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From Prince Edward Island’s famous beaches and golf courses 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 

Maritime meetings 
at their finest.

 Rodd Brudenell River Resort



39

3M E E T I N G S C A N A D A . C O M

+CONTENTS

 feature
 17 MOVING FORWARD
   How IncentiveWorks is changing along with  

the business events industry.

   BY LORI SMITH

 incentiveworks 2018
 speaker preview
 22  THE POWER OF READING FROM  

THE SAME SCRIPT!
   Collaboration and clear communication  

are essential to event success.

   BY KIMBERLY BEAUNE, CMP, CSEP

 23 THE IMPERATIVE OF THE LAST 8%
   What are you leaving unsaid? Undone?

   BY DR. J.P. PAWLIW-FRY

 26 PERFECTING THE PITCH
   4 tips to make presentations concise and precise.

   BY SANDY JOBIN-BEVANS AND ADAM SCHRECK

 27 WHAT'S YOUR EVENT'S PERSONALITY?
  Adding “event enhancers” to increase engagement.

   BY DIANNE BUDION DEVITT

 28 ENGAGING AUDIENCES
   Can planners let go of control and let attendees  

drive their own experience?

   BY CLAIRE SMITH

 30 REDUCING EMAIL VOLUME
   10 tips to help you get your inbox under control

   BY ANN GOMEZ

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

PM 40063170

+ Freedom of [AV] Choice
+ IW 2018 Speaker Preview 
+ Reducing Email Volume

+ Learning Love Languages

JU
LY.A

U
G

U
ST  20

18

MOVING 
FORWARD

COVER: Photo © Donna Santos. 

Design by Ellie Robinson.

 columns
 9 LEADERSHIP
  Helen Van Dongen, CMP, CMM

  Conference Producer + Team Lead

  e=mc2 events

 12 THAT’S WHAT SHE SAID
   Speaking the right love language can  

improve your bottom line.

  BY COURTNEY STANLEY

 15 CONTRACTS 101
   Understanding freedom of choice in 

 choosing third-party AV suppliers

  BY HEATHER REID, ARCT MSC

 31 GIFTS + GEAR
   A preview of premium products from  

IncentiveWorks 2018 exhibitors.

   BY LORI SMITH

 35 THE SUPPLY SIDE
   How Canadian carriers are enhancing  

the air experience.

   BY ALLAN LYNCH

 37 CANADA UPDATE
   Alt+ banner launches in Brossard; Exchange  

Hotel Vancouver opening this summer;  

byPeterandPauls.com adds  

David Duncan House to portfolio.

   BY LORI SMITH

 39 PLACES + SPACES
   Jamaica’s Half Moon Resort renovation;  

AccorHotels debuts Raffles brand in Europe;  

Scottsdale’s Hotel Adeline reopens.

   BY LORI SMITH

 46 NEXT GEN
   Meet Karen Norris, CMP, Conference Manager,  

Canadian Association of General Surgeons

departments
 4 What’s on MeetingsCanada.com

 7 Editor’s Comment

41 Snapped

43 Buyers Guide Marketplace

44 Advertiser Index

37



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

HOTELS

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 Media Inc.  

Canada Post — Canadian publications Mail Sales Product Agreement 

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

5353 Dundas St. W. Suite 400, Toronto ON M9B 6H8. 

EDITORIAL
Editor

LORI SMITH, CIS
416.614.5819 | lori@newcom.ca

ART
Art Director

ELLIE ROBINSON
416.510.6854 | ellie@newcom.ca

SALES
Director of Business 

Development

HEATHER DONNELLY
416.459.2350 | heather@newcom.ca

International Business

Development Manager

ALANNA MCQUAID
416.510.5144 | alanna@newcom.ca

EDITORIAL CONTRIBUTORS

Kimberly Beaune, CMP, CSEP  |   

Dianne Budion Devitt  |  Ann Gomez  |   

Sandy Jobin-Bevans  |  Allan Lynch  |   

Dr. J.P. Pawliw-Fry  |  Heather Reid, ARCT MSc  |  

Adam Schreck  |  Claire Smith  |  Courtney Stanley 

CIRCULATION 
Circulation Manager

MARY GARUFI
416.614.5831 | mary@newcom.ca

PRODUCTION + ONLINE
Production Manager 

ALICIA LERMA
(Print & Online)

416.510.6845 | alicia@newcom.ca

NEWCOM MEDIA INC.

President

JOE GLIONNA

Chairman & Founder 

JIM GLIONNA

Vice-President, Operations 

MELISSA SUMMERFIELD
 

VOLUME 48, NUMBER 4 
JULY.AUGUST 2018

Photo © CN Tower | Canada Lands Company

CN TOWER OBSERVATION LEVEL RENO COMPLETE

KIMPTON ST. GEORGE OPENS

NEWS

RENOS

Photo ©PeopleImages/iStock

MPI PUBLISHING 
SAFETY & SECURITY 
GUIDE

Photo © Naomi Finlay 2018

“Why, when we are certain  

we provide a valuable service to 

 our clients, are we unable to  

explain the financial reality?"

Les Selby, CMP, CMM, Industry Insider

BLOG



© 2018 MARRIOTT INTERNATIONAL, INC. ALL RIGHTS RESERVED.

WHEN A VENUE INSPIRES

YOUR VISION

GREATER GATHERINGS. MADE HERE.
At Marriott International, we understand that creating positive impressions can make the greatest

impact for your business. With Marriott’s unparalleled portfolio of destinations, best-in-class teams,

innovative tools and unique event spaces, we have the venues that help bring your vision to life.

LEARN MORE ABOUT OUR CANADA PROPERTIES TODAY AT MARRIOTT.COM

LE CENTRE SHERATON MONTREAL HOTEL
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Redefine the meaning of fun when you plan your next event at The Rec Room. With up to 

60,000 sq. ft. of entertainment space, Canadian-inspired dining and gaming options 
ranging from ping pong to the latest virtual reality, it’ll be like nothing you’ve hosted before. 
With our onsite professional event planner always readyto assist, you’ll have everything you 

need to pull off your best event yet.
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+EDITOR’SCOMMENT

When I interviewed IncentiveWorks show 

manager Melissa Arnott and conference 

manager Sim Frayne for this issue’s article 

on the changes attendees and exhibitors 

will find at IW 2018, I asked them what 

makes their trade show and conference 

different from other industry events. Mel-

issa, who has extensive experience in the 

trade and consumer show business, said 

that IncentiveWorks gives planners of 

all levels a nice big punch in their Rolo-

dex on an annual basis. “It combines a 

robust trade show floor with education 

presented by professional speakers and 

industry experts. There’s nothing like it 

being offered in Canada.”

Sim added that what she loves about 

IncentiveWorks is how inclusive it is. Now 

the manager of four Newcom Media con-

ferences including IncentiveWorks and 

working on her CMP designation, Sim 

began her meetings industry career as an 

accidental planner. “For somebody who is 

just starting out, who has just had the boss 

come to them and say, ‘We’d like you to 

plan the conference next year’, it’s super 

value,” she explained. “IncentiveWorks is 

a place to start, not only in terms of edu-

cation but because it draws planners of all 

levels and that gives you the chance to net-

work and meet people who can help you. 

It also introduces you to the industry's sup-

pliers and all of the associations."

I agree with Melissa and Sim. Inclusivity, 

scope, non-partisanship and value are IW's 

defining characteristics and the reasons 

it plays an essential role in the Canadian 

business events industry. 

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.

Why you should go to IW

SHARE YOUR OPINIONS & EXPERTISE!

Need convincing? Consider the follow-

ing numbers.

IW's trade show floor is home to 300+ 

exhibitors representing more than 700 

companies. Major Canadian, U.S. and inter-

national suppliers come to Toronto every 

August to meet this country's meeting and 

incentive travel planners. 

The education program, offers four 

keynotes and 23 sessions at the confer-

ence proper and on the show floor, 95 per 

cent of which are eligible for continuing 

education (CE) credits. Over the course of 

the show's two days, attendees can earn 

a maximum of 10 CE credits. If they took 

advantage of the early bird registration 

rate of $199, each credit would cost them 

$20. I think that price tag stands up to, and 

probably beats, the cost per session at any 

other industry conference or workshop. 

Finally, 10 associations support the 

show, and eight of those associations have 

a complimentary booth on the show floor 

this year.  IW gives them the booths be-

cause it recognizes the value they bring 

to planners and suppliers. They take the 

booths because they realize the value of 

being at IncentiveWorks. 

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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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.
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   Helen’s 
event management experience spans 28 years.  

She has served in leadership roles in corporate and  
not-for-profit organizations, and worked with a broad 

range of clients as an independent planner.  Her experience 
in event strategy, design and execution has seen her work 
across Canada and around the world. A long-time member 

of meetings industry associations, Helen has held senior 
positions on chapter, national and international boards.  

She has taught at international conferences, and co-written 
and edited industry textbooks.  Helen continues to be 

sought after as a presenter at industry events and  
contributor to business events publications.  
She was inducted into Meetings + Incentive  

Travel’s Hall of Fame in 2010 in the  
Industry Planner category.

“Leadership 
isn’t just for 
extroverts.”
Helen Van Dongen, CMP, CMM
Conference Producer & Team Lead
e=mc2 Events

CONTINUED 
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+LEADERSHIP

How do you define leadership?
Leadership is unrelated to rank or position.  Rather, it’s about knowing 

where you want to go and inspiring others to join you in getting there.

What is the one characteristic you believe  
every leader should have?
Humility.  We tend to regard successful people as having accom-

plished what they have on their own.  No matter the goal, many 

people will have contributed to its achievement.  It’s easy to ac-

knowledge people who supported the effort in direct and tangible 

ways, but good leaders remember that even those who simply be-

lieved in them helped them achieve what they have. As a planner, 

I’ve seen C-suite executives—successful by many measures—take 

credit for the work or ideas of others, squash the advancement of 

skilled and deserving staff, withhold thanks and praise, and seek to 

blame others when initiatives failed.  None of those leaders under-

stood the difference between the prow of the ship and the turbines.

What do you wish you’d known about  
leadership in your early 20s?
I wish I’d understood that leadership isn’t just for extroverts.  As an 

introvert, it’s no accident I’m a planner; I’m much more comfortable 

backstage than on stage.  It took me too long to realize that a lec-

tern and a spotlight are props, not characteristics.  I’m a collabora-

tive leader—much more a coach than a boss.  I believe my job is to 

run interference for my people.  To give them the tools and support 

they need to do their best work, and get out of the way, so they can!

I also wish I’d known sooner that you don’t have to have direct 

reports to be a leader.  And that people who do have direct re-

ports—sometimes lots of them—aren’t necessarily good leadership 

role models.

When things aren’t going well, how do you rally a team?
Those who’ve worked on teams with me will have heard me joke 

about “the bond of shared suffering.”  There’s nothing like working 

through adversity to bring a group together.  As planners, that can 

mean dealing with outrageous client requests, crushing deadlines, 

shifting specifications, last-minute changes, poor sleep and worse 

food.  All those things are tougher to get through alone.

I lead by example.  I don’t ask anyone to do something I won’t 

do myself, and I’m not afraid to get my hands dirty.  Stuff name 

badges?  Check rooming lists?  Load buses?  Pack boxes?  You bet 

I will!  Seeing a leader put their shoulder to the wheel makes a dif-

ference to a team.  It says that the small things matter.  It says my 

role is different—not better—than the roles of those I lead.  It says 

what they do is important to me.  And it feels great to be on the 

team as much as lead it

Rallying a team is about reminding them that they’re good at 

what they do, that their effort is valued, and that you’ve got their 

back.  Of course, a little beer and pizza never hurt!

What holds people back from  
becoming/being a leader?
One word:  fear.

Fear of putting themselves on the line.  Fear of failure.  Fear of 

not being listened to.  Fear of the responsibility for others.  Fear 

of being the dissenting voice.  Fear of making the wrong decision.

Leaders are not universally loved.  They have to make tough deci-

sions, offer feedback that isn’t always welcome, and take respon-

sibility when things don’t go according to plan.  When you’re a 

leader, there’s no place to hide.  If you need to be liked, or you have 

a hard time saying no, or you’re not decisive, leadership can be 

stressful and lonely.  Not everyone wants that.

What is the biggest challenge facing leaders  
in the business events industry today?
It would be easy to say that our biggest challenge is the rapid pace 

of change, or how quickly technology advances, or that AI threat-

ens to make some of us obsolete.  Those concerns are certainly 

valid.  But, I’ve been in the industry for nearly 30 years, and one 

thing doesn’t seem to have changed at all. In all that time, not a 

month has gone by in which I haven’t heard that one day—very 

soon—event planners will have a seat at the table.  Will be listened 

to.  Will be will be taken seriously.  Will be more than just "party 

planners." It still hasn’t happened.

What action is needed to meet that challenge?
It doesn’t seem to matter which professional association you be-

long to, or what alphabet soup follows your name, whether you’re 

corporate or not-for-profit, third party or independent, planners 

need to learn the language of business.

Event professionals must stop talking about logistics with senior 

executives.  If the way we engage them is in conversation about 

menus and entertainment and screen sizes, we’re sunk.  Business 

people talk about outcomes, deliverables, results.  Chartered ac-

countants don’t talk to their clients about debits and credits, they 

talk about profits and investments and growth.  They talk about 

strategy and vision and action.  

CONTINUED FROM P.9

“…not a month has gone by in which I haven’t 
heard that one day—very soon—event planners 

will have a seat at the [executive/C-suite] 
table…. It still hasn’t happened.” 





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

(www.5lovelanguages.com) to help couples 

identify and understand their partner’s pri-

mary love language, or in other words, bet-

ter comprehend the way that their partner 

chooses to show love to others and recog-

nize when love is being shown to them. The 

concept suggests that by understanding 

your partner’s primary love language, you 

are able to more effectively communicate 

and strengthen your relationship to build 

Love does not exist solely in your 
personal life. Love grows professional re-

lationships inside and outside of the office. 

Love is action. Love takes work. Practicing 

love with your clients, your peers, your vol-

unteers, your members, and your team-

mates will not only improve your relation-

ships, but it will also boost your bottom line. 

The 5 Love Languages  concept 

was developed by Gary Chapman 

RELATIONSHIP

+THAT’SWHATSHESAID

HOW SPEAKING THE RIGHT LOVE LANGUAGE  

IMPROVES YOUR BOTTOM LINE

BUILDING
BY COURTNEY STANLEY #REALTALK

I believe in love, 
and not just as  

a romantic  
expression. 

©pixelfit/iStock 
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+THAT’SWHATSHESAID

a loving partnership. Much like your part-

ner, if your client or teammate is unhappy 

or not being loved in the way they wish or 

best relate to, your relationship could be-

come stunted and you may be unable to 

reach your greatest potential. 

If you put in the work (and trust me, it 

does not feel like work) to uncover what 

the love languages of the people around 

you are, I promise that you will start to de-

velop healthier, happier relationships. 

Start expressing gratitude in different 

ways to the people in your life and observe 

what seems to resonate with them. If you 

give your client a small gift, does it make their 

day? If you treat your employee to a cup of 

coffee and make an effort to catch up, do 

they seem to appear happier and feel ap-

preciated? Take note of specific acts of love 

that lift the spirits of the people around you 

or make an effort to observe how they show 

love to their own clients or other teammates. 

The five languages of love are:

1 | Words of  
Affirmation

Our business relationships can be greatly 

affected by the words that we use. Some-

times people simply need to hear the 

words, “I appreciate you,” or “You did a 

great job”. Most of us do not think to take 

a moment to use words to thank or praise 

the people around us. Do you have an 

amazing client that you really enjoy work-

ing with? Send them a handwritten note 

or pick up the phone and call them dir-

ectly to express your gratitude. Your client 

could likely work with a number of your 

competitor, but they have made the deci-

sion to work with you. Letting them know 

how much you enjoy the relationship can 

help strengthen your professional bond. 

The same idea applies to the people you 

work with. Is one of your colleagues going 

above and beyond? Send over an email 

letting them know how much and why you 

appreciate their work ethic, or give them 

a meaningful shoutout on your company’s 

communication system. Making an effort 

to appreciate your teammates helps build 

respect and trust, ultimately leading to a 

healthier, more productive relationship. 

2 | Acts of  
Service

It probably feels like you perform small acts 

of service for your client all the time, con-

sidering that they pay you to do just that. 

However, when was the last time you took 

a moment to go above and beyond, per-

haps with a personal touch, to show your 

client that they are truly important to you? 

Similar to your partner showing you they 

care by surprising you with dinner on the 

table or cleaning the house when you have 

an overwhelmingly busy week at work, 

you can express gratitude for your client 

with acts of kindness by doing things like 

introducing them to a class they have men-

tioned wanting to try or by helping them 

expand their social circle if they are new to 

your city. 

3 | Receiving  
Gifts

Giving someone a gift does not simply 

mean you have your assistant send a box of 

treats every year on your client’s birthday. 

Sure, that’s nice, but you can do better than 

that. Take the time to really get to know 

what your client finds meaningful, especial-

ly if giving and receiving gifts is their love 

language. Keep a running list of things and 

activities your client or teammate mentions 

that they enjoy throughout the year, and 

then refer back to that list when you want 

to send a personal gift of gratitude. It is not 

the tangible gift itself that makes someone 

feel special; it is the thought behind the gift 

that makes an impact. 

4 | Quality 
Time

Spending quality time with your client or 

colleague is always important, but when it 

happens to be their love language, it is espe-

cially essential to make space to nourish the 

relationship. I once had a client say to me, 

“I feel like we hardly talk anymore,” which I 

found confusing because we spent so much 

time working on projects together through-

out the week. However, what my client was 

expressing to me was their need for real, 

genuine time for the two of us to catch up 

on all things life. If your client or peer’s love 

language is quality time, set aside some 

time to have a cup of coffee or lunch to help 

foster and nurture the relationship. 

5 | Physical 
Touch

Catering to physical touch as a love language 

may seem slightly more complex when it 

comes to professional boundaries, but this 

language may actually be one of the easi-

est to speak. When you meet with a client 

whose language is touch, do you shake their 

hand and make eye contact throughout the 

conversation? Because we live in a digital 

world, many of your client interactions likely 

occur through email or phone. However, if 

physical contact is what helps your client 

feel appreciated or cared for, scheduling 

face-to-face meetings is critical. 

No matter what the love languages of your 

clients and colleagues are, it is important 

to simply take the time to get to know the 

people you are surrounded by. The more 

you understand the preferences of the 

people in your network, the better you will 

be able to communicate and foster those 

relationships. At the end of the day, the 

community you have built will remember 

the effort you've made to show gratitude 

and make them feel valued, and that will 

do nothing but serve you and others well, 

both in business and in life.  

Courtney Stanley is a marketing and 

business development strategist. She 

is recognized as one of the meeting 

industry’s top young leaders.  

@LadyPhenomena

TTTTTTTTTTTTTTTTTHHHHHHHHHHHHHHHHHHHAAAAAAAAAAAAAAAAAAAATTTTTTTTTTTTTTT’’’’’’’’’SSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWWHHHHHHHHHHHHHHHHHHAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAATTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTTSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSSHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHHEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEEESSSSSSSSSSSSSSSSSSSSSSSSSSAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAAIIIIIIIIIIIIIIIIIIIIIIIIIIIIIDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDDD“Take the time to really get to 
 know what your client finds  

meaningful, especially if  
giving and receiving gifts  

is their love language.”

©robtek/iStock 
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InternationalCentre.com
6900 Airport Road, Mississauga, ON  
tf 1.800.572.3250Follow us!

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

IN ORDER TO SUCCESSFULLY HOST MORE THAN 
500 ANNUAL EVENTS, WE HAD TO EVOLVE 
CUSTOMER SERVICE INTO AN ART FORM.
After 20 years at The International Centre, Director of Sales, 
Sandra Martin, along with her incredible team, has elevated 
client service into an art form. From initial client inquiry, they’re 
in constant communication, sharing ideas to improve and refine 
the entire process right up until show time. “This isn’t just a job 
for us,” says Sandra. “It’s an all-hours, all-consuming passion
fed by the challenge of how to maximize the success of each 
event. And that goes for any size or type of event, whether its 
film shoots, corporate meetings or major trade shows.” 
If attention to detail, caring staff and the experience to pull 
off a successful event matter to you, you need to call Sandra.  
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BY HEATHER REID ARCT MSC

UNDERSTANDING 
FREEDOM OF CHOICE  

IN CHOOSING THIRD-PARTY 
AUDIOVISUAL SUPPLIERS

OPTIONS
OUTSIDE

+CONTRACTS101
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CONTINUED 

I RECENTLY LEARNED THAT AS MUCH AS 
55 PER CENT—yes, you read that right, 55 

per cent—of a customer’s audiovisual invoice 

can be paid by the in-house preferred audio-

visual supplier to the venue as a commission 

for the privilege of being identified as the 

in-house preferred supplier.  With commis-

sions at these staggering rates, significant 

revenues can be generated by venues!  It is 

no wonder then, that carefully crafted poli-

cies and fees are found in venue contracts 

to influence event hosts’ decisions around 

third-party audiovisual suppliers!

The Exhibition Services & Contractors As-

sociation (ESCA) published a position paper 

on the subject, called “Freedom of Choice.” 

It states:

“AV vendors should win a meeting plan-

ner’s business and confidence through per-

formance, product choice and competitive 

pricing, and not as a result of restrictive 

trade practices. Those companies that invest 

in their products, their personnel, and their 

sales programs are rewarded with long-term 

customer relationships that are based on 

the value that these assets deliver to those 

customers.  Conversely, when customers are 

forced by the facility they are occupying, to 

©brainmaster/iStock 

NEGOTIATING AUDIOVISUAL 
There are 11 considerations that should be top of mind when reviewing 

a venue’s contract, so that the event host’s choice of outside third-

party audiovisual supplier is not impeded or influenced.

 1   The venue’s contract should not restrict your right to use your 

own and/or third-party equipment.

 2   The venue’s contract should disclose any existing union agree-

ments or contractual relationships that will be in place at the time 

of the event.

 3   Access to the venue’s space for your outside suppliers’ staff and 

equipment should not be restricted, and their staff and equipment 

should be subject to the exact same rules and restrictions as you.

 4   Policies and related fees for exclusive services—such as rigging 

or power—should be based on a published price list and should 

be the same for all customers of the venue regardless of service 

provider chosen.

 5   Patch fees are a reasonable charge when you or another third-

party audiovisual supplier is plugging into a venue’s built-in 

sound system.  Fees related to AV patches should be based on 

a published price list and should be the same for all customers 

of the venue regardless of service provider chosen.  In many 

venues, patch fees are a negotiable concession.

 6   Basic lighting and lighting controls are typically included in the 

cost of your meeting room rental, and access to controls for room 

lighting should not be unreasonably restricted.

 7   Storage needs of an outside third-party audiovisual supplier is the 

client’s responsibility and must be factored into the request for space.  

 8   Monitoring the activities of an outside third-party audiovisual 

supplier by the venue’s security or supervisory staff should not 

be necessary nor tolerated. The outside supplier is an extension 

of your own staff.

 9   Charging access fees, surcharges or commissions for selecting an 

outside third-party audiovisual supplier is not acceptable, unless 

there is a clear and justifiable rationale for the charge.

10  Stringent language indicating that the venue does not have the 

right to impose new fees, surcharges or commissions regarding 

outside third-party suppliers after the signing of the contract 

should be included.  

11  Requesting a statement indicating that all fees and related charges 

have been disclosed in the contract will benefit both parties. 
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Aloha!
Hawai‘i is open for business… and conferences, and 
conventions, and meetings, and for incentive trips…

For information on all Hawai‘i’s possibilities, please contact 
Deborah Edwards, Account Manager, MCI

 416-935-1896 Ext. 231
deborah@voxinternational.com 

work with a preferred vendor, they re-

linquish control over the quality and the 

cost of their AV services.”

Event hosts are solely responsible for 

delivering the message and intent of their 

event, not facilities.  So why are event 

hosts signing venue contracts with restric-

tions, policies and fees in place that finan-

cially and logistically hamper their decision 

making?  Selecting your event’s audiovis-

ual supplier should not be dictated by, or 

impacted by, restrictions imposed by the 

Venue.  This is not freedom of choice!

However, while it may not be in the 

spirit of freedom of choice, it is com-

pletely legal and beckons one to say 

“Buyer Beware!"

Having viable, affordable and rep-

utable options to provide your event’s 

audiovisual services begins with the Re-

quest for Proposals (RFP) submitted to 

venues and follows right through to the 

negotiation of a thorough and balanced 

venue contract.  

+CONTRACTS101  

If one was to do a thorough Internet 

search, one would find that the ESCA has 

created a “Buyer’s Freedom to Choose 

Third Party Suppliers” clause* that can be 

used in contracts to assist event hosts to 

“safeguard against the restriction of cus-

tomers’ choice of suppliers.”   

Using this clause—or the 11 considera-

tions listed on the previous page—at the 

RFP stage and when negotiating a venue 

contract, will help event hosts have a full 

range of options when choosing outside 

third-party audiovisual suppliers.

If one doesn’t use these considerations 

and finds themselves in an undesirable 

situation at the time of the event, consid-

er the words of John Foster, Esq.: “Before 

a contract is signed, it’s called negotia-

tions; after a contract is signed, it’s called 

begging!” 

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. 

“Why are event hosts signing  
venue contracts with restrictions, 
policies and fees in place that 
financially and logistically  
hamper their decision making?”
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A
ttendees and exhibitors at this year’s edition of Incentive-

Works (IW), the largest trade show and conference in Can-

ada for the business events industry, will discover a more 

fluid attendee “path,” innovative experiential education 

and a host of special activations designed to increase value, interest 

and engagement for all stakeholders. “We looked at IncentiveWorks 

and turned a lot of things inside out,” says Melissa Arnott, IW’s show 

manager and director of events for Newcom Media, the owner of the 

show. “We don’t claim to have a magic wand that’s going to make 

everything perfect, but we are trying to push things forward.”

CONTINUED 

LIKE THE INDUSTRY IT SERVES, INCENTIVEWORKS IS CHANGING.

BY LORI SMITH
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Arnott took the helm of IW in May 

2017. She came to Newcom with exten-

sive show management experience. Her 

CV includes tenures at Reed Exhibitions 

and DMG Events, where she worked on 

trade and consumer shows, a two-year 

stint as marketing manager at the Metro 

Toronto Convention Centre (MTCC) and 

13 years as head of her own show man-

agement company. 

With IncentiveWorks, she inherited 

a show and conference with a long (27 

years), well-earned reputation for deliv-

ering quality education along with a ro-

bust, energetic exhibitor floor. The 2017 

edition was her chance to see how all of 

IW’s elements worked together. Then, 

she and her team—conference manager 

Sim Frayne, event and sponsorship man-

ager Tiffany Gin, sales manager Heather 

MacAulay and operations manager Jane 

Hills—started the process of determining 

the “calculated changes” needed to move 

the show and conference ahead. 

CREATING A NEW PATH
Relocating the keynote stage to the show 

floor on Level Three of the MTCC, the event’s 

long-time home, is the first big logistical 

change Arnott and her team have made to 

IncentiveWorks 2018. Historically, IW’s key-

notes were delivered in the John W. H. Bas-

sett Theatre on the convention centre’s first 

floor. Moving the keynote stage to the third 

floor is a more efficient use of space. It also 

contributes to the “comfort” of attendees. 

“In previous years, two sets of escalators 

separated the keynote main stage from the 

show floor. This year we have four keynotes, 

so attendees would have had to go up and 

down in the morning and afternoon. We’ve 

taken that out of the equation,” explains 

Arnott. “We are constantly looking at the 

‘path’ our attendees take at IncentiveWorks. 

The keynotes are a highlight of the show 

every year and we wanted to make as easy 

as possible for attendees to see them and 

the show floor.”

The second big change to IW’s overall 

flow is bringing the closing party to the 

show floor. Arnott points out that the party 

has always been a really exciting compon-

ent of IncentiveWorks, but it took place 

two to three hours after the show closed 

The all-new IW Mainstage is located at the east end of the show floor on Level 3 of the Metro Toronto Convention Centre’s North Building. For 
the morning keynotes, which begin at 11:00 a.m., entrance to the Mainstage will be via the escalators at the east end of the MTCC’s second 
(ground) level. Access to the Mainstage for the afternoon keynotes, which begin at 3:00 p.m., and exit from all keynotes will be through the 
show floor. In addition to the keynotes, the show’s new, complimentary Networking Buffet Lunch will be held in the Mainstage area. 

MAINSTAGE 

CONTINUED FROM P.17
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and in that time a lot of people got side-

tracked. “So, we decided to bring the clos-

ing party to the attendees and exhibitors,” 

she says. This year it will start before the 

show closes on August 15th and will fea-

ture activations being developed in part-

nership with The Idea Hunter. “There will 

be food and drinks as well as giveaways 

exclusive to the party’s time frame,” ex-

plains Arnott. “The other big change is that 

it’s no longer a paid event. Tickets used to 

be around $50 per person. Now it’s free.”

Along with moving the closing party 

to the show floor, Arnott and her team 

also decided to shift Meetings + Incentive 

Travel’s Hall of Fame inductee ceremony 

from its traditional spot before the open-

ing keynote session on Day One to before 

the closing keynote session on Day Two. 

“The inductees have worked hard to earn 

a place in the Hall of Fame,” she says. “We 

want to really celebrate them. Now, the 

Hall of Fame ceremony leads into a party. I 

think it’s a really important change.”

The Hall of Fame induction ceremony 

will precede a keynote examining the rocky 

road to ethical leadership being delivered by 

Denise Donlon, one of Canada’s most suc-

cessful broadcasters and corporate execu-

tives. “Given the [political and economic] 

climate we live in now, with women pushing 

forward, with equal pay still being an issue 

and the #MeToo movement against sexual 

harassment in the workplace, I think it’s im-

portant to have someone like Denise Donlon 

speak at IncentiveWorks,” Arnott says. 

Conference manager Sim Frayne agrees, 

noting that Donlon, who has succeeded in 

the hyper-competitive, male-dominated tele-

vision and music industries, will be speaking 

about how business and ethics work together 

in business. “It’s not an easy road to take but I 

think it’s one that history will view favourably,” 

says Frayne. “Denise Donlon is a speaker who 

can change the way people see things.” 

BRINGING NEW VOICES  
INTO THE CONVERSATION
Delivering education that changes view-

points was one of Frayne’s main goals for 

IncentiveWorks 2018. To help her make sure 

she was on the right path, she organized an 

advisory committee for the first time in the 

show’s recent history. “It was an important 

change to make, to bring new voices into 

the conversation. The committee included 

planners and suppliers from across the 

country, who gave us good feedback about 

what they liked and didn’t like about the 

conference. They were really honest.”

The committee was also “core,” says 

Frayne, in helping team members reframe 

their own views of the conference. “I had 

my own set of beliefs and biases, and their 

insights made me change the way I think 

about things and to be more open to new 

ideas,” she explains.

For example, Frayne discovered in her 

conversations with the advisory board 

that the Millennial members disliked the 

practice of labelling sessions as junior- or 

senior-level. They viewed it as exclusion-

ary. “I found that really eye-opening,” says 

Frayne. As a result, she made the decision 

to drop the junior/senior level labels and 

“let people decide where they feel that 

they fit based on the content we provide.”

Another change to this year’s confer-

ence is the addition of sessions produced 

in partnership with a greater range of as-

sociations than ever before. Frayne and 

Arnott both emphasize the pan-associ-

ation nature of IncentiveWorks, pointing 

out that all industry associations are given 

complimentary booth space on the show 

floor along with the opportunity to collab-

orate on education. 

“We’re thrilled to have Claire Smith, the 

first Canadian chair of the Professional Con-

vention Management Association (PCMA), 

doing a session on engagement. SITE Can-

ada is doing a session on incentive travel and 

revealing the results of a survey it did in part-

nership with Meetings + Incentive Travel and 

with the support of SITE Foundation,” says 

Frayne. “And we’re working with the Inter-

national Live Events Association (ILEA) for 

the first time to the best of my knowledge. 

They’re bringing ‘Event Wars’ to Incentive-

Works. It’s going to be very experiential.”

“[The advisory commitee] gave us good feedback  

about what they liked and didn’t like about the  

conference. They were really honest.”

Mainstage 
Line-Up

TUESDAY, 
AUGUST 14, 2018

11:00 a.m. – 12 noon 

Keynote: Performing  

Under Pressure with  

Dr. J.P. Pawliw-Fry

12:00 p.m. – 1:30 p.m.

Networking Buffet Lunch

3:00 p.m. – 4:00 p.m.

Keynote: Elevate Your  

Events, Hollywood Style  

with Kevin Lee

WEDNESDAY,  
AUGUST 15, 2018

11:00 a.m. – 12 noon

Keynote: Live with 

Lynn Crawford

12:00 p.m. – 1:30 p.m.

Networking Buffet Lunch

3:00 p.m. – 3:15 p.m. 

Meetings + Incentive Travel’s  

Hall of Fall Inductee  

Ceremony

3:15 p.m. – 4:15 p.m. 

Keynote: The Power  

of Principle with  

Denise Donlon

4:15 p.m. 

Kick-off to Pop-Up  

Closing Party

CONTINUED 
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The show has also partnered for the 

first time with the International Associa-

tion of Conference Centres (IACC), which 

is bringing two exciting experiential ses-

sions to IW 2018. “The Meeting Room of 

the Future,” being held on the first day, 

will take attendees through the findings 

of IACC’s research on trends in meeting 

space design and then challenge them to 

use what they’ve learned to redesign the 

room the session is being held in. 

On Day Two of the show, IACC is pre-

senting its Copper Skillet Chef Competi-

tion. “This is a Chopped-style competition 

that features chefs from Canadian IACC-

member venues vying for a position in the 

global Copper Skillet competition,” explains 

Frayne. “What’s great about it is that while 

the chefs are cooking there will be an emcee 

on the floor interacting with attendees and 

discussing topics like handling dietary re-

strictions, food trends and the contribution 

f&b makes to any event’s success.”

F&b is also in the spotlight on the show’s 

keynote stage. Canadian celebrity chef Lynn 

Crawford will appear on Day Two courtesy 

of Ottawa Tourism. The Food Network star 

and author of “From Farm to Chef” will share 

her insights into food trends and members 

of the audience will have the opportunity to 

get a signed copy of her cookbook.

However, Frayne explains that it was 

not Crawford’s celebrity that made her a 

great fit for the IW keynote stage, but her 

experience as executive chef at the Four 

Seasons hotels in Toronto and New York. 

“We knew she’d be engaging and enter-

taining, but her knowledge of feeding 

large groups is what made us think she’d 

be perfect for IncentiveWorks.” 

HAVING A GOOD TIME LEARNING
Arnott and Frayne say that one of their 

goals in selecting keynotes this year was to 

make sure each presentation delivered con-

crete industry-specific takeaways. Know-

ing that event planning is one of the top 

10 most stressful jobs, Dr. J.P. Pawliw-Fry, 

a specialist on performing under pressure, 

was put on the roster. 

They also invited Kevin Lee—Planner 

to the Stars—to the show. Lee has pro-

duced weddings and events for high pro-

file clients and high-profile events like the 

Oscars. He also famously served as the 

inspiration for over-the-top wedding plan-

ner Franck Eggelhoffer in the Steve Martin 

version of the movie “Father of the Bride.” 

Arnott admits that bringing a wedding 

planner to IW may seem to be, at first 

glance, a controversial move. However, she 

points out that planners are being chal-

lenged by their clients to do new and in-

novative things, and sometimes you have 

to look to unconventional sources and 

people for inspiration. “And don’t forget, 

Kevin has planned the full gamut of events, 

from corporate gatherings to Hollywood 

galas to celebrity weddings. He’s also dealt 

with some very difficult clients. We think 

there’s a lot that planners can learn from 

him, and they’ll have a good time learning.”

The desire to create more interest and 

value for attendees was the reason behind 

upping keynotes from two presentations to 

four, says Frayne. “It comes back to viewing 

the conference and show through the eyes 

of attendees. We know the keynote stage 

is a focal point for a lot of people, so why 

not make it a more engaging experience.”

The IW team also discovered that some 

attendees, specifically senior planners, didn’t 

need to acquire CE credits or have the time 

to attend the full conference. However, they 

did want to see the keynotes. The solution 

was to introduce a keynote pass. 

“People’s time is important,” says Ar-

nott. “Everybody is busy with their profes-

sional and personal lives. We knew we had 

to listen to our attendees and exhibitors 

and then enrich the show and conference 

experience in a variety of ways so they’d 

be glad they came to IncentiveWorks. 

We’ve really tried to do that.”  

Coffee, WiFi, 
Headshots… 
Thank you to  
our Sponsors
Not everything new at Incen-

tiveWorks 2018 is technically 

“new.” However, show manager 

Melissa Arnott is delighted 

that, for the first time, confer-

ence attendees will have free 

coffee and juice in the mor-

ning courtesy of the Metro 

Toronto Convention Centre. 

She’s also thrilled that Banff 

& Lake Louise is sponsoring 

complimentary WiFi, on the 

show and conference floors, 

and that Niagara Falls Busi-

ness Events and Pinpoint 

Photography are partnering on 

a headshot salon. “We’re very 

excited that we were able to 

work with these exhibitors and 

get these sponsorships,” says 

Arnott. “I think we can all agree 

that complimentary coffee and 

WiFi enhance the conference 

experience. No more stand-

ing in line at the Second Cup 

or going outside to Tim’s or 

Starbucks. No more worry-

ing about data overages. And 

headshots are expensive. How 

great is it to get a professional 

shot for free?!”

“We knew we had to listen to our attendees and  

exhibitors and then enrich the show and conference  

experience in a variety of ways so they’d be  

glad they came to IncentiveWorks. ”

CONTINUED FROM P.19



Inductees will be revealed at 3:00 p.m., August 15th  
on the Mainstage at IncentiveWorks 2018

August 14+15, 2018

2018 FINALISTS
INDUSTRY PLANNER
CHRISTINA NORTHCOTT, CMP | Manager,  

Conferences & Events, Canada Health Infoway

CARLY SILBERSTEIN, DES, CED |  

CEO, Redstone Agency Inc.

AMANDA STEWART | Owner, Eventive Marketing Inc.

RISING STAR
NZINGA BROWN | Senior Account Coordinator, 

Redstone Agency Inc.

LYNN MIEDZIK | Event Coordinator, Canada Health Infoway

DIANDRA SANDOVAL | Events Specialist, McCarthy Tétrault

INDUSTRY VOLUNTEER
DIANE ALEXANDER | Account Executive, Strategic  

Meetings + Incentives (SM+I)

JENNIFER GLYNN | Managing Partner, Meeting Encore

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

INDUSTRY BUILDER
MICHAEL DARGAVEL, CEM | Vice-President,  

Association & Events Management

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

Department of Radiology, Faculty of Medicine  

at The Ottawa Hospital

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



Everyone in the events industry has experienced the agony of showing up to 

a chaotic event site and realizing there has been a serious breakdown in com-

munication. We’ve all said “If only I had known…” or “Why didn’t someone tell 

me…??” and have been certain that we could have been part of the solution long 

before the problem actually happened if there had just been more communica-

tion.  We’ve all experienced the frustration of trying to do our best work when we 

don’t get the full picture.  Sometimes it’s a planner keeping the vision too close to 

the vest and not sharing the full story with their vendors and other times vendors 

become so over protective of their piece of the puzzle that they don’t realize how 

their piece impacts others. 

On the flip side, we have all experienced those magical moments when every-

one comes to the table with the same vision and end result in mind.  As an event 

professional—planner or supplier—there is no better feeling than walking into a 

space at load-in and knowing everyone is on the same page and reading from the 

same script.  It is amazing how many potential event disasters have been avoided 

simply by hosting an effective production meeting where all the players are 

around the table openly sharing their understanding, assumptions and challenges.  

Granted sometimes it’s not possible to get everyone together, but then it is para-

mount to create an environment where information is shared freely and questions 

and communication between vendors is encouraged—always with the planner in 

the loop of course.  This type of interaction very often results in vendors getting 

excited and finding ways to work together to make something better and some-

times even save money.

With the layers of detail and technology that today’s live events require and 

the increasingly tight timelines and focus on value for dollars spent, it is more 

important than ever that we work effectively and efficiently.  That spirit of col-

laboration and communication is central to the values of International Live Events 

Association (ILEA).  Regarded as the premiere association representing the cre-

ative events professional globally, ILEA members hail from all aspects of the event 

supply chain and represent all the various disciplines that come together every 

day across the globe to produce live events.  One of the association’s original 

founders J. Robert Graves was a tent vendor and he had experienced many cha-

otic event sites in his day.  He saw the need to encourage clearer communication 

and collaboration between various event vendors and took that as the impetus to 

gather some friends to start a society dedicated to improving the special events 

industry. He felt that by creating a collaborative community we could make produ-

cing events smoother and ultimately more successful.  
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THE POWER OF  
READING FROM  
THE SAME SCRIPT!

+ IWSPEAKER

BY KIMBERLY BEAUNE CMP, CSEP

See Kimberly at 
IncentiveWorks 2018�

Event Wars: Extreme 
Production Challenge

Co-presented with  
Elizabeth Nutting, CSEP

Tuesday, August 14, 2018 
8:30 a.m. to 10:30 a.m.

Visit www.incentiveworksshow.com for details. 



Feeling out of control is a bad feeling. Unfortunately, it is much more than just a 

feeling. It eats away at our ability to be present in the moment, deal with difficult 

people and pressure, or enjoy our work. 

Feeling out of control is something many in the meeting planning industry 

experience. Planners today are feeling the pressure of facing a sellers’ market: 

demand so great that sellers have the luxury of not needing to look for prospects 

like they used to nor give an inch in negotiation. At the same time, planners are 

feeling understaffed, overworked, under-compensated, frustrated by a lack of 

respect, while simultaneously feeling indispensable.

The problem is not that there is pressure—there always will be—the problem is 

that many meeting planners are giving away one of the most important arrows in 

their quiver to deal with this pressure. Something that could help them regain a 

sense of control: stepping in and having the more difficult part —the “Last 8%”—

of a conversation they know they need to have.

At my organization we study over 40,000 people a month. Our research has 

found that many of us avoid having the most difficult part of a conversation. We 

do this for many reasons but a big part of it is fear driven. This concept is not 

limited, however, to conversations.

We are finding that in a wide array of industries many individuals avoid as op-

pose to approach making the Last 8% of difficult decisions. For instance, we see 

senior leaders avoiding moving in a new strategic direction because it might can-

nibalize an existing business. Or a manager not being open to hearing that Last 8% 

of feedback that someone is trying to give them. Or for a sales person, it might be 

being afraid to ask for the business from a client or to give them a referral.

Ask yourself, what are you avoiding? Are you avoiding the Last 8% of a conver-

sation you know you need to have? With your suppliers? Someone on your team? 

Your client?

If you want to be perceived as more strategic—an absolute necessity if you are 

going to add the value you are capable of—the number one way to do that is to 

speak up and challenge the people around you. Avoiding Last 8% conversations 

means they will not benefit from the deep expertise you have in the industry and 

you run the risk of being perceived as “a party planner who gets to travel for a 

living, who has a ‘glamourous’ job” but is not necessarily someone who has the 

depth of significant responsibilities or expertise.” You clearly don’t want it to be 

this way. You have so much more to offer.

To add more, the place to start is by stepping in and having the Last 8% 

conversation. As Martin Luther King Jr. said: Our lives begin to end the day we 

become silent about things that matter.  
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THE  
IMPERATIVE OF  

THE LAST 8%
BY DR. J.P. PAWLIW-FRY

+ IWSPEAKER

See Dr. J.P. Pawliw-Fry at
IncentiveWorks 2018�

Performing Under  
Pressure: The Science  
of Doing Your Best  
When It Matters Most

Tuesday, August 14, 2018 
11:00 a.m. to 12:00 p.m. 

Visit www.incentiveworksshow.com for details. 



• 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



Connections 
Make Great 

Meetings!

2
POWERFUL 

DAYS 



“I didn’t have time to write a short letter, so I wrote a long one instead.” – Mark Twain

Crafting a succinct and meaningful story takes time and energy.  People are not 

interested in how much you know—they are interested in why what you know matters.  

Every story should be told with a very specific audience in mind so here are some tips 

and tricks to help make sure your next presentation is concise and precise.

1 | Start from a place of abundance and then pare down the details with your 
audience in mind. When telling a story, we often filter our message through our own 

lens and remove information that seems irrelevant to us.  Break that bad habit and instead 

remove information that is irrelevant to your audience.  Assemble all of your thoughts and 

ideas onto paper and then begin to edit, line by line, by carefully considering whether or not 

a particular piece of information is something that truly matters to those in attendance.  

2 | Make it relatable. Audiences want to connect with a speaker and one way to 

do so, is by speaking in first person, which makes your presentations feel more intimate 

and personal.  The more you can personalize a story and speak from direct experience 

with a willingness to be vulnerable the more an audience tends to trust and connect.  

Being relatable also means keeping insider talk and technical language to a min-

imum. Use it sparingly as a tool for clarification.  It is far more effective to reduce the 

shorthand in favor of clear, simple conversation.   

3 | Be willing to adapt. Things rarely go as planned so you must trust your ability to 

respond quickly in the moment and not lose status.  Interruptions, questions or even tech-

nical difficulties may arise that make it difficult to deliver your speech exactly as planned.  

In moments such as these, it is important to focus on the purpose of the message and not 

so much on the words themselves.  Purpose and emotion will drive the content.  

You might also be required to change the hero or subject of your story.  As effective of a 

tool as speaking in first person can be, some audiences are particularly self-focused and re-

quire even more personalization.  In this case, you might need to frame your story as though 

they are the hero or central character, shifting from your own personal experiences to theirs. 

Effective adaptability ultimately comes down to effective listening.  Practice good 

listening by acknowledging what is being said back to you from your audience with a 

willingness to incorporate it into your speech.  

4 | Carry yourself with confidence. Confidence comes from practice.  If you have 

put in the time and energy necessary to prepare than you should feel confident—even 

if moments of uncertainty arrive.  What is important, is that you have the body lan-

guage to match.  Be conscious of your posture—head up, chest out, shoulders back—

and practice good eye contact when possible.  

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

PERFECTING  
THE PITCH

+ IWSPEAKER

BY SANDY JOBIN-EVANS AND ADAM SCHRECK
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Regardless of the size of the budget, objectives, strategic direction for any meeting 

or event,  the concept of “meeting design” and “how to be creative” in meetings and 

events has baffled and scared some planners, most of whom are tasked with plan-

ning and logistical implementation. What does creative thinking mean and how can it 

increase the impact of any event? What’s next?

Learning from B. Joseph Pine II and James H. Gilmore in their “Experience 

Economy Certification Course,” we know that “an experience occurs when a 

company intentionally uses services as the stage, and goods as props, to engage 

individual customers in a way that creates a memorable event.”  Although creat-

ing experiences—an overused and often misused word—is the very essence of the 

MICE industry, truly understanding how to design and create these experiences is 

the new coveted skill with the focus on people first.   

This concept is not confined to the MICE industry. Real estate, health, retail 

and all other businesses that have people exchanges (which is about all) are 

acknowledging this new and welcomed trend of blending the environment with 

the people to establish a productive, interactive sense of space.    Space, whether 

it be physical, digital, cyber, emotional or mental, is its own category now.  Space 

has taken on its own definition as a service.  Think about this. We use space, and 

the awareness of how we use it is what is coming to forefront for all as we move 

from the “experience economy” to the “emotional economy.”   

I use the phrase “Theater of Events or Meetings™” to describe my ColourUP! 

Concept. What personality does the event have? 

Creative thinking and the use of the senses are to event planners what sunshine 

is to a garden. The more exposure and frequency, the more impact and results. By 

taking an agenda and plotting it with acts, scenes and sub-plots, it becomes a live 

storyboard. By analyzing the theme, names of  sessions, topics and flow, places 

are created to insert touchpoints and surprises—what I call “event enhancers” to 

reinforce the message in a fun way that engages and provokes a reaction. 

I am reminded of a challenge I faced in a meeting with a senior vice-president 

of global human resources, who asked what he could do to “Diannize” the meet-

ing. We worked with his theme—From Ordinary to Extraordinary—and what 

resulted became the theme for the meeting. Each of the 100 attendees was sent 

a book with the theme words or names in it, i.e. ordinary and extraordinary. They 

were asked to extract one sentence or phrase from the book and send it in with 

the book, author and their names cited. These submissions became décor, signs, 

interstitials, footprints to the entire meeting experience while engaging the at-

tendees in a very cost-effective way.   

Whatever type of meeting or event that you are tasked with, ask youself how 

and where  you can give “environmental permission” through the design, agenda 

and planning. And then, have fun!  
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Why are we still trying to control our delegates? As event organizers, venues and ser-

vice suppliers, we are married to the details and operational excellence. In a desperate 

attempt to keep a handle on all of the details, we try to force our attendees to comply 

with our vision of what will be meaningful to them. What happens if we let go control 

and let our attendees drive their own experience?

A closer look at people’s behavior in simple daily routines could provide the answer, 

whether it’s how they customize their morning coffee with five specific qualifiers or 

buy one of thirteen songs on a newly released album. Giving people choice and flex-

ibility allows them to create an event experience that fits them and their circumstance, 

exactly how they feel that day and while creating a sense of value and loyalty.

When we design events that are less prescribed and more customizable, we are 

putting our audience first. Tahira Endean, in her book Intentional Event Design starts 

with “People Centric, Purpose Drive Design.” She emphasizes the need to put our audi-

ence first and inspire them by creating a platform for them to learn, share and grow.

People want to connect and don’t want to leave it up to chance. Purposeful net-

working that allows likeminded people to meet and exchange ideas is fundamental. 

C2 Montreal’s Brain Dates are a great example. They create opportunities for short 

20-minute connections, allowing attendees to talk about mutually agreed on topics 

within the conference. As attendees can pick who they meet and what topics to 

discuss, these are also purposeful opportunities that give them more control over their 

own learning, while facilitating meaningful connections and conversations.

Building in opportunities for problem solving and idea generation is also a great 

way to connect participants and have shared experience. PCMA’s Education Confer-

ence in Cleveland in June included a half day hack-a-thon where teams built out great 

solutions to industry challenges that can be implemented in future meetings. Allowing 

attendees to contribute to outcomes and develop lasting legacies are other great ways 

to engage audiences and build lasting connections.

Our relationships with partners and sponsors can also evolve. There is incredible 

opportunity to work with our partners to create impactful brand experiences that 

enhance an event. Moving from a “gold- silver-bronze” sponsorship model with very 

specific one-dimensional benefits to one that engages the partners to co-create live 

brand activations that add value to both sides. 

Doing what is unexpected, taking risks and trying new things helps to create an 

event culture of experimentation. Not every new idea will be a success but if we bring 

our audience along a journey and have them be part of the development and feedback 

process, we can evolve our events to be much more impactful and enduring.

Giving up a little bit of control, taking risks and putting our audience first are import-

ant steps in engaging our audience and ensuring that they achieve their personal out-

comes. A sucessful event is as much about strong post-event survey results as it is about 

creating a lasting ongoing relationship that builds on this success year over year.  
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ALL IN THE DETAILS OR 
ALL IN THE CHOICE?
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1 | AVOID EMAIL CONVERSATIONS
Many people use email in lieu of conver-

sations. They bounce messages back and 

forth when they really should walk down 

the hall or pick up the phone. Email con-

versations are inefficient. Use the “Rule of 

Three” to help gauge when you are slipping 

into email conversations. When an email 

has bounced back and forth three times, it 

is time to pick up the phone.

2 | CUT BACK ON CCS
One of the biggest pet peeves people 

have regarding email is being needlessly 

copied. This quickly turns into email over-

load. Scheduling regular status meetings 

and establishing clear expectations about 

who is doing what are better ways to stay 

updated.

3 | FOCUS ON FEWER  
PROJECTS AT A TIME
The math is simple here. The more pro-

jects we have on the go, the more emails 

we receive (and the more meetings we at-

tend). Ironically, the more projects we try 

to tackle at once, the less we accomplish. 

Focus on completing your top priority 

projects and then move on to the others. 

4 | DELEGATE MORE WORK
If you have too much on your plate and you 

cannot defer some of the projects, invest in 

training someone to help (when possible). 

You will still need to be involved but to a 

lesser extent. 

5 | USE THE ONE-TOUCH PRINCIPLE
Avoid reading each email multiple times. 

This adds redundancy to your day, which 

can easily add up to several weeks each 

year. It also clogs your inbox, delays re-

sponses and leads to additional follow-

up emails.

6 | SET UP EMAIL RULES
Email rules can automatically filter specif-

ic types of emails into folders so you can 

batch process them. For example, emails 

from certain people or emails with specific 

subject lines can be automatically routed 

into folders to be processed later. 

7 | HOLD REGULAR  
ONE-ON-ONE MEETINGS
You need regular, one-on-one meetings 

with each of your team members. If you 

don’t have this protected time, they will 

have no choice but to email you more often. 

8 | AVOID MICROMANAGING
Challenge your team to identify solu-

tions and come to you only as a sound-

ing board. Leave the ball in their court 

more often and you’ll find you get few-

er emails.

9 | MAKE USE OF INTERNAL 
SHARING SITES
Many times, common documents are 

emailed back and forth between team mem-

bers, adding to inbox overload. It is much 

more efficient to have these documents 

saved on a central site for all to access. 

10 | UNSUBSCRIBE
We need to question the value we are get-

ting from all of our subscriptions. If you 

find yourself consistently hitting “delete,” 

simply unsubscribe.  

10 SIMPLE WAYS  
TO REDUCE 
EMAIL VOLUME

+ IWSPEAKER

BY ANN GOMEZ

See Ann at 
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Own Your Time: Helping 
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More Time in their Day

Wednesday, August 15, 2018 
8:30 a.m. to 10:30 a.m.
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1. These slides feature a non-slip bottom, an eco-friendly ethylene vinyl acetate (EVA) sole, full toe lift and arch support with recessed heel. Price: 

$13.84 each for 600+ units. scorepromotions.ca 2. Sticky Mount allows the user to stick their smartphone to almost any surface. Cover can be 

imprinted with a full-colour custom design. Sticky surface is washable and can be used repeatedly. Price: As low as $2.75 each. twocrazyladies.

com 3. The machine washable RuMe Foldable Travel Duffle features a reinforced bottom and a back pocket that converts into a sleeve that fits 

over the handle of rolling luggage. Set up - $66.00 (one-colour imprint). Pricing as low as $18.25 (300 units). universallinksinc.com 4. Twenty-four-

ounce Thermos® Connected Hydration Bottle with Smart Lid measures the intake and temperature of beverages while tracking and monitoring 

the user’s daily, weekly and monthly progress. Price: as low as $64.97. brandblvd.ca 5. Easy-to-carry Travel Sleep Sound Generator comes pre-

loaded with 19 sleep-inducing digital sounds. Device is also a full-featured alarm clock with snooze button, calendar, voice memo recorder and back 

lit LCD that switches from home to travel time at the push of a button. $89.95 USD. hammacher.com 6. Thank You Wine Basket includes a bottle 

of gamay noir, olives, dark chocolate almond toffee, bacon and cheddar cheese spread, and more. Price: $110.95. winecountrygiftbaskets.com

  GIFTS   
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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



Achieve a More Productive Meeting

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

©2018 Marriot International, Inc.  All Rights Reserved. Westin and its logos are the trademarks of Marriott International, Inc. or its aff iliates.
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Turner Classic Movies recently 
presented Airport. This 1970 film 

was based on the best-selling 

book by Canadian Arthur Hailey. 

Travel then was another world. 

People dressed up to fly. They 

didn't wear PJs or wander air-

ports with inflatable neck pillows 

stuck under their chins. Men 

wore hats. Women wore gloves.

In the film’s pre-security 

check innocence, friends could 

escort passengers to their de-

parture gates. Ticket prices in-

cluded checked luggage, cock-

tails, and a hot meal served on 

a linen tray cloth and eaten with 

real cutlery. 

I realize movies are fiction, 

but in Airport travel was elegant 

and special. There was no rush-

ing the cabin to claim the most 

overhead bin space. But in 1970 

only 310 million people travelled 

versus the four billion who took 

to the air in 2017.

Thinking about the modern 

reality of air travel, we asked 

Canada’s three major domestic 

airlines for their best recommen-

dation to ramp up the flight ex-

perience and what they offer that 

planners and incentive bookers 

might not know, have forgotten 

or don’t take advantage of. 

At Air Canada, Kathryn (Mc-

Clean) Mollenhauer, business 

development manager, Meet-

ings and Events, says, “One way 

we deal with this is through cus-

tomized program features. For 

example, we can make changes 

to the event code to include mul-

tiple cities. We have open-jaw, 

non-directional options, or the 

ability to extend the travel dates 

to suit a client’s needs.”

She explains that Air Canada 

uses technology to support cus-

tomization. “Meeting planners 

can go to www.aircanada.com/

conventions and receive an in-

stant registration event code that 

offers discounts to travelers fly-

ing Air Canada into the event city. 

They can also register the code 

and send it to the client if they 

[the client] prefer to book their 

own flights. We have detailed 

reports that show how many 

booked on the code, so from 

a meeting planner perspective 

they are saving the client travel 

costs and providing additional 

support and information.”

At WestJet, media relations 

manager Lauren Stewart says, 

“We are very much in the incen-

tive business both with our air-

only product as well as Pack-

age Vacation Incentives. Both 

products include (and are not 

limited to) complimentary site 

inspection tickets, compliment-

ary upgrades to PLUS as well 

as our Discounted Plus Pro-

gram, flexible terms/conditions, 

zonal connector fares, compli-

mentary bulk seating and the 

first checked bag fee included.” 

Just as hotels offer a dedicat-

ed property rep for each event, 

Porter Airlines’ director of cor-

porate and group sales, Gian-

piero Angelone, says its Groups 

and Charter Department assigns 

a team member “to the planner 

or incentive booker from start to 

finish.  Porter offers a custom-

ized experience when it comes 

to providing everything from 

general information, pricing, the 

creation of naming lists, travel 

itineraries, collection of fees, 

and regular follow-ups leading 

up to the point of travel.”

HOW CANADIAN  
CARRIERS ARE ENHANCING  

THE AIR EXPERIENCE
BY ALLAN LYNCH

HOW CANADIAN

PATHS
flight
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Another perceived change is 

the loss of branding opportun-

ities which some incentive reps 

suggested was prompted by se-

curity and privacy issues as well 

as corporate skittishness over 

charges of partying following 

the melt-down of the U.S. econ-

omy in 2008-09. However, air 

partners say branding is back.

Air Canada’s Mollenhauer 

says, “Branding is something we 

have some ability to do, particu-

larly on our Jetz Charter aircraft.” 

She isn’t specific, but suggests 

there are options available in air-

ports and scheduled flights.

Angelone says Porter’s options 

include a dedicated group line at 

each of its airports, as well as a 

red-carpet arrival area. “Charter 

offerings provide more oppor-

tunities for clients to incorporate 

branding, including customized 

headrests, napkins, on-board 

food and beverage offerings, and 

personalized messages from the 

flight deck,” he adds. 

At WestJet, Stewart says they 

are working to enhance the airport 

experience via dedicated group 

check-in, pre-printing of board-

ing cards, and baggage tags and 

signage. Their biggest change 

is WestJet’s increased focus “on 

business travellers which includes 

building nine lounges at airports 

in Calgary, Vancouver and Toron-

to to replace those now operated 

by third-parties.”  

The treat of lounge access 

could be an enhancement dele-

gates actually notice.

As for what enticement/en-

hancement they offer to maintain 

market share, Air Canada’s Mol-

lenhauer suggests it starts with 

size of service. The carrier’s exten-

sive network—more than 200 des-

tinations on six continents—along 

with its partnerships and Star Alli-

ance membership means it offers 

routings and frequencies to “virtu-

ally any destination in the world.” 

Westjet is promoting special-

ists dedicated to market seg-

ments like sport, school, incentive, 

wedding, leisure and corporate 

group. They offer direct email 

and phone access to your group 

specialist, “dynamic pricing” and 

more flexible terms/conditions.

At Porter, Angelone is also 

promoting size, but is high-

lighting the bespoke service 

their smaller scale presents 

to provide a “seamless and 

Saskatoon is a city where real business relationships happen. 
Discover a city that is unabashedly authentic. A city where 
stereotypes are broken, where authentic connections are 
forged, and where things are seen just a little bit differently. 
Strip away the unnecessary distractions and focus on what 
really matters here – each other. 

GET
REAL

#FLIPTHESCRIPT #SASKATOONINGRETHINK THE CITY YOU THOUGHT YOU KNEW.

“…there is real,  
noticeable  
and measurable  
competition  
for groups  
from the primary  
Canadian carriers.”

uneventful” experience for 

travellers, planners or incentive 

bookers.

Planners can’t direct how 

their travellers dress and we’ll 

never go back to the carefree, 

casual pre-9/11 travel experience, 

but at least there is real, notice-

able and measurable competi-

tion for groups from the primary 

Canadian carriers.  

Allan Lynch is a freelance 

journalist based in New 

Minas, Nova Scotia. He 

writing extensively about 

the MICE industry.
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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 

Lobby, Alt+ Hotel Quartier DIX30. Photo © Groupe Germain Hotels.

Queen booth, David Duncan House. Photo © byPeterandPauls.com.

QUEBEC
The first property in Group Germain Hotel’s new Alt+ banner is 

now open in Brossard, on Montréal’s South Shore. The 168-key 

Alt+ Hotel Quartier DIX30 has six meeting spaces across 

almost 5,000 square feet. + Air Canada began new domestic 

regional non-stop flights from Montreal to southern Ontario 

cities of London and Windsor on July 2, 2018. The flights will 

operate daily, year-round. + Marriott International has opened 

its first AC Hotel-branded property in Canada. The 169-key AC 
Hotel Montréal Centre-Ville is housed on the first 12 floors of 

a 35-storey, dual-use high-rise building. It has 5,900 square 

feet of meeting space, featuring 19-foot high ceilings and 
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floor-to-ceiling windows. + Embassy Suites by Hilton has opened 

a new property in Montréal. The 162-key Embassy Suites by Hil-
ton Montréal Airport has a 1,260-square-foot meeting room, and 

on-site restaurant and bar. It is located less than 15 minutes from 

Montréal Pierre Elliott Trudeau International Airport. 

ONTARIO
The 110-room Holiday Inn Express® & Suites Brantford is now 

open. It has 900 square feet of meeting space, which can ac-

commodate up to 55 people. + Renovations of the guestrooms 

and public spaces at the Hilton Garden Inn Toronto Airport 
West/Mississauga are complete. The property has 3,500 

square feet of meeting/event space, which can accommodate 

groups of up to 300 people. + The Metro Toronto Convention 
Centre (MTCC) boosted Toronto’s economy by generating a 

record-breaking $594 million in direct economic impact during 

its 2017/2018 fiscal year—the biggest contribution to the city in 

the facility’s history. + Chelsea Hotel, Toronto has committed 

to raising $500,000 over the next five years in support of Sick-

Kids VS Limits, the largest fundraising campaign in the history 

of Canadian healthcare. The pledge brings the hotel’s commit-

ment to The Hospital for Sick Children (SickKids) to more than 

$1 million. + The 209-key Toronto Marriott Markham Hotel 
is now officially open. Owned by the Remington Group and 

managed by Marriott International, it has approximately 9,000 

square feet of event space, including a 5,100-square-foot Grand 

Ballroom and a 12-person private dining room. + Renovations 

of the guestrooms and fitness centre are now complete at the 
Courtyard by Marriott Toronto Airport. The property has 2,890 

square feet of meeting space across three rooms. + ByPeter-

andPauls.com has added the historic David Duncan House 
restaurant to its portfolio. Located in the Don Mills-area of north 

Toronto, the steak and seafood restaurant is partially housed a 

gingerbread farm house built in 1865. It has three floors of din-

ing space and five newly-designed private spaces. Other new 

additions include a raw bar, outdoor patios and a temperature-

controlled wine display. 

ALBERTA
FMAV has been named the exclusive in-house audiovisual partner 

for the Calgary TELUS Convention Centre (CTCC). + The struc-

tural phase of the construction of the building that will house the 

JW Marriott Edmonton ICE District is now complete. The hotel, 

which is scheduled to open in Q1 2019, will be the third JW Mar-

riott property in Canada. It will feature 346 rooms, approximately 

22,000 square feet of meeting space, a 10,500-square-foot 

ballroom, spa, swimming pools and multiple restaurants operated 

by Oliver & Bonacini Restaurants.

 

BRITISH COLUMBIA
The on-site hospitality team at Vancouver’s BC Place is this 

year’s winner of the Best Sports Venue Award from Centerplate, 

a catering and hospitality services provider with more than 100 

sports venue partners across North America and the United 

Kingdom. + The Exchange Hotel Vancouver is slated to open 

this summer. The four-star property is housed on the first 11 

floors of the Exchange Tower being developed by Credit Suisse 

in the heritage Vancouver Stock Exchange building, which is 

undergoing a Platinum LEED Heritage conversion. It will have 202 

rooms and suites, penthouses and an executive floor and club 

lounge as well as meeting and event space including a roof-top 

garden. + ResortQuest Whistler reports that the Coast Black-

comb Suites has been rebranded as Blackcomb Spring Suites 

and will operate as an independent. As part of the rebranding, 

guestrooms have been refurbished. The property is the highest 

accommodation point on Blackcomb Mountain.     

CONTINUED FROM P.37

Photos (clockwise from top):  Lobby 

bar and restaurant, Toronto Marriott 

Markham; Lobby, AC Hotel Montreal 

Centre-Ville. Photo © Panotonic–

Yannis Guillon; Renovated guestroom, 

Hilton Garden Inn Toronto.  
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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

Four Seasons Resort The Biltmore Santa Barbara (California).

Main Villa, Half Moon Resort, Jamaica.

FRANCE
The multi-million-dollar renovation of the Renaissance Paris 
Vendome Hotel’s guestrooms and public spaces is now com-

plete. The revamp of the 97-key boutique property in Paris’s 1st 

arrondissement includes the addition of a new 376-square-foot 

event venue called L’Atelier, a blank space with capacity for 20.  

GERMANY
The Delta Hotels brand debuted in Europe in late May with the 

opening of Delta Hotels by Marriott Frankfurt Offenbach. The 

property has 208 guestrooms, 15 suites and 6,000 square feet of 

“ultra-modern” event space, including nine multi-function rooms. 

It is located on the left bank of the Main River between Frankfurt 

city centre and Offenbach. 

CONTINUED 

PLACES   
SPACES
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JAMAICA
Half Moon, one of Jamaica’s iconic 

independent resorts, is undergoing a $75 

million USD revamp, which is slated to 

be completed by November 2018. The 

transformation includes: moving the resort's 

arrival area; the development of The Great 

House, home to the resort’s new lobby 

and concierge as well as new guestrooms; 

57 new guestrooms and suites; expanded 

beachfront with natural swimming cove; two 

new restaurants; and three new bars.

MEXICO
Montage Los Cabos, a 39-acre seaside 

resort located in the Santa Maria Bay area 

between Cabo San Lucas and San José del 

Cabo, has opened. A member of the Montage 

Hotels & Resorts portfolio, the resort features 

122 guestrooms and suites, three private casas, 

52 Montage Residences, a 40,000-square-

foot spa, and more than 35,000 square feet of 

indoor and outdoor meeting and event space.  

PUERTO RICO
Puerto Rico’s recovery from last year’s hur-

ricanes continues with the news that Dorado 
Beach, A Ritz-Carlton Reserve will reopen 

in October (2018). The rejuvenation of the 

114-key property includes the addition of more 

than 300,000 new flora and fauna; the mod-

ernization of Su Casa, its unique five-bedroom 

villa; and a reimagined signature restaurant 

and bar that will debut in November. 

POLAND
AccorHotels has opened its third Raffles 

property in Europe. The 106-key Raffles 
Europejski Warsaw joins the Raffles Istan-

bul Zorlu Center and Raffles Paris Le Royal 

Monceau. The property underwent a full, 

four-year long renovation to restore it to its 

pre-World War II glory. 

SOUTH KOREA
Autograph Collection Hotels, Marriott Inter-

national’s collection of independent hotels, 

has opened a second property in Seoul. 

Located in the city’s trendsetting Hongdae 

area, RYSE has 272 rooms, including 14 

suites, each featuring an art piece from its 

exclusive collection. F&B options include 

Long Chim (Thai cuisine), Tartine Bakery & 

Café, and Side Note Club, a rooftop bar and 

lounge. Its 15,000 square feet of creative 

meeting and event space can accommo-

date groups of up to 300.

UNITED ARAB EMIRATES
Hyatt’s first Grand Hyatt-branded property 

has opened in Abu Dhabi, the capital city 

of the UAE.  The Grand Hyatt Abu Dhabi 
Hotel & Residence Emirates Pearl has 332 

guestrooms; 36 suites, including Presidential 

and Palatial Royal suites; and 60 full-service 

one- and two-bedroom residences ranging 

in size from 968 to 1,500 square feet. The 

property features 50,500 square feet of 

meeting and event space, including 12 meet-

ing rooms on one floor, all of which feature 

private outdoor terraces and natural light. 

UNITED STATES
ARIZONA – Following a $13 million USD 

renovation, Hotel Adeline has reopened 

in downtown Scottsdale. The boutique 

property has 213 guestrooms including five 

700-square-foot king suites; a hidden speak-

easy whiskey bar; and a full-service Mediter-

ranean-American restaurant and lounge. Its 

10,000 square feet of indoor and outdoor 

event and meeting space includes the 

1,800-square-foot Hayden Ballroom (cap: 

120), the 345-square-foot Basil Boardroom 

(cap: 12) and a 2,200-square-foot pool deck 

space available for full buyout (cap: 150). + 
CALIFORNIA – The Palm Springs Conven-
tion Center has launched the Concept3D 

interactive 3D map and virtual tour platform, 

bringing its 245,000 square feet of meeting 

and event space, including the integrated 

410-key Renaissance Hotel, into a detailed 

and navigable digital format. Planners can 

now easily explore the space, request a pro-

posal and get a feel for nearby attractions 

and hotels. + GEORGIA – Perry Lane Hotel, 
a member of Marriott International’s Luxury 

Collection® Hotels & Resorts, has opened in 

Savannah. Design elements in its 167 rooms 

and 12 suites include oversized windows, 

leather headboards and notable art. The 

property has 8,900 square feet of indoor 

and outdoor event space.   

CONTINUED FROM P.39

Photos (clockwise from top left): Exterior, Grand Hyatt Abu 

Dhabi Hotel & Residence Emirates Pearl; Dorado Beach, 

A Ritz-Carlton Reserve (Puerto Rico); Guestroom, Raffles 

Europejski Warsaw (Poland). 
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Business Events Toronto WEC19 Reception

+SNAPPED

9 10 11 1312

7 86

VisitSweden Roadshow

(All captions are left to right. Unless noted, all photos are © Meetings + Incentive Travel)  VOX INTERNATIONAL / VISIT PORTUGAL FAM | 1. (Photo courtesy of Visit Portugal) FAM participants with 

hosts Deborah Edwards (2nd from left), VoX Int'l; Liliana Esteves Vieira (2nd from right), TAP Air Portugal; William Delgado (far right), Visit Portugal Canada. MEETINGS INDUSTRY EUCHRE TOURNA-

MENT |  2. Delia Lapensée, Shaw Centre; Heidi Wilker, CMP, Blessed Events. 3. Bettyanne Sherrer, CMP, CMM, ProPlan Conferences & Events.  4. Heather Donnelly, Meetings + Incentive Travel/Incentive-

Works; Tina Wakeford, Caesars Windsor. 5. Robin Paisley, EventMobi; Margaret Johnston, EventsWork; Sheila Wong, BBW International. VISITSWEDEN ROADSHOW | 6. Susanne Karlsson, Courtyard 

by Marriott Stockholm; Alejandro Duran, Cambridge Forums.  7. Mathias Andersson, Vasa Museet; Natalie Greenberg and Anja Bosch, Wynford. 8. Joanna Rummens and Liz Dachuk, Connaissance 

Travel and Tours; Fredrik Scharp, The Brewery Conference Centre Stockholm. BUSINESS EVENTS TORONTO WEC19 RECEPTION | 9. Theresa Gatto, CMP, Ottawa Tourism; Christine Grange, MacEwan 

University. 10.  Feiona Gobin, CAE, HMCC, Niagara Falls Business Events; Sandra Moniz, CMP, Meetings + Conventions Calgary; Henry Kee, Calgary TELUS Convention Centre. 11. Arlene Schilke, CMP, DES 

and Brent Taylor, CMP, CMM, Timewise Event Management Inc.; Shannon Valeroite, CMP CMM, Niagara Falls Business Events; Tim Whalen, CMP, Fallsview Casino Resort.  12. Shelley Williams, Caesars 

Entertainment; Lori Wagner, Meetings Encore. 13. Johanne Belanger, Tourism Toronto; Trevor Lui, The Highbell Group. 

1

2 3 4

VoX Intl  Visit Portugal FAM

5

2018 Meetings Industry Euchre Tournament (CanSPEP)
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+SNAPPED

(All captions are left to right. Unless noted, all photos are © Meetings + Incentive Travel)  CLUB MED-AIR TRANSAT MICE EVENT | 14.  Catherine Young, Meridian Incentive Consultants; Lori de 

Montmorency, Club Med. 15. Charmaine Fernandes, HRG North America; Sylvia Stewart, Strategic Meetings + Incentives. 16. Krista Clark-Lazarovich and Amy Black, Wynford. CHMSE 2018 PLANNER 

MATINEE | 17. Julie Epplet, CMP, ConferenceDirect; Paulina Cadena, Canadian Urban Transit Association. 18.  Hilary MacDuff, MLSE; Zahra Malik, Qualified Financial Services; Sasha Saladziak, MLSE. 19. 

Tanya Mora, The Globe & Mail Centre; Ellen Buchanan, Hilton Worldwide. 20. Cheryl Heyd, Northpoint Group Event Management; Shelley MacDonald, CHMSE. 21. Samantha Mele, JPdL Toronto Niagara; 

Pamela Laite, Fredericton Convention Centre. SELECT GROUP MARKETING (SGM)/ST MEETINGS & INCENTIVES POLAND EVENT (TORONTO) | 22. Event participants including (centre, orange shirt 

and holding glass) hosts Jan Zandboer and Brigitte Perreault, SGM.

Club Med  Air Transat MICE Event (Toronto)

CHMSE 2018 May Planner Matinee

1514 16

17 18 19

20 21

22

Select Group Marketing  ST Meetings & Incentives Poland Event



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

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

43M E E T I N G S C A N A D A . C O M

For detailed information on these listings visit
meetingscanada.com/buyers-guide

 
MARKETPLACE
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HOTELS + RESORTS

“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

Cities in Sync 11

citiesinsync.ca

Hilton Worldwide 8

meetings.hilton.com

IncentiveWorks  24, 25, 29

incentiveworksshow.com

The International Centre 14

InternationalCentre.com

M+IT Hall of Fame 21

halloffame.meetingscanada.com

Marriott International  5

Marriott.com

Meet Hawai’i 16

meethawaii.com

Quebec City Business Dest ation 32, 33

QuebecBusinessDestination.com

PCMA Canadian Innovation Conference 45

pcma.org/ce

Posadas Fiesta Americana IBC

grandfiestamericana.com/meetingsmexico

Rodd Hotels & Resorts  IBC

roddmeetings.com

The Rec Room 6

TheRecRoom.com

Tourism Saskatoon 36

conventionssaskatoon.com

Westin Hotels & Resorts 34

westin.marriott.com

White Oaks Resort & Spa OBC

whiteoaksresort.com

+ADINDEX

ALANNA MCQUAID
International Business  Development Manager

416.510.5144 | alanna@newcom.ca

HEATHER DONNELLY
Director of Business Development

416.459.2350 | heather@newcom.ca

For more information on 
upcoming advertising opportunities 

contact:



GET READY TO

pcma.org/cic

VICTORIA, BC
NOVEMBER 18-20, 2018

pcma.org/ce

But before,

LET’S SOCIALIZE
Why wait for CIC 18 to meet up?
Let's catch up in Toronto at The Pint Public House from 
4:00pm - 6:00pm on August 13 and kick back!

Register and come grab a drink 
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+NEXTGEN
“We design experiences  
that elevate the human spirit…”
Name | Karen Norris, CMP  

Title/Company | Conference Manager,  

Canadian Association of General Surgeons

I got a taste for the industry when I was seven years old and 

was asked to hold my aunt’s veil at her wedding. I remember walking 

down the aisle behind her, seeing everyone looking at her, smiling and 

taking photos. Everyone had gathered in one place for this event, to 

celebrate something. I knew in that moment, I wanted to be a part of 

this energy; in bringing people together, improving lives, celebrating 

something bigger than us.  

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

an event architect. There has been much discussion about educating 

the outside world on the benefits the meetings and event industry 

brings to our cities and our countries. This education can start with how 

we define ourselves via professional titles. We are not party planners, 

we are not even event managers; we do more than manage people, 

chairs and food. We design experiences that elevate the human spirit, 

that better educate academics and that challenge the conversation 

about pertinent social issues.

The biggest challenge I encountered when I began my 
career was transitioning from weddings to association events. During 

the interview process, potential employers did not see my wedding ex-

perience as being able to translate to conference coordination. However 

my passion for events might have been overlooked given that it is not a 

measureable skill. World-renowned sushi making legend Jiro Ono, who 

operates his three-Michelin star restaurant in a Tokyo subway station, 

attributes his six decades of success to his passion: “You have to fall 

in love with your work. That is the secret to success.” Many event skills 

can be learned, but you cannot teach passion. Passion is the medium 

to possibility, creativity and growth. This concept is not lost on me now 

that I am lucky enough to sit on the other side of the interview table. 

The most valuable lesson I’ve learned is to always be aware 

of your event’s objective. Every event has a different objective and the 

objective will direct every aspect of the event, from timing of execution 

to the type of food served to how you should design the event space. I 

include the event objectives in every RFP I submit to my suppliers. The 

more they know about my desired objectives for the event, the better 

they can help me achieve them and the easier it is for me to show my 

stakeholders a return on their investment. 

I think our industry could benefit from using events as 

mechanisms for social change. Events should reflect the temperature of 

society. Throughout the world, we are having open and honest discus-

sions on diverse topics such as climate change, inclusivity and sexual 

harassment. Events are powerful catalysts for change because of their 

reach and the diversity of attendees. Organizing charity events in your 

event’s host city or simply committing to diversity representation on 

panels can make a difference and signal to all that your organization 

and its members want to be a part of these important discussions. 
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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 



#squadgoals

NIAGARA-ON-THE-LAKE    WHITEOAKSRESORT.COM    1-800-263-5766


