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let Hilton Worldwide make your next booking more beneficial.
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If You Build It, They Will Come
“I would like to celebrate New
Year’s Eve with my family in the
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privilege of spending time there
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a lasting impression.”
Contact Nicola at:
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“On the beach in Thailand—
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and beach casual. I hate dressing
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THE SEARCH FOR VALUE

COMING NEXT ISSUE
Exclusive reports on Scotland and
Australia from associate editor
Christine Otsuka and M+IT international
business manager Alanna McQuaid.

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.
meetingscanada.com/newsletters

One of the greatest challenges the Canadian MICE industry faces is an inability to
articulate the value of what it does. This is
not a criticism. With the exception of activities with clear dollar and cent outcomes,
defining value—sometimes even recognizing it—can be slippery and subjective.
For example, the value of a salesperson is defined by his or her ability to
make budget. They bring in revenue that
offsets their cost while adding to the bottom line. This is something managers can
understand and explain to the C-suite.
The value of other jobs is not so apparent.
Event planning falls into this category, as
does editing. What you do, and what I do,
is on the “cost” side of the equation. Our
value—how we offset our cost and add to
the bottom line—is not easily and obviously measured.
This fall the Canadian Economic Impact
Study (CEIS) 3.0 was rolled out. Initiated
by MPI Foundation Canada, it builds on the
economic impact study released in 2008
and updated in 2009. Like its earlier iterations, its purpose is to “measure the impact
of meetings activity on Canada’s economy.” The results will provide important,
meaningful numbers about the industry—
the dollars and cents data that government
and corporations understand.
To complement CEIS 3.0, we’ve decided
M+IT’s 2014 editorial agenda will include a
good, hard look at questions about value.
Who determines value? Can it be defined
beyond dollars and cents? Just what do we
mean when we talk about value? I hope by
year’s end, our search will have yielded information that completes our value picture.

Before I sign off, I want to say a word
about Detroit, the subject of this issue’s
cover story. I started off looking at the city
because I was curious about the value of
meetings, conventions and exhibitions
vis-a-vis its revitalization. And I think the
article makes it clear that business tourism
is a significant part of its recovery strategy.
But Detroit is a city in crisis. Since my visit
in November, its petition for federal bankruptcy has been granted. It’s the largest
federal bankruptcy ever declared in the
United States and I won’t pretend that I
know what effects it will have. However, I
do know that Cobo Center is operated by
the state of Michigan not the city of Detroit. The hotels are private interests. The
North American International Auto Show
will open its doors at Cobo in January. The
Maple Leafs will travel down there and play
the Red Wings in the NHL Winter Classic. Despite all the challenges it faces, the
wheels of Motor City will keep on turning.

LORI SMITH,
EDITOR
LSMITH@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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February
event spotlight
Keep on top of professional development and networking opportunities
in the business events community.

January
PCMA Convening Leaders®.
The 2014 edition of the
Professional Convention Management Association’s (PCMA) annual conference will
feature 125+ educational opportunities and
showcase some 165 speakers. Highlights
of the event, which is being held in Boston,
include: PCMA Learning Lounge 2.0; PCMA
Business School @ Convening Leaders; and
new this year, PCMA TechCentral (sessions
+ hands-on training and tutorials + tech
demos). Special events will be held at the
Boston Convention and Exhibition Center;
Faneuil Hall Marketplace; and House of
Blues Boston. pcma.org

C2O CanSPEP
Conference. The Canadian Society of Professional Event Planners
(CanSPEP) is holding its 2014 conference in
the nation’s capital. Building on its theme,
C2O (CanSPEP Connects 2 Ottawa-Originality-Opportunity-Outcomes), the conference
will bring together industry leaders and
innovators, who will share insights into the
latest trends, challenges and opportunities.
Scheduled sessions include: Success in the
Event Management Business, Debunking
the Unknowns of Risk Management, Hybrid
Meetings, Social Media Content Conundrum,
Accessible Event Management under the
AODA, ROI In-depth Review, and more.
The event’s line-up of speakers includes:
Mitchell Beer, president of Smarter Shift;
“The Retired Spy” JJ Brun; David MacDonald, president of CanAdapt Solutions Inc.;
Sandra Moniz from Meetings + Conventions
Calgary; and Cynthia Richards, president
of Event Spectrum and a member of Profit
magazine’s Top 100 Canadian Women
Entrepreneur list for seven years in a row.
canspep.ca

CanSPEP – Canadian Society of Professional Event Planners, MPI – Meetings Professionals International, PCMA –
Professional Convention Management Association, Site Canada – Society of Incentive Travel Executives (Canada)

AUGUST 19 + 20, 2014

ADDITIONAL INDUSTRY EVENTS:
JANUARY
+ 8 CanSPEP Holiday Luncheon and
Supplier Appreciation, Eaton Chelsea
Hotel, Toronto
+ 8 MPI Calgary – Advanced AV &
Lighting, Calgary Telus Convention
Centre, Calgary
+ 9 Convivium MPI Montreal & Quebec,
Location: TBA
+ 17 MPI Atlantic Education Session:
Business Etiquette, The Prince George
Hotel, Halifax
FEBRUARY
+ 3 Global Pharmaceutical and Medical
Meetings Summit, Loews Philadelphia
Hotel, Philadelphia
+ 5 Site Canada Annual General Meeting,
Location: TBA
+ 10 MPI Calgary: Trends in the
Meetings Industry, Location: TBA
+ 12 MPI Toronto: Hotel Costs and the
Future of Meetings, Location: TBA
+ 20 MPI Atlantic: What Meeting Planners and Suppliers Need to Know
About Working Together! Holiday Inn
Harbourview, Halifax
FOR MORE INDUSTRY EVENTS, VISIT
MEETINGSCANADA.COM

METRO TORONTO CONVENTION CENTRE

The IncentiveWorks Hosted Buyer Program

brings more to the table than just
appointments with suppliers. Today’s business
is about relationship building and over the two
days a hosted buyer has the chance to network
and create new business contacts along with
fostering existing partnerships.
- HELEN BROOKE

PHARMA SAVE DRUGS NATIONAL LTD

We welcome qualified buyers from across
Canada and internationally to Toronto each
year to participate in IncentiveWorks.
Produced by:

Brain Strain.indd 12

SUBMIT YOUR HOSTED BUYER APPLICATION AS OF FEB 10, 2014

Full program details at
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Here’s the December/January edition of Brain Strain, featuring two fun yet challenging word puzzles meant to give
your grey matter an aerobic workout and get you thinking
creatively and strategically. After each issue of M+IT mails,
we’ll post the solutions on MeetingsCanada.com/puzzles.
So grab a pencil and put on your thinking cap.

06

These four words can be completed using the
same three-letter sequence. Can you find it?

45@ @ @
$)@ @ @&
)&3@ @ @
7@ @ @&
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wrap-ups

PCMA CANADIAN
INNOVATION CONFERENCE
PCMA’s Canada East Chapter had a big idea, one that would bring
together planners and suppliers around the topic of innovation.
The conference organizing team, which was entirely driven by volunteers, designed the overall event experience to bring both big
and small innovation ideas to life.
Plenary and breakout sessions were delivered by a wide variety
of industry and non-industry speakers on topics that touch event
design, management and leadership, risk management, personal
growth and marketing. By integrating a mix of these speakers,
attendees were presented with ideas from inside and outside the
industry. Networking breaks were extended and the lunches were
true networking lunches (no educational or other programming),
giving ample time for people to connect to discuss business and
to further the discussion started in sessions.
My professional highlight of the event was a session on Improving your Learning Environments led by Melinda Kendall, senior
vice-president, strategic sales support for The Freeman Company.
Kendall’s information-packed session dug deep into ways to modify

IMEX AMERICA
Industry friends had warned me that IMEX America, held at the
Sands Expo in Las Vegas, was a beast of a show, and they weren’t
kidding. I had heard good things about the North American extension of IMEX’s flagship show in Frankfurt, and while colleagues of
mine had attended in the past, IMEX America’s third year was my
opportunity to finally experience a show of this magnitude. The
trade show took place October 15-17 but the education programming, also known as Smart Monday and powered by MPI, began
on October 14, Canadian Thanksgiving.
After a full day of education, I joined my fellow Canadians (and
some Americans too) at a special Thanksgiving dinner hosted by

14

your session formats for greater attendee engagement and how to
do the same for your learning environments. My personal highlight
was the closing night event’s feature performance by Alan Frew. His
intimate, acoustic performance was funny and engaging.
The inaugural Canadian Innovation Conference, powered by
PCMA, was hosted in Niagara Falls November 10-12 and saw over
240 professionals attend. Plan to attend the second annual Canadian Innovation Conference November 23-25 in Montreal.
—ROBIN PAISLEY
Tourism Toronto at the Vintner Grill at Neiman Marcus. The night
was filled with sumptuous food and fun, complete with paper
crowns, pin the tail on the turkey and a Thanksgiving-themed
photo booth.
The next day I was enveloped by the expansive IMEX trade-show
floor and learned quickly that this show was about two things: 1)
Business and 2) Grandeur. Each booth is bigger than the next with
bright colours and signs, all fighting for the most figurative real
estate in planners’ minds. One thing most booths had in common
were their pods or mini meeting spaces for conducting business.
The IMEX America show is not an appointments-only show
but it might as well have been. I spoke to a few planners on-site
who had opted for different approaches—one who was partially
hosted, pre-set her appointments and had mapped out where
she needed to be at each half-hour slot. The other paid her own
way, so that she could have more freedom and flexibility in her
schedule. I had tried a combination of approaches, making a few
appointments and floating around the rest of the time. My appointments were great—the exhibitors were well prepared and
informed. In my non-scheduled time, I checked out the on-floor
education sprinkled on either end of the Sands Expo, ensuring I
put my walking miles in. My only complaint is that when I did try
to speak to exhibitors without a pre-arranged appointment, I was
met with some hostility, as if I was not playing by the rules.
Advice for first-timers? Make appointments or be prepared to
wait and pack very comfortable shoes. Next year’s dates are October 13-15, 2014, at the Sands Expo and Convention Center, Las
Vegas. —CHRISTINE OTSUKA
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LIVE THE LIFE.
TO THE VICTOR GO THE SPOILS.

For reservations, call 855.878.6700 or visit TrumpHotelCollection.com.
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COMING SOON
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ON TOPIC, ON TIME
Six tips on successfully handling speakers.

Speakers are an integral part of an event’s success. A great keynote will have attendees talking about a conference for months
after. A poor speaker will have them reconsidering the wisdom
of attending. It’s incumbent on planners to deliver speakers who
will engage the audience. It’s also their responsibility to handle
the speaker, before, during and after the event. To help you keep
speakers on topic and on time, M+IT asked the advice of two experts: Martin Perelmuter, president and co-founder of Speakers’
Spotlight and Theresa Beenken, CEO of National Speakers Bureau/Global Speakers Agency. Here’s what they said.

1

BE CLEAR. As a planner you have to be clear about what you
expect from the speaker and you have to communicate your
expectations clearly. Do you want a customized presentation?
Do you want the speaker to participate in another element of the
event? Book signing? VIP meet and greet or some other kind of
reception? Do you want them to write a newsletter, magazine article or blog post? Record a promo video or message? Take part in
a webinar? Most speakers are willing to do those things but most
don’t like surprises, says Martin Perelmuter. “It’s critical that all the
expectations are set in advance, including anything beyond their
speech,” he says.

2

PUT IT IN WRITING. Document everything you have asked
the speaker to do and she/he has agreed to. Perelmuter says
documentation can be as simple as emails or as formal as a
contract. But, “you have to have written confirmation of some type
that details all of the specifics,” he advises. Some items to include:
AV requirements, venue and audience information, contact details,
payment (fee, contra, per diem, etc.) and the length of time you’ll
be giving them to speak. Be exact, says Theresa Beenken. “Don’t
just say you’ve got them scheduled for an hour,” she explains. “They
might think you want an hour long presentation when really you
want a 45-minute presentation with a 15-minute Q&A.”

3

CONNECT WITH THE SPEAKER. Prior to your event, reach
out to the speaker directly. This is particularly helpful if
you’ve been working through an agency. Perelmuter says
that having a conversation before the event is a great way for a
planner to make a connection with a speaker. You can discuss any
last minute questions or concerns with them and confirm the details of their presentation (e.g. AV). It will also give you a sense of
the speaker’s off-stage personality, which says Perelmuter can be
16

BY LORI SMITH

quite different from their on-stage persona. You can also let them
know where you, or one of your staff, will meet them when they
arrive at the venue.

4

MAKE THE SPEAKER COMFORTABLE. Greeting the speaker when he or she arrives is good for both parties, says
Beenken. The speaker doesn’t get lost and the planner
gains a little extra confidence knowing the speaker is on-site. If
the room the speaker is presenting in is still in use, the greeter
should show them to the speakers’ lounge, make sure their coat/
briefcase/purse is put in a secure place, offer them refreshments,
etc. If the room is available, the greeter can make sure they have
everything they need (Internet connection, electrical outlet, podium, mics, etc.), introduce them to the AV tech and let them run
through their presentation. Beenken says that this is also when
planners should reinforce any key points they think are important
including the time format.

5

KEEP THEM ON SCHEDULE. Perelmuter and Beenken both
say that the majority of professional speakers are experts at
staying on schedule. However, there are a number of things
you can do if you are concerned your speaker’s presentation will
run over time. Perelmuter says it’s a good idea to have someone in
the front row who will give the speaker five-minute and wrap-up
now signals. If that doesn’t work, Beenken says to have whoever is
scheduled to thank the speaker get up on the stage, stand to one
side and then politely interject when the speaker pauses. Perelmuter says that in the course of his career representing speakers,
he’s only seen a few situations where the organizer has had to kill
the speaker’s mic to get them off the stage and attendees moving
on to the next session.

6

GIVE AND GET FEEDBACK. Follow-up is essential. Let the
speaker or their representative know what you thought of
the presentation and how your audience evaluated it. (NOTE:
If you want attendees to complete session/speaker evaluations
schedule five minutes at the end of the session for them to do so.)
Also, ask the speaker how you and your staff did. Were expectations clearly communicated? Did on-site staff make them comfortable? Beenken says speakers take their work seriously and feedback
helps them do better. No doubt, planners have the same goal.
—Lori Smith is editor of Meetings + Incentive Travel.
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BRANDING MATTERS

It’s more than the sum of its parts.
BY PATRICK MCGOVERN

INTERGRATED
EVENT
BRANDING
Good branding is about integrity. When you consistently deliver
on the core values that draw people to the brand, it becomes believable. It’s reliable. It has authenticity.
The best way to create this sense of integrity is to take an integrated approach to every aspect of brand messaging. It should
go without saying that business meetings and events are, by
nature, brand messaging opportunities. So it follows that integrated event branding can enhance brand value, which is a key
corporate objective.
These principles are easy for most event professionals to
understand—but when you look at the bigger picture it’s not quite
so simple any more. There are so many pieces to fit together, and
so many ways to represent the brand.
IT’S NOT INTEGRATED UNLESS IT’S ALIGNED WITH
BRAND VALUES
A common misapprehension is that picking a theme out of the air,
and printing the theme graphics on the table napkins and banners,
is integrated event branding. It may be coordinated, but it’s not integrated. Regardless of whether the theme is the latest trend, a lot
of fun, or your personal favourite, it has to be aligned with the core
brand values and corporate mission or it’s not “integrated.”
A good way to ensure you stay true to your brand’s values is to
focus first on the audience, not the tactic. And the first question to
ask is, “How does my audience connect with the brand?” In evaluating your thematic options, you then need to ask yourself, “How
does this theme explain or extend the core values at the heart of
the brand?” This puts you on track to keeping the event relevant.
The next step is to apply this perspective to the three primary elements that define your event: the format or type of event, the location

and venue, and the experiential content. Each of these must be tailored
to reflect and amplify the brand message, not conflict with it.
What does this mean in the real world of event planning? There
are too many factors to cover everything here; but to isolate one
example we could look at the experience content of a proposed
event. Let’s say you are planning a learning-oriented event, and
you want an evocative keynote speaker to set the tone. If a core
value of your brand is forward-thinking innovation, you might
want a speaker such as Nilofer Merchant, who worked with Steve
Jobs at Apple and recently received the 2013 Thinkers50 “Future
Thinker Award.” If, on the other hand, the core brand value is traditional customer-focused service, you might want a speaker like
Don Bell, a co-founder of WestJet, who speaks persuasively on
“creating a culture of engaged and enthusiastic employees.”
While each of them is an excellent speaker, their style and content is dramatically different. Choosing the right one will allow
you to build your event around a theme that is aligned with your
core brand messaging and corporate objectives. From that platform, you can then confidently integrate all the other elements
and details to create an event whose impact is greater than the
sum of its parts.
The after-effect of an event that is truly integrated with brand
values is a growing understanding and appreciation of the brand
among participants. And that, in turn, creates a positive environment for future events. When everything is pulling in the same
direction, the brand wins!
—Patrick McGovern is principal, chief strategy officer at Blade Creative Branding,
a full service agency with a focus on inventing and reinventing brands.
pjmcgovern@bladebranding.com
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WHERE BUSINESS
MEETINGS ARE

INSPIRING

STRATEGIC
LOCATION

DISCOVER THE BUSINESS DESTINATION
THAT ALWAYS FITS THE BILL!

CONTACT YOUR STRATEGIC PARTNER
AT QUÉBEC CITY TOURISM
NANCY DACRES
Account Executive
418-641-6654, ext. 5427
nancy.dacres@quebecregion.com

Québec City is one of Canada’s top destinations. With its European
charm, rich history, and beautiful landscapes changing with the
seasons, the city has everything business visitors could ever want—
and more! Like unmatched hotel service and representatives
renowned for their efficiency.
These seasoned professionals go out of their way to make your
life easier and ensure your meeting or convention is successful in
every way. You can count on their synergy and attention to detail
to organize turnkey events personalized to meet your every need.
The result is peace of mind for you—and an unforgettable stay for
your guests!

FORTIFY YOUR BUSINESS. MEET IN QUÉBEC
CITY!
MeetInQuebec.ca
1-888-522-3512
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Yves Tessier

Tourny Fountain

SIMPLE TRAVEL PLANNING?
HOW UNCONVENTIONAL.

Yves Tessier

Experience the many benefits of our
Meetings & Conventions program.
Instant online event registration.
Easy bookings and itinerary updates
for participants. Airfare discounts. Our
Meetings & Conventions program gives
you the simplicity, control and efficiency
you need to get your job done. And all
this to and from over 175 destinations
on five continents.

Camirand photo

For more information and registration,
go to aircanada.com/conventions
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Creating the right experiences at events

IF YOU BUILD IT,
WILL THEY COME?
BY NICOLA KASTNER, CMP, CMM

My last article was the first in a three-part series explaining the
whys and how-to’s of building an integrated event marketing
strategy. In it, I highlighted three key focus areas to consider:
1. THE RIGHT PORTFOLIO – Ensuring you are running the correct
types of events to achieve your business and marketing goals.
2. THE RIGHT EXPERIENCE – Ensuring you create an appropriate experience at each specific event to achieve the desired business goals.
3. THE RIGHT METRICS – Ensuring you put an effective measurement
process in place to evaluate each event effectively and systematically.
The article also tackled the first key area—ensuring you have
the “right portfolio of events” in place to meet your business and
marketing objectives. In this column, I will focus on designing the
“right experience” at each individual event.
DESIGNING THE RIGHT EVENT EXPERIENCE
There is a famous line in the movie Field of Dreams: “If you build it,
they will come.” Unfortunately, what’s true for the magical baseball diamond Ray Kinsella constructs in his fictional Iowa cornfield,
isn’t true for real world events (or other marketing tactics). The
key to attracting the audience segments essential to the success
of your business is to offer content and an experience that is relevant to the needs and interests of each attendee.
Developing this relevant content and experience goes way beyond theme and agenda development. In my opinion, the “Experience Design” phase of the Strategic Event View Model is a
four-pronged approach that fuses strategy, audience insights, and
accountability to drive the success of your events. This approach
includes focusing on areas such as overall event design; content/
message strategy and priorities; individual event elements; and
inclusions from the attendee perspective rather than that of the
event organizer. All of these have to be matched to the needs of
the business.
In short, it is about applying an audience engagement view
to the design of your events. Targeted to each attendee type, it
becomes the cornerstone for designing an effective overall event
20

experience. The output of the “experience design” phase ensures
the most relevant event experiences—and communications—for
attendees, ultimately resulting in an event that drives the right behaviours and opinions with the right target audiences to maximize
the return on investment. Unfortunately, developing and applying
an audience engagement view to the design of events is an often
missed part of the overall event marketing equation, and the reason why many events fall short of their potential.
SO, HOW DO WE DO THIS?
Let me start with a caveat: Before starting this process you must
take the time to match your event to your company’s or your
client’s business and marketing objectives. You must also have
clearly defined the business goals you want to achieve by holding
the event. If you haven’t, go back and complete this critical step.
As I’ve said many times, if there is not alignment between what
your organization needs to accomplish and what the event needs
to accomplish, the event will not add value.
STEP ONE – IDENTIFY YOUR TARGET AUDIENCE
Since we are talking about taking an audience engagement view
to your event design, it is necessary to clearly identify each of
the target audiences that you want to attract to the event. While
this sounds like a simple step, it is often not given the attention
it warrants. In fact, in my personal experience, defining the size,
quality and expectations of your potential audience comes second
in importance only to ensuring you have clearly defined objectives
that are aligned to the business.
Let’s use a meetings industry show as an example. Qualified
buyers are obviously a key target audience. But we all know there
are many different types of qualified buyers and what resonates
with one type might be of no interest to another. So it becomes
important to break that audience down into smaller segments:
corporate buyers, agency buyers, senior buyers, junior buyers, etc.
Knowing who you want to attract as your audience is only one
part of the process. It is also critical to understand what resonates
with each of the audience segments, because this will be the founCANADA
dation that you build the event on. Ask these questions: Who are
we trying to reach? What are their prime motivators for attending?
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Understand their interests, business concerns, issues, needs and preferences. Use this knowledge throughout the design of the event.
STEP TWO – DEFINE YOUR MESSAGE
A common mistake many event planners make is producing a
speaker-driven event instead of an audience responsive event.
There is an art to find the right balance between the attendee’s
needs and those of your organization in order to deliver the maximum impact. This is where marketing events stop being about
selling things, and more focused on helping customers buy.
KEY QUESTIONS TO ASK DURING THIS STAGE ARE:
1. What are the key strategic priority topics for our organization?
2. What is the primary message we want to convey at the event?
3. Are their secondary messages we must also convey?
4. How do we ensure that any defined corporate content and
messaging remains relevant to the target audience we are trying
to achieve?
5. Which products and programs best match the audience for a
given event?
As you work through the questions to define your overall message/content strategy, your event theme will naturally emerge.
This is a different approach than most events follow and one I
strongly suggest you adopt. Many times, an overarching meeting
theme is developed first, and then a content/message strategy is
designed (sometimes forced) to support that theme. Flipping the
process ensure that messaging is relevant and consistent.
The overarching message strategy becomes the foundation
upon which all event related content—experiences, keynotes, educational sessions, etc.—is built. It ensures that you have the ability
to drive the message architecture from the highest level (theme) all
the way down to one-to-one customer engagement. I find it helpful
to think of it as if it is a thread that ties everything together.
STEP THREE – STRATEGIC EXPERIENCE MAPPING
Strategic experience mapping creates a blueprint of an event to
guide the overall experience design. Map out what you want each
audience segment to feel, think, know and do, before, during and
after the event. This exercise forces you to take the point of view

of those having the experience, versus the organization’s perspective. This is a powerful process and really makes you think differently about what you are trying to achieve at the event and how it
will be perceived by those attending.
As you move into the actual event design, all decisions should
be validated against this exercise and if an element does not
add value or help achieve what you outlined above, then it likely
should not be part of the event.
STEP FOUR – EVENT DESIGN
Once the previous steps have been completed, you now have the
correct information to make strategic decisions about the actual
design of your events, which I suggest you approach in the following way:
Start with the must-have core elements of the event—those that
satisfy the most important needs of the attendees and the organization as well as addressing the biggest opportunities for gain. By
focusing first on essentials, you can make decisions based on what
will have the greatest impact on business goals and the target audience expectations, and maximize your budget at the same time.
Once the core event experiences have been designed, the remaining agenda can be developed to address additional needs and elements. However, you must always keep in mind how these elements
will support the core event objectives. I can’t stress enough that if an
event element does not add value from either an audience perspective or help meet the overall event goals, it should not be included.
All these individual steps work together to form a cohesive
event that is focused on achieving both the audience and corporate objectives for an event.
Remember the actions outlined above are by no means comprehensive. There are many more elements I would have included
if space allowed. However, it gives you a baseline foundation to
start doing things differently and hold the right conversations
with your internal stakeholders. Good luck! I know you can do it.
In the next issue, I will address the final focus area: The Right
Metrics.
—Nicola Kastner, CMP, CMM, is president and chief strategist of Convergence
Event Marketing, based in King City, Ont.
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HOW SHOULD WE COMPENSATE
INDUSTRY SPEAKERS?

AS TOLD TO CHRISTINE OTSUKA

Survey results released in November by Velvet Chainsaw Consulting and Tagoras found that the majority of meeting
planners compensate their industry speakers (non-professional speakers) in non-monetary ways (ie. complimentary
conference registration and/or travel expenses) and sometimes not at all, much to the chagrin of speakers who insist
that not paying for their speaking services is as ridiculous as not expecting to pay an AV or registration company for
the service they provide. What’s your opinion?

corporate

association

ANDREA WADDELL
Event Manager,
Rogers Publishing

In my opinion, I’m
fine with the practice of not monetarily compensating
non-professional
industry speakers. For most of our conferences we include a small gift card and
thank-you letter, and if the speaker is from
out of town we also cover their travel and
accommodation. I truly believe this is an
opportunity that is mutually beneficial. On
our side, we get an experienced industry
leader to provide valuable, relevant content that our audience will trust, learn from,
and hopefully implement in some way, and
in return the speaker is able to capitalize
on this experience and position themselves
as both an expert and leader in their field.
In addition, the speaker is given direct access to a room filled with not only
a captive audience, but their desired target audience. If they represent themselves
well, they increase their perceived value
within the industry instantly, and this goes
a long way in strengthening their own personal brand. The networking opportunity
alone at these events is invaluable.
We work in an industry that understands ROI is not exclusively about seeing
dollars, so while industry speakers might
not get paid for speaking at an event, the
return on their time is well worth it.

The Final
Verdict
22

KRISTY KLAWITTER

Development Officer,
Canadian Association
of Physician Assistants
I work for a professional association
that represents a
new and emerging
health care profession in Canada. As the
profession and subsequently the association, is in its infancy and needs to be built
up from the grass roots level, there is not a
lot of surplus funding to go around. This is
one of the reasons why it is imperative that
we try and be fiscally responsible.
The association however holds an annual conference that is meant to provide
members with networking opportunities and quality education. Therefore the
speakers that are booked are predominantly physicians as well as some allied
health care professionals.
In lieu of providing speakers with
honorariums, travel, and/or accommodation expenses, the organization permits
speakers to attend the conference on the
day in which they are speaking, in addition to providing a $2,500 donation to a
local charity in the city where the conference is taking place. A donation to a charity in need promotes not only a healthy
community but hopefully inspires those
involved with the conference, to pay-itforward. This is something that I am proud
to be a part of!

If there’s one thing these planners have confirmed,
it’s that industry speakers should not expect to be
paid. Why? There are many reasons, most notably
that this is standard practice in Canada and the U.S.
It’s strange to think that in a time when content is
touted as an attendance booster (“Content is King!”)
and organizers expect more thoughtful delivery of
workshops and presentations, that planners have

independent
CHUCK
SCHOUWERWOU,
CMP, CMM

President and Principal
Meeting Planner,
ConferSense Planners Inc.
Whether or not one
pays a speaker is
entirely up to an organization’s policies and/
or industry practices. Many medical conferences I have done for both associations and
the Federal Government covered absolutely
nothing, as they felt it is an honour and a
career-enhancing move to have your peerreview abstract accepted for presentation.
Other associations who use their members
as speakers offer a reduced registration
rate, but nothing else unless they are a keynote speaker.
As co-chair of the Canadian Innovation
Conference, Powered by PCMA, we cover
registration and one night accommodation, and only add transportation for sponsored keynote speakers. Here it is felt that
the privilege to sell yourself as a speaker to
such a desirable audience of potential buyers more than compensates the speaker.
While I have heard of conferences
where all speakers are paid, I have never
worked for one. My opinion? I am all for
compensating in non-monetary ways if it is
in line with the organization’s usual policy/
practice or if the speaker may benefit financially from garnering new paying clients from doing that talk.

not made room for this in their budgets.
Spending money is tough, but at a certain
point organizers may run out of quality
industry speakers. And at the end of the
day, you get what you pay for.
HAVE AN OPINION?

E-mail cotsuka@meetingscanada.com
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QUESTIONS AND ANSWERS
ON ISSUES OF INTEREST

ASK AN
EXPERT

An ethical dilemma; understanding liquidated damages

Q.

What do you do when you’re running an event and you
overhear a C-level executive from your company asking
the venue for freebies and expensive upgrades? What
do you say to both the executive and your venue partner?

A.

This is a great question. It is also important to keep your reputation in tack.
Some companies have strict policies in
place regarding this question so refer back to
them if you need to. Here is my suggestion.
I would approach the C-level executive privately, and indicate that while at their level they
M+IT EXPERT
do deserve special consideration, the hotel has
MARSHA JONES,
already given us a number of concessions for
CMP, CMM
Connect Worldwide
this group including a very aggressive room
Canada
rate. If we ask more of them it could jeopardize
future negotiations and the successful conclusion of this meeting.
Often during the course of an event we ask the hotel to “pull a rabbit out of the hat.” Lastly, I would offer to give him/her what they’re
looking for, and charge the difference to their cost centre when the
bill comes in.
As for the hotel, I would politely remind them that If anyone
approaches with any request, they should advise the individual
that they have a strict contract with our company and any changes or additions need to be cleared or approved by me!

Q.
A.

What are “liquidated damages” and should I agree to
that verbiage in a contract?

Liquidated Damages are the amount agreed to at the time
of contract by both parties in the event of non-performance
of the contract i.e full cancellation or reduced pickup (attrition). This is different from Actual Damages, which are the actual

Ask an Expert.indd 23

amount of loss incurred by the hotel. Agreeing to a liquidated damages clause for cancellation really depends on many factors: How far
out the meeting is booked; time period it’s booked for; type of facilty;
etc. If the cancellation fee is based on profit, which is a percentage of
revenue (For example, anywhere between 60 per cent to 80 per cent
of total rooms revenue and 35 per cent to 50 per cent of f&b revenue
would be ideal.), then that is great. However, these percentages can
vary greatly. Calculating actual profit is tricky so the amount of liquidated damages should be fair, as a court of law would consider what
the actual damages are and generally would not enforce 100 per cent
total revenue cancellation fee, unless the hotel could prove that there
were no costs associated with this revenue.
Keep in mind, if your group
cancels, the hotel’s goal is to
“remain whole,” which means
covering their actual damages. Calculating what the
actual damages are can be
very difficult in a full service
facility that has room service, M+IT EXPERTS
bar, spa, restaurant etc.as the JOE NISHI AND JENNIFER GLYNN,
Meeting Encore
hotel is also budgeting incremental revenue that would be associated with your group.
So base liquidated damages on what you believe to be fair and
reasonable. Hotels are generally flexible if you’re upfront with the
reasons why you’re concerned with the cancellation amounts. If
you can show good history and have good relationship with that
property, there should be no reason why you can’t come up with a
clause that works for both parties.

DO YOU HAVE A QUESTION? E-mail cotsuka@meetingscanada.com
and M+IT will call upon an expert to answer it in an upcoming issue.
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GeorGian conference & event services

Inspiring places to meet, play and stay

ear-round, Georgian College, in
Barrie, Ont., offers large and small
venues for your next meeting or
event. Choose from boardrooms; AVequipped classrooms with ergonomically designed tables and chairs, clean
lines and plenty of natural light; 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.
Georgian College welcomes guests with
electric vehicles thanks to a first-of-itskind charging station.
Boasting 20,000 sq. ft. of gym space,
Georgian’s Athletic Centre features an
indoor running track and a 10,000-sq.-ft.
fitness centre, an ideal location for youth
and sports camps.
Summer accommodation, full-service
catering facilities, dedicated training classrooms and lecture halls—everything you
need for a successful event is right here.
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TWENTYSOMETHING

BRAND YOU

Using the web to build your personal
and professional brand. BY SHANNAN SCOTT

As we approach a new year, our industry and many others continue to face rapidly changing times—technological advances, increased globalization and a major focus on online social media for
communication and marketing, just to name a few. Planners and
suppliers seem to be fighting harder for business as the competition within our industry becomes more and more intense. I’m sure
you can relate.
Working at a third-party incentive house, I am certainly familiar
with the competitive nature of our industry however I can better
relate to feelings of pressure and sometimes intense competition
on a more personal level. Back in university I can recall constantly
hearing about gaining that “competitive advantage” especially
while on the job hunt and as you network within the industry.
However, obtaining this advantage can feel quite stressful and
overwhelming especially when you’re the new kid on the block.
I’ve had my struggles, but one thing I have learned along the way
is the importance of focusing on your relevance, unique abilities
and strengths—your personal brand—in order to experience success and stand out in the crowd. Using social media is one way I’ve
been able to do just that.
The invention of social media platforms such as Facebook,
Twitter, Instagram and LinkedIn are truly a gift in my opinion. Sure,
many people are completely against the use of any social media
whatsoever because it’s just not their ‘thing” or find it annoying
and useless. But these people are mistakenly judging these online
tools as social timewasters rather than discovering their potential for effective communication and marketing. Generation Y are
leaders in using social media for personal branding. The explanation for this is simple: the timing of when these social media platforms were invented was perfectly in sync with our growth and
transition into our professional lives so we were able to naturally
tap into using social media in a different way—a smarter way.
When I was in high school, Facebook was nothing but a fun and
entertaining website where I could post messages on my friend’s
wall and create a private event for my sweet sixteen birthday party.
When I began university, Twitter was all the rage and I saw an increase in all sorts of businesses using Twitter as a marketing and
advertising tool. Also around this time, professors would reference
articles that had been written about people losing their jobs over a
Facebook or Twitter posting that tainted their professional image.
26

We were encouraged to use LinkedIn, a more respectable website
in their opinion where one can build and engage with a professional network. It was best to have separate social media accounts
for our personal and professional selves, they would say.
I never chose to do this. I believe we have one identity, which
combines our personal and professional personalities and it is
our responsibility to know that anything posted on the Internet is not private. While scrolling through my social media accounts, I noticed a commonality amongst a few of my industry
colleagues who I find to have visible online personal brands—
their posts are consistently aligned with the personal and professional image they want to share with the world. Rather than
posting wild photos from last Saturday night, they are strategic
in tailoring their messaging to a specific target audience by
sharing relevant articles, news releases, and interesting tidbits
of information that are a reflection of their personal brand. Doing this increases your recognition and readers or followers
begin to trust your opinion and elevate you to a level of expertise in their mind.
Blogging has a similar effect but allows you to share your
thoughts on a larger platform of more than 140 characters. I find
blogging is popular across many generations and posting consistently attracts regular readers which in turn places you in a position of influence. For instance, a particular supplier in the industry
comes to mind. This individual blogs about his travel experiences
and overnight stays at the hotels he represents, telling his readers
what he likes about the property with personal pictures. In my
opinion, his personal brand reflects a strong passion for his career
by his way of spending personal time writing a blog post to share
his experiences with others.
Whatever generation you find yourself in, don’t underestimate
the power of using social media to elevate and build your personal
brand. Creating online visibility and presence in this technological
era allows you an opportunity to market yourself in a unique way
with every tweet or post. The New Year is just around the corner
so consider re-inventing yourself in 2014 and be strategic with
how you build and grow your personal brand!
—Shannan Scott is a 24-year-old buyer at Meridican Incentive Consultants. She is
the recipient of the 2013 MPI Toronto Chapter New Member of the Year award.
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Avoiding distractions at work.

BY CHRISTINE OTSUKA

FINDING FOCUS
In October, our team set up residence at Ste. Anne’s Spa in Grafton, Ont., a few hours away from Toronto, for our annual meeting,
where we close ourselves off from the rest of the world and plan
for the year ahead. The setting was perfect—quiet and relaxed,
with no distractions.
On the first full day of our meeting, we gathered around a boardroom table and were asked to complete a series of menial tasks,
everything from word associations to memory games, all within a
specified time limit. Shortly after we began, our concentration was
broken by the aching sound of alarm bells and the equally painful
addition of new tasks to the already long list. What seemed like
a meaningless exercise quickly became an illustrative example of
how difficult it was to work with constant interruptions, and how
our constant interruptions of each other had gotten out of control.
It was an eye-opener. And while it wasn’t the focus of our meeting, it definitely left an impression.
NEW PERSPECTIVE
I left Ste. Anne’s thinking I had this “distraction thing” under control.
I, and our entire team, had gained valuable insight and understanding that would allow us to work smarter, while being conscientious
to those around us.
But when I returned to the office and sat down to write, I found
myself wildly unfocused. It was a particularly quiet workweek with
less inbound e-mails and fewer phone calls. The noise level was at

a minimum. Yet there I was, staring at my computer with little impetus to write and a strong desire to find any menial task to do
besides what was at the top of my to-do list—write this column.
Could I actually be too distracted to write my column on distraction? Oh, the irony.
So I did what I always do. I began to research how to regain
and maintain focus. Only this time the advice I sought served a
dual purpose.
WHAT I LEARNED
First, being distracted at work is unbelievably common (so don’t beat
yourself up). The majority of people can’t go 15 minutes without being distracted. But that doesn’t mean these distractions aren’t problematic. One study found that an average of 2.1 hours a workday is
lost to distractions. That seemed a bit on the high side, until I discovered, care of Gloria Mark of the University of California, Irvine, that
a typical office worker gets only 11 minutes to focus between each
interruption. And once they’re off-track, it takes 23 minutes to return
to their original task. No wonder we waste so much time.
Secondly, it’s unavoidable. Our brains are wired this way. The
part of the brain devoted to attention is linked to the brain’s emotional centre, which means any strong emotion (frustration with a
colleague or problems at home) can disrupt your attention, according to Srini Pillay, author of “Your Brain and Business.” And not only
that, sometimes environmental factors such as your office setup
MEETINGSCANADA.COM
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FOCUS BOOSTERS
+ Peppermint tea. A mere whiff
of peppermint increases
people’s concentration and
performance on tedious tasks.

+ Salmon. Omega-3 fatty acids found in
fish such as salmon are brain builders that
slow cognitive decline and may play a
vital role in enhancing memory as we age.
+ Coffee. The caffeine in coffee can
energize you and help you concentrate,
but the effects are shortterm and overdoing it
can make you jittery
and less productive.
+ Breakfast. While technically
not a food, studies have
found that eating breakfast
improves short-term
memory and attention.
Stick to high-fibre whole
grains and dairy. Researchers found
high-calorie breakfasts appear to
hinder concentration.

could be to blame. A study by researchers at Cornell University found that noise in openoffice plans increases stress and decreases motivation to accomplish tasks. Walls anyone?
And thirdly, while our roles become more varied and our job descriptions grow, we’re required to multitask on a daily basis. Multitasking, whereby we ask the brain to toggle between
assignments and engage in continual content shifting, can reduce our capacity to sustain
attention, according to Michael Komie, a psychologist who teaches at the Chicago School of
Professional Psychology.
MANAGING DISTRACTIONS
So how do you avoid being distracted at work? The short answer is you can’t.
But, you can manage what you focus on. The key is to pay attention to your attention
and stop yourself from getting on the wrong train of thought early, before the distraction
takes over. The best way to do that, according to David Rock, executive director of the
NeuroLeadership Institute and author of Your Brain at Work: Strategies for Overcoming Distraction, Regaining Focus, and Working Smarter All Day Long, is to practice being aware of
your own thoughts by what he calls “activating your observer function.” It may seem like a
tall order, especially when most of us are sifting through a hundred e-mails each morning.
And it is. That’s why he suggests a different approach.
“If you want to do deeper thinking work, don’t start your day overwhelming and exhausting
your brain,” says Rock. “Start with the tougher work that requires a more focused, quiet mind.
Many people have this back to front. If your job is to think, tackle thinking tasks early, and tasks
that are relatively ‘interesting’ such as checking your e-mails (which means your brain will go
there easily) later when you are tired.”
If you find yourself distracted, Pillay suggests visualizing a reset button in your brain
and telling yourself you need to press reset and get back on track. This takes the focus off
the distraction and puts it on the redirection, in effect, rewiring your brain.
Finally, manage your own expectations about what you can accomplish in a day. Starting
each day with a to-do list can be a great strategy for getting things done, but if it’s overly
ambitious, you can cause anticipatory anxiety, says Pillay. That anxiety can make it hard for
the brain to concentrate. A better strategy would be to prioritize three or four things for the
day and allow your brain to focus.
So the next time you feel unfocused, whether you’re self-interrupting or being interrupted,
remember that distraction is inevitable, but not insurmountable. Hey, I did it. Column complete.
—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

good for your group
Tried, tested and approved. The team at M+IT has used this strategy at our AGM and we can attest it worked like a charm. Before
the meeting began, we locked our mobile devices in a box. A bit
extreme but the physical act of putting each of our phones in a
locked box in the centre of the boardroom table helped us disconnect from the outside world. Not only were we not able to access
28
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our phones, but having them out of sight and out of mind quelled
the temptation and curiosity. In addition, we were all given notice
that cell phones would be off limits at our meeting so we could
advise clients, spouses and friends not to expect a response during
workday hours. It was simple, cost-effective and allowed each of us
to give our full attention to the task(s) at hand.
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THE WIFI

DISCONNECT
Pricing, bandwidth issues, limited budgets for upgrades and the
growing use of multiple devices are all impacting the ability of planners
and suppliers to deliver a seamless connected event to clients.
BY DAVE WEBB

Illustration: Thinkstock

H

aving WiFi at a conference is no longer negotiable for Andrea Wagner, Health
Canada’s travel programs and communications officer. Once a nice-to-have, it’s
now a must-have at the events she organizes. Not only are people addicted to
their smartphones, Wagner says, but in our hyper-connected, 24/7 world delegates have to be as accessible while they’re at a conference as they would be in
the office. “The expectation is you can’t be away,” she explains.
There are other reasons wireless Internet access (WiFi) is crucial to Wagner’s conference experience. “You’re asking people to tweet all this good stuff that’s going on” so their followers will attend
the next year, she says. In addition, government departments have a mandate to be paperless, so
access to downloads and the ability to change the agenda online are also important.
And, she adds, delegates shouldn’t have to max out their own data plans at a conference because WiFi access is spotty or non-existent. “My expectation is it’s going to be seamless and topquality,” she says.
It isn’t always so.
Wagner’s had the Internet go down completely at a conference. At another, certain devices
(including her iPhone) couldn’t access the wireless network. Another conference with a limited
number of open channels only allowed delegates to log on in 15-minute increments. “If I’m
paying $3,000 a day for a meeting room, I should have WiFi,” she says.
The cost and quality of WiFi is one of the meeting industry’s most fractious issues. This September, the Incentive Research Foundation (IRF) published a study looking at how technology
is being used to meet the goals and objectives of meetings. Its authors concluded that people
carrying multiple devices and expecting to use them everywhere has made WiFi “a basic required technology…expected by any attendee at every meeting, conference and convention.”
Unfortunately, many planners say venues aren’t delivering. In the study, both planners and
vendors contended that “venues are lagging behind in technological advancement.” The three
main issues, reported the study’s respondents, are “poor bandwidth connection, cost and limited budget for WiFi upgrade.”
How good—or bad—a venue’s existing bandwidth connection is depends on a number of
factors: number of users, number of devices per user, usage pattern (all at once, intermittently), type of use (streaming video, social media), etc. The fact that technology upgrades are
expensive also affects a venue’s ability to deliver acceptable WiFi. It also begs the question of
who will pay for them considering that the vast majority of venues are for-profit. As for cost, 21
per cent of the IRF study’s respondents said venues should provide free WiFi services. Twentyeight per cent of respondents believed venue WiFi charges were “outrageous and inappropriate.” Pricing is the WiFi War’s frontline.
Independent planner Valerie Richard readily admits that she’s frustrated by the pricing of
meeting room WiFi. Working out of Boulder, Colorado, she organizes approximately 20, mostly
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smaller scale, events throughout the year for members of the pharmaceutical industry. These events are usually held at hotels, where
she says WiFi pricing “is just all over the place.”
“Some venues offer complimentary WiFi in common areas, but
not meeting rooms; some will negotiate free meeting room WiFi
as a concession; some will build limited access into the venue price
and charge for upgrades; some will charge a flat rate or per-connection charge,” she explains.
Richard’s not alone in her concern over WiFi pricing. Active in her
local MPI chapter and the Senior Planners Industry Network (SPIN),
she hears the same complaint over and over from fellow planners.
“WiFi—its cost, why some brands will give complimentary
[WiFi], some you have to negotiate for it—is one of the biggest
complaints I hear at industry events,” she says. It’s another frustration on top of the other charges venues build into the cost, like
supplementary electrical service and meals. “Now, you have to pay
for everything,” she says.
But if planners are experiencing quality issues with meeting
room WiFi, it’s sometimes because they’re not placing a high priority on it up front, says Leanne Calderwood, global accounts director
at Helms Briscoe, a company that sources venues for clients.
“Part of my process is to ask the client what their needs are and
make sure the venues have access to those needs at a reasonable
cost in the RFP stage,” Calderwood says. If clients don’t put WiFi
needs front and centre, hiccups happen. For example, one of her
recent clients didn’t specify upgraded meeting room WiFi for an
event. “They were going into a room where 30 people needed to log
on to the WiFi simultaneously and there wasn’t enough bandwidth.
Ironically, the WiFi was quite cheap,” she says.
Her client was able to purchase more WiFi access onsite. But, the
fact that they didn’t evaluate their WiFi needs pre-conference and
purchase the correct bandwidth to begin with is symptomatic; with
tighter budgets, everything takes a back seat to cost.
“More often than not, it’s not something they want to vet when
they go into the space,” Calderwood says. “They would rather vet
the cost. If it’s being offered for free, they would prefer to use that
venue and then worry about the quality of the WiFi later. So there
needs to be education about [how] you get what you pay for. It’s
something that we try to do in our role, but again, sometimes it just
comes down to dollars and cents for a lot of our budget-conscious
clients. So then I get the feedback that the wireless was not great,
but it was free.”
Yes, some hotels are throwing in meeting room WiFi access
as a concession, and Calderwood believes “free” WiFi in meeting rooms will become the norm, mirroring the evolution of guest
room WiFi access.

THE APPLE IMPACT
If you’ve noticed a decline in the quality of venue
WiFi connections over the last few years, blame
it on Apple. According to research conducted by
Cisco Meraki in 2011, iPads use an average of 400 per cent more
WiFi data than Android and iPhone smartphones and iPods.
This year, research firm IDC forecasts a 36.7 per cent increase in
tablet sales. What devices are your meeting attendees using?
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“Now so many hotels are giving it away for free it’s become an
expectation. Instead of a bonus, it becomes part and parcel of the
program,” she says. “But we have to pay for it somewhere. In my
opinion, if we’re going to get it for free, we’re going to see meeting room rentals on the climb. And we won’t notice it, but in that
increased cost is that meeting room Internet that we’re now getting
for free.”
Complicating matters is the fact that even if planners do ask
questions about the quality of WiFi access at a location, few would
understand the answers.
“What is bandwidth and what does it mean to our clients?” she
asks. “I think there’s a lack of education around that.” When Calderwood took her certified meeting planner (CMP) program six years
ago, while she learned about audio-video issues, WiFi wasn’t part
of the program. It’s something Calderwood hopes local techs will
address at an upcoming MPI Calgary meeting on advanced audiovisual and lighting.
In an e-mail interview, Gayle Dahlman, certification director for
the Convention Industry Council (CIC), which oversees CMP certification, recommended that all meeting professionals stay up to date
on the latest technology and communication options. “Every five or
so years, CIC conducts a practice analysis study to ensure our CMP
International Standards reflect the current trends and practices in
the industry,” she wrote. “We completed the most recent update in
2012. Changes in the technology used at meetings and conferences
is certainly reflected in the updated standards.” However, she said,
she could not address specific questions about what is contained on
the certification exam.
But Calderwood believes Internet access in larger venues is more
of a problem for the industry.
“I think the bigger issue for the industry is when you’re going
into convention centres and walking on trade show floors and
there’s limited WiFi access,” she says. “When it comes to the
trade show floors, it’s never free and it’s never consistent and I
think that’s the biggest thing the convention centres are tackling
right now.”
Dreamforce is the annual conference for users of Salesforce.com,
a cloud-based sales force automation and customer relationship
management tool. Held in November in San Francisco, it is based
at the Moscone Convention Center but spills out to other venues.
Dreamforce attracts nearly 100,000 attendees.
“I don’t know how many of those [attendees] are in the convention centre at one time because it spans over several venues in the
city, but here’s a conference where every person there is invested in
cloud application,” Calderwood says. “What is the WiFi capability of
that centre? That’s what I want to know because you have everyone
on their smartphone.”
Technology conferences may be the place to look to for leadership in terms of providing wireless infrastructure, she says. “What
venues are they using that we’re not tapping into as ordinary
meeting planners? They’re obviously well aware of the venues that
have better capability than your tier two city venues that don’t
have that capability.”
Cisco Systems Inc. is one of those technology companies focused
on providing a high-quality mobile experience for its user conferences, some of which attract 20,000 or more attendees. Of course,
Cisco has an advantage; as the world’s largest supplier of networking
hardware, it can bring some of its own muscle to the party.
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“We typically use the existing cable and fiber plants,” says Chad
Booker, technology marketing manager with Cisco. But part of the
raison d’etre of a Cisco Live! conference is to demonstrate the company’s new hardware and applications.
“We build a network to support all of that on location, and I
would say the network that hosts those applications has about 80
of its own backend services running to support all of that,” Booker
says. “You can certainly work with some of the systems that are in
place, but we very much like to show our latest products and show
their interoperability, so it’s important to us to promote the network
that we built that’s in there.”
But the critical application is the one that helps attendees navigate the conference itself. Attendees can access and change their
schedules, update their profiles, drop and add classes, find venue
maps and more, says Rose Maugeri, Cisco’s senior manager of
global conference. The aim of the applications is to drive the whole
delegate experience, from registration onward, through one integrated, personalized experience.

ACCESS DENIED?
You’ve hired a great keynote speaker for your company’s event.
As the person talks, you notice a number of bowed heads in the
room. Members of the audience are checking e-mails, tweeting,
surfing the Internet. The only thing they aren’t
doing is listening to your speaker. If you had
the option, would you block Internet access
during the keynote?
Vote on meetingscanada.com
“We put a lot of forethought and strategy into the things we do
with the Internet and the services we provide. They’re purposeful,”
Maugeri says. “We wouldn’t have nearly the attendee satisfaction if
they couldn’t access their schedules and make changes and figure
out where they’re going. Gone are the days of print-enabled stations where everyone had to go to a kiosk, figure out what their
agenda is and print it.”
Booker said Cisco took some of its cues regarding high-density
wireless access from arenas and stadiums. “It’s something that
we’ve only begun doing ourselves for our events in the last year,
but we certainly see other convention centres looking at what we’re

doing,” he says. ”We’re already seeing calls and curiosity about it.
So I feel that a lot of facilities are studying how to improve wireless
for large crowds.”
The Palais des congrès de Montreal recently underwent a
14-month, $5.5 million overhaul of its wireless infrastructure. The
600,000-sq.ft., seven-storey centre in the heart of Montreal downtown got a WiFi makeover that delivers 10 gigabit per second bandwidth—enough for 20,000 simultaneous connections—not only
wall-to-wall in the Palais, but also to the roof.
“Considering that these days clients come here with between
two and 2.5 different devices when they come to a meeting, 20,000
simultaneous connections or more is a must,” says Marie Josée Boilard, the Palais’s assistant director of event technologies. “We can’t
go any lower than that to respond to the clientele that we have.”
The Palais’s old system relied on mobile antennas that would
have to be manually deployed to each meeting rooms as required.
The new infrastructure uses a network of 500 wireless access points
to blanket the centre. This allows the Palais to provide new services
to clients, like a web portal, custom apps, and e-commerce. “Now,
we can say we have a state-of-the-art infrastructure so we can have
fun, which we couldn’t do before” she says.
The new infrastructure also allows the Palais to deliver a comprehensive, five-page report detailing WiFi usage, drilling down
into downloads, uploads, sessions, times of use, even the types of
devices used. The report demonstrates whether the clients got the
bang for buck they were after, or whether they should consider a
different tier of service.
The Palais offers free 768 kilobit per second service—about
twice the speed of a cable Internet connection—in the 50,000-sq.ft. first level commercial gallery. Individual users can purchase service that’s twice as fast through the Palais for $12.95 per 24 hours.
If the organizer wants to offer WiFi for its delegates, that costs $1 to
$3 per day/per attendee depending on the speed of service.
Of course, says Richard, planners would rather have WiFi free.
Failing that, she’d prefer a flat rate to a per person charge. But she
finds, especially with the smaller venues, “everything’s negotiable.”
And she says, asking for complimentary WiFi should be at the top
of the negotiation list.
“I always ask for it,” she says. “But I ask for a lot of things.”
Dave Webb is a freelance writer and principal of Dweeb Media.
He is based in Toronto. Contact him at dave@dweebmedia.ca.
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“I

f you could have seen this riverfront five or six years ago,
you wouldn’t have believed it,” says Judy Booth, director of sales
and marketing at the Detroit Marriott at the Renaissance Center.
She is standing at the floor-to-ceiling window in a meeting room

on the 39th floor of the hotel, looking east along the Detroit River. She points to
a group of cranes sitting on what was once the site of the Globe Building,
aka the Detroit Dry Docks Engine Works, a 50,000-sq.-ft., 19th century building
demolished in June. The Michigan Department of Natural Resources has taken
over the land and is constructing a $13-million adventure and discovery centre,
complete with zipline, climbing wall and more—a place, says Booth, for families.
She directs my gaze to the path along the riverfront. “If you follow that, you get
to the Dequindre Cut. It’s an old railway line that’s been paved and lit,” she says.
“See the tents there? You can rent bikes and there’s a little park with nature trails.
Now, you can ride right up to the Dequindre Cut. None of that existed five years ago.
You have to come here to believe it.”

MEETINGS
& MOTOR CITY

How business tourism is helping revitalize Detroit.
BY LORI SMITH
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MOTOR CITY

Detroit’s story is well-known. Once the booming centre of the North
American auto industry, over the last five decades it has become
the poster city for urban decay and ruin. Jobs have been lost as the
manufacturing base it was built on moved first to automation and
then out of town completely. Crime increased. The middle-class was
decimated. The city’s population dwindled from a high of 1,849,568
in 1950 to just a little more than 700,000 today. Urban flight led to
urban blight. The burned out shells of factories littered the landscape.
Then the 2008 Recession hit. The Auto industry needed a bailout.
Thousands of citizens lost their homes when the housing market imploded. Underfunded and understaffed, city services can’t meet the
demands of a population spread across 139 square miles. Detroit is
more than a mess, the media report. It’s dying.
There are also good news stories. A new creative class has
brought new vitality to the city’s core. Companies such as Quicken
Loans, CompuServe and Blue Shield moved their head offices to
downtown Detroit and incented their employees to live in the areas
they worked in. The business elite—the Ilitch family, Dan Gilbert,
Roger Penske and more—are investing significantly in the city. But
tales of the city’s troubles still steal the headlines.
On March 14, 2013, Michigan Governor Rick Snyder appointed
Kevyn Orr to the position of Emergency Financial Manager, with
the mandate of overseeing Detroit’s financial operations. In July,
the city filed a petition for federal bankruptcy. Like many people,
I read the stories and listened to news pundits discussing the future, or lack thereof, of this once great city. However, unlike many
people, I was receiving information that had me wondering if there
was more to Motor City’s story. In the same period that the petition for bankruptcy was announced, I was sent releases on the
Cobo Center’s $279-million renovation project; the opening of the
25-storey Crowne Plaza® Detroit Downtown Hotel; and the Detroit
Marriott’s plans for a $30-million refresh of its guestrooms and
meeting spaces. Clearly there was another tale to tell and business
tourism was part of it.
COBO COMEBACK
According to William (Bill) Bohde, senior vice-president, Sales &
Marketing for Detroit Metro Convention & Visitors Bureau, it wasn’t
all that long ago that Detroit was hosting only three or four major
conventions a year. But, he says, “in 2014, we’re going to host 14

major conventions and the goal by 2018-2020 is to host 20 major
conventions on an annual basis.” His optimism is borne of two major
accomplishments: the renovation of the Cobo Center, and the selection of Detroit as the host city for the American Society of Association Executives’ 2015 convention.
The story of how the Cobo Center got the funding for its renovation illustrates the value and power of conventions. Thom Connors, SMG vice-president and general manager of the Cobo Center,
explains that just a little over four years ago the State of Michigan
took over the Center and formed the Detroit Regional Convention
Facility Authority (DRCFA). Its first mandate, says Connors, was to
fix the Cobo Center and keep the Auto Show in Detroit.
Since Cobo opened its doors in 1960, it has been home to the
North American International Auto Show (NAIAS), which runs for
two weeks every January. To understand the show’s importance to
the Center and the city, you only have to look at its numbers: The
2013 edition played host to more than 5,000 journalists from 62
countries, and 795,416 visitors. A conservative estimate of its economic impact on the city and its environs is $375 million annually. But
in 2009, its organizers were talking seriously about leaving Detroit
because of the condition of the Cobo Center. “Services were lacking
and the physical building was in poor shape,” explains Connors.
In response, the DRCFA did the heretofore unimaginable: Its
members set aside political differences and agendas, and agreed
on a strategy to save the Cobo Center. The project, says Connors,
was conceived, organized, designed, bid out, construction initiated
and is now nearly 65 per cent complete, in four years. “I say that
with some emphasis because with a project of this size—especially
a nearly $300-million renovation of an existing property—it usually
takes four to five years to move from idea to shovel in the ground.
They’ve worked quickly. They’ve worked effectively and the results
speak for themselves. The physical facilities have been transformed
and our bookings are up,” he says.
On January 5, 2012, senior officials from the DRCFA and NAIAS
signed a five-year contract that keeps the show at the Cobo Center
through 2017. In a release issued at the time of the signing, Bill Perkins, senior co-chair of NAIAS 2012, said they were thrilled with the
changes they’d seen at the Center. “The NAIAS has enjoyed a longstanding relationship with Cobo and the city of Detroit,” he said. “We
wanted to make this commitment because of the remarkable changes
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HOTEL PACKAGE
The growth in downtown hotels is another piece of the revitalization
puzzle. Bill Bohde at the Detroit Metro CVB reports that a number of
hotel developers are interested in Detroit. “Number one, they see the
energy that is in the city,” he explains. “Number two, they see that
hotel occupancies have grown from a low of 48 per cent in 2009 to
around 63 or 64 per cent this year—one of the largest percentage advancements in any city in the United States.” In addition, he points out
that for a major destination and on an inner city basis, Detroit’s ratio of
rooms to convention centre size is low. In fact, cities with convention

centers the same size as the Cobo Center often have double the number of rooms Detroit currently has in its downtown inventory.
However, Judy Booth at the Detroit Marriott says the number of
hotel rooms available has grown significantly in the last five years.
“If you look back to 2008, we didn’t have a hotel package here
[downtown Detroit],” she tells me. “If we were lucky we could do
a peak block of 2,000 and that was stretching it. Now we’ve got
first-class hotels in our package and can do a block of more than
4,000 rooms.”
The most recent newcomer is the 25-storey Crowne Plaza® Detroit
Downtown, which is located adjacent to the Cobo Center. Formerly
the Ponchartrain Hotel—one of the city’s more storied properties—it
has 367 rooms, nine meeting rooms and a ballroom that can be configured to accommodate 350+ people banquet-style. Completely
renovated, it is a welcome addition to the downtown hotel scene.
The downtown room inventory will grow again next year with
the opening of a 136-room Aloft hotel in the historic David Whitney building. Currently undergoing an $82 million renovation, the
19-storey mixed-use development will also contain restaurants,
bars, apartments and access to downtown public transportation.
Existing properties are also doing their part to enhance the city’s
hotel package and its competiveness as a destination. Booth says
that approval of the Cobo Center’s massive renovation was one of
reasons for the upcoming $30-million refresh of the Detroit Marriott. “When Marriott saw the investment that Cobo was putting in
and then looked at the overall picture of what was happening here,
they felt it was time they made an investment in Detroit because
they believe in what’s going on here,” she explains.
Part of the GM Renaissance Center, the Detroit Marriott is one of
the tallest hotels in the Western Hemisphere and, with 1,329 rooms,
the largest in Michigan. Its refresh, which begins in February, will
feature one-of-a-kind designs inspired by the city’s revival and
spirit in its guestrooms. The refresh will also extend to the hotel’s
100,000 sq. ft. of meeting, event and exhibition hall spaces.
Carol Galle, a native daughter who learned event planning working
for GM before opening her own business—Special D Events—in 1992,
says that planners will appreciate and benefit from the expanded
hotel mix. She expects to see more and more meetings based in
downtown Detroit, “particularly with the convention centre improvements, and increased opportunities for meeting attendees to explore
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that have occurred and are planned over the next few years.” In the
same release, Larry Alexander, chairman of DRCFA, pointed out that
the agreement represented an aggregate economic impact of $1.75
billion to southeast Michigan over the life of the deal.
Connors is more than happy to walk a visitor through the Center’s
transformation beginning with the “adaptive reuse” of its arena. With
relatively new arenas built for the Detroit Red Wings (the Joe Louis
Arena) and the Detroit Pistons (the Palace of Auburn Hills), there was
no need to keep the Center’s arena, he explains. It was gutted and
replaced with a 40,000-sq.-ft. grand ballroom complete with a hydraulic lift stage for dramatic presentations; 21,000-sq.-ft. of meeting space (below the ballroom); and a 30,000-sq.-ft atrium, all with
floor-to-ceiling windows offering views of the river and Windsor. An
8,000-sq.-ft. high-end production kitchen (including “Chef’s Table”),
food court, 230-seat Cyber Café and underground garage providing covered valet drop-off to the atrium are still to come. These new
spaces are connected to Michigan Hall, a 100,000-sq.-ft. exhibition
hall not connected to the main exhibition halls, effectively forming a
“centre within the Center.”
The final phase of the Center’s transformation, which includes
the construction of a TV broadcast studio with satellite up-link
capability, will take place in 2014. In the end, everything will have
been renovated, from surfaces to meeting rooms to lighting and
AV. “Size-wise we’ll be returning to the top 20 [convention facilities] in North America,” says Connors. “But, I think the important
thing about the renovation is the number and quality of the meeting rooms [created]. We’ll wind up with multiple junior ballrooms
as well as our main ballroom. You improve your venue to improve
the competitiveness of the destination. Cobo will be world class.”
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MEETINGS
the suburbs pre- and post-event or through
off-site events.” She adds that the new M-1
rail project, which is just getting underway,
will greatly improve public transportation in
downtown Detroit and “that will be another
plus for planners.”
MEET DETROIT
I ask Galle what her greatest challenge is
in selling Detroit as a destination. “Honestly,” she answers, “the biggest challenge
is perception.” The city has been a poster
child for urban decline in the media for a
long time, she explains. But, she adds, when
people visit they are pleasantly surprised.
Her list of benefits includes the fact that
Detroit is centrally-located in the United
States and has an international airport with
numerous direct flights to Asia, Europe and
Canada; that it is less expensive than cities
like Chicago and New York; and that it offers
a wide range of event venues from city, suburbs and airport to beautiful northern Michigan waterfront resorts. She acknowledges
that Detroit has had its ups and downs but
says that she has never had more confidence
in the city’s future than she does today. “The
investments being made by the business
community and the State, combined with
the renewed passion of the people who live
here are an intoxicating mix.”
Combating misperceptions and limited
perceptions of the city, particularly those related to complex issues like the bankruptcy,
is one of Detroit Metro CVB’s more daunting tasks. But, Bohde says their ad agency
has come up with a campaign that “hits it
on the head.” Working with the theme of
“America’s Great Comeback City,” the new
ads acknowledge the city’s problems but
give equal time and emphasis to everything
good happening in the city.
Safety is one of the questions that the
CVB tackles head on. The statistics are
damning: Detroit is widely-reported to have
the highest violent crime rate in the United
States. This is a fact. But it is not the whole
truth. Detroit covers an area of 139 square
miles. Bodhe says you could fit Washington,
D.C., New York City and Boston within its city
limits. “We state that our downtown is very,
very safe,” says Bohde. “It’s not crime free
but it certainly does not deserve the recognition or negative press that is spurred on by
the neighbourhoods of Detroit,” which he
explains have been decimated. “That’s where
the majority of our crime is. When visitors

come here, when conventioneers come
here, the [downtown] streets are bright and
active, and there’s plenty of security to enhance their stay,” he says.
In fact, when meeting planners do a
site visit of the city they may be taken to
see the Lighthouse Project, an initiative of
Dan Gilbert and the Rock Ventures Group.
As Bohde describes it, The Lighthouse Project is a high-tech neighbourhood watch.
Cameras have been placed all over the city
and they run 24 hours a day, 365 days a
year, capturing any crime on videotape. In
the Chase Building, where Rock Ventures
Group is headquartered, there is a control
room that is staffed around the clock. While
the system doesn’t prevent crime, it has ensured that there is a record of the act, which
aid police in apprehending and convicting
perpetrators. In addition to watching the
cameras, the staff monitors social media
networks with the goal of detecting plans to
disrupt gatherings such as festivals. “Meeting planners who have seen it have been
completely wowed and impressed by Rock

&

MOTOR CITY

Ventures’ commitment to the safety and security of the citizens and visitors of downtown Detroit,” says Bohde.
Booth agrees that the city’s image is a
problem. “A meeting planner may be willing to try Detroit but they’re nervous about
whether they’ll get attendance or even if
they’ll be able to get their board to support it,” she explains. “As a community we
have to get hold of these planners and help
them. We have to take them every step of
the way right up to the time people leave
the event. We have to help them promote
Detroit and build attendance.”
Bohde, Connors and Booth all say that
the American Society of Association Executives Annual Meeting and Exposition being held at Cobo Center in August 2015
is a big opportunity for the city. “We’ll be
able to showcase a new hotel, new convention center and a kind of new downtown,”
says Booth. “It’s one shot to change a lot of
people’s perception of Detroit.”
Lori Smith is editor of Meetings + Incentive Travel.
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Meeting in Asia’s
City of Angels.
BY LORI SMITH

Auto Rickshaw

I have experienced Bangkok twice as a business traveller. The first
time I was a guest of the country’s department of trade and the
city served as a base for a week spent visiting factories located in
its outskirts and the surrounding countryside. The second time, I
attended a trade show held at the Bangkok International Trade &
Exhibition Centre (BITEC). Each time I was struck with Bangkok’s
seamless complexity. It is a city of high rises, luxury hotels, top
restaurants and endless traffic. It is also a city of gilded temples,
palaces and spirit houses. Its ability to balance and blend these elements makes it a perfect MICE destination.
MEET AND SLEEP
Ranked alongside Shanghai, Singapore and Hong Kong as one of
Asia’s top business and meeting cities, Bangkok offers a wide range
of spaces and accommodations for groups of all sizes. BITEC, which
hosted the show I attended, was built in 1997 and has more than
500,000 sq. ft. of exhibition and meeting space. The IMPACT Arena,
Exhibition and Convention Center has more than one-and-half million square feet of usable indoor space. Its Royal Jubilee Ballroom
(21,000+ sq. ft. and columnless) is the largest in Thailand. The Bangkok Convention Centre, located in Bangkok’s downtown business
district, features convention/exhibition space, meeting suites and

Wat Pho

Floating Market

boardrooms. It is part of the CentralWorld complex, which also includes the country’s biggest retail and leisure facility (500+ stores,
100+ restaurants, 15 movie theatres, etc.), and the 505-room Centara Grand, owned and managed by Centara Hotels & Resorts, the
leading hotel chain in Thailand.
The Centara Grand itself has meeting space as do all of the properties on Bangkok’s long roster of luxury hotels. The majority of the
world’s great hotel brands are represented in the city. The Peninsula,
Mandarin Oriental, Shangri-La and Sheraton have five-star properties on the city’s river, Chao Phraya. The Hyatt, Westin, JW Marriott, Kempinski, St. Regis, InterContinental, the Four Seasons, Plaza
Athénée and Pullman also have exclusive properties. These hotels
feature the highest quality guestrooms, suites, meeting spaces, and
restaurants. And while each delivers services and amenities in keeping with their brand, they do so in ways that reflect and respect
Thai culture and traditions, and further the country’s reputation for
warmth and kindness.
EXPERIENCE
For Canadians, one of the pleasures of journeying to Bangkok for a
meeting, convention or incentive trip is having the opportunity to learn
about Thai culture and history. During my trips to the city, I visited

BANGKOK
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Bangkok at Night

PHOTOS Thailand Convention & Exhibition Bureau, Thinkstock.com

The Grand Palace, a 54-acre walled complex that was the
home to Thailand’s monarchs from the time it was built in
1782 until 1932. I went to Wat Traimit to see The Golden
Buddha, the world’s largest solid gold statue. For good
luck, I dropped coins into the 108 bronze balls that line the
walls of Wat Pho, the temple home of the 155-foot Reclining Buddha. And I toured the gleaming Teak Palace, the
world’s largest teakwood building, restored in the early
1980s by Thailand’s Queen, who transformed it into a museum celebrating the reign of King Rama V.
Sightseeing is a great perk for meeting attendees
and a must-have part of spousal programs. So is shopping and Bangkok is a paradise for those in need of
retail therapy. The city is filled with malls and street
vendors. At the top end of the spectrum, the Siam
Paragon shopping mall is the city’s equivalent to Rodeo
Drive. It’s where well-heeled shoppers can stock up on
Jimmy Choos and check out the latest Ferrari. At the
opposite end is the Chatuchak weekend market, 35
acres of stalls selling everything from clothes to pets.
If a group’s schedule permits, Chatuchak is a must-see.
It’s the perfect place to stock up on great gifts (silk
scarves, etc.) and souvenirs.
Dining is another of Bangkok’s pleasures. In fact,
the city is a foodie paradise with top notch restaurants
offering every cuisine and, for intrepid eaters, a great
street food scene. But, many group members will be
happy to have the chance to explore Thai food. Sweet,
sour, salty, bitter—it is one of the world’s most nuanced
cuisines and taking a cooking class is one of the most
popular activities for leisure and business travellers as
well as team-building. Some hotels offer cooking classes on-site. For example, The Mandarin Oriental is home
to the renowned Thai Cookery School. Groups that
would like to go off-site can choose from any number
of cooking schools including the top-rated BaiPai Thai
Cooking School and Amita Thai Cooking Class. And for
clients interested in adding a CSR element to their visit,
there’s the Helping Hands Thai Cooking School. Run
in Klong Toey, one of the city’s poorest areas, Helping
Hands is on my must-do list when work brings me back
to Asia’s City of Angels.
— Lori Smith is Editor of Meetings + Incentive Travel magazine.
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fast facts
tceb.or.th
Suvarnabhumi Airport BKK
Siam Kempinski Hotel
Currency: Baht
($0.033 Canadian)
Population: 9.3 million
(Bangkok & environs)

31C (April)
26C (December)
InterContinental Bangkok
Guinness Record: Bangkok’s real
name is the longest in the world. It is:
Krung Thep Mahanakhon Amon
Rattanakosin Mahinthara Yuthaya
Mahadilok Phop Noppharat Ratchathani
Burirom Udomratchaniwet Mahasathan
Amon Piman Awatan Sathit
Sakkathattiya Witsanukam Prasit,
or Krung Thep for short.
Red Sky, Centara Hotel

Grand Hyatt Erawan

inspiration
If you’re looking for something more
active for your group to do consider
holding a team-building event in
Pattaya, a beach resort on the Gulf of
Thailand some 130 kilometers from
Bangkok. There, local companies can
help you organize sailing regattas,
dragon boating, cardboard boat
races, catamaran racing, canoeing,
kayaking, deep sea fishing, beach
Olympics, and more.
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Tapas with candied
sockeye salmon

Photo: Culinary Capers Catering and Special Events

TRENDING
TASTES
What to eat and drink now.
BY DON DOULOFF

44

Photo: L’Eat Catering

Seafood station with
drink pairing

“I Smoked My
Side Car” Cognac

Photo: Trump International Hotel Toronto

Planners are always looking to dazzle their groups,
especially when it comes to the all-important food and
beverage component. To help you assess the culinary
lay of the land, here’s a window into current f&b trends.
“Small plates and tapas are making a strong presence
on our menus,” says Debra Lykkemark, CEO of Culinary
Capers Catering and Special Events, based in Vancouver.
New to the caterer’s menu are seven tapas-inspired
hors d’oeuvres featuring regional and sustainable ingredients—say, candied sockeye salmon with apple
slaw and pea shoots.
Lykkemark says groups, particularly the under-30
demographic, are requesting dishes catering to special
diets and allergies—gluten-free, celiac, lactose intolerance, nut and seafood allergies, vegetarian, vegan, no
red meat, no pork, no garlic or onions. An example of
the catering company’s vegetarian/vegan/gluten-free
dishes include an hors d’oeuvre of coconut kaffir limescented rice cake with julienned vegetables and chili
peanuts.
At Toronto’s L-eat Catering, food stations are still
trending big time. Fashionable, for instance, are buildyour-own-salad bars displaying fixings such as romaine, iceberg and mixed lettuces, croutons, edamame, sunflower seeds, beets and tomatoes, says L-eat
Catering’s Suzanne Dunbar.
Dunbar says seafood stations offering mini-alcohol
shots are also popular—for example, oysters, lobster,
shrimp and octopus served with mini-shots of dark
ale, pepperoncini-infused vodka and Prosecco and
Riesling wines.
MEETINGSCANADA.COM
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Parmesan cups with
asparagus arincini

Another crowd pleaser is taco and tequila stations, “driven by
the influx of new Mexican-themed restaurants,” says Dunbar. L-eat
has served tacos stuffed with fish (crisp fried pickerel, red cabbage slaw and avocado crèma) and smoked pulled turkey (with
mustard barbecue sauce and dill-pickle slaw).
Late-night milk and cookie stations are “quite the hit for meetings and events that run into the wee hours of the night [when]
guests are craving something sweet,” says Dunbar.
A good way to add drama is to bring liquid nitrogen to the
table, she says. At the 10th anniversary of Toronto’s Carlu venue,
the L-eat team chilled fennel-crusted tuna using liquid nitrogen.
“It’s not only effective at keeping the fish cool, but also creates a
bit of a spectacle at the event,” she notes.
Bones-as-cups offer another novel presentation, says Dunbar. “It might sound a bit odd, but it works incredibly well on the
plate,” she explains, citing, as an example, roasted beef strip loin
and port-braised short rib duo with yukon gold potato served in
a bone cup.
At the International Centre, in Mississauga, Ont., executive chef

Tawfik Shehata says “groups are looking for healthy options.”
Voila—the venue’s Caesar salad made with baby kale, hard-boiled
egg and roasted-garlic vinaigrette, and Moroccan-marinated
chicken with quinoa tabbouleh.
The other strong trend is homey fare—“comfort foods that
people are familiar with,” says Shehata—at cocktail parties. Fitting the bill is the International Centre’s mac ’n’ cheese croquettes,
and open-faced tacos (ground beef, grated cheese, salsa and sour
cream stuffed into a tart shell).
South of the border, Chicago-based Technomic reports that,
in the U.S., hybrid foods and atypical flavour pairings are trending. Examples include the cronut (croissant-shaped and flavoured
like a doughnut), pizza-wrapped burger, chicken and waffles, and
salted-caramel flavours.
Of course, with food, there must be drink. At Trump International
Hotel Toronto, the trend “has moved away from traditional cocktails
and more into the fresh and clean approach,” says Chris MacNeil,
general manager, restaurant and beverage operations.
“We do still see a strong following for some of our infused
cocktails like the ‘I Smoked My Side Car’—cognac infused with
cigar leaves—and also for our barrel cocktail program.”
For that program, MacNeil blends spirits, flavours them with
spices and ages them in 10-litre oak barrels he chars and soaks
himself. Barrel-aged spirit blends include rum with peppercorn
and chili spice mix and cigar leaves.
But the hotel’s latest trendy drink, he says, is the De-Stress
cocktail (vodka, fresh lemon juice, agave nectar, fresh mint, fresh
cucumber and fresh lemon zest). Launched during September’s
Toronto International Film Festival, the drink was a hit with Hollywood A-listers, he says.
Also reporting from the beverage front lines is The Martini Club
International, based in Toronto.
The consumer craves drinkability—delicious and well-balanced
cocktails—over complexity, according to The Martini Club’s trend
report. In the U.S., whisky, led by Irish whisky and Scotch, is one of
the fastest-growing spirit categories. American whisky is enjoying
a renaissance, as consumers (and distillers) look beyond bourbon
to their whisky-producing past.
Canadians are looking for more health-conscious cocktail alternatives, substituting, for example, juice for pop and chilled tea
for sweetened juices, notes The Martini Club.
And the emergence of beer cocktails into the mainstream
seems inevitable. “Beer is the most chemically complex alcohol,
and as such, the variations are boundless. Programs that incorporate beer and food pairings and aim to educate consumers are also
receiving attention as beer varietals continue to expand.”
Furthermore, people “are looking for fun,” as confection vodkas, sorbet vodkas, boozy milkshakes and flavoured whiskies grab
attention.

Late night cookie bar
—Don Douloff is a food and travel writer based in Toronto.
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Inspired
Venues
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GREAT PLACES TO
MEET AND CELEBRATE
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U

RBANE GLAMOUR
IN THE HEART
OF TORONTO

estled on the Seventh Floor of downtown Toronto’s College
Park, the Carlu brings so much to the table for any group or
corporate event.
The venue boasts a storied history and impressive pedigree.
Opened in 1930 as part of the landmark Eaton College Street store, the
Seventh Floor was designed by famed French architect Jacques Carlu in his
trademark Art Moderne style. In 1976, when the Eaton retail empire shifted its
focus, the Seventh Floor—including the celebrated Round Room and Concert Hall—was closed. After lying in dust and silence for almost 30 years, the
Carlu was meticulously restored to its former glory and reopened in 2003 as
Canada’s premier multifunctional special-events venue.
The Carlu is now considered one of the world’s finest surviving examples
of the Art Moderne style. Accordingly, the venue boasts a refined (and acclaimed!) aesthetic sensibility: an understated colour palette; sleek, sophisticated architectural and design details; and original artwork by Natasha Carlu.
But the facility is hardly a relic of the past and features up-to-the-minute
technologies, such as digital telephone lines and wireless and satellite broadcasting, tailored specifically for corporate and group events.
All told, The Carlu offers 47,532 sq. ft. of function space. As guests step off
the private elevators, they are instantly transported back to an era of urbane
glamour upon entering the 10,000-sq.-ft. Grand Foyer. Featuring the original
monel metal finishes accenting the neutral colour palette, the Foyer has been
retrofitted to include two of the facility’s five permanent bars and now acts as
the venue’s central gathering place.
The Concert Hall is one of the city’s few venues offering a 21 ft. x 60 ft.
stage with a sizeable backstage area. A multifunctional room, it can host
everything from gala dinners for 600 guests to stand-up cocktail receptions for
1,500. The balcony level allows for additional theatre-style seating, and when
combined with main-floor seating, offers a total theatre capacity of 1,200
people, seated—ideal for AGMs and concerts.
Chic, elegant, the Round Room is home to the fully restored hand-painted
mural as originally created by Jacques Carlu’s wife, Natasha. The room’s
unique shape accommodates 50 to 350, ideal for dinners, product launches,
meetings, luncheons and fashion shows, and live performances.
The Sky Room is The Carlu’s only new main function space. Featuring two
large skylights and windows facing north, it excels as a space for cocktails
before a dinner in The Round Room or can be used separately for ceremonies,
lunches and meetings. A unique wall mount system with gallery lighting allows
for product launches and the installation of art exhibits.
Private dining rooms, combined or on their own, at 650 sq. ft. and 300 sq.
ft., The Clipper Rooms are accessed directly from both The Grand Foyer and
The Round Room. Featuring north- and east-facing windows, and floor-toceiling mirrored door dividers, The Clipper Rooms are perfect for cocktail
receptions, breakout sessions, meetings and intimate dining.
Beyond feeding the eye elegantly, The Carlu also partners with top Toronto caterers North 44˚, Daniel et Daniel, L-eat and 10tation to feed groups impeccably. •
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THE SHOWCASE
OF TORONTO
T
he Eglinton Grand is the venue to
put stars in attendees’ eyes. In 2012
this 1937 former Famous Players
theatre was restored to the glamour of
Hollywood’s art-deco heyday, when films
were shown in real movie palaces with
comfortable seats covered in plush fabrics
and decorated with paintings and statues.
Outside, attendees are greeted by
the bright lights of a four-storey high

Venues Supplement.indd 50

multi-coloured retro chrome-and-neon
marquee, an entrance flanked by glass
cases for movie (or your corporate) posters, and a chrome and glass ticket-seller’s booth. Inside is an opulent authentic
interior of mahogany, ebony, marble,
chrome, lacquer and period furniture.
This Toronto landmark was so special
that the original Eglinton Theatre—now
the Grand—won an award from the Royal
Architectural Institute of Canada. Of interest for modern groups is the preservation
of the original 60-sq.-ft. professional film
screen and sound system, making this
a penultimate amenity, perfect for any
corporate AV presentation.
Today the Grand offers three primary
spaces: a 700-sq.-ft. reception area
between the foyer and main room, a 300seat balcony complete with stage which
is often used as a seminar or breakout
room when the main floor is used for
a trade show or for cocktails, and the
5,000-sq.-ft. main room which was the
original theatre. This soaring theatre
space with screen and stage can accommodate 530 people seated at dinner, 700
at a reception or be set up classroom
style, theatre-style or for a trade show.
Originally described in newspapers of
the day as “the showcase of Toronto” the
Eglinton Grand is a venue to remember, with
all the pre-multiplex grandeur and glamour
of Hollywood’s golden era. It’s retro with all
the mod cons available for exclusive use

for meetings, conferences, trade shows,
product launches, press conferences, galas,
receptions and dinners. There is no shortage
of “glam” at the Grand.
There are on-site kitchens (one is kosher) and they have access to Asian catering (Chinese and Indian cuisines). And for
themed fun, the Grand can treat guests
with properly popped theatre-style popcorn. The Grand also provides a dedicated
event team comprised of a director of
operations and in-house coordinators. •
This centrally-located bit of Hollywood
in Toronto has been operated for
the last 12 years by the Dynamic
Entertainment and Hospitality Group
(www.dynamichospitality.com).
The Eglinton Grand is located at
400 Eglinton Ave. West, Toronto M5N 1A2.
Tel.: 416-485-5900, Fax: 416-485-0292
info@eglintongrand.com.
www.eglintongrand.com.
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REDISCOVER
TORONTO’S
WATERFRONT

Atlantis at Ontario Place is operated by
the Dynamic Entertainment and Hospitality Group.
955 Lakeshore Blvd. West, Toronto M6K 3B9
Tel. 416-260-8000. Fax 416-260-0552.
E: info@atlantispavilions.com
www.atlantispavilions.com
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tlantis at Ontario Place has been reborn. This former nightclub
has evolved into a popular, flexible, unique event venue, which
provides the ultimate city break without the cottage-country
commute.
A few minutes from Union Station, Atlantis offers groups the ultimate
breakout from the concrete canyons of the city centre. Housed in pods
sitting on the shallows of Lake Ontario, Atlantis provides planners with
the ultimate backdrop for your event. Without quirky corners or confining
heritage, the clean, four modern spaces at Atlantis provide an easy blank
canvas for planners to work with.
Atlantis’ views negate the need for décor. Through soaring 30-ft.-high
windows guests have unfettered lake views in one direction and the full
Toronto skyline in another. As the sun sets, guests can watch the reflection
of Toronto’s towers stretch and shimmer across Lake Ontario, something no
other venue can offer. Their window-rich rooms provide ultimate backdrops
for meetings, receptions, dinners and trade shows.
Working with Atlantis is an opportunity to conduct business in an
unique, waterside park setting. Here, surrounded by the bobbing masts
of a fleet of 240 yachts moored in the Ontario Place Marina, nature is the
neighbor. From Atlantis’ fully accessible rooftop patios capable of hosting
250 people, attendees can hear the cry of seagulls and overlook the lakeside promenade and wooded trails of this man-made island.
Atlantis is also a venue with choice. The facility offers four ballroom
pods which can be hired in total or on an individual exclusive basis depending on client needs. They can provide boardrooms for as few as 30
and cater banquets of 400 and receptions up to 800. Additionally, there are
fully-accessible rooftop patios capable of hosting 250.
Atlantis’ largest room, the 5,600 sq. ft. Metropolitan Ballroom, is capable
of being configured into a cabaret space for 280 people, theatre-style for
500, or classroom for 240. It can host a 400-person banquet or 800-person
reception. Its 2,800 sq. ft. Mezzanine can provide space for another 125
people theatre-style, a 70-person classroom, 120-person dinner space,
boardroom for 30, or a reception for 225. So Atlantis offers a variety of
potential without the cost and time lost to constant set up and tear down.
The 4,500 sq. ft. Trillium Ballroom can host banquets for 220, 240
theatre-style, 130 in a classroom and receptions for 420, while the 2,300
sq. ft. Skyline Room can accommodate 140 seated at dinner. The Lakeview Room mirrors the capacities of the Skyline: 140 for dinner, 84 for a
cabaret, 175 theatre-style. 110 classroom style, 50-person boardrooms
and 200-person reception.
The venue has a dedicated director of operations, in-house coordinators
as well as technical support. They also have kosher kitchens and regularly
work with culturally-diverse menus.
Atlantis is an opportunity to rediscover the city’s waterfront by taking
guests to a place they may regularly drive past or not been to in a decade. •
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WESTSIDE GLORY
T

he Grand Metropolitan of Mississauga is the largest, most
luxurious event space in the west
end. Conveniently located near many corporate head offices as well as Lester B.
Pearson International Airport, the Grand
Metropolitan provides 30,000 sq. ft. of
event space on two self-contained levels.
Each level is completely self-contained
with its own kitchen bar, sound systems
and washrooms so that separate events
can be hosted simultaneously without
interfering with each other or mixing guests.
The main room, the Starlight Ballroom,
features a 30-ft. vaulted ceiling which
supports Canada’s largest chandelier.
Looking like a glass tent comprised of
40,000 crystals this technologically innovative chandelier can, at the flick of a
switch, bathe the room in any colour a
client/planner wishes, which gives planners the opportunity to work the client’s
corporate colours into the décor.
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In addition to the Starlight Ballroom,
which can accommodate 450 guests, The
Grand Metropolitan offers The Courtyard,
which can accommodate 280 people
with a further 70 people in the adjoining Conservatory. All rooms benefit from
natural light. There is also a 1,400-sq.-ft.
patio capable of hosting 250 people. The
patio is occasionally pressed into service
as a venue for trade shows or trade show
overflow. And there are planner offices
available on both floors.
In addition to extensive renovations
in 2012 which saw the installation of the
grand chandelier and state-of-the-art
audiovisual capabilities, the venue entrance was dressed with a new 50-ft. high
grand marquee and the floors were connected with a new glass elevator, making
the facility fully accessible.
The Grand Metropolitan benefits from
extensive on-site parking and easy access via Mississauga Transit. It is popular

for both daytime and fly-in programs with
some groups arranging shuttle service
between airport hotels and the venue.
The full catering option ranges from
traditional plated dinners to kosher meals,
as well as Indian and Chinese cuisine
and fun casual alternatives like appetizer
stations offering wimpy burgers, gourmet
pizza, French fries, perogies, Mezes, sushi,
a seafood grill, wok station and other ideas.
The Grand Metropolitan also provides
seamless support via an in-house meeting service department. •

Grand Metropolitan of Mississauga is
located at 5165 Dixie Road, Mississauga,
ON, L4W 4G1. Tel.: 905-624-4009;
Fax: 905-624-4931;
Email: info@grandmetropolitan.ca.
www.grandmetropolitan.ca
It is operated by the Dynamic
Entertainment and Hospitality Group
www.dynamichospitality.com.
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S

TYLE, ELEGANCE
AND VERSATILITY

M

assey Hall and Roy Thomson
Hall are two of the most
renowned venues in Toronto—
and, indeed, Canada—with the former
steeped in over a century’s worth of
history and tradition, and the latter
creating its own traditions during the past
three-plus decades.
Nestled on Shuter Street, near the
Yonge/Dundas hub, Massey Hall was a
gift from the Massey family to the city
of Toronto in 1894. For over 115 years,
its famous red doors have welcomed
audiences to a stunning array of events,
personalities and artists in its intimate
and acoustically superb auditorium.
Gracing the hall’s stage, over the
decades, have been artists as diverse as
opera singer Enrico Caruso, composer
George Gershwin, jazz legends Charlie
Parker, Dizzy Gillespie and Oscar Peterson, and classical-music composer Igor
Stravinsky. Rounding out its rich musical
history is a full range of comedy and rock
acts, including legends like Bob Dylan,
Neil Young and Keith Richards. Truly,
the venue has earned a unique place in
Canadian music history.
Moreover, Massey Hall is entering an
exciting new phase via a major renovation that proposes to add space for
performers, multiple elevators and new
patron facilities, including washroom and
lounge/lobby areas.
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Roy Thomson Hall, located in the heart
of the King Street West Theatre District,
opened in 1982. Its curvilinear exterior
design and sloping glass canopy, which
is reflective by day and transparent by
night, have made this concert hall a
Toronto landmark. Roy Thomson Hall is
home to the Toronto Symphony Orchestra and the premier venue for star-studded Toronto International Film Festival
gala screenings.
Enhancing the hall’s considerable
appeal is a Meyer sound system newly
installed in its auditorium and lobbies,
providing the very best sound quality
possible.
The state-of-the-art sound system
includes a centre grouping of 18 Meyer
speakers in a cluster array flown to a
fixed height above downstage centre.
A brand new ground stack to serve
the auditorium’s front rows consists of
four front-fill speakers and two powerful subwoofers on both stage left and
stage right. We have also upgraded our
supplementary PA system throughout the
auditorium, with speakers located on the
stage apron, choir-loft knee rail and under
the mezzanine. This upgrade allows us
to fill every corner of the auditorium with
rich, full sound.
To celebrate the hall’s 30th anniversary, Dundurn Press recently published
a book on the venue’s history. Roy

Thomson Hall: A Portrait, by William
Littler and John Terauds, traces the first
three decades of what was initially known
as “New Massey Hall.”
Boasting the very best in audiovisual and multifunctional space options,
Massey Hall and Roy Thomson Hall are
two of Toronto’s landmark corporate
event venues. For groups, the venues
offer an unmatched combination of style,
elegance and versatility. On top of that,
our team of professionals is committed to
delivering flawless, seamlessly executed
events.
A key member of our team is venue
sales manager Robin Howarth, CMM,
who recently earned his Certificate
in Meeting Management (CMM)
designation. •
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TO BOOK THESE GREAT HALLS, CONTACT:
416-593-4822 EXT.304 / BOOKINGS@RTH-MH.COM
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SPECI AL ADVER TI SI NG FEATURE

BALLROOMS AND BREAKOUTS

A

t Pegasus Hospitality we offer two
dramatically different event venues—the Palais Royale and Grand
Luxe Event Boutique—with one thing in
common: modern retro décors. Think of
these venues as ballrooms and breakouts
without a bedroom commitment.
In its century of entertaining and educating Toronto’s “café society,” The Palais Royale Ballroom has seen Flappers
dance their way through the Depression,
hosted jazz greats like Duke Ellington and
Count Basie, and ushered in the big band
era with Glen Miller. More recently, Sting
has entertained 180 people at a private
party at the Palais. This is a stylish venue
that transcends all eras.
Our Palais Royale is a listed heritage
building on Toronto’s waterfront, while the
Grand Luxe Event Boutique is a centrallybased art deco property convenient for
all attendees from Toronto and surrounding GTA.
The Palais Royale provides unique architectural and natural features to enhance
any client program. The fully accessible
main ballroom features views of Lake Ontario, a 30-ft.-high barrel-vaulted ceiling, a

Venues Supplement.indd 58

full stage with draping and state-of-the-art
sound and lighting systems, and access
to a 4,000 sq. ft. waterside tentable deck,
plus VIP room and foyer. The 456-sq.-ft.
VIP room can accommodate 40 people or
be used as an area behind the scenes for
planners or entertainers. The 1,500-sq.-ft.
Parlour can host 180 people, while the
1,200-sq.-ft. Lower Lounge can be a separate event space or, with the 374-sq.-ft.
Green Room, provide up to four additional
breakout rooms.
A favourite evening venue, The Palais
Royale welcomes daytime events and is
an ideal in-city destination for a corporate
retreat or team-building program.
For something completely different,
the Grand Luxe Event Boutique features
a modern black and white interior perfect
for groups with more divergent, edgier
tastes. Its 6,000-sq.-ft. ballroom can
accommodate 500 for dinner (with dance
floor) and 650 at a reception. It also offers
a 2,300-sq.-ft. Parlour, which can convert
into two breakout rooms, as well as a
300-sq.-ft. Green Room.
Both properties regularly host boards,
think tanks, meetings, conferences, small
trade shows, dinners and receptions for
an A-list of repeat clients in the financial
services, manufacturing, association and
entertainment sectors.
Like The Palais, the Grand Luxe has
a full stage in place and has on-site
parking. Both venues have their own
dedicated event coordinators on-site and
both are catered by our award-winning,
culinary team headed by executive

chef Steffan Howard, who provides the
ultimate in bespoke catering. There is
nothing cookie-cutter about our cuisine.
The chef’s inventive menus focus on
local, organic, fresh ingredients, thereby
ensuring planners and clients have ultimate control over tastes and budget. Our
Food Studio Catering is also available for
off-site events. •
The Palais Royale, Grand Luxe Event
Boutique and Food Studio Catering are
divisions of Pegasus Hospitality Group,
1601 Lakeshore Blvd West, Toronto,
On M6K 3C1. Tel.: 416-533-1573, Fax
416-533-7600. www.pegasushospitality.ca
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STYLE, ORIGINALITY & SERVICE

Beyond Expectation

AVANT GARDE MEETS LUXURY IN THIS NEWLY RENOVATED EVENT BOUTIQUE
THE GRAND LUXE EVENT BOUTIQUE | T. 416.250.5893 | WWW.GRANDLUXE.CA

SPECTACULAR STATE-OF-THE-ART VENUE OVERLOOKING LAKE ONTARIO
PALAIS ROYALE BALLROOM | T. 416.533.3553 | WWW.PALAISROYALE.CA

THE GRAND LUXE | PALAIS ROYALE | THE FOOD STUDIO CATERING
T. 416.533.1573 | WWW.PEGASUSHOSPITALITY.CA
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cool gifts

1. The Everpurse features a built-in dock
connector to keep a phone charged
throughout the day. $189-$319 USD.
everpurse.com
2. Located in Niagara-on-the-Lake, Oliv
offers beautifully bottled extra-virgin olive
oils and finely-aged balsamic vinegars.
Prices for both start at $19.95/bottle.
olivtastingroom.com
3. This aluminum paperweight is the
perfect gift for the busy exec. Yes. No.
Pass the buck. It has all the answers.
Measures 3.5”w x .75”h. $16.44.
uncommongoods.com
4. Hand-cut in Scotland, this all-natural
slate serving board features silver horn
handles. MSRP: $59.99 to $79.99. Contact
David Shaw Tableware (1.800.489.7429)
for retailers.
5. This timely trio of notepads includes
“Seconds” pad (4.5” x 4.5”), “Minutes” pad
(7.25” x 7.25”), and “Hours” pad (11” x 11”).
Minimum 35 units. $34.95. plumgiftco.com
6. Perfect for holding a tablet or cookbook,
this bamboo stand comes with a bamboo
ballpoint stylus. Per unit prices (including
one location laser engraving) start at
$43.22. universallinks.com
7. Victorinox Swiss Army’s updated
Victoria watch for women features a larger
32mm case and is available in new colours
and strap materials. MSRP: $425-$550.
swissarmy.com/ca
8. Fully functional, pocket-sized version of
the original Etch A Sketch® has a 1.625” x
2.5” screen and 2.5”w x .25”h imprint area.
Per unit prices (one colour, one location
imprint) start at $15.46. universallinks.com
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travel gear

AS I SEE IT

1. Three-piece Cities set of luggage features designs by London-based illustrator Fernando Volken Togni. Includes: New York City (30”),
London (26”) and Paris (21”). MSRPs: $300 - $400 (per piece); $919 (set). heys.ca 2. Tilley Endurables’ new weekend tapestry bag is
accented with Italian full-grain leather and antique brass hardware. MSRP: $275. tilley.com 3. Compu-Attache from elleven™ has a
laptop-only section that unzips to lay flat on the x-ray belt as well as removable techtrap elastic organizer panel. Imprint area: 3”h x
5”w. Per unit prices start at $84.72. universallinks.com 4. Lenovo’s new wireless multi-mode Mouse N700 can be used in two modes:
mouse and laser pointer. Its flat design makes it easy to pack. $59.99 (web) lenovo.com/ca 5. Roots leather toiletry case is made from
ECO-Prince leather and comes in red or black. Customization available. $38.95/minimum 10 units. plumgiftco.com 6. Turn any pair of
headphones into a headset with Moov Mic, a simple attachable/detachable boom microphone. $24.95USD ($29.95 with smartphone/
tablet adaptor) headsetbuddy.com
MEETINGSCANADA.COM
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hot ideas

Great for hot weather events like golf tournaments, Chill Towels
are made of 100 per cent cotton terry cloth pre-moistened with
an all-natural cooling solution. Can be customized with logo.
Per unit price range: $3.80-$7.35. chill-towels.ca

Now Alarm Clock from Red Hot
Apps wakes you up to a page with
the current time, date, weather
and events scheduled for the day.
Requires iOS5. $0.99. itunes.com

Super Planner™ provides
a variety of planning tools,
including calculators for
venue capacity, staffing,
catering, staging, projection
and dance floor, as well as
useful tips in several areas.
$9.99USD/Apple store.
howardgivner.com/superplanner-iphone-app
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Do a spa buyout and create a men-only event like the one held at
eforea Spa by Hilton (Hilton Toronto/Markham Suites), which included a baseball game on the TV, sports massage, beer sampling
and more. Price varies. eforeaspa.com

A variation of Amazing Race, City Tag sends participants to 20 different
tag-points throughout the city. At each point they have to check-in
using their phones/PDAs to get instructions to the next point.
Price varies. teamhigherground.com

Habitat for Humanity’s Adopt A Day program gives corporate groups—like the Kijiji team shown here at a Toronto site—the
opportunity to participate in one of the organization’s builds for
sponsorships starting at $3000. Tax receipt issued for full amount.
torontohabitat.ca
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Site Education Day

MPI Toronto Chapter
November Signature Series

PCMA Canadian
Innovation Conference
LEFT TO RIGHT: 1. (Image Courtesy of The Image Commission) Jessica Petrakis, Wynford; Cathy O’Connor, Carlson Rezidor Hotel Group;
Gabrielle Spanton, AlliedPRA. 2. (Image Courtesy of The Image Commission) Jennifer Moir, White Oaks Conference Resort and Spa; Pam
Graham, MCI – Toronto; Elodie Deinieau, Le Saint Sulpice Hôtel Montréal, Hayley Bishop, Stratus Vineyards 3. Aubrey Chapnick, Speakers’
Spotlight; Daryl Ledwon, Medieval Times; Stephanie Hiltz, M+IT; Tamer Mecky, Allstream Centre; Kelly MacDonald, Speakers’ Spotlight. 4.
Ruth Abrahamson, CMP, Base Consulting and Management Inc.; Duff Shaw, CMP, CITE, Ryerson University (Retired); Crystal Sequeira, Four
Seasons Hotel; Adam Bussell, Four Seasons Hotel. 5. Robin Paisley, M+IT; Erin Rypstra, Tourism Toronto; Maria Valla, Metro Toronto Convention Centre; Lucy Filice, Hilton Toronto. 6. Sandra Moniz, Meetings + Conventions Calgary; Lori Wagner, Porter Airlines; Jennifer Holly, Travel
Alberta; Lisa Martin-Davis, Destination St. John’s.
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CanSPEP Supplier
Showcase

IMEX America

Meetings & Conventions
PEI Reception
LEFT TO RIGHT: 1. Sharm Simon, CMP, Solutions Event Management Inc.; Mary Mulligan, CMP, Mary Mulligan Event Management; Karen
Elliott, CMP, ProPlanners Conference Management; Mary Sistilli, JW Marriott The Rosseau Muskoka. 2. Scott Harradine, Kempenfelt Conference Centre, Barrie; Caroline Aston, Aston Events & Communications. 3. Fanny Tse, The Fairmont Royal York; Rob Livingston, Metro Toronto
Convention Centre; Christine Otsuka, M+IT; Vicki Owen, Ontario Tourism Marketing Partnership Corporation. 4. Christine Otsuka, M+IT; Priti
Karia, CIPI Conferences and Incentives Plus Inc.; Jennifer Squillace, Helms Briscoe. 5. Wendy Ansell, CMP, Absolute Conferences & Events
Inc.; Meghan Murphy, Meetings & Conventions PEI; Alysone Will, CMP, Absolute Conferences & Events Inc. 6. Leslie Smith, Smart Serve
Ontario; Madeleine Bart, Chartered Professional Accountants of Canada.
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Sterling Room
Open House

CSAE AGM and
Awards Dinner

Spain Event

Vermont Reception
LEFT TO RIGHT: 1. Rahul Shah, Metro Toronto Convention Centre; Laura Edmunds, Delta Meadowvale Hotel and Conference Centre; Constance Wrigley-Thomas, Essentient Association Management. 2. Mariella Irivarren, BMO Financial Group; Christine Otsuka, M+IT. 3. Caron
Lusk, Red Carpet Incentives; Peter Crone, Red Carpet Incentives; Cecile Dorian, Barcelona Convention Bureau. 4. Maria Da Cunha, HRG
Worldwide; Les Selby, Event Spectrum. 5. Scott Birke, Snowboard Canada Magazine; Rob Aiken, Smugglers’ Notch Vermont; Ruth Williamson, Consulate General of the U.S.A.; Adam Wilcox, Porter Airlines. 6. Robert Deluce, Porter Airlines; U.S. Consul General Jim Dickmeyer;
Parker Riehle, Vermont Ski Areas Association.
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Lobby (R)evolution
Hotels around the world—like the Renaissance Washington, DC
Downtown Hotel shown here—are designing and redesigning
their lobbies to be more than places to check in and out.
Comfy seating, free WiFi and work stations
are all being integrated into casual,
communal spaces where guests can connect,
recharge and socialize.
Viva the new lobby!
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NOT IF YOU’RE MEETING AT THE RIGHT PLACE!

ONE WITH LIGHT-FILLED ROOMS, GARDEN VIEWS, ACCLAIMED SERVICE AND FLUFFY DUVETS.
THE WHITE OAKS GUEST ROOM IS EQUAL PARTS GORGEOUS AND COMFY. THE PERFECT PLACE
TO PUT UP SOME SERIOUS ZZZZZ’S AFTER A FULL DAY OF INSPIRATION.

WWW.WHITEOAKSRESORT.COM 1.800.263.5766
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