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Immersive  
Incentives await
Now is time to plan your incentive programme in Northern Ireland, an up and coming 
destination packed with personality, and closer than you think.

 Discover Belfast, a Titanic City; the stunning scenery of the Causeway Coastal Route 
and the Giant’s Causeway. Meet locals over a whiskey in a traditional pub or make 
Irish potato bread in an 18th century cottage. Explore 26 Game of Thrones® filming 
locations and enjoy immersive experiences inspired by the show. Add in superb cuisine 
and excellent accommodation and it’s little wonder Lonely Planet awarded us Top 
Region to visit in 2018.

Northern Ireland is incentive ready.

For incentive enquiries:  Incentive@tourismni.com

Dunluce Castle, Causeway Coastal Route
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Titanic Belfast

Derry City Walls

Giant’s Causeway, Causeway Coastal Route

Game of Thrones® Banquet, Castleward
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Craft beer and wine tasting at  
The Common in The Forks Marketplace

Cocktail reception under the polar bears at 
Assiniboine Park’s Journey to Churchill

Canadian Journeys exhibit at the  
Canadian Museum for Human Rights

Wink ThinkDrink

W h 4 000 f fWith over 4,000 experiences just minutes from your meeting or conference, 

it’s easy to find a memorable moment when you meet in Winnipeg.

To book your next convention please call Natalie Thiesen at 204.954.1978

or visit meetingswinnipeg.com

AVAILABLE

AFFORDABLE

ACCESSIBLE

BILINGUAL

CENTRAL

Winnipeg
MANITOBA ,  CANADA

BOOK NOW!
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Follow us!

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

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

WHAT MAKES AN EVENT SPACE GREATER THAN THE SUM OF 
ITS AMENITIES, EXPERTISE AND LOCATION? A TANTALIZING 
AND SAVOURY DINING EXPERIENCE, OF COURSE. 
An International Centre event is all about a total experience which 
means you can dine comfortably and enjoy your time here without 
having to go far. As Executive Sous Chef Sushil Pansare explains, 
“We want your visit to include global flavours, inviting settings and 
exceptional service.” But it’s more than just great food that makes 
an event. “Every event is so dear to us so making our customers 
comfortable and at home is what we do best” adds Sandi Mikhael, 
Assistant Banquet Manager. “Gourmet burgers and cheesy pizza are 
show favourites but why can’t you have fresh sushi and authentic 
Mediterranean too?” says David An, Assistant Retail Manager. 
Need to impress minds and palates at your next event? 
Make your first call to us. 

(L to R) David An, Sandi Mikhael & Sushil Pansare
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Inductees will be revealed at IncentiveWorks 2018 | August 14+15, 2018

2018 NOMINEES
INDUSTRY INNOVATOR
JANICE CARDINALE | Owner & Chief Idea Hunter,  

The Idea Hunter

ROGER HASKETT | President, Engagement Unlimited

ARLENE SCHILKE, CMP |  Managing Partner,  

Timewise Event Management Inc.

THE BIG IDEA
JANICE CARDINALE | Owner & Chief Idea Hunter,  

The Idea Hunter

MAHOGANEY JONES, CMP, DES, HMCC &  

MEAGAN ROCKETT | Co-Founders, Your Event Assistant

CANDACE SCHIERLING | Director of National Conventions &  

Event Marketing, Tourism Saskatoon

INDUSTRY PLANNER
JOANNA LEAN | Assistant Manager, Global Event  

Management, Scotiabank

CHRISTINA NORTHCOTT, CMP | Manager,  

Conferences & Events, Canada Health Infoway

ALISON OWERS-GRAHAM | Senior Event Planner,  

Tourism Toronto

BAILEY ROTH | President, Redstone Agency Inc. 

CARLY SILBERSTEIN, DES, CED |  

CEO, Redstone Agency Inc.

AMANDA STEWART | Owner, Eventive Marketing Inc.

COREENA STEWART | CEO, Master Planning Consultants

OLIVIA WEIR | Event Manager, Redstone Agency Inc.

INDUSTRY VOLUNTEER
DIANE ALEXANDER | Account Executive, Strategic  

Meetings + Incentives (SM+I)

SONJA DE ROO | Senior Program Manager, Eventive Marketing Inc.

JENNIFER GLYNN | Managing Partner, Meeting Encore

CARLY SILBERSTEIN, DES, CED | CEO, Redstone Agency Inc.

INDUSTRY BUILDER
MICHAEL DARGAVEL, CEM | Vice-President, Association & Events 

Management

KARI LYNN LARSEN | Founder, Dragonfly Meetings Solutions Inc.

SANDRA LESLIE, CMP-HC, CMM | Events Manager, OHRIA,  

Department of Radiology, Faculty of Medicine at The Ottawa Hospital

CARLY SILBERSTEIN, DES, CED | CEO, Redstone Agency Inc.

RISING STAR
NZINGA BROWN | Senior Account Coordinator, Redstone Agency Inc.

ANDREA LOZYNSKY | Meetings & Events Specialist,  

National Speakers Bureau

LYNN MIEDZIK | Event Coordinator, Canada Health Infoway

DIANDRA SANDOVAL | Events Specialist, McCarthy Tétrault

INDUSTRY MENTOR
KAREN DOWHAN, CMP | Business Development Manager –  

Conventions, Tourism London 

RICCARDA GALIOTO | Executive Director, AMMI Canada

MILENA SANTORO, CMP, CMM, PIDP | President & 

CEO, MS Productions Inc.

Category SponsorPlatinum Sponsor

p05-10 Contents_WhatsOn_Masthead_Ed.indd   8 2018-04-30   1:45 PM



9M E E T I N G S C A N A D A . C O M

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

Data has been in the news in a big way 

this spring. The Facebook-Cambridge 

Analytica scandal demonstrated how vul-

nerable all of us are to having our person-

al information disseminated in ways—and 

to people and organizations—that never 

occurred to us when we downloaded an 

app on Facebook. Now it turns out that 

Twitter also sold data to Cambridge Ana-

lytica. On the flip side of the data privacy 

coin, the European Union’s General Data 

Protection Regulation (GDPR) comes into 

full implementation on May 25th. It signifi-

cantly increases the data privacy rights 

of EU citizens, protecting them against 

unwanted collection and facilitating the 

purge of personal data. 

I am of two minds on the question of 

data collection. As a consumer, I am re-

luctant to supply any personal informa-

tion to a company or business and worry 

about the security of those institutions 

(banks, government agencies, etc.) that I 

have to give personal information to. I am 

glad of our country’s anti-spam legislation 

(CASL), which made opting-in rather than 

opting out a standard business practice. I 

also happily block ads that follow me as I 

surf the Internet. 

In my professional life, however, I have 

to acknowledge that data protection 

regulations have made doing business 

more challenging. It’s harder to market to 

people, and as a result it’s harder to get 

new business—or new attendees. The buy-

ing, selling and sharing of lists require con-

sents, which are often not given. The need 

to comply to regulations has also placed 

LORI SMITH
EDITOR

lori@newcom.ca

416.614.5819

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.

BRIDGING THE DATA DIVIDE

SHARE YOUR OPINIONS & EXPERTISE!

new dollar and time burdens on business-

es. In big companies that can take the form 

of having to employ compliance officers. 

In smaller companies, it means adding a 

new, complicated task to an employee’s or 

owner’s already full work plate. 

Here’s the conundrum: Businesses need 

data to connect with consumers and 

grow, but consumers want to protect their 

private data effectively disconnecting 

from businesses. How do we bridge this 

data divide? That’s the question that busi-

nesses and individuals have to answer. I 

believe the common ground of connec-

tion lies in transparency, respect and rea-

sonable expectations. 

Businesses should not bury consent 

in legalese and overly-long terms of use 

forms. The opportunity to opt-in should be 

front and centre in communications, apps, 

etc. It should also be easy to have personal 

data removed. Consumers should insist 

on these rights. And, if they do not want 

to provide personal information or have 

it kept on file, they should adjust their ex-

pectations regarding personalization and 

accept that they may have to supply infor-

mation again. 

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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PLACE TO 
BE

VS

As Canada’s centre of business excellence, Toronto is the place 

to be for your next event. With our team’s 360 service experience, 

you’ll connect to the city’s best and brightest. 

THE VIEWS ARE DIFFERENT HERE. BusinessEventsToronto.com
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+LEADERSHIP

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

CONTINUED 

Constance began her association management career circa 

1990 after a post-university career in hospitality and meeting 

planning. She worked in various senior roles at one provincial 

and four national trade and professional associations before  

leaving her job to launch her association management com-

pany in 2005. Today, Constance and her team plan and execute 

an average of 65 events a year for their association clientele. 

In 2016, Constance was inducted into the Meetings + Incen-

tive Travel Hall of Fame in the Industry Mentor category.  In 

October 2017, she was elected chair of Canadian Society of As-

sociation Executives (CSAE) Trillium. She is a founding mem-

ber of the AMC Institute Canadian Chapter and currently sits 

on its Board as treasurer. 

Constance is a founder of Mentorship Rocket, a cloud-based 

platform for busy associations who want to connect members 

at the beginning of their careers with more seasoned associa-

tion executives. 

How do you define leadership?
One of my former staff—a meeting planner—came to visit me 

recently to update me on her career plans along with some of 

the challenges she was facing in her new role. She reminded 

me that during the time she worked for me I always stood up 

for her and her fellow colleagues and she appreciated hav-

ing me in her corner. This reminded me that leaders inspire 

by standing behind their team, not in front. Leadership is less 

about status and more about pushing your best people for-

ward.

How would you describe your leadership style?
I promote, encourage and try to facilitate collaboration. I do 

this by inviting input from my team and challenging them to 

do some stretch goal setting. I guess you could also say that 

my leadership style is one of empowerment—I try to give my 

team the tools, tricks and the strategies they need to be suc-

cessful and I include them in the important discussions so that 

they can simultaneously get some experience to build confi-

dence and contribute to help make a difference. 

“Know when 
to stop talking 
and to listen.”

Constance Wrigley-Thomas, CAE
Owner/CEO – Essentient Association 

Management & Events
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+LEADERSHIP

Who are your leadership role models? 
I thought long and hard on this question and I kept coming back to the 

same answer—my father Bill Wrigley. In addition to being my dad, he 

has also been a successful business leader, a volunteer and a student. 

My father raised us all with a firm but loving hand and demon-

strated to us that while you must work and study hard, you must 

also give back. Like my dad, I have been a lifelong volunteer.  Dad 

has always amazed me with the many things he can do well from 

racing a sailboat to building a piece of fine furniture to learning how 

to play an instrument. A Renaissance man of sorts, he has lived a 

good life filled with learning (he has three university degrees—two 

after the age of 60), sharing and teaching. He built a notable career 

and he set a good example for his four kids.

I still go to my father to share my experiences, ask him questions 

and to seek guidance for some of my business challenges. He con-

tinues to inspire me with his humour, his wisdom and his undeniable 

ability to help me cut through the clutter of a problem. And at 86, he 

still tells me that he is proud of me which never fails to delight me.

There have been many times over the years, both as a parent 

and as an employer, I can hear my father in my own voice. 

What is the one characteristic you believe  
every leader should have?
To know when to stop talking and to listen.

What steps did you take to become a better leader?
To be honest, I have never been intentional about leadership. Being 

a volunteer for nearly 43 years has organically influenced my leader-

ship development by exposing me to many challenging scenarios. I 

have worked in the not-for-profit sector for 28 years and have ob-

served, admired and gotten to know many amazing leaders. I have 

tried to learn from them. I have also tried to learn from the not-so-

great leaders so as not to replicate their mistakes and behaviours.

I think the most important step I have taken to become a bet-

ter leader is to always be self-aware and to pay attention to those 

around me and how they respond to my leadership. That is where 

the shutting up and listening part comes in. 

How do you get others (clients, employees, etc.)  
to accept your ideas?
I am going to share a trade secret of association executives: the 

best way to get people (i.e. Board members or volunteers) to ac-

cept your ideas is to convince them that they are their ideas. 

What do you do to ensure your strategic  
plans become reality?
I Identify and appoint plan champions for the strategic priorities. 

Once you establish accountability and expectations with your team 

around plan activation and fulfillment, I guarantee that your plan 

will no longer gather dust in a corner of your office. 

What are the keys to developing the next generation  
of leaders in the business events industry?
I used to be involved in an organization that promoted careers in 

the hospitality/tourism industry. As a volunteer I would go into high 

schools and speak to classrooms about the myriad career choices 

available to them should they choose to go in that direction. Of 

course, in the eyes of the students (and their parents) we were 

competing with careers in law, medicine and finance but it put us 

into the game. The point is, every industry needs to get in front of 

kids when they are young and are still dreaming about what they 

want to be when they grow up. 

I have mentored students in the Summer Company program, 

which is an entrepreneur program for university and high school 

students. Being involved at that stage of their career can be very 

exciting. I look forward to placing two students in our company to 

assist them in gaining experience, developing some skills and help-

ing me increase my company’s capacity. By working with academic 

institutions to place students, businesses can simultaneously change 

a life and help their industry. I recommend supporting student place-

ments. The time and money you invest will be worth every penny. 

How do you decide who to mentor?
They just have to ask me. That is all. But, if they want me to con-

tinue mentoring them, they have to meet halfway and contribute 

as much to the relationship as me. Mentorship should change two 

lives, not just the one being mentored.

What holds people back from  
becoming/being a leader?
This may sound a tad harsh but I think arrogance is a personal-

ity flaw that diminishes one’s potential for leadership. I have seen 

many smart and talented people go down in flames because they 

put themselves and their agenda ahead of everything else. 

Leadership is not about personal preference or brand. Leader-

ship is about what is best for the group/organization/cause.

When things aren’t going well, how do you rally a team?
#1 | Ask for help!

#2 | Bring in food. Food is comfort and can get us through tough 

times. 

#3 | Collaborate! Problem solving or risk management should be 

collaborative and I will often bring my staff together—we have a 

creative space in our office with lots of flip charts, Post-it notes and 

colourful markers—when there is a challenge. Everyone has a differ-

ent perspective and they can see a solution from a different angle. 

I can’t solve a problem by myself so I rely upon my team to come 

up with some options. 

#4 | Celebrate! If we don’t come together during the worst of 

times, how are we going to know when it’s time to celebrate (again, 

over food) during the best of times?  

CONTINUED FROM P.11

“Every industry needs to get in front of kids when 
they are young and are still dreaming about  
what they want to be when they grow up.”
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Book the World 

Hilton offers extraordinary venues around Canada and across 
the globe. Work with our highly experienced meeting and event 
professionals and earn Hilton Honors Meeting Planner Points, too. 

Explore our special group offers now. Call the Hilton sales 
office at 1-800-671-9981 or visit meetings.hilton.com.

© 2018 Hilton. 

MEETINGS & EVENTS
WITH HILTON
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We offer a unique portfolio of distinctive properties in Mexico’s 
most sought-after destinations, with grand, customized 
experiences that exceed expectations.

To learn more about our properties, call 1.800.345.5094 
or visit grandfiestamericana.com/meetingsmexico.

DISCOVER F IESTA AMERICANA 
GRAND MEETINGS MEXICO 
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things do take time. Ask for help from the 

talented, seasoned professionals that sur-

round you. Build relationships before you 

design that master strategy to snag the 

corner office. Find a mentor and then re-

turn the favor by mentoring others who 

walk through the door after you. 

2 |   “Millennials need  
constant praise.”

You have probably heard that millennials 

require a constant stream of praise, that 

they cannot handle criticism, and that they 

want significantly more guidance than 

generations before them. The reality? Only 

19 per cent of millennials receive consist-

ent feedback, according to a Gallup study.

Millennials were brought up with in-

stantaneous feedback from parents, 

coaches, and teachers. We have never 

lived in a world where the Internet did not 

exist, where a 0.02-second search results 

in an immediate response. Consequently, 

millennials tend to anticipate a feedback 

loop and continuous communication. Most 

millennials do not want their hand held, 

but they do prefer to receive feedback 

from their manager to better understand 

how they performed and how they can im-

prove. Sounds pretty normal, right? 

How millennials can break the stereo-

type: Take initiative. Communicate to your 

+THAT’SWHATSHESAID

I googled the words, “Millennials are…” 

and the first options to choose from were:

“Millennials are lazy.”
“Millennials are entitled.”
“Millennials are screwed.”

I really cannot say that I am surprised. 

At some point over the past handful of 

years, being categorized as a millennial be-

came an insult. 

I have rarely found myself in conversations 

where millennials are stereotyped in a posi-

tive light. For example, I can recall an instance 

in which I was interviewing for a new job 

over the phone, and the recruiter began tak-

ing shots at the millennial generation, com-

menting on how individuals from that group 

would never be considered for the role, due 

to… well, quite frankly, exactly the words that 

popped up during my Google search. 

I was a candidate for that position. I am 

a millennial, and the recruiter had no idea. 

Awkward! 

To some, “millennial” sounds like a dirty 

word. Unfortunately, being classified as a 

millennial, or a person between the ages of 

roughly 14 and 36, comes with some pretty 

negative connotations, whether they are 

deserved or not. 

So much has been written and debated 

about millennials that you would think 

someone would have us figured out by now. 

The New Insult?
You’re a Millennial.

However, as many of us can attest, there 

is a lot more to our generation than the 

stereotypes that surround us. 

What are these generational percep-

tions I speak of, and how can millennials 

prove other generations wrong? 

1 |  “Millennials are entitled and 
refuse to pay their dues.”

On the contrary, millennials entered into 

one of the worst job markets in recent his-

tory. Many have overwhelming amounts 

of school debt for degrees that were sup-

posed to provide them with job security 

but did no such thing, and much research 

shows that millennials’ lifetime earnings 

will never equal that of their parents.

Millennials are frequently viewed as 

ladder climbers—entry-level employees 

who strive to waltz right into a luxurious 

corner office without “paying their dues." 

Some of this mentality stems from the fact 

that the traditional hierarchy in various 

industries has died out and evolved over 

time. Millennial workers are adapting and 

therefore advancing at a faster rate than 

previous generations did, which may feel 

unsettling for people who had to put in 

more time to get promoted. 

How millennials can break the stereo-

type: Be humble. Acknowledge that you 

do not, in fact, know everything, and good 

BY COURTNEY STANLEY #REALTALK

CONTINUED 

©shapecharge/iStock 
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manager that in order to ensure that you 

meet their expectations, you would like to 

schedule regular, standing meetings to dis-

cuss goals and progress with them. These 

meetings are instrumental in understanding 

how your work adds value to the company. 

3 |  “Millennials have  
no loyalty. They change  
jobs every year.”

Millennials are not job hopping—young 

people are. Young people have always 

been, and probably will always be, job 

hoppers, regardless of what generation 

they belong to, according to studies done 

by Pew Research and Oxford Economics. 

Additionally, research uncovered that 

external hires get paid, on average, 18 per 

cent to 20 per cent more than internally 

promoted workers. Clearly there are real 

benefits to changing employers. 

How millennials can break the stereo-

type: I would not sweat this one. As you read, 

changing jobs more frequently as a young 

person is, and has been, common amongst 

other generations. As you navigate through 

your first few jobs and discover what you do 

and do not like, where you want to live, and 

what your life priorities are, enjoy the ride. 

Take something away from every job you 

hold, do not sacrifice your mental health for 

a toxic environment just to make it to that 

one-year mark, and focus on maintaining 

healthy relationships with the people you 

are surrounded by. You never know when 

you will need a recommendation, will re-

unite with an old client, or possibly even 

work with the same colleague again.

It is simply unproductive—and un-

appealing—to speculate about millennial 

stereotypes, partly because it is unfair to 

assign qualities to an entire generation of 

people, but mostly because there is very 

little evidence to back up these judge-

ments. Furthermore, it would be a shame 

to waste a person’s talent simply because 

they have been categorized and shunned 

based on stereotypes. People of all ages 

and all generations have unique skills and 

life experiences that could very well im-

prove your own work experience or alter 

the culture and health of your organization 

in a positive way.  

Courtney Stanley is a marketing and 

business development strategist. She 

is recognized as one of the meeting 

industry’s top young leaders.  

@LadyPhenomena

+THAT’SWHATSHESAID

sales@bluemountain.ca | 877-445-0231

INSPIRE YOUR TEAM WITH
A SETTING THAT SPARKS

INSPIRATION AND IMAGINATION

Extensive conference spaces

and accommodation options ranging

from Inn rooms to the suites of the

Westin Trillium House will ensure your

delegates are comfortable, while our

expert team of facilitators engage and

delight outside of the meeting room.

Discover the true potential of your

group with an itinerary that promotes

collaboration and ensures success through

unique team building experiences.

NATURE

MEETINGS
INSPIRED BY

“So much has been written and debated  
about millennials that you would think someone 

would have us figured out by now.”

CONTINUED FROM P.15
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“Hotel will provide the  
following concessions if at 
least 90% of the minimum 
guestroom revenue is  
received and at least  
90% of the minimum food 
and beverage revenue is 
received. Concessions  
include…..”

SEEM SIMPLE ENOUGH?  SURE.  SEEM 
LOGICAL?  SURE. Seem reasonable for 

the event host?  Yes and no!  It depends 

entirely on the wording of the rest of the 

venue contract. Let’s explore this further.  

Concessions, by definition, are a con-

tractual agreement where one party pro-

vides something of value to the other 

party in exchange for something else. In 

the case of the events and meetings in-

dustry, one typically sees concessions of-

fered in a venue contract in recognition 

of the event host choosing the venue to 

host its event. Concessions are also typ-

ically presented in proportion to the value 

of the piece of business. 

From the event host’s perspective, ne-

gotiated concessions are essential as they 

represent financial savings and often en-

rich events’ features.  From the venue’s 

perspective, concessions are an effective 

means by which venues can “enhance 

their proposal” to solicit and win the 

event host’s business.  

However, how concessions are pre-

sented in the context of the whole venue 

contract must be carefully considered by 

the event host.  Event hosts must be astute 

to the nuances in the contract language!  

The essential missive here is this: Event 

hosts need to know when the negotiated 

concessions are earned and when the 

venue has the right to revoke concessions 

thereby making them contingent.

What are “earned” concessions? Con-

cessions offered to the event host are 

earned when the event host fulfills the 

contractual performance requirements 

(i.e., meets minimum guestroom revenue 

and/or meets minimum food and bever-

age revenue).  

What are “contingent” concessions?  

Concessions offered to the event host are 

contingent when the event host is not re-

sponsible for meeting contractual perform-

ance requirements, yet the venue has in-

centivized the event host to surpass specific 

meeting performance requirements.  

Let’s explore an example—the event 

host’s negotiated concessions include a 

complimentary welcome reception for 300.

For this concession to be “earned,” 

the event host simply needs to meet the 

contractual performance requirements. It 

should not matter if the event host met 

the requirements with actualized results 

alone or met the requirements with a 

combination of actualized results and an 

attrition payment. In both scenarios, the 

event host made the property whole by 

providing the anticipated profits. Simply 

put, if the terms are fulfilled, the conces-

sions are “earned.” There should be no 

further requirements to unlocking the 

concessions. If the event host wants to 

ensure that the concessions are “earned” 

when there are performance require-

ments and/or attrition language in the 

contract—the language around conces-

sions should simply infer “the venue pro-

vides the following concessions….”

For this concession to be “contingent,” 

the event host isn’t held to performance 

requirements and/or attrition criteria, but 

if it exceeds the identified performance 

requirement, it receives the concessions.   

If the venue has waived performance re-

quirements or the event host has negoti-

ated the terms out, it’s then appropriate 

to make concessions subject to perform-

ance.  In these cases, event hosts need 

to meet specific performance measures, 

which provide the venue with their antici-

pated profits, and thus unlock the conces-

sions.  If event hosts do not meet the per-

formance measures, it is only fair that the 

venue revoke the concessions. It doesn’t 

make good business sense otherwise.

TAKE-AWAYS

Earned Concessions
When the venue contract includes re-

quired performance standards and/or 

an attrition clause, negotiate that the 

BY HEATHER REID ARCT MSC

HOW TO KNOW WHETHER  
THEY ARE EARNED OR  

CONTINGENT?

UNDERSTANDING 
CONCESSIONS

+CONTRACTS101

CONTINUED 

p11-25 Leadership_SheSaid_Contracts_TimeMgmt_MeetingDesign.indd   17 2018-04-30   1:45 PM



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

CONTINUED FROM P.17

Board Meeting in Hawai‘i
Whether it’s for a perfect meeting, a big conference,
or as an incredible incentive, Hawai‘i is ready. 

For more information call 1-888-297-9472 | HTCanada@voxinternational.com | meethawaii.com

concessions are not to be discretionary 

or further based on performance.  Ensure 

that contract language indicates that 

concessions are automatically delivered—

the event host has earned them!

Contingent Concessions 
When the venue has waived its rights 

to hold the event host accountable for 

minimum performance requirements, 

the event host needs to be prepared to 

have the concessions revoked if they do 

not meet or exceed the expressed terms.  

The venue offers these concessions con-

tingently!  

Heather Reid, ARCT MSc, 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. 

+CONTRACTS101

What to Ask For?
The roster of concessions available is limited only by the venue’s 

willingness and the event host’s imagination. 

Standard examples include:

A few creative examples are:

•  complimentary specialized décor  •  innovative food displays

•  underwriting of power

•  complimentary guestrooms 

•  complimentary or reduced-cost meeting space

•  free Wi-Fi

•  discounted parking rates or free parking

•  complimentary shuttle services

•  complimentary welcome receptions

•  discounted resort fees

•  welcome amenities for VIPs
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I confess: I used to work through lunch 

all the time. Like most, I had an end-

less list of tasks to complete and con-

tent to absorb. Logically, this seemed 

like the best way to avoid late nights 

at the office. Clearly, I wasn’t the only 

one who felt this way. Research con-

ducted by European plant-based food 

manufacturer Alpro revealed that more 

than one-third of workers eat at least 

one meal at their desk and one-sixth 

eat two meals at their desk. 

Thankfully, I’ve come to realize taking 

a break for lunch is actually beneficial, 

both personally and professionally. How 

about you? Are you a regular “luncher” 

or do you find it hard to break away? Do 

you regularly take a full hour, or do you 

barely have time to go to the bathroom?  

I’d love to hear from you. Email me at 

info@clearconceptinc.ca.  

Ann Gomez is a productivity  

and leadership consultant, and  

best-selling author of The Email 

Warrior. She is president of Clear 

Concept Inc. Contact her at  

 info@clearconceptinc.ca.

POWER

+TIMEMANAGEMENT  

lunch
BY ANN GOMEZ

5 REASONS WHY  
TAKING A LUNCH 
BREAK MAY BE YOUR 
MOST PRODUCTIVE 
STRATEGY

 Boost your productivity
Too many people (like me, many years ago) work through lunch be-

cause they think it will make them more productive. But the opposite 

is true. Taking a break allows you to release stress, refuel your energy and come 

back to work more focused and effective. Stepping away from your desk for a 

power walk or a social chat—or both—can be incredibly invigorating.

  Build your network
Keith Ferrazzi, author of Never Eat Alone, claims the one thing that 

differentiates highly successful people from everyone else is the way 

they use the power of relationships. And clearly, relationships are built when 

people connect on both professional and personal levels. Lunch is the perfect 

setting for fostering these connections. 

  Protect your health
We often hear sitting has become the new smoking. We now know that 

sitting for extended periods puts our health at risk, as aptly illustrated in 

the Washington Post article “The health hazards of sitting” by Bonnie Berkowitz and 

Patterson Clark or highlighted in Roger Frampton’s popular TEDx Talk, Why Sitting 

Down Destroys You. With recommendations for people to sit no more than four 

hours a day, we should all be looking for excuses to get up and stretch our legs. 

  Fuel creativity
Our brain is a muscle that performs best when we pump fresh blood and 

oxygen up to it. Moving your body and getting some fresh air heightens 

creativity. As well, taking a step away from your desk often allows you to see things 

in a different way, which might just prompt the answer you are looking for.

  Be more hygienic
The average desk has 400 times more bacteria than the average toi-

let seat. Ewww! If we simply consider personal hygiene, eating lunch 

away from your desk is a good idea!
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Recognized as a UNESCO World Heritage Site and a Leading 
Culture Destination (supported by The New York Times), 
Québec City celebrates its heritage as much as it embraces 
innovative ideas.

Known as the birthplace of French civilization in North 
America, Québec has both preserved and reinvented itself  
for more than 400 years, which is why it stands at the 
leading edge of technology, fine art, gastronomy and style.  
It remains a preferred meeting and convention destination 
that attendees love to discover!

With more than 17,250 rooms available and over 795,000 sq. ft.  
of versatile meeting, exhibition and convention space, 
Québec City offers the perfect venues for all of your needs.

Québec City is an event planner’s dream destination.  

It ranks first among Canadian destinations for a second year in a row according  

to Travel + Leisure - World’s Best Awards 2017. And the reasons are compelling!

Want to be right in the action? The Québec City 
Convention Centre is located in downtown Québec 
and is surrounded by restaurants, hotels, unique  
and breathtaking off-site venues and world renowned 
attractions. The Convention Centre is a meeting 
planner’s dream with close to 300,000 sq. ft. of 
flexible space and a knowledgeable team of event 
specialists.

To start planning your meeting in Québec City,
visit : QuebecBusinessDestination.com

ON QON QUÉBEC CIT
SPOTLIGHT  
ON QUÉBEC CITY

BELL SCENE
PHOTO: PHILIPPE RENAUD

QUÉBEC CITY CONVENTION CENTRE
PHOTO: EMMANUEL COVENEY

AERIAL VIEW OF UPPER TOWN
PHOTO: MARC-ANTOINE JEAN

#meetQuébecCity
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1 | The regulation gives people greater control of their per-

sonal data and makes it easier for them to access it. It is 

designed to ensure that every EU citizen’s personal information is 

protected, no matter where it is sent, processed or stored, even 

outside the EU or on the Internet. Personal information includes 

name, address, email address, f&b preferences, credit card infor-

mation, and more. And remember, until the United Kingdom makes 

its Brexit from the EU on March 29, 2019, the regulation applies to 

its citizens too. 

2 | The regulation applies to Canadian companies and ser-

vice providers, including planners, who collect personal 

information from EU citizens, even if the program/event the in-

formation is being collected for is not being held in the EU. For 

example, Toronto-based IncentiveWorks will have to be GDPR 

complaint with any data collected from exhibitors or attendees 

who are EU citizens.

3 | The regulation gives EU citizens the fundamental right 

to data privacy and the tools to protect that right in 

today’s digital world These tools are: 

• A “right to be forgotten”: When an individual no longer wants 

his/her data to be processed, the data must be deleted provided 

there are no legitimate grounds for keeping it.

• Easier access to personal data: Individuals will have more infor-

mation on how their data is processed and this information should 

be available in a clear and understandable way. Complementing 

this is a right to data portability that will make it easier for individ-

uals to transmit personal data between service providers.

• The right to know when one’s data has been hacked: Com-

panies and organizations must notify the appropriate nation-

al authority of data breaches that put individuals at risk. They 

must also advise individuals of the data breach as soon as 

possible so users can take appropriate measures.

• Data protection by design and by default: “Data protection by 

design” and “Data protection by default” are now essential ele-

ments in EU data protection rules. Data protection safeguards 

will be built into products and services from the earliest stage 

of development, and privacy-friendly default settings will be the 

norm—e.g. social networks or mobile apps.

4 | Fines for non-compliance can be as high as 20 million 

Euros or four per cent of a company’s worldwide annual 

turnover. Factors considered in determining a penalty include the 

gravity/duration of the violation; the number of data subjects 

affected and the level of damage they suffered; the intentional 

character of the infringement; any actions taken to mitigate the 

damage; and the degree of co-operation with the supervisory 

authority.

5 | The upside of the regulation is that it replaces 28 laws 

that have been in effect across the EU’s member coun-

tries. Ultimately, this will make it less expensive and more efficient 

to do business in the European Union and with its citizens.  

Source: European Commission, Europa.eu.

GDPR
BASICS

 ©Pe3check/iStock

+MEETINGDESIGN

G E N E R A L  DATA  P R OT E C T I O N  R E G U L AT I O N

T he Europe Union’s new General 

Data Protection Regulation (GDPR) 

comes into effect on May 25, 2018. 

An update and modernization of the 

1995 Data Protection Directive, it represents a 

significant step forward in guaranteeing the 

rights of EU citizens to data privacy. It is also 

being widely regarded as a harbinger of chan-

ges to data privacy regulations in other places 

around the world. The regulation itself is 200+ 

pages long, and the analysis and advice on its 

implementation available in print and online 

runs several times that length. A survey of 

U.S. event planners conducted by Eventforce.

com earlier this year revealed that two out of 

three respondents didn’t fully understand the 

regulation, and 60 per cent are responsible for 

compliance. To help those who aren’t yet fully-

versed on GDPR and all it means to the meet-

ings industry, here are five basic things to know 

about the regulation. 

GG RRRGG PRRGGD RG RR
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Kevin Lee
Celebrity event planner

Denise Donlon
Canadian television producer 

J.P. Pawliw-Fry
Performance coach & author

Lynn Crawford
Celebrity chef 

Knowledge 
Is Power

August 14 + 15, 2018
Metro Toronto Convention Centre

EARN CE 
CREDITS

www.incentiveworksshow.com

Two powerful days designed to build 
your skills, grow your network, and 
accelerate your career. Gain insights 
from leading business minds, and 
make business connections.  

Conference highlights
• Meeting rooms of the future 
• Experiential innovations
• Hottest trends

Get leading edge knowledge  
and earn CE credits for $199

SEATS ARE 
LIMITED

Keynote Sponsors
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• Connect with 350 exhibitors and leading suppliers

• Build your skills to plan better events and meetings

• Experience the latest, hottest trends on the show floor

www.incentiveworksshow.com

August 14 + 15, 2018
Metro Toronto Convention Centre

Connect at Canada’s Meetings + Events Show
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Connections 
Make Great 

Meetings!

2
POWERFUL 

DAYS 
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+COVERSTORY

T he markets are bullish on cannabis thanks to Bill C-45, 

Canada’s legislation legalizing recreational adult-use 

of marijuana, which is slated to pass its final Senate 

hurtles and come into effect this August. When it does 

it will create an industry that is bigger than booze and 

a new frontier of opportunity for the meetings industry.

According to Statistics Canada data, in 2017 about 4.9 million 

Canadians aged 15 to 64 spent an estimated $5.7 billion on can-

nabis for medical and non-medical purposes. This is equivalent 

to around $1,200 per cannabis consumer. Using that figure, the 

legal and pre-legal cannabis consumption is $100 million more 

than Canadians spend on hard alcohol (rum, gin, whiskey, vodka, 

etc.), though beer and wine sales are, for now, greater. 

But, Conrad Barber-Dueck, chief, SNA Analysis and Data De-

velopment at Statistics Canada, points out that as the majority 

of cannabis consumption is not yet legal in Canada, estimates of 

consumption and production are provisional. No-one knows how 

big the marijuana market really is—or will become.

What is well-known is the fact that, like alcohol and tobacco, 

cannabis producers face strict prohibitions on how they can mar-

ket and sell their products and services. As a result, the rapidly-

increasing number of companies in the Canadian cannabis sec-

tor have to rely on networking, public awareness opportunities 

and face-to-face events to interact with investors, suppliers, 

MARIJUANA &  
THE MEETINGS 

INDUSTRY
 IS A CANNABIS EVENT  

IN YOUR PLANNING  
FUTURE?

BY ALLAN LYNCH
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+COVERSTORY

prescribers and consumers. There is already a full calendar of na-

tional, regional and city events running nationwide. In addition, 

there is potential for cannabis producers to broaden their reach 

and awareness campaigns by becoming exhibitors and sponsors 

at non-cannabis sector events. 

Canada’s in a leadership position
Two of the largest events in Canada are the Lift Expo Toronto 

and Lift Vancouver, both owned and produced by Lift & Co. 

Ltd. Nicholas Pateras, vice-president of growth for the Toronto-

based company, says that the cannabis market grows 10 per cent 

month-over-month, in contrast to pharma, where categories 

grow one-to-two per cent every year. 

He reports that the Lift Expos see an equal level of high 

growth. For example, the first Vancouver expo, held in Septem-

ber 2016, drew 7,000 attendees to the Vancouver Convention 

Centre (VCC). The second edition, which ran January 13-14, 2018 

at the VCC, attracted 14,000 attendees and 130 exhibitors. 

This month, the third edition of the Lift Cannabis Expo Toron-

to will be held May 25-29, 2018 at the Metro Toronto Convention 

Centre (MTCC). “It’s going to be huge,” says Pateras. “Our first 

year we had 8,000 attendees. In 2017, we grew that to 15,000 at-

tendees—almost double. We benefited from the fact that we had 

much more promotion and a bigger team. We also are growing 
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the size of the event in terms of 

the number of exhibitors, spon-

sors and the size of the show 

floor. This year the show floor is 

50 per cent bigger. We’re taking 

over the entire North Building.”

The show’s exhibitor num-

bers have grown by 55 per cent, 

climbing from 160 in 2017 to 250 

for 2018. While the bulk of exhib-

itors are Canadian, 10 per cent come 

from the United States, Europe and 

Israel. “Canada is going to be the first 

G20 nation to legalize cannabis at the fed-

eral level,” says Pateras. “We are in a leadership 

position. Every other country, every other market, is 

looking at us as being the best-in-class example. The capital 

markets and investors are excited about that.”

He explains that Canada is the second country in the world to 

legalize the medical use of cannabis, behind Israel. “Thankfully, 

where they focused more on research, we focused on patients 

and commercializing product for export. Forget recreational 

[use], medical use has fantastic growth and that’s not even ac-

counting for the fact that in the last 12 months a dozen European 

jurisdictions either launch or announce they are going to launch 

medical programs. Canada has the opportunity to export or 

move into these markets. The medical cannabis phenomenon is 

a global one. It’s fantastic. On the recreational side, it’s the same 

thing. We are the leaders in that too because we have such an 

established medical framework.”

One of the newer players in the market is London, ON-based 

Indiva Limited. Koby Smutylo, its chief operating officer and gen-

eral counsel, says he attends two to five cannabis events a month, 

including the Lift Expos, where they are exhibitors. According to 

Smutylo, attendance at the expos is mandatory because “there 

are a lot of companies that have raised a lot of money and it’s 

so competitive.” However, he adds, that like the alcohol market, 

the cannabis market is “massive” and there’s room for lots of 

companies.

“The strategy for awareness is attending everything from job 

fairs to industry events. We’re attending a lot of health and well-

ness events to make a positive impression on medical profes-

sionals, pharmacists and others in the wellness industry,” says 

Smutylo. “In Toronto, we sponsored a wine and cheese event to 

engage the medical community and learn about their concerns, 

what they want to see and to let them know we’re a responsible 

provider of cannabis products.”

He adds that they are also “doing lots of smaller events.” For 

example, he says that there’s an orchestra evening the company 

might attend in some capacity, and they are looking at sponsor-

ship opportunities related to arts events since research shows 

that “people who are a little bit 

artsy are more likely to engage in 

using cannabis.”

In addition to the Lift Expos, 

there are Hempfests in Saska-

toon, Calgary, Edmonton and 

Winnipeg; cannabis meetings in 

Halifax and Vancouver; and soon 

to be a CannabisFest in Montreal. 

While tight regulations in Que-

bec have kept other organizers out 

of the market, Montreal-based Phi-

lippe Telio, who produces the highly suc-

cessful StartUpFest, as well as the World 

Elevator Tour and ResolveTO, is barreling into 

the cannabis expo sector.

“We’re StartUpFest, so we like to do things that are new, 

and obviously anything to do with alternative business is in our 

wheelhouse. Cannabis is supposed to be legal this summer, so 

the time is right,” he explains. “Two years ago, the winner of our 

$50,000 Best of the Fest prize was a company called Hello MD 

out of San Francisco. Since everybody is wondering what they 

should be investing in, what they should be building and what 

the opportunities are in the [cannabis] industry, Hello MD came 

to us and said, ‘It looks like Canada is primed to develop a lot 

of great things this summer, can we do something in a partner-

ship?’”

Telio sees CannabisFest as a natural tie-in for his company’s 

mission to be on the leading edge of new economy opportunities. 

“This is a burgeoning sector. StartUpFest is about entrepreneur-

ship, so this is really an opportunity for tech entrepreneurs to 

figure out where the opportunities are [in the cannabis market].”

He also sees opportunities existing beyond the growing and 

selling of cannabis. “We’re in talks with companies that are do-

ing some very interesting grow technologies, like new lights to 

help improve the growth and potency of products. I assume this 

is going to have a positive impact on agriculture as a whole. You 

have people trying to grow this highly lucrative product more ef-

ficiently, so why not use that same technology down the road to 

grow tomatoes? We’re going to create a bunch of new technolo-

gies that will help us grow all sorts of produce more efficiently.”

Just an event like any other event
This January The Fairmont Waterfront Hotel Vancouver hosted 

the Canaccord Genuity Wealth Management Second Annual 

Cannabis Investor Day. Canaccord is a boutique wealth manage-

ment company with offices across Canada, Australia and United 

Kingdom. According to Hadley Sullivan, a senior communications 

manager with Fairmont, the event had 500 attendees ranging 

from investors to representatives from 28 presenting companies. 

“The event used all of our 24,000 square feet of function space, 

+COVERSTORY

“…exhibitors are 
not permitted to sell 

or sample on the show 
floor, nor are attendees 

allowed to consume 
cannabis on site.”

Nicholas Pateras, Lift & Co.

©iStock
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and additionally used parlour guestrooms for one-on-one meet-

ings. Food and beverage consumption was heavy, but there were 

no unusual requests,” she reports.

While a number of Canadian properties have expressed a will-

ingness to work with “any group operating within the law,” there 

has been resistance in other places were cannabis is legal. Colo-

rado legalized cannabis for recreational adult-use in 2012 and 

created a billion-dollar industry employing 18,000 people. Still 

the sales director for an iconic resort in the state, which refuses 

to be named, quite emphatically says that they haven’t hosted 

any cannabis events “and we don’t want to go there.”

Craig Lehto, general manager of the Vancouver Convention 

Centre, says the VCC’s key takeaway from hosting the Lift Expo 

is the normalcy of the event. “Initially we had some concerns, but 

this trade show runs very much like other trade shows hosted at 

our venue. The Lift Expo is really about business and the can-

nabis part is almost irrelevant. The show targets industry profes-

sionals and not recreational users. There is nothing unusual to 

point out with event requirements. Security was similar to other 

trade shows held here. It had limited f&b, but what it did have [a 

bistro, lunch and dinner for the seminar attendees] were typical 

fare we offer.”

Christine Tse, director of marketing at the Metro Toronto Con-

vention Centre, the venue for the Lift Expo Toronto, says that it 

sells out its exhibitor space and has all the signs of a successful, 

growing show. 

Pateras, who was a brand manager at Johnson & Johnson 

before joining Lift & Co. 13 months ago, points out that Lift is 

a media and tech company. “We don’t grow, sell or distribute 

cannabis in any way. Our mission statement is: ‘To empower 

informed cannabis decisions.’,” he says. “Given the regulations 

and advertising restrictions in place on the producers, our role 

in the industry is to bridge the information gap between buyers 

and sellers.” The latter being handcuffed by very tight regulatory 

practices, and the former facing a vast choice of suppliers and 

products.

Cannabis [expo] exhibitors, he explains, include cultivators, 

who actually grow the plant; testing companies; air processing 

and extraction companies; and packaging suppliers. “Then you 

have the services, so everything from financial and legal servi-

ces to creative and branding. Essentially it mimics everything 

you would see in alcohol or tobacco, where you have something 

that is created in a production grade environment that has to 

go through all these steps and hurtles in the quality assurance 

processes to make its way into the hands of consumers. And then 

there are all the ancillary services that help and support it every 

step along that path.”

As for cannabis expos and conventions devolving into pot 

parties, Pateras explains that exhibitors are not permitted to sell 

or sample on the show floor, nor are attendees allowed to con-

sume cannabis on site. However, since you can’t follow people 

Bill C-45
in Brief 
Introduced in the House of  

Commons on April 13, 2017,  

Bill C-45 will legalize recreational 

adult use of cannabis and cannabis 

products. The Government’s “goal  

for legalizing, strictly regulating  

and restricting access to cannabis  

is to keep cannabis out of the hands  

of Canadian youth, and to prevent  

organized crime from continuing  

to profit from the illegal cannabis  

market.” Canadians use cannabis  

at some of the highest rates  

in the world. 

Bill C-45 is currently before the  

Senate for review. The Senate has 

committed that it will hold a third 

reading vote on the Bill no later  

than June 7, 2018.

The provinces and territories  

will have an eight- to 12-week  

transition period between when  

the bill receives Royal Assent and 

when the new laws come into force.  

This moves legal use and purchase  

of cannabis to August, at  

the earliest. 

Source: Government of Canada |  
www.canada.ca

+COVERSTORY
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into washrooms, the Lift expos do have 

a large contingent of emergency re-

sponders and security. None have been 

needed. 

What they have permitted is the 

medical use of cannabis. “We had a Vap 

lounge on-site at the MTCC for the last 

two years,” he says. “That is a lounge 

where only legal medical patients can 

consume their cannabis in vapourizable 

form, and it comes with a whole slew of 

restrictions. We obviously have to valid-

ate that the person is a medical con-

sumer or patient, and they have to sign 

a liability waiver.”

This raises the question of whether 

medical use of cannabis will receive 

the same level of legal recognition as 

regulations stipulating accessibility for 

the handicapped and accommodations 

for service dogs. The answer may come 

down to provincial regulations versus a 

national policy or standard.

As for recreational adult users, 

Pateras says that their expo attendees 

span the spectrum. “We have people 

who fulfill the cannabis stereotype of 

stoner potheads with tie-dye shirts and 

ponytails, but they are a minority. Really, 

you’re looking at the everyday consum-

er. We have young professionals, who 

are established in their careers in law or 

banking. We’ve got parents showing up. 

We’ve got people in their 70s and 80s 

who may have had a relationship with 

pot many years ago and are now curi-

ous about cannabis either as a medicine 

or looking to learn more 

about the recreational ef-

fects. Think how many 

people consume alcohol 

for different reasons. That’s 

analogous to this industry.”  

Cannabis 
Cafes?  
WIRED magazine recently reported 

that there was an infusion of canna-

bis at a cryptocurrency industry event held this March in 

New York City. According to the article, several of the 200 

delegates, who paid $500 to attend, later commented that 

they felt weird. It turns out that either they didn’t under-

stand the event’s f&b menu or didn’t notice that some 

items, like cocktails, olives, sugar and various condiments, 

were listed as “cannabis infused.” Afterwards, on social 

media, delegates shared their experiences, which ranged 

from paranoia, an inability to speak, thinking they had food 

poisoning, navigating a spinning room or trying to find a 

lost afternoon.

One of the many questions that story raises is whether 

cannabis will become such a mainstream stimulant that it 

will become as ubiquitous as the cocktail party, with can-

nabis cafes and lounges taking place at events. 

One would need a crystal ball to answer that question, 

but before you have visions of reefer madness at your 

events (or in your workplace) when Bill C-45 is enacted 

keep in mind the analogy with alcohol and tobacco. There 

will be provincial and local legislation governing use as well 

as the federal legislation. For example, if smoking is forbid-

den in a building, will recreational smoking of pot be al-

lowed? No. The Tobacco Act is slated to be amended when 

Bill C-45 is enacted. Smoking is smoking. If it’s against your 

company policy to drink on the job, doesn’t it make sense 

to extend that ban to cannabis use at work? 

The role of cannabis in meetings will be further governed 

by considerations business event professionals incorporate 

into all their event planning. Think about f&b allergies, duty 

of care, liability issues, client preferences, venue restric-

tions, and plain old common sense. 

“The strategy  
for awareness is  
attending everything 
from job fairs to  
industry events.”
Koby Smutylo, Indiva

+COVERSTORY
CONTINUED FROM P.29
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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

CONTINUED 

Main room bar, The Carleton, Halifax.  Photo © Phototype.

Loft king guestroom, The Anndore House, Toronto. 

NOVA SCOTIA
The Carleton, Halifax’s award-winning live music venue and 

restaurant, closed for more than a month this winter for a com-

plete refresh. Highlights of the renovation include a new quartz 

bar, back bar, appliances and accessories; new tables, chairs 

and barstools; all new lighting fixtures; a revised entryway; new 

flooring throughout; updated sound and lighting systems; up-

dated guest and staff washrooms, which were also converted 

to gender-neutral; and new paint throughout including a wrap-

around mural of historical Carleton and Halifax. In addition, its 

private dining room (capacity: 20 seated, 35 reception) was re-

vamped. Groups can also rent the main dining room (capacity: 
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+CANADAUPDATE

100) or do a full buyout. + Vancouver-based Sutton Place Hotels 

is opening a 262-room luxury hotel in Halifax’s Nova Centre, the 

new mixed-use commercial centre that is home to the Halifax 

Convention Centre. It is scheduled to open in Spring 2019.

QUEBEC
Montreal-based Tidan Hospitality and Real Estate Group has ac-

quired the iconic Marriott Chateau Champlain. Tidan co-owners 

Mike Yuval and Jack Sofer plan to restore the property’s many 

heritage features and upgrade the 611-key property’s guestrooms, 

suites, hallways, lobby, meeting and special event spaces, and res-

taurant. The hotel will remain open during the restoration, which 

is slated to begin in late 2018.

ONTARIO
Hotel X Toronto by Library Hotel Collection, the new-build, 

404-room, lakefront luxury hotel located in Exhibition Place, had a 

soft opening on March 20th, welcoming guests to its guestrooms 

and suites. When complete, the development will be the city’s first 

“lakefront oasis.” It has more than 60,000 square feet of event 

space across 17 distinct venues + The Anndore House is the latest 

addition to Toronto’s boutique hotel scene. The 113-room property, 

which is located just steps from Yonge and Bloor Streets, officially 

opened April 16th. This summer it will unveil a second-floor meeting 

and party room that will feature a large terrace with park views.  

MANITOBA
True North Real Estate Development, in conjunction with North-
land Corporation of Vancouver, will break ground on The Sutton 
Place Hotel and its residential tower this spring. The two towers 

are part of True North Square, a mixed-use complex adjacent to 

Winnipeg’s Bell MTS Place and the RBC Convention Centre. The 

18-storey hotel tower will have 288 guestrooms. It is slated to 

open in 2021.    

CONTINUED FROM P.31

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.

Lobby, Hotel X Toronto. Photo © Gillian Jackson.
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NEW HOTELS, UNIQUE VENUES AND CONFERENCE  

FACILITIES AROUND THE WORLD. 

B Y  L O R I  S M I T H

Pool, The Harbor Club St. Lucia

Ocean Resort Casino (artist rendering), Atlantic City, New Jersey.

AUSTRALIA
Work is officially underway on the second stage of the Sydney 
Opera House’s $273-million (AUD) renewal project. The renova-

tion will deliver a 2,900-square-foot kitchen and approximately 

5,400 square feet of function space, which can accommodate 

190 people seated and 500 reception-style. + Melbourne will 

be home to the first new-build Marriott hotel in Australia in 20 

years. Construction is slated to begin later this year on the prop-

erty, which will feature two interlinked, petal-shaped towers with 

200 guest rooms and 106 residential apartments. It will also have 

a 28-metre infinity pool on its rooftop. + The Langham, Mel-
bourne is expanding and renovating its ballroom. The expanded 

space will be able to accommodate up to 630 guests for a stand-

ing reception, 425 theatre-style, 220 classroom-style or 360 for a 

seated dinner. The renovation includes the addition of partition-

CONTINUED 

PLACES   
SPACES
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+PLACESSPACES

ing walls, which will allow the room to be 

divided into five sections. Work is scheduled 

to be completed by February 2019.  

MEXICO
The Los Cabos International Convention 
Center reopened in April, following a major 

renovation. The revamped centre has nearly 

70,000 square feet of meeting space, three 

exhibition areas and 11 breakout spaces, and 

can accommodate up to 8,000 people. It is 

LEED-certified and features 1,008 solar pan-

els producing 413,000 kilowatts of power, 

LED lighting, and water treatment and rec-

lamation facilities. + AccorHotels will open 

its second Novotel property in Mexico City in 

2020. Construction of Novotel Mexico City 
Insurgentes will begin in the second half of 

2018. Located in front of the World Trade 

Center Mexico (WTC), the hotel will have 106 

guestrooms, a GourmetBar and a modular 

“Meet N Work” space that can be used by 

business travellers for work or meetings. 

PUERTO RICO
The St. Regis Bahai Beach Resort in Rio 

Grande, which has been closed since it was 

damaged by Hurricane Maria last fall, will 

reopen on October 29, 2018, following a 

$60 million USD renovation. The revamp 

includes every guestroom and suite, the 

Plantation House, the seaside pool and es-

planade. The resort has 26,557 square feet 

of function space in the Planation House 

and three outdoor lawn venues. 

SPAIN
Luxury lifestyle hotel brand, ME by Meliá, 

has opened its first property on the Cata-

lan coast. ME Sitges Terramar is located 16 

kilometres from the Barcelona Airport, and 

has 213 rooms, two restaurants and a var-

iety of meeting rooms and event spaces. 

ST. LUCIA
The Harbor Club St. Lucia joined the Curio 
Collection by Hilton, becoming the brand’s 

the first property on the island. The nautical-

ly-inspired property has 115 cabin-style 

rooms and suites, 10 bars and dining outlets, 

four swimming pools, a spa and gym, and 

more than 7,000 square feet of meeting and 

event space including a 3,000-square-foot 

deck overlooking Rodney Bay.

SWEDEN
The Swedish Exhibition & Congress Group 
in Gothenburg, Sweden will start construc-

tion of its fourth hotel and office tower 

this year. The new property will have 350 

guestrooms, giving the Group a total of 1,550 

rooms. The expansion also includes new 

entrances and an additional storey on the top 

of its exhibit halls, creating an extra 150,000+ 

square feet of space with an auditorium. 

UNITED STATES
CALIFORNIA- San Diego’s Paradise Point 

Resort & Spa, a Destination Hotel, wraps 

up its $24-million guestroom renovation 

this month. The waterfront resort’s 462 

bungalow-style rooms, which were reimag-

ined by Perkins + Will, now feature new tile 

floors, a navy and white palette brightened 

with citrus hues (lime, tangerine), white-

washed headboards, rope tables and sliding 

barn doors, opening to new bathrooms with 

walk-in showers, bohemian porcelain tile 

floors and nautical wallpaper.  The resort 

has 80,000 square feet of event space. 

NEW JERSEY – The Ocean Resort Casino 
in Atlantic City will reopen this summer as 

a member of The Unbound Collection by 

Hyatt brand. The luxury resort, which was 

formerly the Revel Hotel and Casino, is 

located on the city’s famed Boardwalk. It has 

1,399 guestrooms; 160,000 square feet of 

indoor meeting and convention space with 

another 90,000 square feet of outdoor spe-

cial event space; and a 32,000-square-foot 

spa. +  TEXAS - AccorHotels significantly 

increased Austin’s hotel room inventory 

with the opening of the 1,048-key Fairmont 
Austin, the largest Fairmont property in the 

United States and the brand’s second largest 

property globally. The 37-storey hotel has 

nearly 140,000 square feet of meeting and 

event space, five restaurants and bars, and 

the largest outdoor pool and full-service spa 

in Downtown Austin. It has direct access to 

the Austin Convention Center via the Red 

River Canopy Walk.  

CONTINUED FROM P.33 

Photos (clockwise from top): Fairmont Austin at sunset.  

Photo © Christopher V. Sherman | AccorHotels; Sydney 

Opera House. Photo © rugliG | istockphoto.com; 

Paradise Point Resort & Spa, San Diego.  

Photo © Fred Licht. 
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CHICAGO
BY LORI SMITH

 THE MIRACLE MILE & BEYOND
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+DESTINATIONS

BOOK IT
The American Writers Museum 

opened in downtown Chicago in 

May 2017. Since then it has been 

named “Illinois’ Best Attraction” by 

USA Today readers. Capacity: 250.

GO BOHO
Beatnik, the latest addition to Bon-

homme Hospitality Group’s roster 

of venues, features a decor inspired 

by the bohemian lifestyle of 1950s 

Europe and America. 

RIVER RIDE
The new Odyssey Chicago River 

Experience launches this summer. 

This single-level, glass-enclosed 

boat can accommodate up to 200 

guests. It will operate year-round. 

   

PHOTOS (Page 36):  (Top) Early morning, 

downtown Chicago. Photo © stevegeer | 

istockphoto.com.  (Second row, l-r) Beatnik 

dining room. Photo ©  Kailley Lindman; 

Salon, Ambassador Hotel; Communal table, 

Columbus Tap, Fairmont Chicago Millennium 

Park. Photo ©  Fairmont Hotels & Resorts; 

Entrance, Wrigley Field. Photo © patty_c | 

istockphoto.com. (Third row, l-r) Bar, Hotel 

Zachary at Gallagher Way. Photo © Dave 

Burk Photography LLC; Grand ballroom, 

Marriott Marquis Chicago. (Bottom row, l-r) 
Exhibit hall, The American Writers' Museum; 

View from Signature Suite, Fairmont 

Chicago Millennium Park. Photo © Fairmont 

Hotels & Resorts; Hall, renovated third floor 

meeting space, Hilton Chicago. 

Chinatown, Motor Row, Museum Campus, 

etc.) are benefiting. Whitaker confirms that 

the expansion has “definitely attracted more 

development and activity to the South Loop, 

including new breweries along Michigan Av-

enue, restaurants in the vicinity, other venues 

near the Campus.” He also explains that even 

before Wintrust Arena and the Marriott Mar-

quis were completed, a new CTA Green line 

station at Cermak and State Streets was fin-

ished, making it easy to get to and from the 

neighbourhood.

DISCOVERING LOCAL ENERGY
While the main downtown neighbourhoods-

remain the city's visitor fulcrum, Whitaker 

points out that hotel development, new 

restaurant openings and cultural institu-

tions across the city’s neighbourhoods are 

“presenting more opportunities for meetings 

and events seeking a distinct, local energy 

as their setting” as well as opening up more 

ways for event attendees to experience the 

destination. 

For example, The West Loop, which was 

once home to factories, wholesale markets 

and warehouses, is exploding. In August 

2017, the 150-room, Mies-inspired Ace Hotel 

Chicago opened. In October 2017, the Hotel 

Chicago West Loop, a 116-key budget bou-

tique property and the city’s first hotel/gal-

lery fusion, began welcoming guests. The 

11-storey, 103-room Nobu Hotel Chicago is 

slated to open in late August. The first quar-

ter of 2019 will see the opening of The Hox-

ton, a 175-room property located in the Ful-

ton Market District. And, in 2020, Hyatt plans 

to open a 220-key property in a 53-storey 

building located across the street from the 

new $250 million McDonald’s headquarters, 

which is currently under construction. 

Another neighbourhood for planners to 

consider—or reconsider—is Lakeview, aka 

Wrigleyville. Just this spring, a new property 

opened up across the street from Wrigley 

Field, Chicago’s iconic baseball park. A 

member of Marriott International’s Tribute 

Portfolio, Hotel Zachary has 173 guestrooms. 

It was developed by the Ricketts family, who 

purchased the Chicago Cubs in 2009. In 

addition to developing Hotel Zachary, they 

have built a new, six-storey headquarters for 

the team, which houses the 5,300-square-

foot American Airlines Conference Center 

on its second floor. Now groups of up to 300 

can meet, eat and catch a game. No trans-

portation needed.  

Chicago is booming. At the start of 2018, 
the popular convention city’s hotel inventory 

included 42,965 rooms at 126 properties. This 

year more than 2,100 rooms will be added to 

that total, and another 1,313 keys are already 

in the development pipeline for 2019 to 2021. 

Along with the growth in accommodations, 

the U.S.’s third largest city is also seeing an 

upswing in new unique venues, restaurants 

and attractions. 

“What’s exciting about a destination 

like Chicago is that there are truly unique 

venues in and around downtown as well as 

in the neighbourhoods,” says David Whita-

ker, president and CEO of Choose Chicago. 

“While there are still plenty of options and 

compelling reasons to be in the Loop or 

along the Magnificent Mile, there are also 

plenty of compelling reasons to go beyond 

the Loop to other parts of the city. It provides 

myriad options for meeting planners and al-

lows them to seek creative ways to invigor-

ate and execute an event no matter the size 

group. It’s great to have options.”

CONVENTION CAMPUS
One area of the city that is providing plan-

ners—and event attendees—with more op-

tions is McCormick Square and its “Campus.”  

At 2.6 million square feet, McCormick Place 

has long been the largest convention cen-

tre in North America. Opened in 1960 on 

the lakefront, the facility has emptied out 

at the end of each business day, attendees 

and exhibitors returning en masse to down-

town hotels and restaurants. The opening of 

the 1,258-room Hyatt Regency McCormick 

Place in 1998 helped keep some f&b and en-

tertainment dollars in the area. But, it was 

Mayor Rahm Emanuel who championed and 

pushed through the development of the area 

as a major entertainment, hospitality and 

sports district.

Last year both the 10,000-seat Wintrust 

Arena and 1,205-room, 40-storey Marri-

ott Marquis Chicago opened in McCormick 

Square. This fall, a triple-brand Hilton prop-

erty—Hilton Garden Inn, Hampton Inn by Hil-

ton and Home2Suites by Hilton—will open, 

adding 466 rooms to the area’s accommo-

dation inventory. The 23-storey building will 

connect to McCormick Place via a skybridge.

The addition of the Wintrust Arena and 

the new hotels means that McCormick Place 

event participants are staying in the area 

and locals are visiting it as well. As a result, 

adjacent neighbourhoods (South Loop, 

+DESTINATIONS
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N ewsflash: Insipid is out, flavourful is in, as meeting and 

event menus evolve to meet the expectations of atten-

dees who, through exposure to global cuisines at home 

and abroad, bring increasingly adventurous palates to 

the banquet table. It’s a Golden Age for banquet kitchens that have 

been given licence to push the culinary envelope. Bye-bye bland and 

predictable, hello spicy and exotic.

“Meat and potatoes have gone by the wayside. Consumers want a 

multicultural experience, and international cuisine is here to stay,” said 

Chris Southwick, director of operations at The Ritz-Carlton, Dallas. 

International cuisine takes many forms on the hotel’s event 

menus. Northern Thai influences, for example, show up on action 

stations featuring larb, a street food built on ground meat mixed 

with toasted rice, chili peppers, lemongrass, cilantro, mint, fish 

sauce and kaffir lime.

Build-your-own ramen stations offer pork- and miso-based 

broths accessorized with garnishes like udon or rice noodles, 

dried shiitake mushooms, tonkatsu pork, fish cake, bok choy, 

bean sprouts and fresh herbs.

Group options include Moroccan tagines (stews), the likes 

of chicken with harissa chili-pepper paste, and lamb with date 

and olives; currywurst (cured pork sausage dipped in curried 

ketchup); and roasted whole baby lamb marinated in Indian chili/

vinegar vindaloo sauce. An Indian-themed station spotlights a 

tandoor oven in which naan bread, chicken skewers and masala-

spiced paneer (cottage cheese cubes) are cooked.

“The world is evolving, and people’s palates are evolving along 

with it. Attendees are looking for experiential events, and they’re 

also learning something in the process,” concludes Southwick.

KICKING UP THE SPICE AND HEAT
Globally-focused fare is also on the menu at Ottawa’s Shaw Centre, 

whose executive chef, Patrick Turcot, notes that, “Chefs working 

in the meetings and conventions industry have added pressure to 

showcase creativity in their dishes; we want to change the percep-

tion that these types of venues only serve rubber chicken.”

And indeed, the convention venue’s globally-themed spring 

2018 menu offerings are the very antithesis of rubber chicken: a 

tuna poke salad featuring lemongrass honey, sesame seed rice 

noodles, edamame, diced yellow beets and ponzu orange vinai-

grette; miso Pacific wild cod topped with lobster broth and lob-

ster salsa partnered with buckwheat noodles and sesame seed 

braised daikon and carrots; a creamy butter chicken (“we kick up 

the spice a few levels,” said Turcot) accessorized with cinnamon-

scented basmati rice; Salvadorean pupusas, one of the menu’s 

many gluten-free star dishes, features thick corn tortillas stuffed, 

in this case, with St-Albert cheese curds and a choice of zucchini 

or pulled pork, paired with traditional El Salvador-style cabbage 

slaw and a homemade spicy tomato aioli. 

Creative vegetarian options run to the likes of tempeh 

cumin-spiced chili served with cornbread; mushroom gnoc-

chi featuring wild mushroom cream sauce, Glengarry Celtic 

blue cheese and grilled king oyster mushrooms; and a French 

cuisine-inspired white bean truffle cassoulet, substituting egg-

plant and lentil meatless meatballs for the traditional meats.  

The creativity and spice continue in the centre’s "Taco Time" 

lunch offering—where homemade pulled pork, crispy fish or chili-

fried quinoa and slaw are tucked into soft flour tortillas, served 

with corn and black bean salad, and complemented with churros, 

the run 

+ CUISCENE

GLOBAL  
INFLUENCES  
ARE SPICING UP  
BANQUET
FOODS
B Y  D O N  D O U L O F F

Bland on
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spicy chocolate dip, dulce de leche flan and 

sliced fresh fruit for dessert. Even a familiar 

dish like mac ’n’ cheese is updated courtesy 

of penne pasta, 1608 raw milk cheese from 

Quebec’s Laiterie Charlevoix, Brome Lake duck 

confit and Japanese-style panko breadcrumbs.

BOLD  GOING IN NEW FLAVOR DIRECTIONS
“People always want to try the next new thing,” said James Price, 

executive chef at the Scotiabank Convention Centre, in Niagara 

Falls, Ont. On its banquet menus, the venue delivers all manner 

of new tastes, including beef served with Argentinean chimichur-

ri herb-and-olive-oil sauce; avocado mousse animated with cil-

antro and chilis; and tacos stuffed with halibut ceviche or grilled, 

ancho-chili-marinated skirt steak.

The kitchen’s banquet menu jet-hops to India (channa masala 

and green curry salmon) and the Philippines (chicken in adobo, a 

sauce made of spices, soy, garlic and vinegar).

“It’s all about people trying new flavours for the first time,” notes 

Price. “We tailor menus to groups’ tastes and preferences. People 

love it when an event chef says, ‘What would you like to eat?’�”

The kitchen’s commitment to creating flavourful banquet 

foods even extends to making its own kimchi, miso and vinegar.

Kimchi (Korean-style fermented cabbage) shows up as a gar-

nish at ramen stations that offer fish and pork broths along with 

additional toppings such as scallions, bean sprouts, fried onions 

and fish sauce.

At the time of writing, the kitchen was in the process of making 

its own miso (fermented soybeans), a 60-day plus process that the 

kitchen planned to use as a condiment to flavour braised lamb neck 

paired with parsnip grits. The kitchen also inoculates leftover red 

and white event wine with unpasteurized, unrefined and unfiltered 

vinegar (known as the “mother”). Voilà — made-in-house red- and 

white-wine vinegar. A pickling program is also underway.

At The International Centre in Mississauga, Ont., the kitchen 

uses banquet buffet tables “to incorporate bolder options,” says 

executive chef Tawfik Shehata.

That translates to internationally-influenced dishes like Thai 

green curry, made with coconut milk and lemongrass and lav-

ished on chicken or vegetables; Indian-themed choices like but-

ter chicken, chicken masala, channa masala and saag paneer 

(spinach with cubed cottage cheese); Malaysian rendang, beef in 

a sauce perfumed with coconut milk and chilis; and Moroccan-

spiced chicken.

What’s more, the kitchen brigade brings flavour to non-buffet 

plated items by, for instance, incorporating chilis into chickpea 

soup, or adding them (along with garlic) to wok-fried veggies, or 

scenting lentil soup with curry. In the kitchen’s hands, even humble 

potato salad gets a Mexican makeover courtesy of 

chipotle (smoked, dried jalapeno pepper), smoked 

paprika, charred corn, cilantro and green onions.  

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

PHOTOS: (Opposite page) The Ritz-Carlton, 

Dallas – Chris Southwick, director of oper-

ations. Larb, a Northern Thai street food. (This 

page, clockwise from top left)  Scotiabank 

Convention Centre – Baco noir-braised 

Artisan Farms short rib with Holburn Farms 

mushrooms, beet puree and whipped parsnip. 

Executive chef James Price; Shaw Centre – 

Miso Pacific wild cod topped with lobster 

salsa. Executive  chef Patrick Turcot.

+ CUISCENE
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  GIFTS   
GEAR

1. Lanka massage ball is ideal for deep tissue muscle massaging, eliminating knots and relieving tension. The brandable silicone band comes in a 

variety of colours. Prices as low as $7.45 per unit with a one-colour logo. bosspro.com 2. Ideal for travel, simplehuman’s mini sensor mirror features 

the company’s tru-lux light system, which simulates natural sunlight; a sensor that turns the light on and off as your face approaches the mirror;  

10x magnification; and a padded travel case. Price $149.00 (amazon.ca). simplehuman.com 3. Lightweight Asana Cooling Towel is made from  

absorbent polyester. Simply soak it in cold water and wring it out, and it will retain its moisture and coolness. Price per unit as low as $4.00.  

brandblvd.ca 4. “Canadianism Coasters” are handmade in Canada from recycled glass. They are shipped in a boxed set of four. Pricing varies 

based on volume. orangefish.ca 5. Once this WiFi Smart Plug is connected to your network, you can turn things on and off via a smart phone app. 

Compatible with Amazon’s Alexa and Google Home. Set up (one-colour imprint): $66.00. Price as low as $33.70 per unit. universallinksinc.com
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BB Blanc Creating Event Magic Open House

8

Meetings & Conventions PEI 2018 Networking Reception – Toronto

+SNAPPED

9 10 11 12

7 8

1

6

2 3 4

5

(All captions are left to right. Unless noted, all photos are © Meetings + Incentive Travel)  BB BLANC CREATING EVENT MAGIC OPEN HOUSE | 1.  Dave Conte, bb Blanc. 2. Fiona Cho, Mon Cheong 

Foundation; Mark Awad, bb Blanc. 3. Leanna Ciccone, The Arlington Estate; Cierra Colelli, bb Blanc. 4. Vanessa Argiro, Alex Santini, Mike Agard and DJ Alerro, bb Blanc. TOURISM BAHAMAS TORONTO 

LUNCHEON | 5. (Photo courtesy Bahamas Tourism) Junkanooer Elkeno Bowley; Ellison 'Tommy' Thompson, Bahamas Ministry of Tourism & Aviation; Janet Cuffie, Bahamas Tourism; Hon. Dionisio 

D'Aguilar; Minister of Tourism & Aviation, Bahamas; Alanna McQuaid, M+IT; Joy Jibrilu, Bahamas Ministry of Tourism & Aviation; Paul Strachan, Bahamas Tourism (Toronto); andJunkanooer Tiffany 

Ryan.  MEETINGS & CONVENTIONS PEI NETWORKING RECEPTION | 6. Chelsea Allman, Grant Thornton LLP; Brandon Gillis, Delta Prince Edward by Marriott; Lindsay West, Grant Thornton LLP. 7.  Rita 

Plaskett, CMP, CMM, Agendum Inc.; Maureen Shuell, RendezVous Communications; Alysone Will, CMP, Absolute Conferences & Events; Ann Worth, Meetings & Conventions PEI; and Ellen Boddington, 

CMP, CMM, Stellar Conferences & Event Management Inc. 8. Malaika Palmer, Nishi Elisabeth Aubin, Darlene Smart, Matina Kalkounis and Karen Cornelius, Scotiabank.  9. Autumn Tuffin McDonald, TELUS; 

Tina Kraulis, Strategic Meetings & Incentives; and Suellen Clow, The Holman Grand Hotel. 1O. Marsha Doiron, Prince Edward Tours Coach Atlantic; Christine Desborough, Wynford. 11. Lisa Gaudier, Renee 

Atkins and Chantelle Bonham, Absolute Conferences & Event Inc. 12. Janet Higgins, Rodd Hotels & Resorts and Bill Graham, Golden Rule Marketing.

Tourism Bahamas Toronto Luncheon
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HOTELS + RESORTS

HOTELS + RESORTS

Book Your Next Meeting or Event
at Canada’s Leading Facility

Kevin Parker, Senior Sales Manager
1.800.572.3250
kparker@internationalcentre.com

6900 Airport Road
Mississauga, Ontario
Canada  L4V 1E8

CONVENTION CENTRES

MARKETPLACE
For detailed information on these listings visit

meetingscanada.com/buyers-guide

 

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

salesinquiry@vintage-hotels.com

BETTER 
BUSINESS IS 
DONE HERE

 Niagara-on-the-Lake, ON

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

INSPIRING  
MEETINGS  

HAPPEN HERE

 Niagara-on-the-Lake, ON

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”

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

salesinquiry@vintage-hotels.com

MEETINGS
THAT ENERGIZE

+ INSPIRE

 Niagara-on-the-Lake, ON
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Search the Buyers’ Guide online at

The most comprehensive event venue and supplier database in Canada.

NEED MEETING SPACE? SPEAKERS? 
ENTERTAINMENT?
Over 3,000 meeting industry suppliers have listings  
in MEETINGS + INCENTIVE TRAVEL’s searchable,  
online buyers’ guide database

• ASSOCIATIONS
• SERVICE + RENTALS
• SPEAKERS, ENTERTAINMENT + STAFFING
• TRANSPORTATION
• HOTELS, VENUES + DMOs
• EVENT RESOURCES
• PREMIUMS + GIFT CARDS

HOTELS + RESORTS

Shawnna Dickie-Garnhum would 
love to tell you more. 

S

Host your next meeting or event in 
the only city on the Bay of Fundy.

#SaintAwesome
Shawnna@discoversaintjohn.com

UNIQUE VENUES

“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
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Business Events Toronto 14

BusinessEventsToronto.com

Blue Mountain | The Westin Trilllium House, Blue Mountain 16

bluemountain.ca/groups | westinbluemountain.com

Hilton Worldwide 13

meetings.hilton.com

IncentiveWorks 2018 23, 24, 25

incentiveworksshow.com

The International Centre 7

internationalcentre.com

M+IT Hall of Fame 10

halloffame.meetingscanada.com

Marriott International OBC

Marriott.com/GroupSweeps

Meet Hawai’i  18

meethawaii.com

PCMA Canada West 35

canadawest.pcma.org

PCMA Education Conference 42

pcmaEduCon.org

Planner Protect 44

PlannerProtect.ca

Posadas Fiesta Americana 8

grandfiestamericana.com/meetingsmexico

Québec City Business Destination 20, 21

QuebecBusinessDestination.com

SITE Canada 45

sitecanada.org

Tourism Northern Ireland IFC, 3

tourismni.com

Tourism Saskatoon 32

conventionssaskatoon.com

Tourism Winnipeg 4

meetingswinnipeg.com

White Oaks Resort & Spa IBC

whiteoaksresort.wcom

+ADINDEX
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+NEXTGEN
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“Never forget where you came 
from and those first clients who 
took a chance on you.”
Name | Andrew Sykes  

Title/Company | General Manager, FMAV & President,  

Sykes Audio Visual Solutions, Halifax, Nova Scotia

I got a taste for the industry when I was young and started 

attending concerts, shows and community festivals. I was hooked. I 

started setting up sound systems for school events and then planning 

my own events. Ever since then I’ve had a passion for live events, and 

I’ve been able to make a career out of this passion. 

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

provide technology as a tool, enabling planners and producers to create 

a memorable and lasting experience for their attendees. From simple 

PA systems to elaborate lighting and all the pieces in between, the 

technology helps transform a space and bring life to an event.  

We gather to experience live events, to connect and convey a 

message. It’s exciting to be a team member in creating these 

opportunities. 

The biggest challenge I encountered when I 
began my career was discovering that the meetings 

and events industry is very reliant on word of mouth 

and reputation. This means that building a reputation 

and trust within the events community is a long, slow 

process, and rightfully so. People trust you to help 

execute their event and they answer to stakeholders, 

so building those initial relationships is key to your 

future success. Once you have those key clients, who 

trust you, you’re set! I always have loved the social and 

networking aspects of this business, and the relation-

ship- and trust-building is often overlooked.  

The most valuable lesson I’ve learned is never 

stop learning and challenge the status quo. This industry 

is always evolving, and you need to keep learning to stay 

current and not just repeat the same old tricks. Also, never 

forget where you came from and those first clients who 

took a chance on you. No matter how small they may 

seem in the scale of what you’re doing now, they helped 

you get to where you are today. Also, never be afraid of 

“no.”

I think this industry can never have too many 

young, passionate people with fresh new ideas and ways of 

thinking. This will help all of us push boundaries and rethink 

the way we deliver.  It’s also always nice to see people who 

are just starting in the industry, who are passionate and 

driven. It serves as a great reminder to everyone of where 

we started and how far we’ve come as individuals and as 

an industry. Being able to help someone jump-start their 

career or give them their first opportunity is an immensely 

satisfying feeling. 
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meet great here.

Great events need the right mix of unspoken perfection and something 
to talk about. With our engaging spaces, stellar dining & luxurious 

Niagara accommodations... discover why you’ll Meet Great Here.

WHITEOAKSRESORT.COM    1-800-263-5766    NIAGARA-ON-THE-LAKE 
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©2018 MARRIOTT INTERNATIONAL, INC. ALL RIGHTS RESERVED.

WHEN MEETING 
EXPECTATIONS 
EXCEED YOURS

SWEEPSTAKES WINNERS. MADE HERE.

LEARN MORE AND ENTER TO WIN TODAY AT MARRIOTT.COM/GROUPSWEEPS

Enjoy a signing bonus up to 150,000 Marriott Rewards® points* when you book  

a meeting by June 30, 2018. Plus, enter our sweepstakes for your chance to  

win a five-night getaway for two and other great prizes.

*Earn 3,000 Marriott Rewards® points for every 10 room nights contracted, with maximum earning up to 150,000 points.  

Valid for contracts signed by June 30, 2018 for events actualized by December 31, 2019. Prizes and points earned can also be  

donated to the charity of choice. Valid at participating properties only. Terms and conditions apply.
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