-12, 1917) and the centennial of the Halifax 

Explosion (December 6, 1917), which dev-

astated the city, killed 2,000 people and 

injured 9,000 more. 2018 is an anniversary 

year for the event and the theme is still to 

be determined.

A gentleman named Bob
The Tattoo operates with a full-time staff 

of nine and ramps up with 10 contract staff 

and 1,200 volunteers. As planners know, 

volunteers are generous people, but man-

aging them can be problematic. It’s not al-

ways possible to expect them to work with 

the dedication of a paid staffer. However, 

that’s not a problem for the Tattoo. King 

says, “I have been in the not-for-profit busi-

ness for a while and I’ve never seen volun-

teers so committed to something and so 

passionate about the Tattoo.”

Many of the volunteers have a personal 

connection to the military, which enhances 

their passion, devotion and discipline. King 

says that one of their volunteers—a gentle-

man named Bob—is an American who 

came to the Tattoo two decades ago, loved 

it and started to volunteer. “Then he fell in 

love with Halifax and bought a condo here 

that he lets the organization use during the 

winter, when he’s away. He returns every 

summer to volunteer,” she explains. “I think 

there’s a real appreciation for the military, 

for the Tattoo and the actual performance. 

I’ve seen volunteers sort of puff out their 

chests because they’re really proud to be 

a part of this. It’s a huge production, un-

like anything else in the world, so I think for 

them it’s the excitement of being involved.”

As a thank you, the Tattoo presents cer-

tificates of appreciation to volunteers, and 

this year added branded kit bags for the 

400 youth volunteers. 

Bringing youth into the Tattoo, as vol-

unteers and attendees, serves a dual goal 

for the organizers. King says that their pri-

mary demographic is 54-plus. To ensure 

the health of future audiences, they have 

launched a program in local schools to 

interest students in the event. It not only 

“When something is really great 
and you’ve created demand for it,  

[attending] stops being about price.”
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+MEETINGDESIGN CONTINUED FROM P.29

gets young people interested but also at-

tracts their parents, who are in the 30-40 

age bracket, thus reaching two demo-

graphics at once. 

Putting the pieces together
Staging the world’s largest annual variety 

show is a challenge. A Tattoo team scours 

resources like YouTube for new acts and 

travels internationally on talent-scouting 

missions. Once groups are signed, the 

program is developed over two intensive 

week-long planning sessions in Halifax. 

“We basically live in a boardroom, where 

we pencil in people and hash all the details 

out,” says King. “By the time everybody 

formally comes together for the produc-

tion, we’re well underway. Costumes are 

ordered. Fabrics are ordered. We have all 

the specs for the performers’ heights and 

weights. The lighting guy has seen foot-

age of the acts so he knows how he’s go-

ing to light each one, and it goes on and on 

through the departments.”

Show producer Jim Forde coordinates 

the music with the director of music and the 

arranger. The arrangements are then sent 

to the bands. In March, the musical direc-

tors are brought to Halifax for discussions 

on the show line-up and what’s expected 

of them. Then, each director is given a disk 

with all the music, so their band members 

can learn the pieces before they arrive in 

Halifax for the two weeks of intensive re-

hearsals that precede opening day. 

The logistics are significant. It takes five 

days to build the stage and three days to 

install the lights. And with performers com-

ing from seven or more countries, flight 

delays, missed connections and last-minute 

cancellations present ever-changing chal-

lenges. “There are days where we have to 

change the rehearsal schedule three or four 

times because a group is late,” says King. 

One of the unique challenges faced 

by the Tattoo is the fact that performers 

can “disappear.” Because many of the 

performers are in active service, they can 

be re-assigned with no notice or explana-

tion. King says, “One of our advisors, who 

recently retired from the Department of 

National Defense (DND), said, ‘It can be 

frustrating, but it’s the nature of their busi-

ness. They all have a job to do and it has to 

take precedence to being on the floor to 

do something like this’.” Flexibility is key 

to planning and programming. 

Not surprisingly, the Tattoo relies heav-

ily on cooperation from the military. King 

has regular meetings with the admiral re-

sponsible for Maritime Command. They 

discuss how the Navy wishes to present 

itself. While diehard Tattoo-goers wish for 

the return of an event called “The Gun Run,” 

where military teams dismantle ancient 

artillery pieces, race through an obstacle 

course, put the canons back together and 

fire them, that is not how the modern mil-

itary wishes to be seen. They prefer to high-

light their professionalism and technology. 

“The military are obviously our largest 

supporters, so we spend time learning 

to be on-point with how they want to 

be represented,” King explains. “What is 

really amazing is that they leave it up to 

the artistic control of the Tattoo.” This is 

important because the Tattoo’s mandate 

is to entertain, while showing respect for 

those who have, do and will serve in the 

military and police.

Never losing sight of the audience
King, who came to the Tattoo from Hali-

fax’s Neptune Theatre, says, “The big les-

son is not to lose sight of your audience. 

With every decision you make, whether it’s 

on the production side or the branding and 

communication, you can never lose sight of 

the person in the seat. You have to honor 

what put them there in the first place, and 

give them that really great experience.”

She says that she finds it funny how many 

times an audience development discus-

sion will cover things like selling and ticket 

prices but won’t include any real conversa-

tion about the audience. “In my experience, 

when something is really great and you’ve 

created a demand for it, it [attending] stops 

being about price. That’s where we’re trying 

to focus our attention: give them a hell of a 

good time.”  

Allan Lynch is a freelance journalist 

based in New Minas, Nova Scotia.  

He writes extensively about the 

business events industry.

“While we’re always going to have 
pipes, drums and military bands,  

we’re also going to have new acts.”
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HIGH-END CUISINE  
OPTIONS ABOARD PLANES,  

TRAINS AND SHIPS.

B Y  D O N  D O U L O F F

+ CUISCENE

T ypically, the food served aboard air-
planes, trains and cruise ships doesn’t 
earn notices in the Michelin guide. In-
deed, as a public service, much of the 

fare should carry the warning, “caveat eator”—let 
the diner beware. Mercifully, however, there are shin-
ing exceptions to this palate-numbing rule, which is 
good news for planners mapping out programs that 
seek to deliver culinary pleasure, not penance.

Moveable 
Feasts

32 M E E T I N G S C A N A D A . C O M
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+ CUISCENE

CONTINUED 

I n June, Celebrity Cruises announced 

that its newest ship, Celebrity Edge, 

which debuts in December 2018, will 

feature a venue, Eden, offering a next-level 

culinary experience. Spanning three decks 

at the ship’s aft, and outfitted with almost 

7,000 square feet of glass, Eden will, each 

afternoon, offer hands-on seminars and 

tastings to enhance guests’ culinary and 

cocktail-making skills and wine knowledge. 

But it is at dinnertime when Eden will strut 

its stuff, dishing up inventive cuisine served 

by “Edenists.”

“The food is in the very preliminary 

stages,” said Josh Becker, senior corpor-

ate executive chef at Celebrity Cruises. But 

Becker did say that each course will fea-

ture a “surprise or drama” element that will 

often be interactive.

The Eden media launch showcased 

how that might translate to the plate. At 

the event, according to Becker, Edenists 

shaved linen-wrapped dry ice onto a sea-

food salad composed of sea urchin roe, Al-

askan crab salad and pickled watermelon. 

Besides chilling the salad, the shaved dry 

ice provided a “surprise and delight” ele-

ment, he said. 

Another dish served at the media 

launch was “quail eggs” made of a sugar 

shell-cradled chicken liver mousse served 

perched on shredded phyllo pastry mim-

icking a bird’s nest. And who needs a salt 

shaker when there are Edenists attentively 

shaving tabletop votive-candle holders, 

made of Himalayan salt, overtop of beef 

carpaccio, to add a final seasoning flourish? 

“We’re not looking for gimmicky, we’re 

looking for unique,” said Becker. Eden Res-

taurant seats 98 in the dining room and two 

at the bar; Eden Café (Deck 5) seats 144 in-

doors, 76 outdoors; and on Deck 6, on the 

ramp and plat-

forms, 107 people 

are accommodated.

In 2016, Celebrity Cruis-

es introduced A Taste of Film on one of its 

Solstice-class ships and across its Millen-

nium-class ships. Guests gather on the roof-

top terrace, sit in lounge-style seating and 

watch food-themed movies on a big-screen 

TV. At key points during the film, they are 

served a dish related to, or reminiscent of, 

what’s being served/eaten onscreen. “It’s 

another way of immersing guests in the 

experience,” noted Becker. Typically, about 

10 courses, each of three to four bites, are 

served, and featured movies have included 

The Hundred-Foot Journey and Chef. 

Also in 2016, the culinary team debuted 

a gourmet burger at Lawn Club Grill, 

which is offered on the Reflection and 

Silhouette ships and features a backyard 

barbecue ambience—guests, for example, 

are encouraged to grill food alongside the 

chefs. The patty is fashioned from a cus-

tom blend of dry aged beef, accessorized 

with premium toppings and tucked into a 

brioche bun made in the onboard kitchen.

In June, the cruise line introduced a 

new, more globally inspired menu at Blu, 

the high-end restaurant featured on all of 

its ships.

“People have a misconception of cruise 

cuisine, and think that we’re pulling things 

out of a freezer,” said Becker. “As much as 

possible, we make everything on-ship, from 

scratch.” That includes baked goods, soups, 

stocks, sauces, gelatos and ice creams. “We 

butcher our own meats, poultry and fish 

on-ship, and use fresh vegetables.” Planned 

enhancements to the culinary lineup in-

clude a dedicated, made-on-ship, gluten-

free program.

 Cutting-
Edge  

Cuisine

Bar car on Belmond’s Andean 

Explorer luxury sleeper train. 

Photo © Richard James Taylor.

Food aboard the Celebrity 

Edge will feature surprising 

and/or dramatic elements. 

Shown here: Sea urchin, fluke, 

shiso leaf and spicy melon. 

Photo © Ben Hider.
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T argeting adventure-seeking, gastronomic-mind-

ed groups, Four Seasons Hotels and Resorts 

offers Private Jet journeys. Launched in 

2012, the Private Jet programs whisk participants to 

exotic locales on a fully customized, first-class-dedi-

cated Boeing 757 outfitted with 52 flat-bed seats.

The World of Adventures program (Oct.19 

to Nov. 11, 2018), for example, touches down in such 

destinations as Kyoto, Japan, where participants visit 

Kikaku-ji, Kyoto's bamboo jungle; Rwanda's  Volcanoes 

National Park; Marrakesh, Morocco, for private shopping ex-

cursions and a day in the Atlas Mountains with a Berber family; 

and the Galápagos Islands, for a bespoke cruise.

Private jet in-flight meals are light years removed from soggy 

salads and wretched wraps, thanks to the onboard Four Seasons 

executive chef, who develops menus using top-notch ingredients.

An onboard menu served on a 2016 Seattle-to-Anchorage, 

Alaska flight, for instance, led off with Dom Perignon 2006 

Champagne and hand-packed American caviar with blini.

Starters offered a choice of King crab leg with citrus and 

fiddleheads and roast chili chutney, or spring baby greens and 

shoots with beetroot dressing.

For their main courses, passengers selected from planked 

smoked salmon, shellfish and sea beans; duck confit with corn pan-

cake and mixed pepper compote; or truffle butter-brushed Wash-

ington asparagus strudel. Sides featured sautéed power greens, 

and roast fingerling potatoes with shallots and herbs. At dessert, 

there was farmhouse rhubarb pie with sweet cream honey; Pike 

Place Market Assorted Fruit; or assorted local cheese, dried fruits 

and water crackers. All of this and afternoon snacks, too.

Since 2015, celebrated Vancouver-based chef David Hawksworth 

has designed signature dishes exclusively served on Air Canada 

flights in international business class and Maple Leaf Lounges.

+ CUISCENE CONTINUED FROM P. 33

Fine 
Dining at 

35,000 
Feet

Heading up his eponymous downtown Vancouver restaurant 

that dishes up award-winning contemporary Canadian cuisine, 

Hawksworth collaborates with Air Canada's flight caterers and 

Maple Leaf Lounge providers to create seasonal appetizers, 

salads, main courses and desserts, complementing the airline's 

route-inspired dining on international flights.

Hawksworth-created dishes have included an appetizer 

of yellowfin tuna tataki garnished with scallion ginger vinai-

grette, passionfruit and puffed rice; a main course of tamari-

roasted sablefish with bok choy, brown rice and chili miso 

vinaigrette; and dark chocolate fondant with blackberry 

compote. Current in-flight menu items include an appetizer 

of poached prawn, marinated artichoke and roasted fennel in 

piquillo pepper vinaigrette; and a main course of vegetable 

lasagna, arugula, parmesan and breadcrumbs. Air Canada 

passengers putting their feet up in international Maple Leaf 

Lounges have been served the likes of Mediterranean quinoa 

salad with tomato, olive, cucumber, feta and arugula.

Hawksworth, who in 2008 became the youngest chef in-

ducted into the B.C. Restaurant Hall of Fame, has said that 

he and his team relish “the unique challenge of developing 

dishes that can be enjoyed at 35,000 feet.”.

L uxury operator Belmond, in May, expanded its Peru port-

folio by launching the Belmond Andean Explorer, a lux-

ury sleeper train offering one- and two-night journeys, 

with the one-night between Puno and Cusco, and the two-night 

itineraries between Cusco to Arequipa. Overseeing the menus is 

Epicurean 
Express

superstar chef Diego Muñoz. Called the Godfather of Peruvian 

Cuisine, Muñoz brings with him impeccable pedigree, including 

a four-year stint heading up the kitchen of Lima, Peru’s, Astrid & 

Gastón, a mainstay on the World's 50 Best Restaurants list.

In preparation for the luxury sleeper train’s debut, Muñoz 

worked closely with the team at Belmond Hotel Monasterio, 

in Cusco, to create menus showcasing traditional Peruvian fla-

vors and regionally sourced ingredients such as fish from the 

Moquegua coast; trout from Lake Arapa; broad beans and lem-

ons from Cusco; mushrooms, beets and corn from the Sacred 

Valley; Peruvian native potatoes; and quinoa from the Altiplano.

Muñoz’s culinary creations—Alpaca tortellini; lima bean cap-

puccino; banana and pisco Tatin; and lime with melted chocolate 

and apple custard—may prove even more attention-

grabbing than the breathtaking Andean mountain 

scenery rolling by. Belmond Andean Explorer serves 

up to 48 passengers from a kitchen measuring just 

under 430 square feet.  

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

Appetizer of yellowfin tuna tataki 

garnished with scallion ginger 

vinaigrette, passionfruit and puffed 

rice created by David Hawksworth 

for Air Canada.

Alpaca tortellini 

aboard Belmond’s 

Andean Explorer. 

Photo © Richard 

James Taylor.
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CANADA   
UPDATEA CROSS-COUNTRY LOOK AT NEW EVENT SPACES, 

HOTEL OPENINGS, RENOS, F&B AND MORE

B Y  L O R I  S M I T H

Lobby, Fairmont Empress, Victoria, BC

Lobby bar and lounge, Bisha Hotel Toronto. 

BRITISH COLUMBIA 
Vancouver’s newest entertainment destination, Parq Vancou-
ver, opened its doors on Friday September 29th. Built to LEED 

Gold environmental standards, it includes: The Park, a sixth-floor 

30,000-square-foot outdoor space featuring more than 200 native 

pines; two luxury hotels—JW Marriott Parq Vancouver (281 rooms 

and 48 suites located between the sixth and 25th floor) and the 

DOUGLAS, an Autograph Collection Hotel (178 rooms and 10 suites, 

located between the seventh and 17th floor); 60,000 square feet 

of accessible meeting and convention space, including the largest 

hotel ballroom in the city, the 15,604-square-foot Parq Grand 

Ballroom. + The renovation of the Holiday Inn & Suites Vancou-
ver Downtown is complete. The reno includes new floor, wall and 

ceiling finishes paired with decorative and architectural lighting 

CONTINUED 
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+CANADA UPDATE

elements in the lobby, bar lounge, meeting 

rooms and pre-function areas. + Victoria’s 

iconic Fairmont Empress Hotel celebrated 

its official re-opening on June 28th. The final 

phase of the property’s two-year, $60-mil-

lion renovation included: a refreshed health 

club and pool; expanded lounge, updated 

reception and retail area in the Willow Stream 

Spa; new porte cochere; and the installation of 

“Twill Flower”—a six-meter high, floral-shaped 

chandelier, handwoven with approximately 

250,000 crystals.

ALBERTA
The Calgary TELUS Convention Cen-
tre (CTCC) provided the production kitchen 

for the Calgary’s first Feeding the 5000 event, 

which was held June 15, 2017 in Olympic Park. 

Originating in London, England, Feeding the 

5000 has been hosted in cities around the 

globe with the goal of serving lunch to 5,000 

people using perfectly edible food that has 

been rejected by the food service industry, 

primarily because of its looks. The inaugural 

Calgary edition was headed by local chef 

Andrew Hewson, an instructor at the Southern 

Alberta Institute of Technology (SAIT), who 

teamed up with LeftOvers Calgary, the Cal-

gary Regional Partnership and the Recycling 

Council of Alberta. The total cost of Feeding 

the 5000 in Calgary? $380 for spices, herbs 

and oils. + Crescent Hotels & Resorts has 

been selected to manage the Matrix, Metterra 

and Varscona hotels in Edmonton. The 184-

room Matrix has 7,000 square feet of flexible 

meeting space that can accommodate groups 

ranging in size from 10 to 200 people. The 

98-room Hotel Metterra was described as “the 

city’s best boutique lodging” by Condé Nast 

Traveler in June 2017. It can accommodate 

groups of up to 80 people in its event rooms. 

The 89-room Varscona offers 4,000 square 

feet of event space.

ONTARIO
TwentyTwo, a 3,200-square-foot event space 

located on the 22nd floor of The Westin 
Ottawa, officially opened on June 29, 2017. It 

includes a state-of-the-art video wall display 

and sound system; dedicated specialty suite 

for pre-event activities; and panoramic views 

of Parliament and the Ottawa River to the 

west and the Gatineau Hills to the north and 

east. + Easton’s Group of Hotels and Westin 

Hotels & Resorts have completed a multi-

million-dollar renovation and renaming of The 
Westin Toronto Airport (formerly The Westin 

Bristol Place). The property’s guestrooms and 

suites, on-site restaurants, meeting spaces 

and lobby were all modernized and refreshed 

over the course of the reno, which took 12 

months. Highlights include the installation 

of a vertical garden in the lobby area and re-

placing carpets in guestrooms with hardwood 

flooring. +  The Metro Toronto Convention 
Centre (MTCC) has received two awards for 

building operations excellence: the 2017 Out-

standing Building of the Year (TOBY) Award 

and the Certificate of Building Excellence in 

the public assembly category by the Building 

Owner’s and Management Association of 

Toronto (BOMA). The TOBY Award and the 

Certificate of Building Excellence are given 

to facilities with the highest levels of quality 

in many categories of building operations 

including energy conservation, building per-

formance, security standards and community 

impact. + InnVest Hotels LP, which acquired 

The Trump International Hotel and Tower 

Toronto earlier this year, has renamed it The 
Adelaide Hotel Toronto while it undergoes 

renovations, after which the property will be 

rebranded as The St. Regis Toronto. It has 

12,000 square feet of meeting/event space, 

including the Grand Ballroom and Grand Sal-

on on its 9th and 10th floors, which are con-

nected by a staircase. + The Guild Inn Estate, 
a historic Toronto venue operated by Dy-

namic Hospitality & Entertainment Group, has 

re-opened following a complete renovation 

and restoration. The architecture of the new 

Guild Inn Estate combines the restored histor-

ical/heritage building with a contemporary, 

state-of-the-art addition. The multi-purpose 

event space can be divided into four separate 

rooms, and accommodates groups as small 

as 10 and galas of up to 1,000 people. + Fol-

lowing a multi-million-dollar renovation, the 

Delta Hotels by Marriott Toronto Airport 

CONTINUED FROM P.35

Photos (clockwise from top left): Lobby, Metterra Hotel  

on Whyte, Edmonton, AB; Table restaurant, Hotel Pur, 

Quebec, a Tribute Portfolio Hotel. Photo © 2017 VRX 

Studios; Crosswinds Bar & Grill, Westin Toronto  

Airport. Photo: Gillian Jackson 2017.
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& Conference Centre reopened on June 28, 

2017. The 633-room property was formerly 

the International Plaza Hotel & Conference 

Centre. It offers 60,000 square feet of meet-

ing space and four dining venues. + The Bisha 
Hotel Toronto is now open. Located in the 

city’s Entertainment District, the property 

has 77 king guestrooms, eight double queen 

rooms, 10 luxury suites and a two-floor 

exclusive suite. Its 2,340-square-foot meeting 

space is located on the 43rd floor, and can 

accommodate 130 (seated dinner) to 230 

(cocktail reception) guests. 

QUEBEC
Montreal’s Fairmont The Queen Eliza-
beth has reopened following a year-long 

renovation that saw the addition of 35,000 

square feet of event space, bringing the prop-

erty’s total meeting space to 85,000 square 

feet. Highlights of the new meeting space 

include the new CoLab 3 business campus 

on the third floor, which was developed by 

Sid Lee Architecture, and Agora, a multipur-

pose space in the main lobby, offering a new 

brand of programming (product launches, 

concerts, etc.). + The Palais des congrés de 
Montréal received the AIPC Innovation Award 

on July 4, 2017 at the AIPC International 

Association of Convention Centres Annual 

Conference in Sydney, Australia. The Palais 

was recognized for its Urban Agriculture Lab 

and its innovations in sustainable develop-

ment. It beat out 15 other convention centres 

shortlisted for the award. + Hotel PUR 
Québec, a Tribute Portfolio Hotel, located 

in the Québec City’s Saint-Roch neighbour-

hood, has completed its multi-million-dollar 

renovation project. It is the first Canadian hotel 

to join Marriott International’s Tribute Portfolio 

brand. The 242-room property has 12,000 

square feet of completely redesigned meeting 

space, including a ballroom that can accom-

modate up to 350 people. 

NEW BRUNSWICK
The governments of Canada and New 

Brunswick have approved $12 million in joint 

federal-provincial funding for the construction 

of the Greater Saint John Field House. The 

new facility will expand the recreational and 

event-hosting opportunities in the city, and 

will be the only venue of its kind in southern 

New Brunswick.    

+CANADA UPDATE

Photos (clockwise from top left): Queen guestroom, Delta 

Toronto Airport Hotel. Photo © Elaine Kilburn and Quick-

TurnVR.com; Twenty-Two event space, The Westin Ottawa. 

Photo © Dwayne Brown Studio; Table restaurant, Hotel 

Pur, Quebec, a Tribute Portfolio Hotel. Photo © 2017 VRX 

Studios; Artist's rendering, outdoor event space, Espace C2, 

Fairmont The Queen Elizabeth, Montreal. 
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  GIFTS   
GEAR

1. Twelve-ounce cotton Capri 
Stripes shopper tote features 

an open compartment, graphic 

silk screen print and 10-inch 

handle drop height. Price  

per unit as low as $10.50. 

brandblvd.ca

2. Portable two-in-one mini 

Cooling Phone Fan fits on 

iPhone and Android models. 

Available in a variety of colors, 

its wings are soft, safe  

and pocket-friendly.  

incredible-incentives.com

3. Users can click, glide, flip 

and roll the six-sided Clicker 
Cube. The 1.12-inch square cube 

comes with a carrying strap. 

Prices as low as $5.10 per unit 

with one-color logo. bosspro.

com

4. Red Light Levitating Blue-
tooth Speaker floats in mid-air 

above its base. The speaker can  

be paired with a Bluetooth- or 

NFC-enabled device up to 

30-feet away. Provides up to 10 

hours of playing time.  

Price available upon request.  

hammacher.com

5. The Beagle Two-Way  
Bluetooth Tracker pairs  

with a smartphone app to  

alert users when they’ve 

forgotten or lost an important 

item (keys, wallet, etc.).  

iPhone and Android  

compatible. Set-up:  

$93.75 (one-color imprint).  

Per unit prices range from  

$35 (12) to $31.25 (1000). 

universallinksinc.com 

6. Tower of Chocolate  
features reusable stacking 

glass apothecary jars con-

taining chocolate mendiants, 

mint meltaways and crunchy  

butter toffee. Price: $65.  

succulentchocolates.com

7. All of Her Favorite Things: 
These Kate Spade storage 

boxes come with stationery  

essentials (meme books,  

pencils), candle, mug,  

chocolate, tea mixer and wine. 

peterandpaulsgifts.com
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Call for Nominatiioooons OOOppeeeennnnsssss
 Friday, January 5, 2011118

The Canadian business events industry sThe Canadian business events industry’s

national recognition program.

meetingscanada.com/HallofFame

CATEGORIES

PLANNER THE BIG IDEA VOLUNTEER INNOVATOR MENTOR BUILDER RISING STAR

WHO 
WILL YOU 

NOMINATE?

SPONSORSHIP OPPORTUNITIES AVAILABLE

HEATHER DONNELLY | heather@newcom.caALANNA MCQUAID | alanna@newcom.caCONTACT
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2

4 5

MPI Rendezvous Canada

+SNAPPED

(All captions are left to right) HALL OF FAME INDUCTEE DINNER | 1. M+IT Hall of Fame Inductees with M+IT staff and MPI Foundation Canada members.  PCMA CANADA EAST RECEPTION | 2. 

Lorraine Stafford, JW Marriott The Rosseau Muskoka; Julien Dagenais-Cote and Anne-Marie Simoneau, Marriott Château Champlain; Mary Sistilli, JW Marriott The Rosseau Muskoka; Christine Taylor, 

Tourism Whistler. 3. Greg Plazek, Marriott Hotels of Canada. 4. Sebastien Theriault, Four Seasons Resort & Residences Whistler; Larissa Haltigin, Whistler Blackcomb; Maxine DeHart, Ramanda Hotel and 

Conference Centre, Kelowna. 5. PCMA CE Chapter president Francois Brunet, D.E. Systems Ltd.: chapter vice-president, Operations, Peggy Andersen, Fairmont Hotels & Resorts; chapter past-president 

Chuck Schouwerwou, CMP, CMM, Confersense Planners Inc. 6. Carol Brown Penney, Fairmont Hotels & Resorts, Eastern Region; Laurence Bessone, Tourisme Charlevoix. MPI RENDEZVOUS CANADA 

2017 | 7. Lynette Smith, CTA and Nikki Daniel, Meeting Professionals International. 8. Monika Radicevic, CMP, InterContinental Toronto Centre; Josee Menard, Smith & Nephew. 9. Richard Wischnewski, 

Pacific Gateway Hotel at Vancouver Airport; Pam Gill, CMP, Pacific Gateway; Sasha Kroffat, The Hotel Grand Pacific; Donald Pinkney, Pacific Gateway.  10. Ornella Panetta, Desjardins Financial Security; 

Natalie Wilson, CMP, CMM, RBC Global Asset Management Inc.; Julie Calvert, CMP, CMM, The Canadian Payroll Association. 11. Roel Fissen, Event Design Collective; Ariane Croteau and Susan Prophet, 

Québec City Business Destination. 12. Ruud Janssen, Event Design Collective; Danette Whalen, Prince George Hotel; Valerie Corkum, Halifax Convention Centre. 

98

1

6

3

Hall of Fame Inductee Dinner

PCMA Canada East Reception

11 12

7

10
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21 22

24

+SNAPPED

(All captions are left to right) SITE CANADA 2017 GOLF TOURNAMENT | 13. Rachel Sferra, The Westin Kierland Resort & Spa; Lori James-Brownell, AZA Events. 14. John Iannini, CTC, CIS and Michael 

Kohlmaier, Melia Hotels International; Philippe Champagne, Hotel Management Int’l; Anthony Byron, Meridican Incentive Consultants. 15. Deborah Edwards, VoX International Inc.; Gillian Hall, Destination 

Quebec. 16. Paul Harber, Ravine Vineyard Estate Winery; Dana Warren, CWT Meetings & Events; Richard Reid, White Oaks Resort & Spa. LAS VEGAS PARTY | 17. Moon Civetz, Maverick Aviation Group; 

Lee Larstone, Rondeau Seminars. 18. Jena D’Amico, Park MGM; Melanie Cook, MGM Resorts International; Nick Giannetti, CMP, CIS, Las Vegas Convention and Visitors Authority (LVCVA); Susan Carter, 

Genworth Canada; Tahira Endean, CMP, DES, CED, BC Innovation Council. 19. Suzanne Cowley, Larco Hospitality/JW Marriott Las Vegas; Amy Riley, CEM, LVCVA; Jennifer Stotz, Caesars Entertainment. 

HILTON PARTY | 20. Sherry Gies, Sun Life Financial; Polly Clendenin, Hilton San Diego Bayfront; Amy Weston, CHRP, Sun Life. 21. Arianna McLaughlin, Borden Ladner Gervais LLP; Carly Silberstein, DES, 

Redstone Agency Inc.; Mariella Irivarren, CMP, BMO Financial Group; Catherine Renaud, Hilton Quebec. 22. Hilton Sales Team: Susan Lanc, CMP; Vito Curalli, CHA; Sharon Bolton; Teresa Reis; Rosanna 

Spina; Carol Lyle; and Mary-Frances Gingras, CMP. NYC & COMPANY PARTY | 23. Karen Cornelius, CMP, Scotiabank; Matina Kalkounis, CMP, Scotiabank. 24. Javier Fernandez, NYC & Company/Connect 

Worldwide Canada (CWW); Jerry Cito, NYC & Company; Lori Wagner, Porter Airlines; Charmaine Singh, NYC & Company/CWW.

SITE Canada Golf Tournament

Las Vegas Party @ IW

NYC & Company Party @ IW

Hilton Party @ IW

13 14
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CanSPEP 2017 Annual Conference

+SNAPPED

(All captions are left to right) SITE CANADA 30TH ANNIVERSARY CELEBRATION & SUMMER SOCIAL EVENT | 25. Heidi Baillie-David, CMP and Heather Douglas, Meridican Incentive Consultants. 26. Gabrielle 

Spanton, Hosts Global; Rachel Streek-Buma, Meeting Encore. 27. Tiffany Drennan and Katey Dignam, Cantrav Services; Iwan Beynon, Omni Hotels and Resorts; Debbie Cotton-Burinski, Cantrav Services; Leanne 

McCartney, Omni Hotels and Resorts. 28. Ellie McPherson, SM+i/Strategic Meetings + Incentives; Jan Zandboer, Select Group Marketing; Alanna McQuaid, Meetings + Incentive Travel. 29. Pat Gappmayr, Tourism 

Kelowna; Heather Donnelly, Meetings + Incentive Travel; Maria da Cunha, daCunha Voyages. CANSPEP 2017 CONFERENCE, CHARLOTTETOWN, PE | 30. Bettyanne Sherrer, CMP, CMM, ProPlan Conferences & 

Events; Ann Worth, Meetings and Conventions PEI. 31. Treena MacLeod, Meetings and Conventions PEI; Janet Marmur. 32. Georgina Smith, GD Smith Event Management; Karen Eluck, CSEP, CMP, KEP Events 

Limited. 33. Angella Goran, SokJok Inc.; Kate Schlussler and Jack St. John, EventMobi. MPI WEC 2017 | 34. Pat Rodenburg, CMP, Integra Events Inc.; Andrea Cliff, University of Alberta; Shafeela Gill, CSP and Tracey 

Webster, The Westin Bear Mountain Golf Resort & Spa; Kimberly Gallagher, VDA Productions (Greater Boston Area). 35. Caleigh Perks, TD Wealth; Angela Visconti, Strategic Site Selection; Kristi Contini, CMP, 

Grant Thornton LLP. 36. Dana Andreasen, Meetings + Conventions Calgary; Adam Baptie, Calgary TELUS Convention Centre; Cheryl Grue.

SITE Canada 30th Anniversary

26

28 29 30

31 32

25

35 3634

33

MPI World Education Congress (WEC) 2017

27
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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!
Contact Nancy Bradshaw to help 
plan your next event in Saskatoon!
Email nbradshaw@tourismsaskatoon.com

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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+ADINDEX
Celebrity Cruises IBC
celebritycorporatekit.com
Fiesta Americana 20
fiestamericanagrand.com/MeetingsMexico
Hilton Worldwide 10
meetings.Hilton.com
IncentiveWorks 25
incentiveworksshow.com
The International Centre 19
InternationalCentre.com
M+IT Hall of Fame 39
meetingscanada.com/halloffame
Meet Hawaii OBC
meethawaii.com
Meetings + Conventions Calgary 4
meetingscalgary.com/tryoncalgary
Pacific Gateway Hotel 22
PacificGatewayHotel.com
PCMA Canada East Canadian Innovation Conference (CIC) 8
pcma.org/ce
Quebec City Business Destination IFC, 3
QuebecBusinessDestination.com
Rodd Hotels & Resorts 14
roddhotelsandresorts.com
Tourism Outaouais 31
outaouaistourism.com
Tourism Saskatoon 18
conventionssaskatoon.com
Westin Hotels & Resorts 7
meetings.spg.com/Westin
Windermere House 30
windermerehouse.com

COMING IN 
THE NEXT ISSUE
+  2017 M+IT Readers’ Choice 

    Award Winners

+  Meetings Market Update

+  Why does breakfast 

    cost so much?

 Plus  

That’s What She Said, 

Contracts 101, Canada Update, 

Leadership and more

Search the Buyers’ Guide online at

The most comprehensive event venue and supplier database in Canada.

NEED MEETING SPACE? SPEAKERS? 
OvOvOvOvvvvvvvvveeeeeeeeeerereerererrerererererrrreeerer 3333333333333333333333,000000,0,,000000000000000000 mmmmmmmmeeeeeeeeeeeeeeeeeeeeeeeeetitttititiiittititiitiit nnnnngngngngggggngnnngngnnggggnggnnng iiiiiiiiindndnddndddnndndndndndndusuuuususususususususuuusuu trtrrrtrttrrrt y yy yyyy yyy sususuuusuuusssususuuuupppppppppppppppppppppppppppppppppppppppppp liliililililillieereererererrssssss hhhahaaaaveveveeve llllistititingngnggggsssssss 

iiiinnnnninnnnn MMMMMMMMEMEEEMMMEMMMEMM EEETEETETETTTTTTETTININNNINNNNNNNNGGGSGSSGSSSSGSSSSGSSGGSGSSGSGSSS ++++++++++++++ IIIIIIIINNNNCCCCCNNNNNCCCNCCNCNCNCCNNCCCNNNCNNCNCCENEENENENENENENENNNENNENENNENNNTITITITTITTT VEEVEVEVEVVEVEVE TTTTTTTTTTRARRRARARAAARARAAARAARAARARRRARRARAAARRARRAVEVEVEVEEVEVEVEVVVEVEEVVEVVEVVVVVVVVVV LLLLLLLLLLLLLLL’s’ss’s’ssss sssseaeaeaaarcrrcrcrcrcrcrchahahhah bblblbblblblble,eee,,  
onononononononnonnoononoooonllllililillilllllllll nenenennenenn bbbbbbuyyuyuyuyuyuyuyyyyyereererererererererereeeererererer ’s’s’’s’’’s’’’s’s’s’s’’s’ssssss ggggggggggggggggggggggggggggggggguiuiuiiuiuiuuuiuiuiuuuiuuiuuuuuiu deddeddedededdededededee dddddattatattatatatabababababababasaasasasasasasasaaasasasassaaaseeeeeeeeeeeeee

AASAAASASASASASSSSASSASAAASSAAASSAA SOSOSOSOSOSOSOSOSOSOSOSOSOCICICICCICICICIATAATATATATATATIOOIOOOOOOOOOOIOONNNNNSNNSNSNNNNNSSNS
SERVICE + RENTALS

SSPSSSPSPPPPPPPSPPPPPEAEEAAEAAAAEAAEAEEAEEAKKKKKKEKEKEKEKEKEKEKEEKKKKKEKEKKKKK RRSRSRSRSRSSSSSSSRRRRRSSSSSSRSSSSRRRSSSSRSRRR ,,,,,,,,,, EENENENNNENNENEEEEEEEEEEE TETETETETETETETETETERTRTTTRTRTRTRTRTRTTTRTRTRRTTTAIAAIAIAIAAAAAIAIAAIAIINMNMNMNMNMNNMNNMNNNNMNN EEEEEENENENENENNNNNEENNNENNE TT T TT TTTT ++++++++ STSTSTTAFAFAFAFFAFA FIFIIFIFIFIFINGNGNGNGNGNGNGN
TRANSPORTATION

HHOHHOHOHOOHOHOOOOH TTTTETETEETEEEELSLSLSLSLSSSSSS,,,,,, VVVEVEEEEVVVVVEEVVVEVENUNUNUNUNUN ESSSESESESEE +++++ DDDDDDMOMOOMOMOMOOMOOOOsssssssssss
EVENT RESOURCES

PRPRPRRRRPRPREMEMEMMMEMEMEEEE IUUIUIUUUUII MMMMSMSSSMMMMS ++++ GGGIFIFFIFI TTTTTTT CACACACACAARDRDRDR SS
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“I work to provide the best atmosphere  
for fostering creativity and ideas.”
Name | Andrew Hodd�Organization | Vantage Venues (formerly  
St. Andrew’s Club & Conference Centre)�Title | Managing Director
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I got a taste for the industry when… You will have to excuse the 
pun, but an exciting development for me was when we started doing 
the food in-house and launched our internal kitchen. Reengineering 
our business back in 2001 was where my hospitality career began. 
Food and beverage became a much larger part of what we offer. As 
a purpose-built, day-center venue in Toronto, all our services are 
provided in-house including AV/IT. Now, we’re reinventing ourselves 
again with our rebrand to Vantage Venues. I’m passionate about in-
novating the industry and bringing a unique product to the Toronto 
business community. 

When people ask me what I do for a living, I tell them that I work 
to provide the best atmosphere for fostering creativity and ideas. When 
they ask what that means, I tell them all about our venue and how we 
approach the industry differently. 

The biggest challenge I encountered when I began my 
career was my own inexperience. While it has been fun to style 
the business the way we wanted to, my journey would have been 
smoother if I’d known more about industry norms. Now, as a proud 
member of IACC Meetings, we network with the most passionate 
leaders in the conferencing business around the world. This enables 
us to have a powerful sense of global industry trends, so we can adapt 
and/or put our own twist on what we offer here in Toronto. 

The most valuable lesson I’ve learned is to treat employees well. 
Thankfully, I didn’t have to learn this lesson through consequence; it 
was preached to me by my father, who founded the company. As a small 
operation, relative to large hotel chains, it is our passionate, capable staff 
who keep our clients coming back. Our culture allows us to retain some 
incredible talent. I can’t imagine my life without these people.  

I think our industry could benefit from community involvement. Being in the 
business of meeting space allows us to provide a valuable service to local charity organ-
izations at very little cost. This connects us to the community in such a positive way. It is 
an amazing experience to put on events for groups such as Rebounders (adult survivors 
of childhood cancer) or the Eating Disorders Foundation. And as an ambassador for Big 
Brothers and Big Sisters of Toronto, we put on recruitment drives that generate a great 
audience in our downtown location. These initiatives are embedded in our corporate cul-
ture. Our staff members are proud of their involvement and are a huge part of the success.  

I plan to make my mark by providing our great city with the very best conference 
venues. We are unique in that we are a non-residential venue that is purpose-built for the 
business community. Rebranding as Vantage Venues is an opportunity for us to tell that 
story. I hope to develop another location someday so we can grow with Toronto and con-
tinue to be the leading provider of conference space in the city.  
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FOR THE 11TH CONSECUTIVE YEAR
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