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“Barbecue sea urchin in
Morocco. Not bad!”
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at Kwandwe Game Reserve, on
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on warthog gammon, springbok
carpaccio, kudu loin, scrambled
ostrich egg and ostrich steak
from an award-winning chef.”

“For people who know me,
they will know that I don’t eat
strange things. So the strangest
thing I have eaten abroad may
not sound strange, but it was a
big event for me—a tiny quail’s
egg in the little village of
Lourmarin, in Provence, France.”

“Strangest thing I’ve eaten?
Blood pudding in Scotland,
2003. Wouldn’t do that again!”
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AS I SEE IT

A UNIQUE PERSPECTIVE

COMING NEXT ISSUE
An article sharing insights gleaned
from a roundtable of planners and
decision-makers providing feedback
on current issues and opportunities
presented by the industry at large.

STAY IN THE KNOW
Sign up for our newsletters,
delivered right to your inbox.
Weekly The top five must-read stories
of the week, plus industry blogs and
important dates.
Monthly In case you missed it, we
recap the most-read industry news
of the month.

PHOTO DONNA SANTOS

meetingscanada.com/newsletters

Another year draws to a close and inspires
introspection about the year that’s behind
us and the year that looms. In this spirit of
reflection, it’s necessary, but sometimes
difficult, to ask the hard questions, yet
they’re questions that must be asked: Did
you surpass your business objectives? Did
you even meet them? Did you introduce
any new and innovative practices that enabled you to work smarter and take your
business to a new level?
By the same token, what lies ahead for
2013? Are you optimistic about the year
ahead? (How) can you reimagine your
business?
One thing’s certain: When it comes to
business, we all reside in a comfort zone.
The problem, though, is that these zones
can become a little too comfortable—cocoon-like, even—keeping us from moving
forward and reaching our full business
potential.
So, my challenge to you is this: Take
steps to venture outside your comfort
zone. One way of doing that is to look beyond the familiar walls of your universe
and seek out an outsider’s perspective,
which can bring crystalline clarity to your
business model, identifying challenges and
offering solutions.
Sometimes, only an outsider can bring
the dispassionate, “30,000 ft.” perspective

necessary to identify what needs to be
done. After all, it’s easy to get so close to
a subject (in this case, your own business)
that you can’t look at it objectively.
It was in that spirit that we commissioned
this issue’s cover story, in which our writer
interviewed senior Canadian executives to
get their candid opinions on meetings. Their
perspective is unique and instructive.
In the piece, the corporate leaders were
asked key questions: Do meetings bring
value? What return, if any, do meetings
bring to their companies? In today’s hypercost-conscious business environment,
those in the C-suite must ensure that every
dollar they spend is done so strategically.
Meetings are under the microscope.
I’m keen to hear your feedback.
P.S.: This executive-perspective article is
part one of a two-part series on the meetings industry. Look for the second part in our
February.March, 2013, issue.

DON DOULOFF,
MANAGING EDITOR
DDOULOFF@MEETINGSCANADA.COM

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.
MEETINGSCANADA.COM
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what's new on

LAUNCH

Nicola Kastner
to Launch Event
Marketing Consulting
Company

GROUP ACTIVITY

+ bit.ly/NicolaK
+ bit.ly/TundraReview

FOOD

TUNDRA
RESTAURANT
IMPRESSES
+ bit.ly/RitzPR

KAYAKING IN THE
SONORAN DESERT

+ bit.ly/DesertKayak

“In order for BEICC to be relevant, outside its community,
it needs to talk, act and be more inclusive and forwardlooking. It needs to lead with ‘why’ what it has to offer is
relevant to corporate organizations. Otherwise it offers
no relevant value to anyone outside of the community.”
SUSAN RADOJEVIC, IN RESPONSE TO LES SELBY’S BLOG
“BEICC CONTINUES IT’S WORK”

+ bit.ly/BEICC

OPENING

BLOG

+ bit.ly/SteveReport

RITZ-CARLTON TO OPEN
NEW LUXURY BRAND
IN PUERTO RICO

Listen in on the conversation or better
yet, join in! Follow us on Twitter for the
latest breaking industry news and updates
@MeetingsCanada
8

From Steve Dempsey’s
THE STEVE REPORT

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)

“The beauty of LinkedIn
is no matter where my
professional career
takes me, my LinkedIn
profile comes with me.
With the war for talent
only just warming up,
LinkedIn is going to be
at the centre of it.”

MEETINGSCANADA.COM
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wrap-ups

MPI MONTREAL +
QUEBEC CONVIVIUM
On Nov. 4, MPI Montreal + Quebec welcomed 150
delegates for Convivium 2012, held at Loews Le Concorde, in Quebec City, for four days of education, networking and fun.
This was my first Convivium and I have to say, it was
a great experience! Quebec really knows how to have a
good time and make their guests feel welcome.
Here is a list of my TOP 10 HIGHLIGHTS FROM MPI
MONTREAL + QUEBEC CONVIVIUM 2012:
1. VIP check-in and warm welcome, plus complimentary mini-bar shopping.
2. Opening night entertainment: Grammy nominated
La Famille Painchaud.
3. Customized pillows for
each delegate, at turndown,
on day one.
4. Presentation by Kevin
Hinton, Meeting Professinals
International chairman.
5. Photo rally: A race to find
and snap Quebec City locations (and being on the winning team!).
6. Breakfast at Astral, the revolving restaurant at Loews
Le Concorde.
7. Amazing candy bar during afternoon break.
8. MPI International chief operating officer Cindy
D’Aoust’s roundtable discussion and keynote.
9. SamaJam Dance Party, to kick off gala dinner.
10. Last, but certainly not least, the amazing team at
MPI Montreal + Quebec: Martin Gervy, chairman; Daniel Fortin, outgoing chairman; Sara Lamothe, executive
director; Heather Milliken, vice-president, education;
Francois Lanouette, director, Quebec development;
Cindy Raider, director, special events; Daniela Caputo,
director, public relations; Christian Claude, director,
strategic alliance; Michèle Bertrand, vice-president,
communications; Nathaniel Archibald, vice-president,
finances. —CORI-ANN CANUEL

10

CSAE NATIONAL CONFERENCE
Oct. 31 to Nov. 4, 640 delegates descended on the Ottawa Convention Centre
and The Westin Ottawa, for the annual CSAE National Conference.
This year’s four-day conference was the largest attended conference the
association has held and included an array of sessions, social events and outstanding entertainment.
Day two’s keynote
address from Michaelle
Jean was a highlight.
She shared her story of
courage and determination and inspired the
audience to always ask
ourselves the question,
“how can I better my
community, whether it
be my country, neighbourhood, industry, organization or family?”
Day three featured the CSAE National Showcase, with approximately 300
exhibitors, as well as the “Paint the Town Red” gala reception and dinner. The
Ottawa Team did a fantastic job of entertaining us throughout the dinner.
Although I had to leave early to catch my flight, I hear the team performed an
incredible dance routine and that Glenn Duncan, vice-president, sales, Ottawa
Tourism, has a great voice and some smooth moves!
One delegate summed up their experience this way: “Everything tied
together, focusing on innovation and creativity from the concurrent sessions,
the keynote speakers and even the social events…especially the Ottawa team’s
efforts at the gala.” As a first-time attendee, I agree. I left Ottawa energized
and am looking forward to 2013 in Winnipeg! See you there!
—CORI-ANN CANUEL

PCMA CANADA EAST CHAPTER
‘SERVICE IN SYNC’
On Nov. 9, PCMA Canada East Chapter held its annual Service In Sync Event
simultaneously in Toronto; Ontario’s Niagara Region; Ottawa; London, Ont.;
Montreal, Halifax and Charlottetown. Across the chapter, 76 people volunteered from various industry organizations. The day focused on giving back
to the communities we work in; volunteer sites included food banks and shelters. I was proud to be one of 22 industry volunteers at the Toronto location,
the Red Door Family Shelter. The shelter houses about 100 people and with
only a small core staff, the service teams work incredibly hard. It was a moving day for our group. We sorted and prepared food for the twice-weekly
food bank the shelter operates to assist families once they leave the facility.
We were able to meet several families accessing the food bank and the realization hit home that, with so many in need, there is still much to be done in
our city. If you are interested in volunteering, donating or learning more about
PCMA’s giving-back initiatives, contact pcmacdaeast@sympatico.ca
—ROBIN PAISLEY
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event spotlight
Keep on top of professional
development and networking
opportunities in the business
events community.

december
Site Canada Holiday Social
Join industry friends and colleagues
to celebrate the holiday season and toast
yet another successful year for the Site
Canada chapter. The InterContinental
Toronto Centre will host the annual gathering at the spacious Azure Restaurant & Bar.
Enjoy light appetizers and come prepared
to buy some raffle tickets for the holiday
raffle to raise funds for Site Canada’s
chosen charity, Childhood Cancer Canada.
Come out and support a great cause.
sitecanada.org

Ottawa Chapter’s “50 Shades of
Holiday Magic” Festive Luncheon
MPI Ottawa Chapter’s 2012 festive luncheon will feature performances and holiday
treats for attendees to enjoy and take
home. Guests are invited to dress in red,
black and grey for a chance to win the
annual costume contest. The chapter is
accepting donations, specifically a canned
good with a loonie taped on top, to support the Ottawa Food Bank. This year’s
event will take place at The CE Centre in
Ottawa. mpiottawa.ca
CSAE Social Media Master Class
This full-day workshop at the
Hyatt Regency Toronto is intended to help
attendees craft a practical social media
strategy. The master class will discuss
whether it’s best to build community within
your site or outside your site, how to mitigate organization risk, and will discuss a
realistic budget for social media. Attendees
can expect to leave the class with a specific
action plan and a clear understanding of
how to measure results. csae.com

AS I SEE IT
ADDITIONAL INDUSTRY EVENTS:
DECEMBER
+ 11 Annual General Meeting and Social,
PCMA Canada East Chapter, Toronto
+ 12 Holiday Luncheon, CAEM, International Centre, Mississauga
+ 19 MPI Rocks the Holidays, MPI Greater Edmonton Chapter, Westin Hotel
JANUARY
+ 6 Holiday Event, CanSPEP
+ 13-16 Annual Meeting: Convening
Leaders, PCMA, Orlando, FL
+ 17 Social Media Master Class, CSAE,
Hotel Arts, Calgary
+ 13 Charity Auction and Dinner,
MPI Ottawa Chapter, Ottawa
Convention Centre
+ 31 Lunch and Learn, MPI Atlantic
Chapter, New Brunswick
FOR MORE INDUSTRY EVENTS, VISIT
MEETINGSCANADA.COM

CAEM – Canadian Association of Exposition Management, CanSPEP – Canadian Society of Professional Event Planners, CSAE – Canadian Society of Association
Executives, MPI – Meeting Professionals International, PCMA – Professional Convention Management Association, Site – Society of Incentive and Travel Executives

Boss. Colleague. Partner. Friend.
Give them the recognition they deserve.

Nominate your peers for a 2013
M+IT Hall of Fame Award today.
Visit meetingscanada.com/halloffame for a full
list of categories and nomination form.
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GETTING MAXIMUM BANG FOR YOUR AV BUCK
BY CLAYTON CAPORAL
The comment everyone in the audiovisual business has heard over
and over and hates to hear is, “I didn’t want to buy the gear! I just
want to rent it!”
No question, it is costly to plan, install/dismantle, service, warehouse and ship AV systems. Audiovisual equipment has a short
shelf life. Not only does technology render the equipment obsolete
quickly, but rentable gear gets damaged and things wear out fast. In
addition, labour costs are becoming increasingly high for top-notch
technicians. And as audiovisual equipment becomes more and
more advanced, it requires qualified techs who really know their
stuff. Now that more and more events are being produced in high
definition, with different screen ratios, where screen blends, LED
panels and other new trends are emerging, planners need to keep
abreast of what the newest toys can do.
LED ILLUMINATING DIODES
LED panels are flat blocks made up of LED illuminating diodes. They
can be put together like floor tiles to make huge screens or they can
be broken up to make interesting visual patterns and displays. They
can show video images or almost any programmable representation. LED panels work well outside, because they’re so bright and
can be seen almost perfectly in sunlight, whereas most LCD projector images break down outside.
Screen blends are achieved by utilizing multiple projectors on
wide screens that are capable of combining images and making almost undetectable where one image ends and the other begins.
This creates a much more impressive and interesting display.
Also gaining in popularity are mobile apps for smart phones that
list conference agendas, provide city and venue maps, list delegates
and provide speaker profiles. Ultimately, over time, these apps will
replace paper programs.
Be aware, however, that these new technologies demand specialists to program, design and implement them. Even generalists
12

who are usually in charge of the overall picture need to have a solid
working knowledge of everything.
So how do you get the best ‘bang for your buck’ when it comes
to these new technologies?
Know what you are trying to achieve and know your limitations.
Budgets are a relative term. One organization’s ‘small budget’ is
another group’s ‘Rolls Royce.’ How much bang do you want for your
buck? What is important to you and your team? Do you simply want
to project a PowerPoint image, so all the delegates can see it, or do
you want to add a camera, so the speaker can be better seen on the
large screen by your audience?
‘BLING’ IMPORTANT?
Is ‘bling’ (slang for ‘effects’) important? Do you want fancy sets, with
lighting, looks and moods or LED panels to embellish the look of the
event? All the extras add cost, of course. Your audiovisual account rep
should ask these types of questions and guide you through the process, but it’s much like buying a car. If, from the beginning, you have
a good idea of what you are looking for, it will be much easier to get
what you want. Always get multiple price quotes and always make sure
you are comparing ‘apples to apples.’ Never play one company against
another in the bidding process to get the best price; it will just stretch
the AV supplier that wins the bid to the brink of disaster, since they
may not have enough labour or equipment to run the event properly.
Work with a team you trust and are comfortable with, one that
provides solutions to your dilemmas and, of course, strives to meets
your budgetary requirements.
Make your supplier a vital part of your team—which they are,
rather than hired help—and good things will come back to you, in
spades. By following these steps, you will be well on your way to
getting the biggest bang for your AV buck!
—Clayton Caporal is senior sales manager at AV-Canada, based in Mississauga, Ont.
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WE DON’T ROLL UP
THE SIDEWALKS
AT 5 O’CLOCK
If you’ve visited Ottawa lately, you know
the Capital’s not the sleepy little town it’s
sometimes made out to be. We’ve got a great
culinary scene, the ByWard Market’s pubs,
clubs and patios, and the spectacular Casino
du Lac-Leamy. Not to mention a lively music
scene, theatre, dance and fantastic festivals.
Add all of that to Ottawa’s national sites,
great museums, natural beauty and outdoor
recreation, and you’ve got a destination
with undeniable delegate appeal.

WE DO ROLL OUT
THE RED CARPET
FOR DELEGATES

Ottawa Convention Centre

Canadian Museum of Civilization

RBC Royal Bank Bluesfest

Rideau Canal

WWW.MEETINOTTAWA.CA

1-800-363-4465
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Five tips on how to develop
an awards program to
motivate employees.

PROGRAM SAVVY
BY LEIGHANNE PARENT

As event planners, we are in the enviable position to be witnesses to
acts of appreciation on an ongoing basis. Clients come to us to help
organize events and trips, to recognize the valuable contributions of
their staff, and we see first-hand the power that appreciation has on
motivation in the workforce and its impact on the employee’s need
for validation and sense of belonging. So as we head into the holiday
season, what better time to reflect on the importance of motivation
and its ability to strengthen loyalty within the workforce.
PUBLIC ACKNOWLEDGEMENT
Since corporate events are often a public acknowledgement of the
achievements of a corporation’s top performers, it is equally important to ensure that our clients provide other opportunities for recognition—either tangible or otherwise, to make it a more comprehensive
awards program. Corporations that have an effective awards program for their employees can be rewarded themselves by having a
more engaged, loyal and hard working staff who are committed to its
success. It is a mutually beneficial relationship, where everyone wins.
Knowing what type of program motivates in today’s diverse
work environment is complex. As a result, leaders often look for
advice on how best to put together a corporate awards program
that will truly motivate their staff.
Here are five tips on how to develop an awards program to
motivate employees:
1. Align the program to the business and provide opportunities
for all to participate and earn.
Clients need to ensure that they have established and communicated their corporate vision. What values and growth goals
does it have? They need to tell their employees and ensure their
employees understand that knowledge and commitment to these
values are critical to the success of the organization. They need to
make it clear what measurable criteria will be used to recognize
desirable behaviours. Are they measuring them on performance?
Will they be rewarding them for certain milestones? Have they
made the program easy to understand and achievable?
2. Use a creative theme with ongoing communications and activities to drive awareness and participation.
14

Clients need to keep the program top-of-mind and live and
breathe it at all levels of the organization. Employees should be
engaged with fun activities or events, to celebrate achievements
and behaviours on an ongoing basis. They need to be heavily invested in the program.
3. Make it fun! Leverage social media to engage employees.
The program should be current and relevant. Social media are,
without question, today’s single most important and pervasive
marketing vehicles. Recommend they take advantage of this trend
and magnify the success potential of their program by ensuring
they are reaching as many employees as possible, while keeping
them engaged in fun and exciting ways.
4. Find a balance between legacy company traditions and fresh
new award strategies.
How will they be rewarding employees? With today’s diverse
workforce, both cultural and generational, how do they assemble
a set of rewards that are capable of inspiring all of their employees? They must seek to understand what motivates their employees—prestige- and honour-type awards, popular rewards, travel
awards, philanthropic contributions, experiential options or simply
gifts of time.
5. Offer employees something to brag to family and friends
about—a prestigious honour or a cool reward.
TANGIBLE REWARDS
Tangible rewards can be a powerful motivator. Have them consider
what tangible items will have a memorable impact on the employee.
Rewards need to be relevant, so knowing current trends, along with
their audience’s interests, is important. Trips, prestigious trophies and
awards all have an element of ‘brag’ value to them, as employees get
to share their recognition with their peers, increasing the perceived
value of the award over its actual monetary value.
A few thoughts as you reflect on your clients’ motivation strategy this holiday season.
—Leighanne Parent is senior buyer at Aimia, based in Mississauga, Ont.
leighanne.parent@aimia.com
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IS TRAVEL/HOSPITALITY
THE OVERARCHING UMBRELLA?
Some say those who plan events and meetings are in the travel
and hospitality industry. What’s your opinion?
AS TOLD TO CHRISTINE OTSUKA

not-for-profit

corporate

MADELEINE BART

Event Coordinator
Canadian Institute of
Chartered Accountants
This is a tricky one!
For years, meeting
and event professionals have been
grouped under the hospitality industry
umbrella because the world was uncertain
of how to define it as a profession. But this
is changing. Universities and colleges offer
hospitality programs that cover a variety of
fields, from meetings and events, to travel
and tourism, to hotel management.
However, with more and more organizations acknowledging the value that
meeting planners bring, the profession is
receiving more recognition. In addition,
events and meetings are being identified
as significant income generators for both
organizations and the economy.
As a result, there are now full-time
programs at educational institutions dedicated to event and meeting management.
Furthermore, organizations are actively
seeking event and meeting professionals to
help them meet their goals and objectives.
While the meeting industry continues
to branch out on its own, one thing that
won’t change are the customers that we
share with the hospitality industry. Our industries will always be working in collaboration with one another to provide exceptional customer-focused experiences.

The Final
Verdict

DEBORAH
SCHROEDER, CMP

Senior Meeting Planner,
Corporate Events
Aviva
Although travel and
hospitality are aspects of what we do,
I believe today’s event planner is an integral
member of the marketing team, whether
they work for a corporation or an agency.
Providing attendees with a space to
sleep, good food and a party does not reflect the strategic importance that a properly planned event has. Events should be
based on a company’s objectives and be
used to communicate key messages to its
stakeholders.
Working closely with the rest of the
marketing team (as well as other departments that have a stake in the event such
as sales, human resources and communications) is vital.
From the smallest meeting to conferences, trade shows and incentive trips, an
event that does not measurably further
the company’s objectives is not delivering
ROI and risks being a victim of the next expense cut.

Yes, no, maybe so. The answer is clear as mud. Meeting planning involves travel and hospitality components and you’d be hard-pressed to find a tourism
board/airline/hotel without a meetings and conventions arm. So why is it not a prefect fit? Perhaps it’s
related to meeting planners’ collective desire to abandon the party-planner descriptor. “Travel” connotes
leisure, vacations and fun, which aren’t exactly on

third party
DIANA ALEXANDER

Business Development
Meridican Incentive
Consultants
I believe that those
who plan events
and meetings are
absolutely part of
the travel and hospitality industry!
The overall objective for everyone
working in this industry is to take excellent
care of our guests. Ultimately, every decision regarding a meeting or event is made
with the participant experience in mind.
We constantly strive to ensure that
each individual departs from our programs
feeling that a great amount of thought and
attention to detail went into the planning
process and that they have been a part of
something unique and special. Whether
we are assisting a participant with lost luggage, managing special dietary requirements, introducing them to an exciting
new entertainment act, or simply greeting
them with a smile at a registration desk,
every moment of interaction with a guest
will [affect] their enjoyment of our event.
Our objective to provide an outstanding
experience, locally or abroad, is precisely
what includes us in the travel/hospitality
industry.

your employer or client’s list of business
objectives. Or perhaps it’s too simplistic.
Whatever the case may be, we’re far from
reaching consensus. And if we can’t agree,
then prepare to be mislabelled.
HAVE AN OPINION?

E-mail cotsuka@meetingscanada.com
MEETINGSCANADA.COM
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Brave new world.

MOTIVATING +
REWARDING
A YOUNGER
WORKFORCE
BY GRAIL NOBLE

❑ MAKE IT MEANINGFUL
Millennials have a more global, charitable outlook than their older
counterparts. They are far more motivated by giving back, and
feeling good about what they are doing, than just monetary rewards or five-star experiences. Golfing in Texas may not have the
same resonance as building a school in Jamaica or saving turtles
in Costa Rica. Your organization must show support for their values to attract, motivate and retain these workers.
❑ DON’T FORGET IT’S A REWARD
You still need to balance the feel-good component with the treat
of a luxury reward. A common mistake companies make is to replace incentive trips with voluntourism. You need to find a balance
between the two. Your younger workforce still appreciates a luxurious, fun experience.
❑ THEIR TASTES ARE MORE REFINED THAN YOU’D THINK
They are savvy shoppers and travellers. So even though you have
built time on the agenda to do something for the local community, you must balance that with an experience they couldn’t just
buy for themselves through an all-inclusive vacation package.
Give them something to talk about and share with their networks.
They are foodies and love good wine, too! They know where the
hotspots are everywhere they go, so you need to include these
experiences in your programs if you are to truly reward them.
16

❑ DELIVER ON SENSE OF PLACE
Gen Y’s are well travelled and knowledgeable about the places
they visit, thanks to the vast quantity of information available to
them on the Internet. So if you are taking them to Hawaii, for example, don’t believe for a minute that hosting a luau is providing
them with enough of a sense of place and local culture. If you
bring in a spiritual Kumu teacher and talk about what they are doing to protect their dying aboriginal language, you will get attendees’ interest. Anything inauthentic does not work for Millennials
and will evoke the word “lame” (insert eye roll here).
❑ KEEP THEM CONNECTED
Also known as “digital natives,” people born in the age of the Internet don’t know a time when they weren’t connected. Being offline is not relaxing for them the way it might be for older workers.
The number one question we get asked on programs is whether or
not there will be WiFi access and what the cellular roaming rates
are. The question is not motivated by whether they can get online
to work (which is how older generations think of connectivity).
Instead, it is motivated by their need to be socially connected.
They need to be able to share their experiences on social media
instantly and frequently. The upside is that this is widening the
circle of influence and amplifying your ROI. When a friend comments on one of your attendee’s status updates sent directly from
a program to say, “I can’t believe your company is with you there,
doing that. You have the best job ever,” it reinforces their loyalty
to that employer.
❑ UNDERSTAND THAT THEY’RE THE NEW INFLUENCERS
When you develop customized experiences that truly resonate with a younger workforce, the surprising result is that
oftentimes those programs resonate just as well with older
attendees, too. Gen Y are the new influencers. Captivate them and
the rest will follow.

—Grail Noble is the CEO of Yellow House Events and has been named by
PROFIT magazine as the “The Gen Y Whisperer.” Follow her on Twitter
@grailnoble or @yellowhouseTO or go to yellowhouseevents.com

PHOTO Thinkstock.

The fastest growing and most confounding demographic in the
modern workforce is Generation Y, also known as Millennials.
These are people born between 1980 and 2000, so basically anyone 32 or younger. Many planners think that this young group is
not the demographic that most often makes up the lucky recipients of incentive trips. But this is just not true. Some of the top
performers in Fortune 500 companies are Gen Y’s. In fact, some of
the most powerful companies in the modern economy have been
run by CEOs who are under 40. It is not just about how many Gen
Y’s are in a workplace that matters, but how this influential group
affects their older colleagues. Their influence has been prolific on
all age groups, but many companies are still running “old school”
incentive programs, without taking this shift into account.
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SEASON’S
EATINGS

From themed baskets to unique foods
and wine, there’s plenty of culinary
choice for the discerning gift-giver.
BY DON DOULOFF
As another year wraps up, thoughts turn to gifting ideas. Whether
it’s a corporate gift for hard-working employees, a client or supplier thank-you, or a small something bestowed on event or meeting attendees, food is the perfect choice, since it has universal
appeal. Food works.
In the time-honoured tradition, food-themed gift baskets
are always well-received, always a good bet. Who doesn’t relish
receiving a tastefully chosen, artfully arranged and beautifully
wrapped basket chock-full of gourmet treats?
The key is to make the food-themed basket truly special, by
gearing it specifically to the recipient.
“We look at sending gift baskets as a very personal expression

of the client we are sending to,” says Cynthia Richards, president
of Event Spectrum. “The outside packaging, of course, has to be
attractive, but it is what’s inside that counts. Content rules.”
Richards says that her company “always like to know our client’s
personal preferences.” For instance, do they enjoy wine? Do they
like to cook and entertain?
“Once we know their individual likes, we create baskets that are
meaningful and enjoyable to each person.”
“In regards to gift baskets, I think they are a great ‘thank you’
gift, especially if you worked with a team of people at a supplier
(like the business service team or the AV team),” says Les Selby,
CMP, CMM, independent meeting planner.

1. Oversized, Ultimate Indulgence wood chest is packed
with delectables. Once the goodies are gone, the chest
endures as a keepsake. $400. peterandpaulsbaskets.com
2. Neoprene wine bag, with removable inserts, holds
Inniskillin Core Series Dry Riesling and Cabernet Franc;
Donini chocolate; and apron, with logo. $49.95.
greatestatesniagara.com
3. Wooden gift basket features sweet and savoury foods,
including Ice Pressed Greek Olive Oil from Toronto restaurateur Mark McEwan. $85. mcewan.mcewangroup.ca
4. Holiday Gift Box is filled with the most popular confections from Vancouver-based chocolatier Thomas Haas,
elegantly presented. Starting at $75. thomashaas.com
5. Canadiana basket features pure maple syrup, Ste Julie
old-fashioned chocolate fudge, Cleary’s maple cream
cookies and maple-drizzled caramel corn, among other
goodies. $89.95. thesweetbasket.com
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If budgets are tight, and gift baskets aren’t in the cards, or if baskets aren’t appropriate
for your intended recipient, individual foods are the way to go.
The good news is, there’s a virtually infinite variety of gourmet goodies out there. As
with gift baskets, customization is the key.
“I recommend consumable items that are targeted/personalized for the recipient,”
says Diana Graling, CMM, CMP, CSEP, manager, global accounts, at HelmsBriscoe.
In addition to personalizing the food, it pays to get creative.
Natalie Ciarallo, program manager at Pareto, recalls the time the “Starwood Toronto
sales team showed up to our office with a cupcake truck.” As she notes, “we all went to
our main entrance, where they greeted us and spent a few minutes chatting, while enjoying delicious cupcakes.”
As you consider your gift-giving choices, keep one other important thing in mind: Gifts
aren’t just for the holiday season anymore.
“When something is sent as a reminder of how much someone appreciates your business throughout the year, rather than just the holidays or when a contract is signed, it has
far more significance,” says Ciarallo. “It helps keep their company top-of-mind and sends a
message that ‘although we currently are not working together, please keep us in mind for
future opportunities, because we would love the opportunity to work with you.’”
—Don Douloff is Managing Editor of Meetings + Incentive Travel.

Ice Syrup, made from Niagara grapes that are
picked and pressed frozen. The juice is evaporated,
not fermented, to preserve the sugar/acid balance.
$29.99. icesyrup.com
All the fixings to prepare an Italian
family style feast: tea towel, ceramic
pasta bowl, package of Italian pasta,
and tomato basil sauce from Bove’s
Restaurant, in Vermont. $96.95.
plumgiftco.com

Volume IV Tea Book contains black Ceylon
loose-leaf tea. Volume II contains black tea
with such added ingredients as papaya,
marigold and sunflower. $25/book.
redscarfpromotions.com

Handmade from pure Ontario maple syrup,
maple-sugar lollipops can be enjoyed on
their own, dipped in chocolate or swirled
into coffee or tea. $16. ninutik.com

Mulling spices made with Korintje Grade-A
cinnamon, Madagascar cloves and whole allspice
berries, with tangy bits of American orange peel.
$18.95. williams-sonoma.com

Soft-chew jerky, made from B.C. wild
salmon, comes in regular, peppered
hot, teriyaki and maple. Available in 14g,
45g and 90g sizes (75 cents to $4.50).
westcoastselect.ca
18
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Because everybody wants to be happy.

THE HAPPINESS PLAN
BY CHRISTINE OTSUKA

The most memorable thing my mother has ever said to
me wasn’t actually said at all. She wrote it in an e-mail.
I had spent an hour crafting her a long, overly dramatic
novel about some minor upset in my life and she had
replied, simply, “Christine: You’re not happy unless the
world is falling apart around you.”
It was perfect.
Not only had it stopped my overactive mind in its
tracks and put things in perspective in a way no one else
in my life could, but those first few words were impossible to ignore.
Was I unhappy?
I’ve been in the constant hunt for happiness for as
long as I can remember, but only recently developed a
plan. It sounds silly. We all want happiness. But achieving it and sustaining it can seem impossible at times.
Happiness is subjective and elusive. It’s individual and
dependent on many things that are constantly in flux.
And while we’ve become accustomed to creating
happiness for others, in our relationships, with our families and through bringing people together, we’re often
guilty of putting others’ needs first and forgetting about
our own.
TRICKY BUSINESS
Research suggests that about 50 per cent of happiness is genetically determined. “Some people are born

Tiggers, some are born Eeyores,” says Gretchen Rubin,
happiness expert and author of The Happiness Project
“About 10 per cent to 20 per cent is life circumstances,
which is factors such as age, health, occupation, marital
status, income and the like,” she continues. “All the rest
is very much influenced by the way that we think and
the way that we act.”
John Zelenski, an associate professor of psychology
at Carleton University, agrees. In his research on happiness, he’s discovered that demographic variables account for a relatively small amount of variation in happiness. However, personality factors, such as emotional
stability and extroversion, account for much more.
Being happy doesn’t have to require a monumental
occurrence, such as winning the lottery or finding your
soul mate. There are small changes you can make each
day to improve your happiness, says Rubin, who spent
a full year doing things that made her happy, including
singing in the morning, cleaning her closets and reading
Aristotle.
A TWO-STEP APPROACH
Those were the things that made Rubin happy. But
would they make you or I happy? Probably not. That’s
because so much of happiness is individual.
In my quest for happiness, I realized that it all boils
down to two things: Loving what you do and doing

DELIVERING
HAPPINESS

Event planners are
in the business of
delivering happiness.
They bring people
together, facilitate
the building of
relationships and
deliver on objectives, making their
employers and
clients happy.
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good
for your
group
Make the case for
team-building at
your next meeting. Why? Teambuilding is a natural
happiness trigger.
Bringing people
together to accomplish a common
goal, while fostering
relationships, sets
the stage for smiles,
and happier people
are more productive
people. In addition,
they also make better team members
and better leaders,
because others are
attracted to that
energy. Finally,
happier people are
more likely to lend
a hand when others
need it. Win-win.
SOURCE: GRETCHEN
RUBIN, AUTHOR, THE
HAPPINESS PROJECT

what you love. It’s one part mental and one part physical. The first step towards happiness, I discovered, was
to change the way you think about your life. It’s about
learning to see the good, thinking positively, practicing
gratitude and being kind. Just as someone being rude
to you on your daily commute can put you in a terrible
mood for your 9:00 a.m. meeting, so, too, can positive
behaviour affect yourself and others. Being kind, or
simply flashing a smile, is contagious. It makes others
happy and that happiness (more often than not) is reflected back at you.
The second step is to pinpoint simply what makes
you happy. And do more of it.
MY HAPPINESS PLAN
Over the last year, I’ve thought seriously about what
makes me happy and I have compiled some of it here
because, for me, sharing my insights is part of my happiness plan.
Exercise. Before you throw things at me, think about
it. While it might be difficult to get up and get moving,
once you do, your body naturally releases endorphins.
And endorphins make you happy. It’s one way to control and create actual happiness, naturally and consistently. And as the old adage goes, “health is happiness.”
Try something new. Take a salsa dancing class. Try
making your own sushi. Teach yourself how to use a
computer program. Learning a new skill, however small,
will give you a sense of accomplishment. If you can get
over that fear of failure that often accompanies trying
new things, happiness is just around the corner.
Meet for coffee with an acquaintance. At best, it’s
an opportunity to expand your social circle or build a
relationship. At worst, it’s an opportunity to converse
with someone who doesn’t know you that well. Let me
explain. When we meet someone new, and that comfort level isn’t established yet, we have a tendency to
show the other person our “highlight reel.” We pick
the best things about our life and share them. And that

don’t worry. be happy.
Gretchen Rubin, author of The Happiness
Project, shares five strategies for happiness.
1. Sleep more. Most people need at least
seven hours of sleep a night. If you don’t
wake up naturally just before your alarm
gets off, you aren’t getting enough.
20
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exercise alone is enough to remind us that our lives are
pretty great.
Gratitude. Happiness is relative to our perspective and our expectations. It’s not to say you shouldn’t
dream big—you should. But often we don’t take the
time to think about the little things in our life that we
should be grateful for. Take a few moments each day
to think about what you’re thankful for in your life. Or if
you’re a journal writer, keep a gratitude journal. Oprah
does it, so you can, too.
Be active. This has nothing to do with exercise. I’m
talking about being an active participant in your own
life. It’s easy to complain that we don’t make enough
money or aren’t satisfied in our relationship. But the
whole “woe is me” line of thought (or speech) is incredibly passive and, well, generally unproductive. We’re all
guilty of it at some point or another. But it’s important
to pull yourself out of it. When I get in a funk, I recall my
favourite line from the terrible movie Vanilla Sky, “Every
passing minute is another chance to turn it all around.”
If something isn’t satisfactory, make a plan, set timelines and attack. It’ll give you a sense of control over
your future and, ultimately, your happiness.
At the end of the day, everybody wants to be happy.
So what makes achieving happiness so difficult? It’s
simple. People are as happy as they make up their
minds to be. In Zelenski’s research, he found that most
people are in positive moods most of the time, but for
whatever reason, we fixate on the negative. “Sometimes
the negative ones stick out in our memory, and we
often desire to be happier, but, for most, we are happy.”
My mother would say I have a hard time accepting
when things are just fine—that there always has to be
some other goal I want to achieve or some fire I need
to put out. And sometimes that’s true. But it doesn’t
have to be.
—Christine Otsuka is Assistant Editor of
Meetings + Incentive Travel

SOURCE: GRETCHEN RUBIN, AUTHOR, THE HAPPINESS PROJECT

2. Outer order contributes to inner calm. Take
time to clear off your desk, to tackle clutter.
3. Relationships are the key to happiness. Make
time for friends: join a book club; commit to
having a lunch date once a week.
4. Give everyone in your home a warm

greeting and farewell every time they
come and go.
5. Enjoy good smells! This is one of my
newest resolutions, and one of my
favourites. Good smells give such a quick,
immediate lift.
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WE knoW A thing or tWo ABout grEAt BusinEss EvEnts.
Elevate your next event from obligation to anticipation at Caesars Windsor. With over 100,000
spectacular square feet of conference space, we offer you a level of flexibility that is unmatched by other
venues. With our customized options and flawless execution, your event is sure to “wow” all the right
people. When it’s time to mingle, a four-diamond resort with world-class amenities is just down the hall.
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At Halifax Marriott Harbourfront, we are remodelling our meeting and event spaces to be
even better. Launching in Spring 2013, our main level renovation features expanded meeting
spaces, including the new Sable Ballroom with outdoor terrace right on the Halifax boardwalk.
With brilliant natural light and spectacular harbour views, business will be a pleasure and social
events will be memorable.
Halifax’s Most Inviting Event Spaces
• Total 17,000 sq. ft. of event space (currently)
• Additional 4,600 sq. ft. of event space (post renovation)
• 7,620 sq. ft. Nova Scotia Ballroom seats up to 850
• New Sable Ballroom and Terrace opens Spring 2013
• Professional meeting and wedding event planners on staff

1919 Upper Water Street
Halifax, Nova Scotia B3J 3J5
For reservations 1-902-421-1700
or visit halifaxmarriott.com

• New Great Room lobby experience opens Spring 2013
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SPECIAL ADVERTISING SECTION

Halifax Marriott
Harbourfront
A renovation promises to reconfigure, dramatically, the lobby,
restaurant and meeting spaces.

W

hen it comes to refreshing its look and service offering,
the Halifax Marriott Harbourfront is going all out. In late
November, the waterside property launched the last
phase of a renovation that, over five years and $20-million, has
renovated all 352 guestrooms, as well as the ballrooms.

LAST PHASE
This last phase, costing $5-million and expected to be completed
by April 15, 2013, will focus on the property’s main floor. The plan
calls for expansion, by 4,600 sq. ft., of the meeting space along
the hotel’s waterfront side, to include the new Sable Ballroom, two
new meeting rooms and pre-function space. The Acadia Ballroom
will also be renovated.
In addition, the refurbishment will add a new restaurant, Harbourstone Sea Grill and Pour House. Replacing the two existing
eateries, Harbourstone will feature 177 seats and a private room,
glassed-in on two sides and seating about 40. Offering flexibility,
that 40-seat space will operate as an extension of the restaurant,
when needed, and function as a self-contained, sealed-off space,
when booked for private groups.
Harbourstone will serve such specialty food offerings as a
breakfast buffet and on the beverage side, local beers on tap.
More impressively still, Harbourstone will feature a bar – 17
seats augmented by comfortable lounge seating – that will be a

Halifax Marriott.indd 23

prominent part of the lobby.
The idea, says the hotel’s general manager, Jeff Ransome, is
to make the bar accessible to everyone, to make it an area where
guests can meet, greet and socialize, and not feel obligated to
order a drink or a meal.
Other big things are in store for the lobby, as part of the renovation. To be reconfigured as The Great Room (Marriott’s lobby
brand), the revamped lobby will break from the traditional model
and offer some unique features.

FRONT DESK
For instance, the front desk will be comprised of two pods, allowing service staff to greet guests, heightening the arrival experience. Furthermore, these distinctive pods will be located near the
main entrance, making the front desk more “intuitive and accessible,” says Ransome.
Another of the Great Room’s outstanding features will be the
Individual Zone, a communal table outfitted with four computers,
each attached to a printer.
“This is a place where guests can sit down, read a book, work,
or socialize, and not be reclusive in their room,” notes Ransome.
On the hospitality side, Marriott’s signature At Your Service
system will be implemented, where guests call a single, centralized
phone number, for all their needs.
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The Executive

Perspective
Meetings, and their value, are under intense scrutiny from Canada’s business leaders.
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By Robert thompson

ow the meetings world has changed since the
Great Recession of 2008/09, which brought an
extraordinary amount of public and political
attention to off-site meetings. Who can forget
the infamous ‘AIG Effect?’ (Mere days after the
U.S. Federal Reserve rescued the foundering
insurance company with an $85-billion bailout,
in September, 2008, an AIG subsidiary hosted independent insurance agents at the luxurious St. Regis Resort Monarch Beach, in
Dana Point, Calif. - at a cost of $443,000).
Since then, executives occupying the corner suites are, by necessity, bringing a razor-sharp eye to evaluating meetings—their value,
purpose, and the return-on-investment they bring (or, as the case
may be, don’t bring) to their companies. This heightened level of
scrutiny, however, means that senior execs have to be fully convinced
of the value of external meetings (for instance, sales and professional-development conferences and key industry gatherings) to which
they send their employees, before signing off on them.
This, of course, directly affects the planners responsible for putting these conferences together, and raises the bigger question:
Are planners and the decision-makers ‘on the same page’ when it
comes to meetings and conferences? Are planners having to ‘jump
through hoops,’ for those controlling the purse strings, to prove the
worth of meetings and their contribution to companies’ business
objectives and, ultimately, bottom line?
In the following pages, we sought out the opinions of Canadian
business leaders, to gauge their candid opinions on the value of
meetings to their organizations.

Ben Cowan-Dewar knows the changes that have occurred in the
business world, where meetings are concerned. Cowan-Dewar,
along with Chicago business partner Mike Keiser, created a resort in
Inverness, N.S., called Cabot Links. The resort, which employs nearly
300, opened this year to headlines in the likes of The New York
Times and the Wall Street Journal.
Cowan-Dewar, the facility’s managing director, travels to conferences all over North America, specifically seeking marketing perspectives from outside his industry. On top of that, once or twice a
year, he sends his senior-level managers (he has 12, in all) to local
conferences, usually in Halifax, three hours away by car. Typically,
these are informational conferences with focused agendas—for
instance, social media, for his marketing personnel, or women-inbusiness conferences.
Each year, he re-evaluates the return, in terms of the money and
time spent, on sending his executives to these meetings, and each
year, determines that they do bring value, for their networking value
and for their ability to build the knowledge base of his senior-management team. Result: increased productivity and performance.
COST SCRUTINIZED
Indeed, in a post-2008 business world, where every dollar spent at
many businesses is scrutinized to see if there’s a return on investment, sales conferences, incentive travel and even external client
meetings are being carefully considered. Do they warrant the investment? Does it make sense to send an employee to a conference
to learn the latest tricks in social media? Is there value in face-toface meetings?
MEETINGSCANADA.COM
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The Executive

Perspective
While it is certainly clear that Canadian industry leaders are cognizant of the money spent on travel to conferences, annual meetings and external gatherings with clients, it is also clear those personal connections and experiences might actually be more valuable
now than ever before. They might expect more out of those conferences—but it doesn’t mean they’ve stopped attending.

Name: Ben Cowan-Dewar
Title: Managing partner
Company: Cabot Links
Number of Employees: 300

Wayne Kozun knows this first hand. Kozun is the Toronto-based
senior vice-president of public equities for Ontario Teachers’ Pension Plan Board, which has $117-billion in total assets. Kozun, who
has a staff of 40 that reports to him, recently attended a conference held by the Pacific Pension Institute. Kozun attends a handful
of these a year—travelling lengthy distances to hear international perspectives from the financial industry. His staff also travels
throughout the year—often to meet with money managers around
the globe.
But Kozun says it is hard to put an ROI on the conferences he or
his staff attend, though he has no doubt there’s value developed.
“I find them a good way to get a sense of the local market and
the opportunities that could be there,” he explains. “I want to get a
sense of what industries are there. You can’t get a sense of that on
the phone. You want to know what locals are talking about—or even
find out what’s going on in China. It is more about the value I get
out of the conference.”
WEIGHING ROI
One thing is clear—when it comes to employee travel to conferences
or sales events, Canadian executives are carefully weighing the ROI
and giving significant consideration to which employees are sent.

Name: Steve Marshman
Title: President
Company: Catalyst Sponsorship Marketing
Number of employees: 15

Steve Marshman, president of Catalyst Sponsorship Consulting,
in Oakville, Ont., says conferences remain an important part of the
marketing industry, but he wants to be sure there’s a good balance
of education, case studies, speakers and networking before he’ll
send any of his staff.
Marshman, whose company has 15 employees, with clients that
26

include Royal Bank, CN Rail, and Manulife, says he wants a return
from his employees as well.
“The expectation is that the employee attending learns something from those events, brings themselves up to speed on the
latest developments, but also comes back to share best practices,”
he says. “Conferences too focused on the social activity and boondoggle factor are expensive investments, when you consider the
costs of flights, hotels and such without the return.”
One of the key factors for this sort of travel, Marshman says,
is the perceived lag between how the sponsorship business works
in Canada, versus the U.S., where some may argue the industry is
more mature. U.S. companies are often more aggressive and he
wants Catalyst to be on the cutting edge of the industry, not lagging behind.
Beyond that, Marshman also wants to know that the employee
can derive something tactical from the conference, which can then
be used when interacting with clients.
CONNECT WITH PEERS
“The key is to ensure there’s a matchup between the employee,
their skills set and what I’m expecting out of the conference,” he
says. Marshman says his goal in sending employees to conferences
is to allow them to connect with their peers.

Name: Wayne Kozun
Title: Senior Vice-President, Public Equities
Company: Ontario Teachers’ Pension Plan Board
Number of employees: 900

“There is often a reaffirmation factor for the employee, when in
a setting of their peers,” he says. “Like any successful employee,
benchmarking yourself against others in the industry is only done
by physically interacting with those that share similar job description or responsibilities. It allows leaders to practice leading, and
core staff to be exposed to a meeting of the minds.”
On the sales side, conferences can yield revenue boosts, says
David Caron, the publisher of Toronto-based ECW Press, a leading Canadian independent book company. Caron, who personally
goes on upwards of 15 events and conferences each year and whose
staff attends numerous others, says he’s witnessed a significant
sales jump from attending certain sales conferences. Specifically,
he points to a sales conference with a distributor in England that
bumped revenue from $60,000 annually to more than $250,000.
“All we did was send one person to have that personal contact
with the staff [in the U.K.] and really be able to detail what books
are key for us,” he explains.
Graham Henderson is a noted entertainment lawyer who currently runs Music Canada, the lobby group for the music industry.
Henderson, who travels to more than 20 conferences a year—with
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Name: Graham Henderson
Title: President
Company: Music Canada
Number of employees: 8

his staff attending additional events—says he’s more carefully considering the travel he does. But it isn’t as much about the expense
of the trips, as the value created at them.
“A lot of times, issues that are important are being raised,
and our peers will be there,” says Henderson, president of Music
Canada, whose members include the likes of Universal Music and
Warner Music. “I’m looking to have a presence and be part of the
discussions that are taking place. I also need my executives to
be current.”
But staying current also means recognizing when an event is on
the wane. Henderson says he’s been carefully considering whether
to continue attending Midem, once one of the entertainment industry’s leading conferences, held annually in Cannes, France.
RECONSIDERING MIDEM
At one time, Midem was mandatory for anyone in the entertainment sector, but Henderson says that’s changing and he’s carefully
weighing the costs of attending what is an expensive conference
from a travel and accommodations perspective.
“At its peak, Midem was a marketplace for the world,” he says. “It still
has designs on remaining as such, but attendance is declining. Whereas
the trade show once occupied the entire ground floor of the Palais du
Festival, it is now a shadow of its former self—perhaps a reflection of
shifting priorities, perhaps a reflection of the decline of the music industry. Will I return? This year, yes. But as to the future, I need to think carefully. And the decision about whether to continue is as impressionistic
as much as anything else. Am I getting the meetings I need? Are the
issues fresh and current? Is it an event we can use to build relationships
that matter for us in Canada? For me, the jury is out.”

Name: David Caron
Title: Publisher
Company: ECW Press
Number of employees: 10

Another music-industry conference, South by Southwest (SXSW),
in Austin, Texas, is also on his radar.
“On the other hand, SXSW is a conference that has not only increased in size, but in relevance, expanding into the film and digital
space in a way that integrates music,” he says. “I had stopped going
a few years back, but it is starting to fall into the must-go category.

This has everything to do with relevance and who is there. Right
now, EVERYONE is there.”
Brad Pelletier has taken a different perspective on travel and
training. Even after the economic slowdown of 2008, Pelletier, the
former managing partner of sports marketing giant IMG Canada,
who is currently vice-president of the Okanagan region for real estate and resort developer Wesbild, says there’s value in connecting
employees for professional-development events. But Pelletier, who
recently brought in the former CEO of WestJet to speak with his
staff, has increasingly paid to have experts come to see his employees, as opposed to sending staff away on trips.
TAKING A RISK
That doesn’t mean he’s cut travel costs for staff to attend conferences.
Pelletier says that, like companies that cut marketing expenses and
then find sales lagging behind, those businesses that feel conferences
and sales travel are an unnecessary expense are taking a big risk.

Name: Brad Pelletier
Title: Vice-president, Okanagan
Company: Wesbild
Number of employees: 400

“I really believe in training and trying to enhance the employees
you have through professional development,” he says. “With challenging economic conditions, I put a premium on professional and
sales development, as we typically need to accomplish more with
less, which means you need to equip those with the right tools and
training. It also demonstrates to your key team that we are prepared
to invest in them, in order to achieve corporate objectives.”
And how does he determine how often to send employees to
professional-development conferences?
“I believe you need to be careful in frequency and numbers of
people in attendance at meetings,” he says. “Meetings should be
held more frequently for planning/strategy and, if executed effectively, there should be less need for larger operational meetings.”
For his part, Henderson says he’s increased his organization’s
business and conference-related travel by “1,000 per cent,” since
taking on the role of president in 2004.
“I think there’s no substitute for face-to-face engagement, and
I realize we can’t always do that, but so many of them at my level
are important to have that connection,” he says. “If you are a CEO, I
would think if you’re not meeting with people, you’re missing out.”
As Cowan-Dewar notes, “that personal touch is still important. I
saw the changes coming four or five years ago. Companies were being more careful, and conferences and such were changing. But the
reality is, if they still have value, executives are still going to go.”
—Robert Thompson is a freelancer writer based in London, Ont.
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The Winds of Change
Prepare for the future of meetings now.

PHOTO Thinkstock

By GREG VAN DYKE

he future of meetings is changing and no one has the perfect crystal ball. But there is no time like the present to
start preparing yourself for the future. MPI has engaged
Leeds University, in the U.K., on an extensive three-year research
initiative to understand the future of meetings. What they have
found is that meeting planners by nature are focused more on the
short- to medium-term. We would like you to increase your planning horizon and prepare yourself for the coming trends.
Globalization: We know the world is getting smaller and we
are operating in a global economy. Just think of the recession
of the last few years that has hit the U.S. and Europe. While the

traditional Western economies face slowing growth, think about
the emerging economies of Brazil, India and China. They would
likely ask, “What recession?” Divergent economic growth could
have substantial impact from where meetings are held, to who
the sponsors will be. Brands used to be considered international if they were in 20 countries; by 2030, those same brands will
be operating in 50 countries. Futurists predict the dominance
of three global languages in the future: English, Mandarin and
Spanish. Meetings will bring together geographically dispersed
workforces in multinational companies creating new relationships
across cultures.
MEETINGSCANADA.COM
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CAPITALIZE ON TREND
As a planner, how can you capitalize on this trend? Have you operated in newer destinations and do you have proven expertise with
diverse audiences? If you have the experience, do you clearly promote it? Can you further market your expertise in language or
destinations? If you don’t have the experience, how can you obtain
it? Or do you need to widen your network and partner with others
to provide your own version of global service? In the future, helping clients reach new markets and new industries can be a clear
competitive advantage.
Societal Changes: We have all probably heard about the differences across generations—just consider the media coverage
around Gen X. But we are approaching a meetings world that
might require us to cater to three to five generations at once. Generation Y and Z all have different life experiences and different
lenses through which they view the world. And we can’t forget
about the Boomers, who are working longer and remain key participants in the meeting world. Each generation has its own preferences for meeting, learning and networking.
DIFFERENT GENERATIONS
As a planner, how can you educate yourself around the preferences of the different generations? When you develop a program,
can you provide personalized tracks and paths of interaction
that feel comfortable to different attendees? Consider the pace
of information, the structure of the meeting space, opportunity
for interaction and materials. Allow people to stay connected and
interact. And don’t forget to cater to a greying population in terms
of their deteriorating sight and hearing. Finally, as you find success, how can you promote your experience and skill set as a planner? Get credit for your success.
Data: We are entering an era where you will have more access
to data than ever before. The challenge will be turning that data
into insight that helps you execute a better meeting and provide a
superior return for your clients and sponsors. There is more access
to individual profiles, lifestyles, values and attitudes then ever before. Technology allows you to identify attendee behaviour online,
offline and throughout the full lifecycle of the meeting, including
pre and post. Think about Amazon. It has revolutionized the onlineshopping experience, constantly making recommendations tailored
to you from your prior purchases, spurring even more sales.
As a planner, have you looked at opportunities to leverage attendee behaviour to make recommendations for their future meeting activity? Event technology solutions are changing. You used to
have to buy several isolated products from multiple vendors to
deliver the best meeting experience. But new offerings promise
30

platform solutions for end-to-end planner and attendee experiences. Do the services you select allow you to combine logistics,
attendee activity and attendee spend across multiple services?
Emerging data solutions and content management systems offer
you an excellent opportunity to create niche experiences for a better engagement with your meeting attendees.
TECHNOLOGY’S DOMINANCE
Technology: It’s technology that is dominating our horizons
and shaping our future. The iPad has already revolutionized
the meetings industry, allowing planners to replace voluminous
binders with a small tablet. Meeting apps and mobile devices are
keeping attendees connected with the ability to interact directly
with presenters and fellow attendees. Attendees are expecting
consumer convenience with professional results in the meeting
space. And that isn’t addressing the real future of technology,
from targeted audio through to 3D printing, robotics or holographic telepresence. Interestingly, survey respondents from
the meetings industry listed technology as the most pressing
change; respondents from outside the industry listed people
issues as the most pressing change. Considering the meeting
industry is all about people, we can’t forget that technology enables human interaction.
LATEST TRENDS
As a planner, it is difficult to stay on top of the latest technology
trends. So the key is finding the right partners. MPI is certainly
one such partner. Additional white papers on technology will be
released and can be found on the MPI website. There are great
industry blogs and newsletters on technology. Of course, your
audiovisual and event technology partners can be great advisors
as well. Ask your peers about cutting-edge technological events
and ask to visit them or find out who put them on. Finally, remember that most of this technology runs on the Internet. So it will
be critical for you to understand your meeting and your attendee
requirements for Internet accessibility. Free Internet may not be
the best option for mission-critical elements of your meeting. The
Convention Industry Council is launching a bandwidth calculator
that can help guide you on what you might need and how to address your requirements with your venue.
The future of meetings is exciting and we are on the cusp of
change—political, economic, environmental, social and technological forces are affecting all of us. So the time to get ready for
that change is now.
—Greg Van Dyke is senior vice-president, global sales and marketing, for PSAV.
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Beyond
the Basics
Taking your strategic meetings management program to the next level.
BY BETSY BONDURANT, CMM, CMP

M

eetings and events continue to be one
of the last areas of unmanaged spend
in most corporations. This is an area of
concern, because meeting and event
spend can be as much as 25 per cent
to 30 per cent of total travel and entertainment (T&E) spend; 6 per cent of
corporate air volume; or 2 per cent to
3 per cent of company revenues (which vary from industry to
industry). In fact, for companies in the pharmaceutical, technology and finance industries, this percentage can be as high as
4 per cent of revenues. Alternatively, firms with extremely high
revenues may spend less than 0.5 per cent of their revenue on
meetings and events. In any case, this is a considerable amount
to leave unmanaged.
The good news is that when this category of spend is managed
via a strategic meetings management program (SMMP), savings in
the range of 10 per cent to 25 per cent are achieved in the first year
of implementation!
DISCIPLINED APPROACH
Strategic meetings management is defined as a disciplined approach to managing enterprise-wide meeting and event activities,
processes, suppliers and data in order to achieve measurable business objectives that align with organizations’ strategic goals/vision,
and deliver value in the form of quantitative savings, risk mitigation and service quality. This definition was developed a couple of
years ago in collaboration with Global Business Travel Association
(GBTA) and Meeting Professionals International (MPI). Additionally, several years ago, the GBTA groups and meetings committee
created a helpful graphic that depicts the various components of
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best-in-class strategic meetings management programs, as illustrated on the SMM “wheel” at right.
There are many companies that have deployed many or all of
the SMM components identified in the “wheel.” It is key to note
that most organizations that undertake the implementation of an
SMMP do not attempt to implement everything at the same time.
They typically develop a phased approach, usually starting with the
centralized sourcing and contracting process, which bring us to the
topic of procurement.
A major implication of SMM is the influence of procurement
departments in the buying process for meetings and events. PreSMM programs, the buying process was simply between the meeting manager and the hotelier, with occasional input from the legal
department. Now, there is quite often a centralized process for the
development of an online request for proposal that funnels through
the procurement department for approval.
SOURCING
Once approved, the sourcing can be done through a variety of
ways: the procurement department, meeting planning department,
or via an outsourced supplier. Initially, some meeting managers did
not appreciate the support of procurement professionals; however,
as the years have progressed, most feel that procurement brings a
lot of positive attributes to the SMM process. In fact, the processes
that are the focus of this article—stakeholder management, communication planning and change management—are key tenants of
procurement organizations.
Many of those companies with an SMM program in place are
working on advancing the scope and acceptance of their program
by focusing their attention on stakeholder management, communication planning and change management. Employing these three
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essential elements consistently helps meeting managers achieve
expansion with their SMM programs.
Let’s begin by examining why stakeholder management is so
important. Through engaging in a process of identifying and mapping key decision makers and influencers who are affected by
meetings and events, SMM champions are able to engage these
stakeholders positively.
STAKEHOLDERS’ NEEDS
Additionally, by proactively reaching out to them, there is much more
clarity in understanding the individual needs of each of the stakeholders. Through this understanding, you are able to modify the SMM
to address their needs more effectively. Stakeholders can come from
a variety of areas within your organization, so be sure to do a comprehensive environmental scan when conducting the stakeholder
mapping process. For example, in addition to including key internal
customers, the legal department and finance, you would also want to
include the travel department, IT and key “occasional” planners, such
as personal assistants/administrative coordinators who plan a high
volume of meetings in your stakeholder map.
Once you have identified both core and extended stakeholders,
you will want to establish an effective communication strategy to
engage, nurture and manage these relationships. It is not as complex as it sounds!
Essentially, you will need to identify who you are communicating to and determine the objectives of the communication, because
these variables will make a difference in the key messaging of what
you are communicating. For example, you might be sharing project
targets and objects, changes to process, achievements, good and
bad news, status reports and milestones. Additionally, you will need
to establish frequency of the communications, as some messages
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may be scheduled to go out on a monthly basis, others quarterly,
and some will be ad hoc communiques based on evolving business
needs. The method of your communications will vary, too. Some will
be via e-mail, others will be face-to-face, yet others may be periodic
conference calls. This is an area in which some SMM champions are
more effective than others. Building the communication plan is one
thing, but actually activating the plan is the key to effective communication success. Therefore, once you have outlined the plan, be
sure to schedule the various actions on your calendar ahead of time,
so that they stay top-of-mind.
CHANGE MANAGEMENT
Change management is also a part of the SMM that needs to be an
ongoing practice, ideally put in place well in advance of the initial
deployment of the SMM. Unfortunately, this is an area of the SMM
process that is sometimes overlooked. For successful change-management implementation, “seeking to understand” the needs and
desires of your stakeholders is essential. Knowing what they fear
and why they may be reluctant to back your SMM is important, so
that you can turn this anxiety and doubt into positive energy and
support, ultimately resulting in the integration of SMM into the dayto-day meeting-planning process throughout your organization.
For those of you who have already deployed an SMM program,
you will be able to take it up to the next level by utilizing the procurement tools of stakeholder management, communication planning and effective change management. If you are just now embarking on the road to SMM, be sure to include these key elements
in the design of your SMM program.
—Betsy Bondurant, CMM, CMP, is the founder and president of
Bondurant Consulting. For more information, visit bondurantconsulting.com.
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The IncentiveWorks
Hosted Buyer Program
brings qualified buyers
from across Canada and
internationally to participate
in IncentiveWorks.

INVEST YOUR TIME IN THE PROGRAM
THAT DELIVERS:
+ Tremendous Networking Opportunities
through IncentiveWorks and partner events,
plus private events exclusive to hosted buyers
+ High Quality Industry-Specific Education
that will push your career to the next level
and allow you to earn CE credits
+ First access to Education Sessions
+ Toronto Site Tour Event
+ Most meals
+ Return transportation to/from Toronto
+ Up to 4 nights Accommodation

A HUGE THANK-YOU
TO BOTH YOU AND YOUR TEAM.

INCENTIVEWORKS WAS AN
AMAZING SHOW, WITH

GREAT EDUCATION.
I AM HAPPY THAT I EXPERIENCED THE
WEEK AS A HOSTED BUYER AND PLAN ON

ADDING THE SHOW TO MY
ANNUAL CALENDAR
FOR CONFERENCES.

—Tina Hughes
Senior Event Planner & Event Strategist
Creative Relations Event Planning

HOSTED BUYER REGISTRATION OPENS FEBRUARY 15, 2013
PRODUCED BY

FULL PROGRAM DETAILS AT

SELECT HOSTED BUYERS FROM THE MENU
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SPECIAL ADVERTISING SECTION

CAMPUS
MEETINGS
Modern, affordable, vibrant
spaces are on the agenda.
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SPECIAL ADVERTISING SECTION

GEORGIAN
COLLEGE

An educated meeting choice.

Y

ear-round, Georgian College, in Barrie, Ont., offers large
and small venues available for your next meeting or event.
Choose from boardrooms, AV-equipped classrooms, lecture
halls that seat up to 700 people and a 20,000-sq.-ft., column-free
event space, ideal for gala dinners and trade shows.

SADLON CENTRE
Other amenities include the Sadlon Centre for Health and Wellness, featuring six health clinics, the massage lab and spa, and
technologically enhanced classrooms with ergonomically designed
tables and chairs, clean lines
and plenty of natural light.
Boasting 20,000 sq. ft. of
gym space, Georgian’s Athletic
Centre offers an indoor running
track and a 10,000-sq.-ft. fitness centre.
Summer accommodation,
full-service catering facilities,
dedicated training classrooms and lecture halls–everything you
need for a successful event is right here.

YOUR BEST FRIEND JUST GOT A LITTLE BIGGER.

And easier to reference.

Watch for the NEW, larger-format
M+IT Buyers’ Guide in November.
2012–2013

Search the Buyers’ Guide online at
Still the most comprehensive event venue and supplier directory in Canada.
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The

Universityof
A Village Within a City CalgarY
he University of Calgary provides stateof-the-art event spaces in a picturesque
setting only minutes from downtown.
Here are the top reasons to choose University
of Calgary for your next event:

A c a d e m i c i n s p i r at i o n
The scenic campus creates a vibrant and nostalgic space where participants can engage in
meetings and seminars, while at the same time,
reliving university days.

L u s h g r e e n s pa c e
The 200 hectares of lush, manicured gardens
and quiet courtyards provide a number of

unique, group-friendly options for breakouts,
refreshments and networking receptions.

Memorable
te am-building experiences
Excursions are limited only by your imagination. Groups have access to sporting equipment
(snowshoes, skates, canoes, etc.) plus a 40-ft.
indoor climbing wall and Olympic Oval rink.

Modern on-site
a c c o m m o d at i o n s
With 81 eurostyle rooms and 15 bedroom suites,
Hotel Alma is a modern, full-service hotel in the
heart of the campus. •

Meetings & Special Events

Make your
Meeting
or event
one to
reMeMber
Creative solutions
Energetic drive
Attention to detail

www.ucalgary.ca/mse
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Olowalu sunset

MAUI
Not just for honeymooners.

Watch a 50-foot whale breach off the coast of Lahaina or stand amongst the
clouds high atop the Haleakala Volcano and you’ll see why Maui was bestowed
with the moniker “The Magic Isle” by its people. Maui inspires awe.
A seemingly endless number of waterfalls, enviable sunsets and some of the
best beaches in the world are what you can expect on Maui. Although it’s the
second largest Hawaiian island, very few people reside there. And as such, airy
resorts are spread across the land, and small towns provide charm and local
flavour, making Maui a favourite for sophisticated programs or for those who
want to escape the hustle-and-bustle of Honolulu.

Grand Wailea
A Waldorf Astoria Resort

The Ritz-Carlton Kapalua

fast facts

LAY OF THE LAND
Some of Maui’s most spectacular beaches and resorts are situated along
the western coast in the regions of Ka‘anapali, Kapalua, Lahaina, Kihei
and Wailea.
Ka‘anapali, in West Maui, is where you’ll find the most established resorts,
with spectacular views of Lana‘i and Moloka‘i islands. The Hyatt Regency
Maui Resort & Spa, with 806 guestrooms on 40 lush acres of beachfront
property, was the first in a chain of high-end incentive properties on the
island with ample meeting space. Have a private breakfast facing the ocean
at the Westin Maui Resort & Spa, fresh off a $33-million room renovation.
The resorts along Ka‘anapali beach are steps from Whaler’s Village’s highend boutiques and beachside restaurants Hula Grill, Leilani’s On The Beach
and Maui Fish & Pasta.
Kapalua is home to The Ritz-Carlton, Kapalua, a stunning luxury resort
with 463 remodelled guestrooms, framed by two championship golf courses
atop a hill. While the resort isn’t beachfront, there is beach access as well as a
10,000-sq.-ft. tri-level swimming pool surrounded by extra comforts, such as
private cabanas with built-in flat-screen TVs and iPod chargers.
Head South to Wailea and discover the iconic Grand Wailea, a 40-acre property
with 780 rooms and 52 suites that became a Waldorf Astoria resort five years

Mainly English;
Hawaiian is not
commonly spoken.

gohawaii.com

KahuluiAirport, OGG
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Whale watching season
begins in December
and ends in May.

U.S. dollar

Average temperature
is between 24 and 29
degrees C.

PHOTOS Ron Dahlquist Photography, Grand Wailea, The Ritz-Carlton, Thinkstock, The Fairmont Kea Lani, Starwood Hotels & Resorts.

BY CHRISTINE OTSUKA

Speedi Shuttle’s
all-Mercedes fleet.

Ab
C

The Hawaiian alphabet
has only 13 letters;
five vowels and
eight consonants.
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PHOTOS Ron Dahlquist Photography, Grand Wailea, The Ritz-Carlton, Thinkstock, The Fairmont Kea Lani, Starwood Hotels & Resorts.

Maui boasts some of the best
whale-watching in the world

The Fairmont Kea Lani

ago. The Grand Wailea is home to the largest ballroom in the state
(26,700 sq. ft.), acclaimed golf facilities and tennis club and an expansive 50,000-sq.-ft. spa, aptly named Spa Grande, with 40 treatment rooms, capable of handling 400 treatments a day. The nearby
Fairmont Kea Lani is Hawaii’s only all-suite and villa oceanfront luxury
resort. The property enjoys a relaxed, unassuming vibe suitable for
mid-sized groups of up to 300. Clean lines and Spanish design define the resort, which also features two- and three-bedroom villas and
36,000 sq. ft. of newly renovated meeting space.
MEMORY MAKERS
Maui boasts the best sunsets of all the Hawaiian islands, because
the islands of Lana‘i and Moloka‘i provide texture to the blazing sky.
Make the most of the natural backdrop with a beachfront event or
sunset Pu-Pu (the Hawaiian word for appetizer) cruise. The town
of Lahaina, once a thriving whaling port in the 1800s, is now a lively gathering place for dining, art and entertainment and home to
Fleetwood’s On Front, a new restaurant opened by celebrity musician Mick Fleetwood, from Fleetwood Mac.
For a night of underwater enchantment, hold a private dinner at
the Maui Ocean Centre amidst the majestic kings of the sea, while
hammerhead and tiger sharks glide above you and your guests.
No trip to Maui is complete without taking one of the most
scenic (and wind-y) drives in the world. The road to Hana provides
guests with spectacular views of the ocean, too many waterfalls to
count and, of course, more than 600 curves.
People say “Maui no ka ‘oi!” Which means “Maui is the best!” And
it’s certainly clear why.

The Westin Ka‘anapali

Conch-shell blowing and
torch lighting are sacred
Hawaiian traditions

Big Beach in
Makena, Kihei

— Christine Otsuka is Assistant Editor of Meetings + Incentive Travel.

tip

Trade winds in Maui provide relief from the heat, but
can wreak havoc on an outdoor event. While you can’t
control the weather, you can control your program’s
location. Since the island of Maui is shaped like a figure
eight, when the trade winds pick up, the centre part

of the island experiences a wind-tunnel effect, according to Russell Speck, of Pleasure Island DMC. The trade
winds are strongest in the centre of the island between
the West Maui Volcano (known to Hawaiians as Maui
Komohana) and Haleakala.
MEETINGSCANADA.COM
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By any measure, Toronto enjoyed a banner year in 2012, marked by
a feather-in-the-city’s-cap conference and a bumper crop of upscale hotel and restaurant openings.
During the past two years, the city has experienced a surge in
high-end hotels, beginning with the launch of the Thompson Toronto, in 2010, in King West Village, and the opening, in 2011, of the
Ritz-Carlton Toronto, in the Entertainment District.
But this was truly a landmark year, as three big-name, high-end
hotels, along with two stylish, boutique-style properties, threw
open their doors.
TRUMP LAUNCHES
At the end of January, Trump International Hotel & Tower, Toronto,
opened, featuring 261 guestrooms and suites. Every inch, from the
lobby to the main ballroom, has been carefully thought out.
In late August, Shangri-La Hotel Toronto debuted, on a bustling
stretch of lower University Avenue. Punctuating the 202-room hotel
is an elegant feng-shui feel, anchored by Asian touches.
The third of the city’s high-profile hotel openings came in early
October, when the Four Seasons Toronto launched. Considered the
luxury chain’s flagship, the 259-room Toronto location is a study in
classy, earth-toned understatement.
Out near the airport, Groupe Germaine, in June, opened ALT Hotel Toronto Pearson (“a key player in smaller corporate meetings,”
notes David Whitaker, president and CEO of Tourism Toronto).
In May, the coolly minimalist Templar launched in the Entertainment District. Part of the Design Hotels group, the Templar features
27 loft-style guestrooms and bespoke high-end furnishings.
And when it comes to 2012 restaurant openings from big-deal
chefs, the city’s plate runneth over.
Nestled in the Four Seasons are Cafe Boulud and dbar, the first
Toronto outposts of New York superchef Daniel Boulud.
Adjacent to, but not affiliated with, the Shangri-La is New York
star chef David Chang’s troika of Toronto restaurants: Momofuku
Noodle Bar (no reservations, primarily communal seating); Daisho

fast facts

Offers over 9,000
restaurants and more
than 43,000 hotels

seetorontonow.com
Toronto Pearson
International Airport
YYZ
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Metro Toronto
Convention Centre
46,000 sq. ft.

BY DON DOULOFF

(large-format, set-price meals and a la carte menu) and Shoto
(high-end tasting menu).
At Bosk, in the Shangri-La, chef Jean-Paul Lourdes conjures upscale French dishes with Asian influences. Toronto’s star chef, Susur
Lee, along with his two sons, opened Bent, a casual room with a
creative menu of sushi, sashimi, ceviche, crudo and hot items.
In early October, Top Chef Canada winner Carl Heinrich launched
Richmond Station, a 3,000-sq.-ft. restaurant/lounge serving the
kind of upscale-homey, farm-to-table cuisine that took Heinrich to
victory in the culinary competition.
Why so much activity in a single year? Why now?
Whitaker attributes at least part of Toronto’s allure to its “continuing evolution as one of the most cosmopolitan and international
cities in North America, if not the world, which is appealing to meeting planners, convention delegates and leisure travellers seeking
such experiences to tap into.”
MICROSOFT CONFERENCE
Tapping into the Toronto experience was the Microsoft 2012 Worldwide Partners Conference, which took place over four days back
in July. An enormous coup for the city, the conference attracted
15,000 delegates, vendors and suppliers, representing technology
companies in 130 countries.
Another key barometer of the city’s draw came via the Watkins
Research survey, contracted by 47 of the top meetings destinations
in North America, including several Canadian destinations.
Each year, this survey polls over 650 of North America’s top meeting and conventions planners, and polls and ranks hotel experience,
meeting experience, services and such things as perception of safety.
“We at Tourism Toronto are quite pleased that among all categories, Toronto ranked number three in all of North America and
number one in Canada,” says Whitaker.
The secret’s out. Toronto’s booming!

PHOTOS Tourism Australia/DSRD, Thinkstock, Sydney Convention and Exhibition, The Darling, Park Hyatt Sydney, Gastro Park.

TORONTO

Canada’s largest city
picks up its game.

— Don Douloff is Managing Editor of Meetings + Incentive Travel.

The city has the
longest thoroughfare
in the world, Yonge
Street, which starts
in Toronto and ends
1,178 miles later in
Rainy River, Ont.

Home to North
America’s largest
continuous underground
pedestrian system,
connecting 1,200 stores
and restaurants and six
major hotels.
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Cafe Boulud

CN Tower EdgeWalk

PHOTOS Tourism Australia/DSRD, Thinkstock, Sydney Convention and Exhibition, The Darling, Park Hyatt Sydney, Gastro Park.

Trump Spa

Metro Toronto Convention Centre

Lobby, ALT Hotel

Flatiron Building

There are over 1,600
named parks, comprised
of over 8,000 hectares
of land (ravines, valleys,
woodlots, parks, beaches,
golf courses, destination
parks, parkettes) and over
200 km of trails.

Daisho’s cashew/egg dish

tip

In summer, 2013, the 1.5-million-gallon Ripley’s Aquarium of Canada will open
next to the iconic CN Tower. Covering 130,000 sq. ft., the display area will
feature 45 exhibits (plus interactives). The aquatic-life facility’s aim: foster
environmental education, conservation and research, while entertaining, too.
ripleyaquariums.com
MEETINGSCANADA.COM
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SPECIAL ADVERTISING SECTION

Luxe Modern
Rentals
Stylishly melding contemporary
furniture with cutting-edge
event design.

W

hen it comes to event furniture, Luxe Modern Rentals
gives top-to-bottom service, incorporating moderncontemporary pieces with the added value of its
in-house event design.
Let’s start with the furniture. Luxe carries sofas that, because
they’re modular, offer complete flexibility, incorporating stylish patterns and configurations that can fit together in any shape or size
to work in any space.

D I N I N G / M E E T I N G TA B L E S
On top of that, the company offers bars; tables appropriate for
both dining and meeting; chairs suitable for lounges, meetings and
dining areas; lamps; and backlit, customized signage.
Luxe also carries the full range of accent pieces: pillows, for
instance, and event carpet, a hugely popular design component

LUXE.indd 43

these days. At Luxe, event carpet
is available in 20 colours (including
metallic) that can be customized to
feature corporate palettes as well as
logo branding.
Partnered with the right draping,
judiciously chosen event carpet transforms any space into a totally different
venue within the venue.
“We’ve designed the entire collection to be event-friendly,” says
Evan Aranoff, vice-president, Ontario
operations, for the company, which
maintains showrooms in Toronto, Montreal and Quebec City.
Apart from its extensive furniture collection, what really sets Luxe
apart is its 3D event rendering. Here’s how it works: The planner
provides Luxe with the event specs: venue, budget, seating requirements (hard or soft), table needs, number of attendees – everything.
Then Luxe’s staff designers go to work, conceiving the event,
customizing and coordinating colours to best incorporate the
company’s pieces into the venue, even integrating the client’s
logos into the design scheme. “This helps utilize the space best,”
says Aranoff.

3D RENDERING
Once the team comes up with a blueprint that best melds Luxe’s
furniture to the event’s requirements and the intended space, the
design is presented to the planner as a three-dimensional rendering. Result: A fully realized vision of the event space and how Luxe
will outfit it for maximum effect.
On top of the furniture and design expertise Luxe offers, it gives
planners the chance to peruse its product line at its Toronto, Montreal and Quebec City showrooms and even ‘test-drive’ its sofas
and tables.
And the range of events that
Luxe can furnish is huge: Charity
galas, corporate events and galas,
product launches, even film sets,
for their set-decoration needs.
On the glitzier side, Luxe has
furnished everything from VIP green
rooms, to the Molson Canadian
Hockey House at the Vancouver
Winter Olympics a couple years
back, to rock star Bono’s dressing
room for U2 concerts in Canada.
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cool gifts

1. Frosted, solid-stick Mirror, with
double-sided tape, for back of
cell phone. One-colour imprint.
$0.75 to $1.10. twocrazyladies.com
2. Silk Scarves, in elegant patterns, on
pure silk, can be worn many ways (sliding
gold or silver ring holds them in place).
Pictured is the Chevron, in purple. $28.
foxyoriginals.com
3. Canvas Sleeve keeps iPad or tablet
screen scratch- and streak-free. Durable
cotton canvas sleeve, with soft fleece
interior that keeps iPad/tablet clean. TSAfriendly, too. $28 USD. seejanework.com
4. Collapsible Water Bottles, made from
BPA-free plastic, roll up, to squeeze into
any purse or pack. Available in a variety
of styles, colours and sizes. Variable price.
plumgiftco.com
5. Embossed Holder protects business
cards as well as credit and frequent-shopper cards. Made of aluminum, the holder is
lightweight, yet durable. $6 USD.
seejanework.com
6. A custom blend of seven pure essential
oils and herbs, Clear My Head Herbal
Inhalation helps open sinuses and reduces
secondary infections. $19 USD.
clearmyhead.com
7. Smart Touch Gloves are made of acrylic,
with conductive fibres that interact with
touch-screen devices. Keeps fingers warm
while operating devices. As low as $7.25
per pair. incrediblenovelties.com
8. Made of thick, black, pressed glass,
Modern Gothic Pencil Cup hold pencils,
pens, scissors, brushes. Can also be used at
home to hold flowers or makeup brushes.
$14 USD. seejanework.com
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travel gear

AS I SEE IT

1. Inflatable Footrest packs flat in carry-on bag. Angled foot bed aligns entire body into a
healthy sitting position, for a more comfortable flight. Travel pouch. $29.50 USD.
magellans.com 2. Wine Out safely removes clothing stains (red-wine, juice, coffee,
chocolate, etc.). Environmentally friendly spray is odourless, non-toxic and non-flammable.
Spray, blot, and stains are gone. $7.50. jet-setter.ca 3. Stay comfortable with the Extreme
Cooling Towel around your neck. Wet it and the super-absorbent, highly evaporative fabric
retains water (but is dry to the touch). $15 USD. magellans.com 4. Laundry on the Go: Add
Soak to water, submerge soiled clothing, let stand for 15 minutes, then squeeze out water.
Works on swimwear, sweaters, workout gear, lingerie. $11. soakwash.com 5. Every Traveller’s
Lifesaver for stress-free hours in the air. Features a wrap, in soft lambswool; flight stocking;
and cotton sleeping mask. $119. underwearables.com 6. Packing Organizer keeps jewelry
protected and tangle-free, with a zippered, wallet-sized pouch that includes three snap
pockets for necklaces, bracelets and more. $16 USD. magellans.com 7. Luggage Organizer
Insert, featuring built-in shelves, can be used as a stand-alone bag or luggage insert in any
standard-sized suitcase. Laundry compartments store soiled clothing. $44. riseandhang.com
MEETINGSCANADA.COM
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hot ideas

Jazz duo performs Top 40 hits in jazz-standard format. Brings a
note of sophisticated elegance that’s ideal for any reception or
cocktail-type event. $2,000. solepowerproductions.com

Philanthropist Briefcase uses cotton that was grown, milled, woven
and dyed in Uganda, helping to rebuild the once-strong cotton
business in that African country. $396 USD. apolisglobal.com

Made of heavy-duty stainless steel, Sportulas feature hard maple
handles with durable brass rivets. Customizable with corporate
logos. Laser-cut design and custom heat-stamped lettering.
$20-$25. incrediblenovelties.com

Customized Programs involving cookery classes with top chefs,
regional wine tastings and luxury accommodations—in France. Hosts
groups up to 20. About $640/person (three days). flavoursfrance.com

Create Interactive,
Mobile Event Guides
easily. Free plan or paid
options ($190 to $1,300)
that offer features such
as dashboard branding
and unlimited partners/
sponsors. twoppy.com
Custom logo branding on Plastic ‘Billboard’ Glasses.
Full-colour digital printing (also available on arms), with
wide range of colour options. Lens artwork has minor
impact on visibility. $2-$5 each. incrediblenovelties.com
46

Match2Connect schedules one-on-one
appointments for Hosted Buyer events,
trade shows, expos, investor and
recruiting events, user group conferences, etc. Users configure system
to their appointment preferences.
$10,000 for 10,000 appointments.
match2connect.com
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ISES
Toronto Gala

LEFT TO RIGHT: 1. Henry Kestler, Eclectic Events International Inc.; Michael Coombs, Michael
Coombs Entertainment. 2. Nina Leach and June V. Ellis, McMillan LLP. 3. Lesley Whyte, Council
on Drug Abuse; Joanne O’Neill, ibrandprint. 4. Christine Rose and Mike Gingerich, Iceculture Inc.
5. Mandy McIsaac and Shelby Lewis, students, Trebas Institute. 6. Kathryne Gordon Cuthbertson,
Oceania Cruises; Karen Eluck, CMP, CSEP, KEP Events. 7. Brian Rutherford and Michael St Eve,
Airstar Canada. 8. Kate Furlotte, Finlandia Village; Lisa Bonin, Eventful Times.
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Chic, sophisticated and sexy, Toronto is one hot destination and the
world is starting to take notice – we’ve recently been ranked as one of
the hottest destinations to visit in 2012 by Travel+Leisure Magazine and
featured on NBC’s Today Show. Let us help you experience the excitement
yourself; we’re experts at hosting, planning and keeping our finger on
the city’s pulse.

Funding provided by the Government of Ontario.
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PHOTOS THIS PAGE The Image Commission

Site Education Day

MPI Montreal &
Quebec Convivium
LEFT TO RIGHT: 1. Rodrigo Esponda, Visit Mexico; Monica Garcia, Visit Mexico; Alanna McQuaid,
M+IT. 2. David J. Manzella, Fiesta Americana Hotels & Resorts; Alanna McQuaid, M+IT; Liz Akey,
EMA Marketing. 3. Back row: Lee Ann Marano, AIMIA; Jeanette Faria, VOX International; Front
row: Julia Williams, Hybrid Group; Barb Finn, VOX International; Alanna McQuaid, M+IT. 4. Terry
Manion, Meridican Incentive Consultants; Elizabeth Miller, Select Group Marketing; Jan Zandboer,
Select Group Marketing; Alanna McQuaid, M+IT; Ellie McPherson, Sunquest Meetings + Incentives. 5. Back row: David Basler, MPI International/One+; Cindy D’Aoust, MPI International; Jean
Paul de Lavison, CMP, President, JPdL; Stuart Taylor, MPI International; Cori-Ann Canuel, M+IT;
Martin Gevry, Gaby Congrès Carlson Wagonlit; front row: Heather Milliken, SNELL Medical Communication; Cindy Raider, Nat Raider Productions Inc.
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Event-dedicated
Food Trucks

Stationed beside a ballroom, boardroom or terrace, or parked
poolside, group-dedicated food trucks deliver a moveable feast,
dishing up everything from tacos, pasta and high-end pub fare,
to globally inflected, upscale desserts. Pictured is David Serus,
exec chef of The Ritz-Carlton Dove Mountain, in front of the hotel’s

PHOTO The Ritz-Carlton Dove Mountain

Roadrunner, launched in October. Mobile never tasted so good.
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