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LYNN CHIASSON
Assistant Sales Director
Québec City Convention Centre

LOIS ARKWRIGHT

Office and Event Manager
The Canadian Society for Civil Engineering
Organizer of numerous conventions
in Québec City

WANT TO MAKE YOUR EVENT A SUCCESS?
Whatever your needs, Lynn can coach you on your
swing and help with your approach. Our delegates
put their experience to work for you so you never
land in the rough.
Québec City for business—a sure-fire hole in one!
LYNN CHIASSON, Assistant Sales Director
418-649-7711, ext. 4039 | lchiasson@convention.qc.ca
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FAIRMONT LE CHÂTEAU FRONTENAC
This landmark luxury hotel in the heart of Old Québec just completed a multi-million
dollar restoration featuring revamped guestrooms and suites, 15,000 sq. ft. in new
meeting space (for a total of 40,000 sq. ft.), and new restaurant and bar offerings.
Experience the renaissance of this legendary icon.

KAREN MILLER
418-691-2190
karen.miller@fairmont.com

FAIRMONT.COM/FRONTENAC

HILTON QUÉBEC

g

Located just steps away from Old Québec, the Hilton Québec offers guestrooms
with breathtaking views. The hotel is directly linked to the Convention Centre and
also boasts the largest ballroom in the city. All meeting facilities have natural
lighting. Come meet us!

FRANÇOIS LANOUETTE
418-648-6486
francois.lanouette@hilton.com

HILTONQUEBEC.COM

HÔTEL DELTA QUÉBEC
This 4 star hotel in downtown Québec City is linked to the Québec City Convention
Centre by an underground passageway. It offers 12,000 sq. ft. of meeting space
and can accommodate groups of up to 500. Try our new ModeRoom, an adaptable
space featuring a fresh and modern design and all the latest high-tech features.

CHARLES CÔTÉ
418-647-6582
charles.cote@deltahotels.com
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DELTAQUEBEC.COM

CENTRE DE FOIRES DE QUÉBEC

e!

185,000 sq. ft. of exhibit space ideally suited for trade and consumer shows,
concerts, banquets, business meetings, and other events. Our fully modular
facility—one of the largest indoor exhibition space in Eastern Canada—
has everything it takes to make your project a resounding success.

MATHIEU ST-PIERRE
418-691-7110, ext. 2321
mst-pierre@expocite.com

EXPOCITE.COM
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Rio Das Pedras, Brazil

TURN THE ORDINARY

INTO THE
EXTRAORDINARY

Our Rio Das Pedras resort is ideal for groups: whether it’s
for your business meeting, an incentive programs, a sports
group, a wedding or afamily reunion, you will enjoy:
• The convenience of a real All-Inclusive, turn-key stay

with Club Med Business Group packages

• A dedicated group coordinator

With more than 70 stunning locations around
the world, it’s our business to make your stay
a real pleasure. Nothing is overlooked and
everything is taken care of.

• The variety of guestroom options: Club rooms,
Deluxe rooms and Suites

From meeting facilities to an all-day
gourmet dining.

• An unrivalled choice of land and water-based activities*
• Our dining experience with culinary delights day and night
* Supplementary fees may apply

For more information or to book, please contact us at 1-888-567-1777 extension 4,
at montreal.groups@clubmed.com or visit www.clubmedgroups.com.
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Follow us on
/clubmedbus
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GOOD MEETINGS BEGIN
WITH A GOOD NIGHT
I N T H E H E A V E N LY B E D

© 2014 Starwood Hotels & Resorts Worldwide, Inc. All Rights Reserved. Westin and its
logo are the trademarks of Starwood Hotels & Resorts Worldwide, Inc., or its affiliates.

®
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To learn more about how Westin Hotels & Resorts helps
you achieve a more productive meeting and rewards you
with privileges, visit starwoodmeetings.com/westin.

14-03-18 5:03 PM

what's new on

HOTEL

+ bit.ly/AlgonquinReopens

+ bit.ly/PositiveYear

NEWS

ASSOCIATIONS PREDICT POSITIVE
YEAR FOR EVENTS

ALGONQUIN RESORT REOPENS
+ bit.ly/LePapillon

RESTAURANT

Ninety-one per cent of association planners expect
budgets to increase or remain the same for their
upcoming international events, according to
Marketing Challenges International’s new survey
of North American associations.

BLOG

Les Selby Industry Insider:
Meetings Create Business.
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an advocate for meetings,
trade shows, and incentive
travel programs. We can’t
simply expect people to
prefer meetings.”

DESTINATION

+ bit.ly/PanamaVoX

QUOTABLE

“It’s one thing to talk

PANAMA PICKS VOX

Listen in on the conversation or better
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(facebook.com/MeetingsCanada)
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Deliver
at Canada’s Greenest
Conference Centre

With free Wi-Fi Internet, spacious lounges and
pre-function spaces, natural light and picturesque
lakeside views, the state-of-the-art Allstream Centre
is the perfect place to host your next meeting,
convention or special event.
Start planning now. Visit allstreamcentre.com.

105 Princes’ Blvd., Exhibition Place, Toronto, Ontario 416 263 3000 sales@allstreamcentre.com
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And a brand new, 73,000 sq.ft. recently
inaugurated expansion to put on a blue
ribbon meeting. Lucky for you, we’ve
got both. BOOK NOW 1 888 679-4000

IT TAKES A VILLAGE
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convention.
qc.ca

14-03-18 4:41 PM

+EDITOR’SCOMMENT

MAKING NUMBERS COUNT

COMING NEXT ISSUE
M+IT’s annual Salary Survey; How
convention centre and hotel infrastructures are changing; and coast-to-coast
coverage of NMID 2014.

Congratulations to our very own
Stephanie Hiltz who received MPI
Toronto’s New Member of the Year
Award last month.

At CanSPEP’s recent conference, I had
the good fortune of attending a session
given by Steve Lowell. A professionally
trained speaker, trainer and coach, Lowell teaches people how to craft emotional,
understandable and, most importantly,
repeatable stories about their businesses—
narratives that will lead listeners to buy
products and/or services. As I listened to
him speak, I got to wondering what this industry’s story is?
M+IT’s annual Market Report, the key
findings of which are presented in this
issue, provides some facts to base a narrative on. We had also hoped to bring you
the results of the new Canadian Economic
Impact Study (CEIS 3.0). But as luck and
statistical research would have it, the numbers were still being crunched as we went
to press. Fortunately, Shelley Williams the
chairman of the CEIS 3.0 committee was
available to fill us in on the background of
the study and its intended uses.
I have been hearing about the CEIS
since I arrived at M+IT a year ago. I think
it is important work and those that have
undertaken it—past, present and future—
should be lauded. But, it’s also an example
of a failure to communicate information to
the industry in an understandable and repeatable way.
Despite the dollars spent on the studies, their results aren’t widely-known and
haven’t been used in any notable promotional campaigns to build awareness of
the value of meetings. To be fair to those
who oversaw the first and second iterations (2006-2009), when the Great Recession hit their focus had to be on battening

down the hatches of their own businesses
and weathering the economic storm. This
is the reality of endeavours manned by
volunteers. Now that the industry—and the
economy—has a few years of stable growth
behind it (as our Market Report shows)
there is a new opportunity for stakeholders
to make the most of the CEIS 3.0 results.
As Shelley reveals in her interview with
us, the CEIS is under new management.
Having been run by the Canadian arm of
Meeting Professionals International Foundation (MPIF) since its inception, it will
now be under the auspices of the Business Events Industry Coalition of Canada
(BEICC)—a shift official as of National
Meetings Industry Day 2014.
With this transfer of ownership comes
responsibility. The BEICC and its stakeholders need to take the results and craft an
understandable, repeatable story about
the industry. Numbers that people don’t
know about or don’t understand, have no
value.

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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+AGENDA

ADDITIONAL INDUSTRY EVENTS:

event spotlight May
Keep on top of professional development and networking opportunities
in the business events community.

April
National Meetings Industry Day
The Canadian chapters of Meeting Professionals International (MPI) are
celebrating National Meetings Industry
Day (NMID) with a cross-country roster of
events offering educational and networking opportunities. Members of the industry
will gather in Halifax, Montebello (Montreal), Ottawa, Toronto, Winnipeg, Calgary,
Edmonton and Vancouver to share what
meetings mean to them and to the communities they work in. Visit chapter sites
for event details. nmid.ca

Meetings Industry Euchre Tournament
Come down to Toronto’s Allstream Centre on May 22nd and help create a winning hand for Princess Margaret
Hospital (PMH), a world leader in the fight
against cancer. The third annual Meetings
Industry Euchre Tournament is open to beginners, card sharks and social butterflies.
The event starts at 5:00 p.m. with registration and networking. At 5:30, euchre
newbies can learn the ropes from experts.
The tournament starts at 7:00 and runs to
10:30. Last year’s event raised more than
$18,000 for PMH. Let’s raise even more this
year! Tickets are $75 and include beginner
and advanced stream tournament play,
casual dinner, 50/50 draw, Poker Joker,
great prizes and the opportunity to network while doing good. More information
is available online. www.miet.ca

APRIL
++ 7 BEICC Zone Fundraiser, Toronto, ON
++ 10-11 Convivium MPI Montreal &
Quebec, Montebello, QC
++ 15-16 PCMA Canada East Trade Show
Conversations, Ottawa/Toronto, ON
MAY
++ 1 Meet with MPI (GCC)—Industry Leaders
Suppliers Showcase, Calgary, AB
++ 7 MPI Toronto Professional Development
Session on SMM, Toronto, ON
++ 8 MPI Ottawa Prix Prestige Awards,
Ottawa, ON
++ 22 MPI Ottawa Breakfast Keynote,
Ottawa, ON
++ 29 Learn with MPI (GCC) Speaker
Series—Maximizing ROI, Calgary, AB
FOR MORE INDUSTRY EVENTS, VISIT
MEETINGSCANADA.COM
BEICC – Business Events Industry Coalition of Canada
MPI – Meeting Professionals International
PCMA – Professional Convention Management Association

Upcoming Events
Wednesday May 14, 2014
Chapter Meeting
Wednesday July 16, 2014
Chapter Meeting
Monday August 18, 2014
Site Canada Golf Tournament
Wednesday September 24, 2014
Chapter Meeting

Connect. Grow. Lead.

Wednesday October 29, 2014
Site Canada Education Day
Wednesday December 10, 2014
Site Canada Holiday Social

For information about joining Site, or attending an upcoming event,
please email us at office@sitecanada.org or visit our website at www.sitecanada.org

14
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+WRAPUPS

MPI OTTAWA CHARITY
AUCTION & DINNER

What do you get when you bring more than 700 meeting, tourism and event professionals together to raise money for a good
cause? In the case of the 2014 MPI Ottawa Charity Auction & Dinner, held February 6th at the Ottawa Convention Centre, you get
$25,715 in funds raised for the Ottawa Network for Education’s
School Breakfast Program. This program, which is the Ottawa
chapter’s principal recipient charity, provides a nutritious breakfast for 11,300 children and youth in 148 schools across the city. In
addition to making a financial contribution, MPI Ottawa members
also assist the program by serving breakfasts at schools over the
course of the year. —CORI-ANN CANUEL

PCMA CONVENING
LEADERS
Each year, I eagerly await the Professional Convention Management Association’s annual conference. I have attended every year
since I began working in the meetings industry (four years and
counting), and I always leave with inspiration, knowledge and new
friends. This year was no different.
The 2014 edition was held in Boston, Mass. It was the first time
in the last few years where a cold-weather destination was chosen
for the annual meeting. Yet, this year’s Convening Leaders drew
record attendance—4,072 attendees. The uptick in attendees was
evident at the opening reception where meeting professionals
took over three floors of the Boston Convention and Exposition
Center, complete with an indoor skating rink on the exposition
floor, pre-teen urban dancers on the main-floor and a six-station,
three-course meal extravaganza on the top level.
Attendees spent the next three days at the Hynes Convention
Center and the Sheraton Boston Hotel. Conference organizers did
a fabulous job of injecting theatre into their general session presentation in a thoughtful way. Actors showed attendees why Boston is a centre for innovation, explaining that things like bottled
water, chocolate-chip cookies and radar technology were born in
Boston. Personally, I was WOWed by this year’s keynotes, especially Mike Walsh, a futurist who charmed the audience with the
perfect mix of engaging slides, well-placed music, a real understanding of the challenges and opportunities the meetings industry will soon face and, well, his British accent.
In true PCMA-style, we saw vast and varied education from
the concurrent sessions to the Learning Lounge. I saw a new
twist on an out-of-the-box lunch concept where attendees were
given a reusable lunch bag and asked to fill it with their choice of
16

sandwiches, soup and salad to be eaten at picnic tables with other
attendees. I’m still using my lunch bag today.
Finally, I was very proud to be Canadian at this year’s Convening
Leaders. The PCMA Canada East Chapter held their AGM in Boston and saw, itself, record attendance. The AGM was followed by
a bustling reception where Canadians coast-to-coast got to know
each other a little better. We shone on-stage as well, as four Canadians were honoured as part of PCMA’s new 20 in their Twenties
program and Canadian Heidi Welker, Vice-President of Marketing
for Freeman Audiovisual was honoured with the prestigious 2013
Chairman’s Award for her work leading the PCMA Canada East
Chapter and its inaugural Canadian Innovation Conference. It was
great to see Canadians represent this year at Convening Leaders,
in prelude to PCMA’s 2014 Education Conference, which will be
held June 22-25th in Toronto. —CHRISTINE OTSUKA

MEETINGSCANADA.COM
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+WRAPUPS

CANSPEP C2O
CONFERENCE 2014
CanSPEP’s organizing committee, the Brookstreet Hotel and a
host of supplier partners rolled out the red carpet for planners at
this year’s CanSPEP Conference, which was held in Ottawa, February 20th to 22nd.
The conference, called C2O (Connect to Ottawa), had a strong
turnout with 132 registered attendees including 10 new CanSPEP members. In addition to venue visits and the requisite f&b
indulgences, it offered a jam-packed, three-day education program covering a range of topics such as risk management, hybrid
events, ROI and social media content.
The supplier/planner education days (Day One was planners
only) opened with a great three-speaker keynote featuring Jean
Brun, aka “The Retired Spy,” a former undercover operative who
explained how to make connections; Denis J. Lévesque, principal of Big Dashan, who shared his insights into the nature of
leadership; and Steve Lowell, entertainer and speaking coach,
who connected with the audience by demonstrating how creating meaningful, memorable stories can increase clients and sales.
(Takeaway: “People must be able to repeat it [your message], it’s
not enough that they’ve understood it.” ~ Steve Lowell)
Technology, and how to use it, was also a central focus. In a
plenary session, Smarter Shift president Mitchell Beer shed light
on why hybrid events are necessary. A nuts and bolts follow-up
on tools that can be used to create hybrid events was held later in
the day. (Takeaway: “Know your technology!” – Victor Paan, Freeman AV Canada) Tackling a different side of the technology conundrum, social media guru Cher Jones delivered two talks that
delved into creating engaging content and getting the most out
of social media interactions.

Day Three keynote and conference closer, Barb Stegemann,
CEO of Seven Virtues, got attendees misty-eyed with her inspiring, down-to-earth story of creating a perfume business that gives
Afghanistan farmers a reason to plant crops other than poppies.
Stegemann, who hails from Nova Scotia, is an author and entrepreneurial dynamo (she was the first woman in Atlantic Canada
to get Dragons’ Den funding) who believes good business and
good works go hand-in-hand. (Takeaway: “Building character
costs nothing.”)
On the social side, attendees were hosted to an Ottawa dinearound (Ottawa Convention Centre, Real Sports Bar & Grill and
Courtyard Restaurant); a Gala dinner featuring a red carpet complete with host and mock Oscars (congratulations to all the winners); and a closing party thrown by Destination Halifax and featuring Studebaker Pie, one of Halifax’s top bands (a shout out to
the Westin’s Glen Bowie on bass and vocals!).
In 2015, the CanSPEP conference moves west to Saskatoon,
Saskatchewan. Dates: February 25-28, 2015. —LORI SMITH

MPI BC EDUCATION
CONFERENCE

On February 11th and 12th, the MPI BC Chapter hosted its fourth
annual Education Conference at the Marriott Pinnacle in downtown Vancouver. The conference grew this year to include two full
days of education comprised of a stellar line-up of content, which
offered attendees a minimum of 12 trackable hours, as well as a
hybrid event that not only showcased how technology can be incorporated into an event, but also gave the Vancouver Island pod
an opportunity to join the conference for three of the trackable
hours. With just under 100 participants the conference proved to
be a great success for the chapter and plans are already underway
for 2015! —CORI-ANN CANUEL
MEETINGSCANADA.COM
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+LEADERSHIP

PASSING
THE BATON
Starting on the road to succession.
BY GABRIELLE SPANTON

In the last issue of Meetings + Incentive Travel, Cynthia Richards
launched this column with her comments on the many changes
she has witnessed in our industry over the past 30 years. Those of
us who share Cynthia’s experience remember the days when the
term “best practices” hadn’t been coined, airlines were the only
companies that had “sophisticated” technology, and templates
were nonexistent. Site and MPI were in their infancy. CMP, CMM
and SMM were merely letters on a page.
One can say with confidence that the meeting and incentive
leaders of today played, and continue to play, a significant part in
crafting the industry as we know it. It should come as no surprise
that we feel passionate about the future and its future leaders.
In preparing to write this column I spoke with a number of
young leaders. Most of them have arrived into the industry welleducated and armed with a plethora of book-smart skills as well
as an enthusiasm and readiness to dive right in. They understand
marketing, procurement, hospitality, project management and the
value of networking. They also have a grasp on technology and
digital communication beyond most of the “old guard” and more
likely than not can define all our industry’s acronyms. (That in itself is a feat!)
While they are well-prepared scholastically, they have little or
no knowledge of the industry’s nuances—the lessons gained from
experience that will, in time, enable them to create their own vision for the industry’s tomorrow.
How do we pass the baton to the next generation and, just as
importantly, empower them to make it their own? Like any other
industry, it’s important that existing leaders begin thinking about
their succession plans and how best to prepare and groom their
potential successors.
Here are a few ways I think we can begin the conversations that
will lead to a smooth transition.
Let’s start a real two-way exchange, share our industry history
and listen closely to the ideas and questions it stimulates. Our
business moves so quickly that we have a tendency to mentor/
nurture the up-and-coming stars by teaching them our existing

best practices and processes without providing an overarching
view as to how or why they were developed. Sometimes we need
to look back to move forward. Sharing the history of our industry
will enable the new generation of leaders to embrace what has
worked well and provide a strong foundation to develop the industry further and make it their own.
We also have to embrace the fact that our future leaders have
been raised in the digital age. It is their generation that is driving the ongoing explosion in apps. Through interactive web exchanges attendees are now influencing meeting content as well
as activities and CSR components months before the meeting or
event takes place.
I believe the most successful companies of the future are those
that are developing long- and short-term digital strategies that
move as quickly as the incoming technology. This medium will
continue to change our industry. Encourage and support the use
of digital tools and empower your team to identify and create apps
that will resonate with the digital audience, their audience. This may
develop into a key differentiator for your business in the future.
Finally, we have to make it personal. Nothing will ever replace
the value of a face-to-face meeting, a chat over lunch or the memory of a shared experience. Our industry relies on the need for
people to be engaged on a personal level, expound the value of
personal relationships and feel connected to the people they work
with. For our future leaders to thrive, we need to help them connect through more than just technology. In spite of the business
value of digital communication, I believe we need to teach our
young leaders the art of conversation as emails don’t properly
convey the feelings, moods and enthusiasms that are, in reality,
the foundation of all relationships, business and otherwise.
Let’s bring humanity back into our day-to-day business. That,
in itself, will be one of their greatest motivations to grab hold of
the reins and lead into the future.
—Gabrielle Spanton is a Director of Global Sales for AlliedPRA.
She is the 2010 M+IT Hall of Fame Mentor inductee.
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+POWERPOINTS

CANADA’S ANTI-SPAM LAW
What it means to you.

BY DOREEN ASHTON WAGNER

Disclaimer: This does not constitute legal advice. Readers are
cautioned against making decisions based on this material alone.
Please consult a legal professional for information pertaining to
your situation.
On July 1st this year, Canada’s Anti-Spam Legislation (CASL) will
take effect. This law passed in December 2010, and business
groups have lobbied the federal government over its application
ever since. With the meetings industry so reliant upon email and
other electronic marketing, here is what you need to know:

1.

The CASL applies to any commercial electronic message
(CEM) that promotes your organization, event, facility or
service. CEMs include email, text, and direct messaging
on social networking accounts. A message is considered “commercial” regardless of whether there is an expectation of financial
reward. A destination marketing organization (DMO) promoting
itself as a free resource for planners still would be subject to this
law, even though no money is exchanged.

2.
3.
4.

You need not send messages through a mass deployment
tool. Even ONE email sent from one individual to another
can be considered spam if you don’t follow the rules.

The cornerstone of the law says that in order to send a
CEM, the sender must have consent from the recipient.
There are two types of consent: express and implied.

Express consent is the communication agreement you
have with an individual attendee, client or exhibitor.
These contacts have explicitly agreed to receive electronic communication from you, either by completing a form, in
hard copy or online, or telling you verbally, “Yes, I want to receive
more information from you.” Verbal consent only applies if you
can prove the conversation took place, with the date and time,
supported with information that was shared for the specific purpose of validating the exchange, such as “What is the first letter of
your city of birth?” With express consent you can continue communicating until you are told to stop.

5.

Implied consent on the other hand is a tentative agreement between you and a prospective client, member or
other stakeholder. This would include an online inquiry,
an exchange of cards at an industry function, or an individual
dropping off their business card to you at a tradeshow. All are possibly for the purpose of becoming a client of your organization,
20

but you are not sure. Since they have not specifically said, “Yes,
communicate with me,” consent is only implied, and CASL says
you can only communicate with them for six months following
their inquiry. Implied consent would also apply to anyone you
have done business with within the last two years, but where the
recipient has not filled out a form or given you express verbal consent. Implied consent resets every time a new business transaction
or inquiry is made.

6.

In the event of a complaint, you will be required to prove
that consent was obtained. This includes knowing the
method or source of consent (as an example, if they
filled out their preferences online), the date it was received, and
what permission statement they consented to.

7.

Message Content: All email messages from your organization must contain the name of the sender and their contact
information, including physical address and phone number, along with either an email address or website. If your communication goes through a third party, such as a marketing agency, the
sender must also identify who they are sending the message for.

8.

“Unsubscribes” and Revoking Consent: All email messages must contain an easy, one-click unsubscribe option,
which automatically ensures that the recipient no longer
receives electronic communication from you. Process all unsubscribes as quickly as possible. Organizations that still send emails
10 days after consent has been revoked are more likely to be at
risk with both the recipient and the law.

9.
10.

Your email software should be connected to your CRM.
You may need to have an alternative way to send membership renewal notices, or upcoming meeting details.

Penalties for non-compliance include $200 for each
message (one unsolicited communication can count
as a violation), and can reach up to $1,000,000 per
day for individuals and $10,000,000 for businesses. This will be enforced by the Canadian Radio-Television and Telecommunications
Commission (CRTC). As of July 1, 2017 consumers and businesses
will have the right to take civil action against any violator.
For more information on CASL, consult www.fightspam.gc.ca.
—Doreen Ashton Wagner is chief strategist at www.greenfield-services.ca, a
market research and business development firm.
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A BALLROOM WITH A VIEW
Our new renovation is complete, and total meeting and
convention space is now 22,000 sq ft. The jewel in this new
crown is our breathtaking Sable Ballroom, offering floor to ceiling
views of the spectacular waterfront, and a lovely outdoor terrace
right on the Halifax boardwalk.
With brilliant natural light and spectacular harbour views, business will
be a pleasure and social events will be memorable.

HALIFAX MARRIOTT HARBOURFRONT
1919 Upper Water Street
Halifax, Nova Scotia
Phone 902.421.1700
www.halifaxmarriott.com
Twitter @HalifaxMarriott
facebook.com/HalifaxMarriottHarbourfront
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21
Halifax Marriott
Marriott pg21.indd
p41.indd 41

14-03-18
14-01-21 4:45
7:23 PM
PM

+BUSINESSMATTERS

TIME IS MONEY
How to get the most value out of your day.
BY MARK WARDELL

The number one complaint I hear from business owners is, “I never
have enough time.” It’s not a surprise. Running a company is a
taxing job and many of us are left feeling like there aren’t enough
hours in the day to do everything we need to do for optimal business growth. But how do we get enough time? The answer, I believe, requires a paradigm shift in how we view and value time.
So if you want to get more time for yourself and your business,
just follow these eight steps.

1.

Track your time. For two weeks, take notes on every hour you
spend from the moment you wake up to the time you go to
bed. Keep a journal and record everything you do. At the end of
the two weeks, sit down and identify the categories of work you
engaged in—client time, employee time, administrative time and
even personal time if you’d like to better manage that as well (why
not?) This is a great exercise because you’ll end up with real data
you can analyze versus your perceptions. Many of us tend to think
we are more efficient than we actually are.

2.

Analyze your time. As you look at where you’re spending
your time, identify your “high-value” work vs. “low value”
work. The high value work is the work you should be doing more
of. It’s the work that grows your business. Lower-value work is all
of the work that you could technically be outsourcing or delegating to other team members or an outside agency.

3.

Learn to outsource and delegate. If you’re one of those
people who think that nobody else can do what you do, well,
you’re most likely wrong. In many cases, if you take some time to
carefully document the procedure, you can train someone else to
take it over. Saving 10 minutes per day adds up to a full working
week per year.

4.

Train your employees to think for themselves. As you analyze
your time, you’ll likely notice that there is a big percentage
of time spent on tasks that could be delegated. One of the most
effective ways to free yourself from unnecessary time restraints
is to train your employees to think for themselves. Don’t answer
every question that comes across your desk but rather, put it back
to your employees to figure out the answer for themselves.
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5.

Make the structural or procedural changes needed to support your people. If your employees have a difficult time
finding the answers without you, this is a strong indication that
perhaps a procedural manual is needed or that you need to make
some information easier to locate on shared files. Whatever the
case, the quicker you can get your business running well without it
hinging on you for input at every turn, the more valuable it will be.

6.

Adopt a new paradigm on scheduling. Ok, so you’ve tracked
your time and you see where the big changes need to be
made. Now it’s time to move forward. You need a new paradigm
on scheduling your time. The trick is not to be reactive with your
time, but rather, to proactively schedule the important, “high value”
business time each week. For example, if you don’t schedule your
strategic planning time it’s likely you’ll never get around to it. Other
seemingly more urgent tasks will always take precedence.
I’d also recommend that instead of an open door policy, you take
non-emergency meeting requests from staff. This will help you avoid
answering quick questions that could be solved without you (and interrupt your own productivity). Scheduled one-to-one meetings also
ensure your people get your full attention when they need it.

7.

Schedule weekly staff meetings. This decreases the need
for spontaneous meetings that interrupt you, and is a great
way to more thoroughly and productively motivate your team
leaders and gauge their progress.

8.

Find an amazing gatekeeper. A competent yet slightly
ruthless—think friendly pit-bull—assistant is the secret to
many a business owner’s success.
Achieving a paradigm shift around the way you value your time
is, in my experience, life changing AND business changing. Soon,
you’ll find yourself achieving more in a 40-hour work week than
you once did in a 60-hour week. You may even find the word “vacation” entering into your vocabulary.

—Mark Wardell is president and founder of Wardell Professional Development
(www.wardell.biz), an advisory group that helps business owners plan and execute the growth of their companies.
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+PERSPECTIVES

AS TOLD TO CHRISTINE OTSUKA

PROTECTING YOUR IDEAS

Submitting an RFP, either to a potential client or a supplier partner, requires planners to divulge event details
that are often creative or innovative, before they’ve signed a contract. While it would be unethical for the
supplier partner or potential client to use these ideas for themselves, it happens. Has this happened to you?
And how would/do you protect your ideas?

independent

third party

MICHELLE PLANCHE,
CMP
President,
Paradigm Events

Generating creative
concepts is my favourite part of the
planning process
and if you love your ideas and concepts I
do find it hard not to share your creative
brainstorm with the client in the pitch process. There is an art to the amount of information you reveal! However, by divulging
your concepts you do run a risk and like
most planners, I have had clients and suppliers take creative property and attempt
to execute the ideas themselves.
Unfortunately, until it becomes an industry standard to charge for developing
an RFP it is always a dilemma how much of
your creative concepts you reveal in a client
presentation as this is often your first foot in
the door with a client. In reality, intellectual
property is hard to protect. However, as a
planner you have to trust that only you can
execute your vision to its full potential.
I often judge how much information I
will reveal based on my gut instinct of the
client. If you are truly concerned about the
ethics of the client then the best way to
protect your ideas is to provide a proposal
that proves your qualifications and credentials and includes like-minded client case
studies. Then wait to provide creative content upon winning the proposal process.

The Final
Verdict

HEATHER DOUGLAS
Senior Buyer,
Meridican Incentive
Consultants

One of the key pillars of a successful
incentive program
is the inclusion of
highly memorable experiences that the participants couldn’t or wouldn’t do themselves.
As such, the ability to develop creative ideas
and/or approaches—and to make them happen—is a key differentiator that sets one incentive company apart from another.
Our default position entering into any
new client relationship is one of trust and
partnership. Infractions happen occasionally, though fortunately that’s the exception not the norm. But on occasion ideas
put forward in a bid are passed to a competitor, whether an “out of the box” hotel
or destination suggestion, or we learn the
entire program has been passed along.
These situations are always disturbing,
especially since it demonstrates the proposal’s creative ideas won over the client.
In cases when this occurs, there’s not a
lot an incentive company can do, beyond
contacting the client to discuss and/or
return the proposal. How they then react
to future RFP’s from that client will depend on circumstances, but it’s a safe bet
the needle on the “trust gauge” will have
moved to “caution,” or even lead to a decision to decline to bid.

In an industry that lives for the wow-factor, keeping your creative cards too close to your chest can
be a career killer. That means each time planners or
DMC’s submit proposals they risk having their ideas
lifted and executed by others. But that’s par for the
course in any creative industry. Plus, who’s to say that
charging for RFP’s or including confidentiality clauses
would deter idea thieves? Trust is essential in an in-

dmc
GABRIELLE SPANTON
Director, Global Sales,
AlliedPRA Inc.

This is a conundrum
that has faced our
industry for years.
As much as we
would like to believe our intellectual property or creativity
is protected during the RFP process it’s unrealistic to do so. Once an idea is shared,
it’s out there for others to consider or refine as their own. I remember a saying from
years ago, “If you want to keep a secret,
tell no one.” That doesn’t work too well in
our industry as creativity is considered key
criteria to winning a bid. There are several
steps a company can take to help mitigate
the use of their intellectual property such
as requesting a mutual non-disclosure
agreement or including a confidentiality
clause within the RFP response, but in the
end building trusting relationships and taking a leap of faith are required.
Years ago I pitched an idea to a client
who said I was completely off the mark.
Six months later that client pitched the
same idea back to me. I was miffed but
learned an important lesson when I shared
the story with my senior leader. He said it
didn’t matter that it was my original idea, it
mattered that the client came back having
totally bought into the idea as his own and
wanted us to fulfill the project.
Sharing ideas moves business forward.

dustry that depends heavily on reputation
and professional relationships. So why
not put forth your best ideas—or at least
90 per cent of them, and save your home
runs for those you truly trust.
HAVE AN OPINION?

E-mail cotsuka@meetingscanada.com
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+ASK AN EXPERT

QUESTIONS AND ANSWERS
ON ISSUES OF INTEREST
Selecting the right session topics; Finding a mentor.

Q.
A.

How do you know if the session topics you choose are
what your audience wants to hear? And is it important
to ask your speakers to stay and network for the duration of your event?

Choosing the right topics for your conference is essential
for attracting and satisfying both your attendees and your
company/client and possibly sponsors. One strategy you
might consider is surveying your attendees following a meeting—ask
them to rate and comment on all speakers then request topics and/or
speakers they would like to see at future meetings. Another strategy
to take advantage of during the planning process would be to start
a discussion on LinkedIn and Facebook where you could reach out
to participants or potential attendees (if you are working with an association) and ask a question such as “What are the top three topics
you would like covered at the next ABC meeting?” Of course, staying
on top of current trends and innovation is a hot topic in every industry
so if you can secure an industry professional speaker with fresh and
new ideas—they are sure to be a crowd pleaser!
A speaker would be encouraged to stay after
their talk, when appropriate. For instance, having
a very high-profile speaker such as a government
official, motivational speaker or celebrity may
not be appropriate and may cause a distraction
from the meeting’s overall objectives. In other
cases, a speaker could be asked to take photos
M+IT EXPERT
YVONNE DEWAR, CMP with VIPs or delegates, host an informal quesElastic Communications tion-and-answer period with a smaller group
& Events Inc.
and if the speaker has written a book, it could be
sold/or given at the meeting and the speaker could do a book signing. If the speaker is industry specific for your audience there are huge
benefits for the speaker to attend the entire conference, not only for
their networking and educational opportunities–delegates would be
able to continue the conversations during networking events. It’s best
to build in your speaker contracts the specifics of what you expect
of the speaker beyond their presentation so there are no misunderstandings. Be clear about which events, meals, etc. they are invited to,
appropriate dress, rehearsal they should attend, private receptions,
etc. Participants will walk away feeling they have received more value
for their time investment and speakers could walk away with future
speaking opportunities.
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Q.
A.

Where is the best place to look for a mentor? Your
boss? Another colleague? Or is it better to find someone outside your office to mentor you?

There is no one “right” answer as to where you should
find your mentor, as it is ultimately a personal decision
based on trust, compatibility and respect. A mentor’s
role is to help you be the best you can be in all situations/
stages of your life. He/she is your sounding board who will listen to your desires and challenges while also providing insight,
guidance and encouragement on your future steps. While you
are greatly benefiting from your mentors support, he/she is
also benefiting through personal pride of assisting your growth
and development.
You can seek out a seasoned professional
within your area of interest to see if they are
willing to share with you their experience and
advice. It can also be a natural evolution for
your boss, teacher or coach to become your
mentor, as over time you have been able to
foster a deeper relationship. Discussions with
M+IT EXPERT
your mentor can range from potential career
JUDY HEALY
changes to your mental, physical and emoHall of Fame
Industry Mentor,
tional wellbeing so you should find someone
Ryerson University
who you feel comfortable speaking to openly
and honestly. Confidentiality needs to be a core ingredient within
those discussions.
It should be noted that it is not uncommon to have more than
one mentor, as some discussions can be too delicate or personal
to discuss within the workplace. It can also be quite beneficial to
gain more than one perspective as you strive to strengthen your
own self-awareness and belief in your abilities.
It is well worth the investment of time and effort for those involved. From personal experience as a mentee as well as a mentor,
the mentor/mentee relationship can be immensely enriching for
both parties and can often grow into a wonderful lifelong bond.

DO YOU HAVE A QUESTION? Email cotsuka@meetingscanada.com
and M+IT will call upon an expert to answer it in an upcoming issue.
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EXPAND YOUR

HORIZON
WINNIPEG IS CANADA’S NEWEST CONVENTION CENTRE
Expansion complete
spring 2016

With more than $2 billion in new developments, Winnipeg is thriving and ready to
welcome your meeting or convention. With a growing convention centre that will soon
boast more than 264,000 sq.ft. of prime meeting space, dynamic new hotels, and
iconic show-stopping venues such as the Canadian Museum for Human
Rights set to open in September 2014,
Winnipeg invites you to join us and
expand your horizon.
To book your next
convention please call
Tourism Winnipeg
1.855.PEG.CITY
(734.2489) or visit
meetingswinnipeg.com

Canadian Museum for Human
Rights, opening September 2014
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+TWENTYSOMETHING

+++++++++++++++++++++++++

Name: Rachel Stark
Title: Marketing Coordinator,

Sales & Business Development-Ontario

Company: Intact Insurance
Age: 22
Education: Bachelor of Commerce,

Ryerson University, Toronto

Association membership (past and present):
MPI

+++++++++++++++++++++++++

I got my start in the meetings industry…

by volunteering with events during the summer months. My idea was
to test the theory; “in order to get a job you need experience, and to
get experience you need to volunteer.” As it turns out this method
actually works! The contacts I met through working different events
provided me with internships and part-time work during school.
Eventually as my network grew and my resume got stronger, I was
able to apply for full-time corporate event planning positions.

The most valuable lesson I learned was…

that to achieve something great, you have to go out of your comfort
zone. But if you fail, it is not the end of the world, it is just another
stepping stone to make you better. The best experiences I have
had are typically ones where I have accomplished a feat such as
winning the case competition at the World Education Conference
Future Leader Forum. However, to gain the confidence speaking in
public I had to put myself out there, speaking to over 1,000 people.
While I did not achieve the top prize, the opportunity showed me
that things that seem scary one day can be second nature the next.

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

I am a corporate event planner. Many people are not aware of
the differences between planners, partly because they overlap so
often. It is easier to give examples of what I do, such as create
proposals, talk with clients, event mitigation, event execution, accounting and administration.
26

I plan to make my mark by…

leading the way for young professionals and represent Generation Y in a positive manner. Growing the MPI Toronto Student Club
provides others with an opportunity to put their best foot forward.
I hope to grow this concept by working with young professionals,
those who have graduated and are working, and create a place
where networking opportunities, events, and collaborations can
be explored. The benefit to being young is that we seem to have
this endless thirst for knowledge and to explore new ideas. I hope
to take that desire and focus it into something positive for the
events community.

The most challenging thing for me when I
began my career was…

my age. When I started taking event planning seriously I was
19 and it was difficult for people to see past my age and into
my passion. I like to believe that the people who know me now
realize how focused and determined I am to excel at every
aspect of events. Instead of competing with those 10 years
my senior, I create new jobs for myself in niches that need to
be filled.

In 10 years, I see myself…

(hopefully) still planning events and continuing to explore new
ideas. What the final destination will be I am not sure. What I do
know is that I will always do what I think is best and learn from as
many people and perspectives as possible.
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+GOOD FOR YOU

YOUR BOUNDARIES
It’s rare you meet someone whose words leave a lasting impression. But last year, I did.
I sat down next to a then-stranger at an industry event and after
the usual small talk, she told me about her birthday tradition. Every
year on her special day she tries something she’s never done before. Her most recent adventure? Playing polo! Whatever she chose,
it was always outside her everyday routine.
“That’s genius!” I proclaimed. For one day a year, she gave herself permission to try something she wouldn’t normally do. How
exciting! I was inspired.
Upon returning home, I made a list of things I’ve always wanted
to do but didn’t have the nerve—from living abroad to writing a
book, as well as little things like running a race, taking a frameworthy photograph and asking for a raise.
Yet, by the time my birthday rolled around, I didn’t partake in
any new activity. It had been half a year since I created that list
and I hadn’t scratched the surface on any one of my life to-do’s.
Instead, I had carried on, the way I always had. And it got me
thinking, if these are things I really want to do, then what’s holding me back?
THE COMFORT ZONE
Stepping outside the familiar can be a scary endeavour. And that fear
can keep you in what is most commonly called the “comfort zone.”
The comfort zone is a safe space—a place of minimal risk and
reduced stress. It’s called the comfort zone because (surprise!) it’s
comfortable. When we’re in this zone, we’re mentally secure, the actions we take are familiar and staying here often yields regular happiness since we’re not doing anything that might make us anxious.
This safe space is a good thing. It protects us from harm and
keeps us from taking on more than we can handle. But eventually

It’s good to be
uncomfortable.
BY CHRISTINE OTSUKA

the familiar can breed complacency. It can also keep you from learning, experiencing new things, and, well, it’s bad news for your boss
(or if you are the boss, it’s bad news for your business).
To perform at our best and most creative in both work and play,
a little anxiety can actually be helpful.
“When you are doing something important to you, there should
always be a little anticipatory anxiety,” says Todd Henry, founder
of Accidental Creative, a company that helps creative people and
teams generate brilliant ideas. “It’s not paralyzing fear, but a sense
that you really want to get it right and a recognition of the stakes.
In fact, if you never feel a sense of nervousness or anxiety in your
work, it could signal that you really aren’t too attached to the results, which could lead to eventual trouble.”

It’s OK…
1. To Be Shaky. Tell yourself, “I get to make mistakes. In fact, mistakes are welcome. They’re part of the process.” Instead of being
judgmental, be curious.
2. To Drop Perfectionism. One of the biggest enemies of learning a
new skill is expecting perfection. Stop “grading” and evaluating your
ability to grow.
3. To Celebrate Every Move You Make. Reinforce what’s working,
instead of focusing on what your ego sees as failures. Ego doesn’t
understand that learning takes time.
SOURCE: SUSAN BERNSTEIN, LEADERSHIP COACH
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+GOOD FOR YOU

But it’s a balancing act. Too much stress and you’ll feel overwhelmed and won’t be able to function to get the work done; too
little and you’ll become bored or complacent.
The optimal place to be is just outside your comfort zone, a
place Daniel H. Pink, author of Drive: The Surprising Truth About
What Motivates Us, calls “productive discomfort.”
WHY BE UNCOMFORTABLE?
Embracing discomfort now and again is a strategy employed by
peak performers and athletes, but it’s also something we do each
day. We take a small emotional risk each time we introduce ourselves to someone new or ask a question in a meeting. It’s also a
prescription for creativity.
When you seek out new experiences and try new things, you’re
educating yourself, finding new inspiration and changing your point
of view. Being positively uncomfortable can make us reflect on our
old ideas, see old problems in a new light and even challenge our
biases. Stepping outside the ordinary will also help brainstorming—
how often are you doing something outside the office when a great
idea hits you. Sometimes you need a change of environment, other
times you think of great ideas when you’re engaged in something
different.
By actively seeking out new experiences and making yourself
ever-so-uncomfortable, you’re allowing yourself to experience
some of life’s inevitable uncertainty in a controlled and manageable
way. This will allow you to deal more easily with new and unexpected changes. In addition, you’ll find it easier to stretch your boundaries in the future because as you challenge yourself, your comfort
zone expands so what was stressful at first, becomes manageable.
HOW TO DO IT
Alright, so now that you know stretching your boundaries is good
for you, how do you make it happen? “The key is to take small,
measured steps in the direction of your objective,” says Henry. “A
business isn’t launched in a day, and a book isn’t written in a few
hours. These things happen through daily, intentional, focused efforts to stretch just a little beyond where you currently are. As you
do this, you gain confidence, and progress begets progress.”

I’ve gathered some ideas here (most of which are tried and tested by yours truly) to help you expand your comfort zone and reap
the benefits.
Spend some time with someone different (than you!) There are
people in our lives that are risk-takers, free spirits and adventurers. Hanging out with those who are naturally more adventurous
than you will bring out your adventurous side. Over time, you may
find yourself enjoying the same joie de vivre they exude. Watching
someone be daring and come out safe and sound on the other side
will help you let go of some of your anxiety about taking risks.
Change up your normal routine. Eat breakfast for dinner. Take
a different route home from work. Go to a different grocery store.
The changes you make don’t have to be life altering, but enough to
wake you up from your everyday life. You’ll find you gain perspective from any change no matter the size or the outcome.
Grab a partner. Sometimes fear is better faced with someone
than completely alone. You share the risk and the reward and their
presence makes you feel (almost) safe. This is certainly true for
business. One of my best friends has always wanted to start her
own business. And this year, she did it, with the help of a business partner who has a bit more entrepreneurial experience. You’d
be surprised how much fear goes out the window when you have
someone to count on.
Breaking away from your ordinary routine or what feels comfortable can have incredible effects. But it’s important not to demonize
your comfort zone. “Everything you do can’t be a risk,” says Henry.
“There has to be some stability, or infrastructure, to return to so that
your entire world isn’t chaos.”
What Henry recommends is a quick analysis of your life, your
practices and systems, and your relationships. The key is to identify
areas where you are obviously playing it safe by default rather than
by design. Then build small practices into your life and make commitments to push yourself so that you don’t fall back into familiar
and comfortable patterns. After all, “the love of comfort is often the
enemy of greatness,” says Henry.
Here’s to living just outside your limits.
—Christine Otsuka is Associate Editor of Meetings + Incentive Travel

good for your group
There’s no doubt that offering attendees new experiences, and
the opportunity to create new memories, is part of what creates a
great incentive. That’s often why team-building and CSR projects
are part and parcel of incentives. But allowing attendees to stretch
their boundaries within the context of community may increase
28
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their rates of success. “I’d encourage every team to set some stretch
goals, then hold one another accountable to the small, measured
steps necessary to accomplish them,” says Todd Henry, CEO of Accidental Creative. “Through small efforts great things happen, but
only when we are pushing ourselves outside of our default mode.”
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HOSTING MAJOR EVENTS IN ONE OF CANADA’S LEADING
CONFERENCE CENTRE FACILITIES – ALL IN A DAY’S WORK
FOR KEVIN PARKER AND HIS TEAM.
As The International Centre’s Corporate Sales Manager, Kevin has
extensive experience organizing multifaceted events at meeting
venues across North America. Having been on the event planning
side himself, Kevin understands the importance of choosing the
right venue. “I have experienced a full range of venue quality in
my career,” says Kevin. “It’s the professionalism of my team here
that allows me to represent this impressive facility with complete
confidence. We deliver, every time.” With such a versatile meeting
and event space, exceptional service and a superior food and
beverage offering behind him, Kevin is committed to going above
and beyond in the service of realizing your successful event.

InternationalCentre.com
6900 Airport Road, Mississauga, Ontario
905.677.6131 / tf 1.800.567.1199

Follow us!
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SPECI AL ADVERTI SI NG SECTI ON

EDMONTON

It’s 7:30 a.m. and I am having breakfast with a group of planners and suppliers
in a tent with its flaps open, on the terrace of the Shaw Conference Centre (SCC).
The sun is rising, blue, pink and gold tones peeking over the eastern slope of the
North Saskatchewan River. The coffee is hot. The food is delicious. Planners and
suppliers are taking turns sitting on a throw-covered white sofa and having their
pictures taken. The throw is thick, dark brown fleece. The sofa is carved from ice.
It’s January. Shouldn’t we be inside?

FAM ON ICE
PHOTO COURTESY OF SHAW CONFERENCE CENTRE

The answer to that question is a resounding “No.” We are taking
part in Edmonton Tourism’s first Winter FAM and our hosts are
demonstrating how bringing a little winter cold into your event
can make it cool.
The FAM began the night before, when we were picked up
at our respective hotels –Thanks Delta Edmonton South and
Radisson Edmonton South for hosting us! – by one of Revolution
DJ & Limousines’ corporate party buses, a phantasmagorical
mode of transportation with an interior like a Vegas nightclub.
“Let the good times roll!” we roared as the bus pulled out. And,
they did. Literally.
It was downhill and uphill at our first official stop, River Valley
Adventure Co. There, owner Chris Szydlowski took half the group
on a Segway tour of the river valley, while
the other half tried snowshoeing. (Groups
Edmonton is a very hospitable city and they aim to exceed your
switched activities after an hour.) As we
expectations! The downtown properties were beautiful and with the
rolled along on the self-balancing twowheelers, Szydlowski and members of the
river valley being your view, you have the best of both worlds.
Edmonton Tourism team filled us in on
~ Jessica Ward, CMP, Conference & Events Manager, Canadian Solar Industries Association
the river valley, a 7400-hectacre space that
is North America’s largest urban parkland.
Day Two of the FAM began bright and early with the al fresco
Twenty-two times bigger than New York City’s Central Park,
breakfast at the SCC, the largest dedicated convention centre in
Edmonton’s North Saskatchewan River Valley is home to 22 parks
Alberta. Lori Ehnes, the SCC’s national sales manager, gave the
and 150+ kilometers of trails that residents and visitors use yeargroup a tour of the facility, which has just received the BOMA
round for a range of activities including walking, biking, crossBESt Level 2 certification from the Building Owners and Mancountry skiing, running and snowshoeing. It’s a playground in the
city and a perfect place for event attendees to get outdoors and burn agers Association (BOMA) for its environmental and sustainability
initiatives and best practices.
off some f&b calories (snowshoeing will do it!).
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SPECIAL ADVERTISING SECTION

BECAUSE THE LAST
THING YOU WANT
TO DO AFTER A DAY
OF INSPIRATION IS
GO TO YOUR ROOM.
Edmonton has everything you need to successfully host a conference – large or small.
We have all the meeting space you need and the list of truly awesome things to do in
our city will leave your delegates wishing they had more free time.
Start planning your conference in Edmonton now.

Daniela Stucki, Business Development Manager – Canada East
Dir: 780.917.7621 Cell: 780.901.8957 Email: dstucki@edmonton.com
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SPECIAL ADVERTISING SECTION

SHOP, PLAY, STAY
West Edmonton Mall is North
America’s largest shopping centre.
Its stores, services, restaurants
and attractions combine to form
the most comprehensive retail
and entertainment complex on
Earth. With annual visitation of
30.8 million, West Edmonton Mall
draws visitors from around the
world who come to shop, play
and stay under its city-sized roof.
As the prototype for mixed-use
entertainment facilities, this
5.3-million-square-foot complex
remains the benchmark by which

all other entertainment-oriented
malls are judged.
Visitors can shop at over 800
stores and services and have a
blast at exciting attractions such
as Galaxyland, the world’s largest
indoor amusement park, and
World Waterpark, home of the
world’s largest indoor wave pool.
They can also dine on Bourbon
Street, bowl, play billiards or
mini-golf, take in a movie or
dinner theatre, or dance the night
away at one of the Mall’s popular
nightclubs.

From the SCC, the group set out on foot for a tour of downtown hotels. Greater Edmonton has some 13,000 guestrooms in
a range of properties – boutique, major brands – and, over the
course of our stay, we visited eight of them. Our first stop was the
iconic Fairmont Hotel Macdonald, where we were greeted by its
canine ambassador, a Golden Lab named Smudge. From there we
went to The Westin (Edmonton’s largest ballroom and 15 meeting
rooms), The Delta Edmonton Centre (located in the Edmonton
City Centre shopping mall) and The Sutton Place (newly renovated
guestrooms). On Day Three, we have breakfast at the Edmonton
Marriott at River Cree Resort (four-star property set on 49 acres)
before visiting the Executive Royal Inn and Sandman Hotel West
Edmonton, both of which are located in West Edmonton. We
finished off at the Doubletree by Hilton West Edmonton, which
was only a day away from reopening following a comprehensive
renovation and the addition of a state-of-the-art SilverBirch
Conference Centre®.
Once we completed our downtown hotel tours, we headed to
lunch at Zinc, an upscale eatery in The Art Gallery of Alberta. Then
it was off to Ice on Whyte, the city’s annual celebration of winter
and ice carving, for some ice sliding and great libations (try local
chocolatier Choklat’s hot chocolate next time you’re in the city!).

Contact Group Sales at
780.444.5308 for information
about renting World Waterpark
and Galaxyland for your event and
how to save on admission rates

to WEM attractions with Choice
Passes, as well as receiving guided
Mall tours, complete with Super
Savings Coupon books, trivia and
fun facts about the Mall.

Edmonton is Festival City and Ice on Whyte proves that winter is
as good a time to have a good time as the warmer months.
In the evening, we hit the ice again – figuratively. A tour of
The Edmonton EXPO Centre at Northlands (four new exhibit
halls, grand ballroom and meeting rooms) is followed by an NHL
hockey game at Rexall Place. The Edmonton Oilers played the
Phoenix Coyotes, losing 4-3. But venue-wise, things are looking
up for the team. In 2016, it will move into a new downtown arena.
On Day Three, we visited three more unique venues: the Telus
Space & Science Centre where we get a VIP walk through of the
Harry Potter Exhibit; the West Edmonton Mall, where we did an
“Amazing Race” and zip-lined; and finally, Fort Edmonton Park.
The latter was a trip back in time. A living history facility available for full and partial group rental, its streets recreate Edmonton
as it was in four historical periods between 1846 and 1929. After
tours of the Blatchford Field Air Hangar and The Capital Theatre
(circa 1929), we were taken by horse-drawn sleigh to Rowand
House, home to Fort Edmonton’s chief trader (circa 1823). There,
we dined on honey-glazed wild turkey log and bison short ribs with
sweet grass sabayon as actors playing Rowand and his wife, Louise,
regaled us with tales of life at The Fort. It was a winter’s night in an
Edmonton past. It was cool. •

Groups, exclusives,
team building…

fun!
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• METRO TORONTO CONVENTION CENTRE

EARLY BIRD

BONUS

Register for your
Education or WORKS Pass
and choose one of the
following bonus gifts:

1

PARKING PASS

2

A BOOK AUTHORED BY
ONE OF OUR KEYNOTES

One-day Parking Pass at the Metro Toronto
Convention Centre on either August 19 or 20.

Your very own copy of either Jackie Huba or
Mark Bowden’s newest book of your choice.

3

EXTRA FOOD VOUCHER
A $10 voucher accepted at all IncentiveWorks food outlets.

*

This offer is not applicable to Appointment or VIP Buyer Passes,
and cannot be combined with any other promotion. ENDS April 30.

REGISTER TODAY AT:
PRODUCED BY

EarlybirdOffer.indd 1
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MC&
STAYING THE COURSE
Planners see stable costs and steady growth ahead
TEXT BY LORI SMITH
DATA ANALYSIS BY BRIAN EASTCOTT
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&IT
he results of our 2014 Market Report are, in the words
of the great Yogi Berra, déjà vu all over again. Like
last year’s survey results, this year’s numbers show
solid growth in all key areas. For example, the average number of attendees at meetings rose 13 per
cent (2013 over 2012). Total room nights increased 8.5 per cent
(YOY). The forecasted average group size of incentive trips planned
for 2014 is up 5.6 per cent. The total spend per person is projected
to rise $141. Asked to predict whether budget areas would increase,
decrease or stay the same, the majority of respondents clicked
the latter box in most, if not all, categories. The top five Canadian
meeting cities for 2014 remained the same as those listed last year,
with only Ottawa and Montreal swapping places. It appears that the
Canadian events industry is staying the course.

This is not to say that there aren’t changes—in direction and
emphasis. On both the meetings and incentive travel sides, there’s
an increased interest in Canadian destinations. And, while New
York City remained king of the hill, top of the heap on the list of
top American cities for meetings, the other nine spots saw some
real shake-ups including Las Vegas moving from number seven last
year to number two, and Boston falling from the second spot to
10th this year. Looking at rewards, the results reveal a solid shift to
using participant lifestyles and interests as a main criterion to shape
programs. And, SMM (strategic meeting management) is gaining a
greater foothold in the industry.
On the following pages, we present the study’s key findings in
meetings, incentives and rewards. Look for more Market Reportbased articles in coming issues.
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ABOUT THE SURVEY

379

53 %

MEETINGS
TO P C A N A D I A N M E E T I N G
D E S T I N AT I O N S F O R 2 0 1 4

BRITISH COLUMBIA

36

%

ALBERTA

30

%

PHOTO iStockphoto

O’ CANADA
The Market Report shows that on the meeting side more
corporations and third-party planner clients are asking that
their events remain in Canada. While groups will still be
visiting the United States, the numbers show a 50 per cent
drop from 2013 in meetings planned for Europe and Asia,
and meetings scheduled to be held in South and Central
America and the Antipodes have decreased by some 75
per cent YOY. (NOTE: The same is not true on the incentive
travel side.)
The most cited reasons for this shift in demand were
headquarters location (obviously) and budgetary concerns. The latter includes budget cuts by government and,
in fewer cases, the private sector. The shift could also reflect the downturn in the strength of the Loonie.
We deployed the Market Report survey in January, a
month that began with the Canadian dollar falling to $.90
vis-à-vis the U.S. dollar. Two months later, as I write this, the
Loonie is trading for $.895 US. Economists are in agreement
that our dollar will be staying at this level for quite a while.
This is good news for the Canadian manufacturing,
exporting and tourism (including inbound business tourism) sectors, all of which were negatively impacted by a
strong dollar. For planners, it creates challenges and opportunities. On the one hand, travel costs will continue to
increase. Airfares, which climbed up in 2013, will continue
to go up as fuel costs rise even more. On the other hand,
opportunities will exist to build business with Canadian
companies back in the black thanks to the lower Loonie as
well as inbound groups looking at the country for meetings
and incentive travel.
36

PRAIRIES

12

%

ONTARIO

79

%

TOP 10 CANADIAN
MEETING CITIES FOR 2014

QUEBEC

36

%

ATLANTIC

26%

TOP 10 AMERICAN
MEETING CITIES
FOR 2014

1. TORONTO
2. OTTAWA
3. VANCOUVER
4. MONTREAL
5. CALGARY

1. NEW YORK
2. LAS VEGAS

6. NIAGARA

3. MIAMI

7. QUEBEC CITY

4. CHICAGO

8. HALIFAX
9. BANFF, VICTORIA
10. WHISTLER, ST. JOHN’S

5. FLORIDA
6. HAWAII
7. LOS ANGELES
8. SCOTTSDALE
9. SAN FRANSISCO
10. BOSTON, PHOENIX
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13.2
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SOURCE: MEETINGS + INCENTIVE TRAVEL 2014 MARKET SURVEY

TO P I N T E R N AT I O N A L M E E T I N G
D E S T I N AT I O N S F O R 2 0 1 4

USA SUNBELT*

USA EAST COAST*

USA WEST COAST*

CENTRAL AMERICA

SOUTH AMERICA

ASIA

2

%

9%

%

AUSTRALIA

EUROPE

AFRICA

1

16

5%

2%

CARIBBEAN

4

21

10

16%

MEXICO

%

%

1%

%

%

*USA EAST COAST IS DEFINED AS MASSACHUSETTS TO THE CAROLINAS.
USA SUNBELT IS DEFINED AS GEORGIA TO TEXAS. USA WEST COAST
IS DEFINED AS CALIFORNIA, NEVADA AND ARIZONA.

NUMBER OF MEETINGS FORECAST FOR 2014

5

%

8%

62

25%

%

9%

MEETINGS PLANNED IN

575
* AV E R AG E N U M B E R O F P E O P L E
T H AT AT T E N D E D R E S P O N D E N T S ’
LARGEST EVENTS

DON’T KNOW DUE TO ECONOMIC UNCERTAINTY

AVG R O O M N I G H T S *

742
* AV E R AG E N U M B E R O F TOTA L R O O M
NIGHTS BOOKED FOR OR BY PEOPLE
AT T E N D I N G R E S P O N D E N T S ’ E V E N T S

59 % 21 %

MEETINGS PLANNED

INTERNATIONALLY

THE UNITED STATES

DECREASE

11 %

19 %

62 %

MEETINGS PLANNED IN

CANADA

AVG AT T E N D E E S *

10

9%
%

STAY THE SAME

INCREASE

MEETING ELEMENT SPENDS - 2013 VS 2012
Increase Decrease
Audiovisual Services

31%

7%

Same

N/A

58%

5%

CSR Activities

7%

4%

39%

50%

Hotel Rooms

32%

15%

43%

10%

F&B

36%

13%

49%

2%

Meeting Room Space

24%

10%

63%

4%

WiFi

26%

7%

51%

15%
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35%

ABOUT THE SURVEY

36%

29%

INCENTIVE TRAVEL
TO P C A N A D I A N I N C E N T I V E
D E S T I N AT I O N S F O R 2 0 1 4

BRITISH COLUMBIA

31

%

ALBERTA

19

%

PRAIRIES

2

%

THE NEW FACE OF INCENTIVE TRAVEL
Incentive travel was one of the MC&IT sectors hit hardest by the
economic crises in 2008-2009. Not only did companies cut back
on programs, but the sector’s image was badly tarnished by press
reports of companies taking government bailouts while continuing to spend lavishly on executive junkets. Fortunately, the tide
has turned and the incentive travel sector has made a comeback.
Jane Wallbridge, Aimia’s vice-president of meetings and events,
reports that travel programs are once more “fully endorsed at the
executive level” and being used from “top to bottom” in organizations. But, says Eva Page, event marketing director at Maritz Canada, “[incentive travel] has returned with a new face, and a more
varied set of objectives.”
According to Page, in the past the business value of incentive
travel was predominantly measured by sales and profit improvements. Today, she explains, Maritz is seeing clients use it to attract
and retain talent, foster teamwork and build morale and trust.
“Executives are realizing that incentive travel is a unique opportunity to build one-of-a-kind experiences, both as a way to incent performance and as a way to endear employees to the brand of their
company,” she says.
Susan Avery, vice-president of procurement at Andromeda
Consultants, points out that the return of the sector has also been
marked by more vigilant spending. The industry has had a wake-up
call, she says. They just can’t take money and use it for frivolous
things. Her clients are demanding more value for their money and
are looking at different properties and destinations, not just staying
with the same hotel or location. The result of this renewed emphasize on good buying practices means, she explains, that companies
don’t have to be afraid of requests for transparencies. “The integrity
that was there years ago is back,” she says. “It just got sidelined for
a few years.”
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29%

PLANNERS RESPONSIBLE FOR SETTING MEETING/EVENT OBJECTIVES/RESULTS

26%

SOURCE: MEETINGS + INCENTIVE TRAVEL 2014 MARKET SURVEY
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23
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%

MEXICO

USA WEST COAST*
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33

44
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*USA EAST COAST IS DEFINED AS MASSACHUSETTS TO THE CAROLINAS.
USA SUNBELT IS DEFINED AS GEORGIA TO TEXAS. USA WEST COAST
IS DEFINED AS CALIFORNIA, NEVADA AND ARIZONA.

USA EAST COAST*

USA SUNBELT*

AV E R AG E L E N G T H O F G R O U P I N C E N T I V E
T R AV E L P R O G R A M F O R 2 0 1 4

EUROPE

5%

56

%

AFRICA

AUSTRALIA

7%

8

%

OVERNIGHT

54%

41%

2-4 DAYS
5-7 DAYS

CENTRAL AMERICA

I N C E N T I V E T R AV E L T R E N D S

8

%

AVERAGE
NUMBER OF
ATTENDEES
PER GROUP

150

AVERAGE NUMBER
OF INCENTIVE
TRIPS PLANNED

9.8

TOTAL
SPEND PER
ORGANIZATION

2014 FORECAST

$1,122,576

2013 ACTUAL

$1,127,077

2012 ACTUAL

$1,027,348

TOTAL SPEND
PER PERSON

WHICH IS ONLY SLIGHTLY HIGHER
THAN 2013

$3,270
WHICH IS ON PAR WITH 2013

SOUTH AMERICA

16

%

ASIA

13%

INCENTIVE TRAVEL ELEMENT SPENDS - 2013 VS 2012
Increase Decrease

Same

N/A

52%

2%

38%

8%

CSR Activities

10%

8%

40%

42%

Experience Programs

29%

2%

47%

23%

Hotel Rooms

44%

3%

48%

5%

F&B

46%

2%

46%

7%

Sightseeing Tours

16%

7%

61%

16%

Team-Building Programs 8%

11%

55%

26%

Airfares

Third Party Mngt Fees

19%

8%

45%

27%

Transportation (local)

39%

3%

54%

3%

WiFi

26%

15%

49%

10%

ABOVE FIGURES BASED ON 2014 FORECAST
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% WHO CUSTOMIZE THE REWARDS PROGRAMS BASED ON EMPLOYEE CHARACTERISTICS

68

REWARDS
M O S T D E S I G N E D/ E X E C U T E D R E WA R D S B Y R E S P O N D E N T S I N 2 0 1 3

INCENTIVE TRAVEL
(GROUP TRIPS)

ORGINIZATION MERCHANDISE
(LOGO ITEMS)

RECOGNITION AWARDS
OR CERTIFICATES

GIFT
CERTIFICATES

CATALOGUE
ITEMS

PROFESSIONAL
DEVELOPMENT
OPPORTUNITIES

65%

56%

51%

47%

32%

30%

INCENTIVE TRAVEL
(INDIVIDUAL TRIPS)

GREEN-FRIENDLY
GIFT

VACATION TIME/
TIME OFF

CSR
GIFT

CASH
AWARDS

YEAR-END
CASH BONUS

28%

21%

15%

10%

9%

6%

ONE SIZE DOESN’T FIT ALL
This was the first year that the Market Report included a question looking
at the criteria planners use to customize rewards programs. While it wasn’t
surprising that “position in company” topped the list, it is significant that “interests or lifestyle” beat out gender, age and number of years of service for
the number two spot. Asked why that particular criterion ranked high on her
list, Marlene Sklar, managing director of Attention to Detail, said that she was
finding that lifestyle/interest-based rewards tended to be more appealing to
program participants and made them “strive more” for goals. She adds that
she often works with clients to offer an array of rewards. “Not everybody likes
to travel,” she explains. “They might prefer to do something like drive a fast car
for a day or go on a spa weekend—something that’s different from the destination location we usually think of as a reward in this business.”
Marion Fuller of Round Table Events agrees that participant interests and
lifestyles are having an impact on rewards programs. She works with groups of
medical professionals that include a lot of physicians, individuals who “really
like cruises and luxury travel.” But, now she says many of them are interested
in going somewhere like a small eco-resort in Belize, a destination that more
closely aligns with their interests and the fact that they are opting to travel
with their families. In fact, Fuller is finding that interest in the environment is
affecting many rewards elements. “Even when you look at promotional products, people don’t want junk. They want something environmentally-friendly,”
she explains.
Fuller’s and Sklar’s experiences reflect the growing body of research that
shows one-size-fit-all rewards programs don’t appeal to the increasingly diverse Canadian workforce. And as more Millennials—a generation for which
customization is de rigueur—enter and advance through the workforce, properly identifying participant lifestyles and interests will become even more essential to any program’s success.
40

?
OTHER

3%

M A I N C R I T E R I A U S E D TO C U S TO M I Z E
A R E WA R D S P R O G R A M

POSITION IN COMPANY

82%

INTERESTS OR LIFESTYLES

71%

GENDER

58%

AGE

56%

SERVICE (# OF YEARS)

35%

SPEAKING OF REWARDS….We gave out a few
ourselves to some lucky planners who completed
the market report survey. The winners of the 2014
Market Report Survey VISA Gift Cards Draw are:
Grand Prize $500 - Lois Arkwright, Canadian Society
of Civil Engineers
$250 Prize – Susan Phillips, SPG Conferences
$250 Prize – Lee Larstone, Rondeau Seminars
$250 Prize – Amanda Brown, the Art Of
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When selecting a convention centre, we understand how important it is to find the right fit.
At the Metro Toronto Convention Centre, we are dedicated to creating successful events of
all sizes. Whether you have 20 attendees or over 20,000, our flexible meeting spaces can
be configured to meet your needs perfectly. Plus, our award-winning team works with you
to ensure every aspect of your event, from the floor plan, to the food, to the lighting, is fully
customized. Take a closer look at all we have to offer at mtccc.com.

LOOK CLOSER.
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5

Great Reasons
to Attend
IncentiveWorks

1
2
3
4
5

13 expert Education Sessions, including
2 daily by MPI for only $99.

Continuing education credits
for Education Sessions.

Knowledge Pods offering mini
sessions on emerging topics.

Hosted Buyers programs for local,
national and international planners.
Powerful networking opportunities on the
show floor with over 700 local, national
and international suppliers to choose from.

Registration is NOW OPEN
Trade Show is Free for Buyers. Education pass only $99.

Check out the full education line-up online at
Produced by:

Welcome Sponsor:

Premier Content Partner:

For information on our

see page 54
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CEIS
DEVELOPING
THE BIG PICTURE

SHELLEY WILLIAMS, CEIS committee chairperson
Director of Sales – Eastern Region, Caesars Entertainment Corporation

In the coming months, the Canadian branch of the Meeting Professionals International Foundation (MPIFC) will release the results of
the third Canadian Economic Impact Study (CEIS 3.0). Like its two
predecessors (CEIS 1.0 and CEIS 2.0), CEIS 3.0 will measure the economic impact of the meetings industry on the Canadian economy.
To help you learn about the studies and their potential value, we
turned to current CEIS committee chairperson Shelley Williams,
who filled us in on how the CEIS—past, present and future—is proving that the events industry is an integral part of the country’s economic picture. ~ Lori Smith, Editor
MEETINGS + INCENTIVE TRAVEL: The Canadian Economic Impact
Study 3.0 is the third edition of the research. When and why was the
study developed? What need does it fill?
SHELLEY WILLIAMS: The first Canadian Economic Impact Study
was published in 2008 and an updated version (CEIS 2.0) was released in 2009. It was developed to measure the economic impact
of the meeting industry on the economy. Because it relates to jobs,
GDP, tax revenue, supplier spending, attendance and the general
need for meetings, it puts the industry in context. Many countries
have followed the example of the Canadian Economic Impact Study
and gathered similar data to tell their story.
As for CEIS 3.0, we realized that the study’s data needed to
be updated and that the scope of the study had to be expanded
to include a regional focus to the already existing national focus.
The regional results will be essential information when local
jurisdictions are making decisions about investing in services
and infrastructure.
M+IT: Who are the key stakeholders?

SW: The real stakeholder of this study is the industry itself. The CEIS
represents an industry that is not yet recognized by Statistics Canada.
As a result it belongs to everyone who is involved in the industry, directly or indirectly. However, we have investors that have demonstrated leadership and believed in the need to compile real numbers that
show the impact of the industry on the Canadian economy and how it
compares globally. The Canadian Travel Commission’s Business Events
Canada, Travel Alberta and IHG Hotels Canada are the major investors
that really got the ball rolling for this third edition of the study.
M+IT: Did CEIS 1.0 and CEIS 2.0 reveal any significant industry trends?
What story did the research tell about the industry?
SW: The main observation was that even though the global economy suffered through a major recession in 2008, the business
events industry did not shrink significantly. The data showed that
it performed at approximately the same levels as the few previous years. So Canadian meeting budgets contracted, but activities
through numbers of meetings and attendees remained the same on
a year-by-year basis.
M+IT: How were the research findings and the story they told used
to promote the events industry in Canada?
SW: There was little to no promotion or awareness of the 2006
CEIS (1.0) and 2007/8 CEIS Update (2.0). However, the top priority
for CEIS 3.0 is to promote the value of the business events industry
in Canada—what it means to the country both economically and
intellectually. To achieve this, all business events organizations have
to support marketing efforts for CEIS 3.0. This is the reason why
Meeting Professionals International (MPI) decided to transfer the
MEETINGSCANADA.COM
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+INDUSTRYREPORT
FYI: THE NUMBERS
2006 was the data base year for CEIS 1.0, which was published
in 2008. CEIS 2.0 looked at data from 2007 and 2008. It was
published in 2009. Here are the key numbers:
2006
2007
2008
Number of Meetings
671,000
697,400
673,400
		
(+3.9%)*
(-3.4%)
Number of Participants 70.2 million 71.7 million 67.8 million
		
(+1.3%)
(-5.5%)
Full-year jobs
235,500
231,700
222,900
		
(-1.6%)
(-3.8%)
Direct Spending
$32.2 billion $32.5 billion $32.1 billion
		
(+0.93%)
(-0.3%)
*Percentages are year-over-year.
Source: Canadian Economic Impact Study Update 2007-2008, Maritz Research,
The Conference Board of Canada and MPI Foundation Canada.

ownership of both current and future studies to the Business Events
Industry Coalition of Canada (BEICC).
M+IT: How has the Canadian meetings industry as a whole benefited
from the research?
SW: Without significant data, our impact is hard to measure. In
a world where benchmarking and dashboard performance have
taken on a critical importance, our industry’s value needed to be
understood. It is our belief that the first and second studies revealed
and identified important sectors that needed further definition. All
the studies provide us with indications of how the industry has
changed; how we may have expanded or contracted in relation to
the overall economic performance within Canada.
M+IT: What does the research mean to an individual event professional? How can he or she use the research to grow his or her business? Can the research be used to explain a planner’s value?
SW: The research becomes valuable when the event planner and/
or supplier find significant impact statements that resonate with
them personally. For example, has the available square footage [of
meeting space] in Canada increased and what does that mean to
pricing or availability? Has the attendee count for specific types of
meetings increased? Is the type of attendee shifting? Are they more
regional or international? Where in Canada would one find a thriving meeting industry? These are all value statements that can be
derived from the results contained in CEIS 3.0, which will also show
the social and economic value meetings bring to individual communities. The study creates data about the industry that is valuable
44
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to event professionals when they speak in their communities about
why “Meetings Mean Business” or “Meetings Matter.”
M+IT: Explain more about why it was important to add the regional
focus to the study.
SW: Due to the complexity of the Canadian marketplace and the
geographic distances, we felt that drilling down regionally would offer more value from a social and political standpoint. Including the
regional focus also means the industry will get the information it needs
to understand and speak specifically about the economic impact of
meetings within communities. In addition, it will allow us to discover
where in the country the industry is having real economic impact.
As Canada was the pioneer of the first economic impact study
in the meetings industry worldwide, we also felt that expanding its
scope would enhance the data and mature the significance of the
study. We believe that other countries will adopt the same methodology and find significant value in understanding the meeting
industry’s regional significance.
M+IT: How will the key stakeholders use the results of CEIS 3.0?
For example, will the results be used in a Canada-wide promotional
campaign targeted at business and government?
SW: As Canada understands the value of our industry in relation to
business activities and the creation of jobs and taxes, both directly
and indirectly, the case for investment and creation of improved
facilities and meeting services at a local level will take on a much
higher level of importance.
M+IT: All research has limitations. What should government and
business know about the meetings and events industry that the CEIS
findings don’t show?
SW: The value we bring is so much more than economic. Business
events educate, innovate, provide solutions, inspire and motivate.
Meeting outcomes have included inventions, medical discoveries
and technology advancements. These are results that not only
improve our economy, but our communities and country. When
people meet, they really can change the world!
While we are still compiling the data and evaluating the results, I
suspect CEIS 3.0 will provide an accurate picture of where we are today in regards to the significance of meetings, nationally and regionally. I believe that through our collaboration with other like industry
organizations, we can spread our message of impact to provide significance to the meeting industry. This will lead to investment opportunities for some, educational and training opportunities for others
as well as job opportunities and creative synergies with peripheral
supply networks to advocate on the industry’s behalf.
Most importantly, though, the study will demonstrate the industry’s place in society and economy. This will enable it to have advocacy and lobby support at all levels of government and business.
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Questions
for Dallyce Macas,
ÉMINENCE CANADA

Dallyce Macas has been involved in the travel business for 25
years and done everything from frontline service to running
companies across North America at the executive level. Today
she runs her own sales and marketing organization, éminence
Canada, and represents foreign travel brands to the Canadian
market. Her expertise and experience is in specialty luxury travel
for both the consumer and incentive markets. So, with all the talk
about the increase in “experiential” incentive travel, I thought it
was time to check in with Dallyce and find out what it means.
~ Lori Smith, Editor

1.

WHAT IS EXPERIENTIAL TRAVEL AND HOW IS IT
DIFFERENT FROM TRADITIONAL INCENTIVE TRAVEL?

I define experiential travel as travel that gives participants lifechanging moments; travel that takes people a little beyond the
thresholds of what they thought was possible for them to do. I
want to stress that it’s not exclusively high-octane, high energy
travel. It’s travel that really touches the senses in some way. An
example is having breakfast with a Berber family in Morocco after a hot air balloon ride. The hot air balloon ride is, in itself, a
great experience. But then participants come down and they’re
awestruck by the simplicity of how the Berbers live. The food is
absolutely amazing. The family is welcoming. And there the participant is, sitting on the rugs their hosts hand-crafted, having
mint tea and Moroccan pancakes. Not to take away from traditional incentive travel, but in contrast it lands participants in a
country and then sets about creating or scripting the activities
for the participants.

2.

WHAT IS DRIVING THE GROWTH OF
EXPERIENTIAL TRAVEL?

A new generation of decision-makers is starting to set the bar for
46

these unique experiences. Certainly there have been pockets in the
past—especially areas like sales and marketing incentives—where
they wanted to do something a little more off the beaten path. But,
the new decision makers are a little bit younger and in a lot of cases,
they have taken time to travel themselves or they’ve traveled with
their parents on holidays that were very engaging. When you’ve
been treated to an experience like Machu Picchu in your youth, your
sense of what’s possible in travel incentives really shifts. I would
also suggest that media plays a very important role. Look at someone like an Anthony Bourdain. He’s an author and famous chef but
he shares this great sense of wanderlust and seeing that strongly
encourages people to go beyond the known destination.

3.

HOW DO YOU SELL EXPERIENTIAL TRAVEL TO
THE C-SUITE?

There are three key areas you have to be mindful of and get out
front in any proposal or selling situation: risk to the participants
and company; health and safety of the participants; and budget
and cost. Those are always the top three areas of the decisionmaking tree from the C-suite. On the flip side, executives and
program decision makers are really looking for new opportunities.
We’ve all heard clients ask for the “wow factor.” So, you have to
address the three key areas and develop a program that participants will find really memorable. If you set up a program that
really, deeply touches the heart and soul of participants, who are
the company’s best employees and their guests, chances are their
work engagement and performance will soar.

4.

HOW DO YOU DETERMINE WHAT EXPERIENCE
YOU SHOULD BE PITCHING?

This is a really interesting one. It’s up to the prospector, salesperson or seasoned account manager to really know their

MEETINGSCANADA.COM

Insights.indd 46

14-03-20 4:49 PM

3 PLACES TO EXPERIENCE

Burg Al Arab Dubai, UAE
Lauded as one of the most luxurious hotels
in the world, the Burg Al Arab offers its
guests a range of five+ star services such
as personal butlers, in-room check-in and
chauffeur-driven Rolls-Royce limousines.
(Jumeirah International)

Kakslauttanen Arctic Resort, Saariselkä
(Lapland), Finland
Accommodation in two-person glass igloos
give guests at this resort unparalleled views
of the Northern Lights and the night sky.
Ice fishing and dog or reindeer sledding are
also available.

participants and their decision-makers. A lot of questions have to
be asked up front. But here are four questions that should be on
a basic checklist: 1. Is the experience or the destination a bucket
list trip? By bucket list I mean the things that most adults would
really aspire to do at some point in their life. 2. Is it within the
realm of possibility that most participants would visit the destination or participate in the experience on their own? On an incentive
trip the goal is to take participants somewhere or do something
they wouldn’t think about doing on their own. 3. What’s the general appetite for this kind of program or experiential adventure
from the company and the participants? 4. What kind of bragging
rights does the experience or destination offer participants? This
last one is important because in highly competitive industries, the
yearly incentive can sometimes be the tipping point for a highperformer to move to another company. And don’t forget, experiential doesn’t necessarily mean international. You can close a hot
new restaurant for a private chef’s table. You can visit a winery in
Niagara and have the vintner do a private tasting. There’s always
something you can add that’s experiential.

5.

 HAT’S THE ONE – YES, YOU CAN ONLY PICK
W
ONE – EXPERIENTIAL DESTINATION YOU’D
SELECT FOR YOUR NEXT VACATION?

If I had to pick just one, I would pick India. For most participants it’s
a once-in-a-lifetime opportunity. It’s a destination that stimulates
every sense. India is larger than life. It has what I would consider to
be six star service combined with real street life. You’ll never forget
seeing the sun rise at the Taj Mahal or sipping champagne in the
Himalayas while looking at Mount Everest. That kind of thing really
raises the bar.

BONUS QUESTION: VISIT WWW.MEETINGSCANADA.COM TO
FIND OUT DALLYCE’S MOST POPULAR DESTINATION PICKS.

Onkoski Camp, Etosha National Park,
Namibia
Guests stay in elevated chalets at this luxury
eco-lodge in Namibia’s Etosha National
Park. These rooms with views allow frequent
sightings of rare birds and game. (Namibia
Wildlife Resorts PTY, Ltd.)

7 Numbers

4:1 ROI generally enjoyed by companies for every dollar invested in incentive travel. (Source: US Travel Association)
53% Incentive travel program participants who said they found
connecting with senior management a positive and motivational
experience. (Source: The Participant’s Viewpoint Study, Site International
Foundation/Incentive Travel Council, IMA)

88.6% Individuals who earned travel award that agreed “it
made them feel appreciated by the host company.” (Source: The
Participant’s Viewpoint Study, Site International Foundation/Incentive Travel
Council, IMA)

48% Travellers who want trips “with substance and meaningful
experiences where they immerse themselves within the culture.”
(Source: American Express Spending & Saving Tracker 2012)

78% Millennials (cohort b. 1980 to 1999) who want to learn
something new when traveling (Source: “Meet the Millennials,”
PGAVDestinations)

70% Millennials who said they “expect special places to offer
immersive experiences that are interactive and hands-on.”
(Source: “Meet the Millennials,” PGAVDestinations)

88% Destinations that consider gastronomy strategic in defining
their brand and image. (Source: 2014 Trends in Travel & Tourism, Resonance Consultancy)
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SCOTLAND

A natural choice.
BY CHRISTINE OTSUKA

PHOTO P. Tomkins/Scottish Viewpoint

PHOTO Royal Yacht Britannia

PHOTO Gosford House

PHOTO Royal Yacht Britannia
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PHOTO P. Tomkins/Scottish Viewpoint
PHOTO Visit Scotland/Scottish Viewpoint
PHOTO Portavadie Marina

PHOTO Ecosse Classic Cars

GRIT AND ELEGANCE
Scotland, as a destination, certainly makes a lasting impression. It has
instant international appeal, a bright national identity and a historically colourful past. It’s often two things at once—classic and contemporary, natural and urban, regal and gritty. Scotland is a country of dichotomies and its two most populous cities play right into that hand.
Locals consider Glasgow and Edinburgh friendly rivals, like two
kids from either side of the tracks. I once read that in Glasgow, the
G stands for grit. By this definition, Glasgow is a working-class city,
one with better nightlife, shopping and transit. For our purposes, it’s
a mainstay for large international conferences as a result of its convention infrastructure, which includes The Hydro, an extension of the
SECC that boosts the centre’s capacity to a whopping 30,000 people.
But what I came to know is that there’s a real sense of community in Glasgow, which gave rise to the city’s slogan, “People Make
Glasgow.” And because the city is really for the people, you see
live music, art galleries, independent stores, and restaurants littered
throughout the city of Glasgow, Scotland’s cultural heart. I felt that
sense of community as we wandered down Cobble Lane, a tiny pedestrian alleyway of pubs, restaurants and trendy shops. We were en
route to the Ubiquitous Chip, a trendy resto bar for artists and locals
and it was in Cobble Lane that I soaked in the culture that makes
Glasgow so special, looking down at the cobblestone at my feet, up
at the rows of twinkling lights hanging above and around at handpainted business signs, hanging plants and red metal chairs strewn
about in front of eateries. I was absolutely entranced.
By contrast, they say in Edinburgh, the E is for elegant. The city
emits class and sophistication. The “old town” and the 18th-century
“new town” are a protected UNESCO World Heritage Site. Put simply, the city is an open-air museum. It’s a gorgeous place to simply
wander the streets. But it’s also more proper, as they say, and you’ll
find a posher atmosphere with high-end hotels like the Hotel Missoni and The Balmoral (famously where J.K. Rowling authored the
final chapter of the last Harry Potter book). During my brief visit, we
toured The Royal Yacht Britannia and wandered The Royal Mile, the
main artery of the Old Town, which runs from Holyrood Palace to
Edinburgh Castle, the country’s most important tourist attraction,
followed closely by Loch Ness.

PHOTO P. Tomkins/Scottish Viewpoint

PHOTO Archerfield House

We had been driving for what seemed like an hour when our bus
driver pulled over at a lookout point. It was a welcomed stop for our
group, a chance to stretch our legs and let the fresh air fill our lungs
amongst a backdrop of lush emerald green hills. I remember thinking how lucky we were to be in Scotland.
Moments later, as we strolled back toward the bus, I noticed four
classic cars, their gentle curves gleaming in the sun. Each automobile
angled just so—a Bentley, a Rolls Royce, a Jaguar and a Volkswagen
van—had transformed the parking lot into a vintage car showroom.
And before I could come to any logical explanation for why these
vehicular models of 1960s glamour were perched atop this hill, our
tour guide answered the question I had yet to ask… “Get in,” he said.
This wasn’t on the itinerary. From that point, I felt what it was like
to live lavishly, like royalty, sitting in the cushy backseat of a 1962
Rolls Royce as a private chauffeur drove me through the hills.

PHOTO P. Tomkins/Scottish Viewpoint

PHOTO Hotel Missoni
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PHOTO Gosford House

These cities are classic Scotland—the Scotland people know, or
think they know.
But beyond the castles, bagpipes and the savoury dish with the
unsavoury name (haggis), I discovered a different Scotland, a natural Scotland that made me look outside the tartan-covered box.
NATURAL AND UNEXPECTED
I was invited to Scotland, along with several international editors, by
the Visit Scotland Business Tourism Unit. The event organizers, who
included Richard Knight, director of marketing for the Americas,
opened my eyes to a Scotland I wasn’t expecting to see.
Their aim was for us to experience Scotland au natural—a rich mix
of mountains, lochs and glens, airy open spaces and breathtaking
sights. It seemed only fitting, since this year marks the anniversary
celebrations of the visionary 19th-century naturalist John Muir. This
famous Scotsman fell in love with nature here, and it’s because of his
conservation efforts that we’re still able to enjoy it. And that we did.
Every stop we made, from then on out, featured properties with
spectacular grounds, farm-to-table dining and outdoor activities.
We boarded a ferry to the Isle of Bute, first to see the architectural
masterpiece, Mount Stewart House. It’s here we got our first real
taste of natural Scotland as we roamed the forest-laden gardens
and learned about the different flora and fauna in this particular
region. Next, we drove to Portavadie Marina—a much more modern
styled retreat with luxury apartments and secluded cottages that
put the naturally beautiful surroundings on display with floor-toceiling windows and second-floor balconies. There wasn’t a more
peaceful place on our visit than Portavadie, and it wasn’t until we
left the major urban centres that we saw how vivid and vibrant
Scotland actually could be—blue skies, lush green foliage, and on
this day a double rainbow over the marina.
Add in that Scotland, a farming country, embraces the farm-totable movement with many of its venues and restaurants serving
local livestock, greens and vegetables and we not only saw and felt
a natural Scotland, but tasted it too.
With more coastline than all of France, and islands, such as the
Isle of May, devoted completely to Scottish seabirds like the most
recognizable puffin, Scotland is a place where you can truly get lost
in your surroundings.
THE WOW FACTOR
Nothing could prepare me for what I was to discover in East Lothian. A gorgeous classic estate, originally built by the seventh Earl
of Wemyss (now owned by the Chartemis family), Gosford House
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exudes opulence with its museum-standard art and furniture and
white marble hall. So it’s no surprise that Chanel photographers
often shoot advertising campaigns here. The estate was opened
to incentive groups and private banquets in 2010 and apart from
the four estate-owned golf courses, Gosford House is also made
famous by offering a plethora of activities, including a Scottish
ceilidh (party), dance instruction, non-contact rugby workshops,
falconing, afternoon tea, horse riding, hat making, butler workshops and, of course, the Highland Games. We had the pleasure of
participating in a mini version of the games, led by Rob Steadman,
our Gosford guide for the day. Steadman shared (and I can attest)
that these games are not a team-building activity, so much as a
“team-bonding” activity.
While the Highland Games look intimidating, they’re certainly
not. The reason being is that these farming-based games rely on
technique far more than brute strength, so it’s not uncommon for a
petite woman to out-throw a burly man during a caber (tree) toss.
Keeping with the team-bonding theme, we headed over to
Archerfield House, another spectacular manor, where we spent the
afternoon riding fatbikes (or bikes with wide wheels for extra traction and stability) through the woods and along the beach.
After exploring the outdoors, we settled in for an overnight stay
at this most extraordinary estate. Each guestroom was more spectacular than the next. All guestrooms were individually styled with
antique furniture and incredibly spacious—mine contained its own
sitting room and corridor. Truly a royal experience. It wasn’t until
Archerfield House that our group really started to feel like family.
Eating in the dining room of a home, having tea or wine in a sitting
room, wandering down to the kitchen for a late-night snack or playing pool in the downstairs billiards room, the group had tons of privacy but a chance to really bond, living in the same mansion. Finally,
I had found a home to fit the vintage glamour of that classic car.
Beyond that first mode-of-transport surprise in the parking lot
of a lookout spot, I was continually amazed by the range of experiences Scotland has to offer. More than an old boy’s club paradise—
it is the home of golf and Scotch whisky after all—Scotland has a
unique ability to make visitors feel comfortable, yet also like royalty.
There’s something about being in the midst of lush greenery and
century-old buildings that leave you with a sense of awe, and a lasting impression.
Further information about holding incentives and meetings in
Scotland can be found at www.conventionscotland.com
— Christine Otsuka is Associate Editor of Meetings + Incentive Travel.
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BREWHAHA

When it comes to pairings, beer is the new wine.

Photo: Thinkstock.com

BY DON DOULOFF

Beer is having its moment. Once stereotyped as a blue-collar drink,
the sudsy brew is enjoying unprecedented respectability among
connoisseurs everywhere.
This is particularly true of craft beers. Driven by an increasingly
discerning populace looking for novel experiences, a new breed of
Canadian and U.S. craft brewers is only too happy to oblige.
“People want beers with more flavour than what the traditional
major brewery brands provide,” said Stephen Beaumont, Torontobased drinks writer and hospitality consultant. Co-author of The
World Atlas of Beer (with Tim Webb) and seven other books,
Beaumont is an authority on the subject.
Craft beers, he says, are “on the rise all across the country”
and Beaumont estimates that “in excess of 300 craft breweries” operate Canada-wide.
Helping to fuel the boom is craft brewers’ experimentation with new techniques such as oak-barrel aging or infusing inventive flavours such as orange peel, pumpkin,
green tea, honey and spices such as cinnamon, cloves
and nutmeg.
Even the highly respected Culinary Institute of
America (CIA) is getting into the act. CIA
has partnered with Brooklyn Brewery
and plans to install a small craft brewery in the college’s Hyde Park, N.Y.,
student union, according to ProChef
SmartBrief. Initially, students will produce a CIA-branded pilsner and lager plus
some seasonal brews.
On the hotel side, properties are showcasing
52

craft beers as part of the guest experience. In Colorado, for instance,
suds are turning up in luxury hotel packages as an add-on to fixedprice dinners, as craft-beer themed weekends or as limited-edition
beverages offered in conjunction with local breweries, according to
the Denver Business Journal.
Inspiring these hotels’ creative marketing efforts, said the
publication, is guests’ desire for a truly local experience—and few
things say “local” like area-made craft beers.
The Ritz-Carlton, Denver has made a concerted effort to showcase local craft labels, putting together special packages and
incorporating beer into its spa experience. Guests can choose
75-minute “exbeeriences” where they can sample creations
from Denver’s Great Divide Brewing Co. while receiving a
pedicure with cream containing hops or a full-body exfoliati n g malt scrub, reports the Denver Business Journal.
But perhaps the best measure
of beer’s lofty status is its growing
popularity as a complement to food.
“With the remarkable diversity
of aromas and flavours currently
being brewed…” and
beer’s “multiple ingredients and diverse fermentation
possibilities, it can
be argued that beer
has even greater versatility in food pairing than does
wine,” writes Beaumont in The
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Pocket Beer Guide, co-authored with Tim Webb and
published in 2013.
The acceptance of partnering beer with food has
“been slowly building for a long while now” and stems
from “people being more interested than ever in the
flavours that may be found in modern craft beer,”
added Beaumont, who makes regular speaking appearances and is available to consult on menus or host
tastings and beer or whisky dinners.
So far as general rules go when matching beer with
food, Beaumont advocates the “Three C’s”—complement, contrast and cut.
“Complementary flavours are the easiest, of
course—roasty, chocolaty stouts for roasty, smoked or
chocolaty dishes; light and citrusy/fruity/spicy wheat
beers for salads, and so on,” he noted. “Contrasting
relationships are tougher, but some classics are things
like stout and oysters, in which the dry and roasty flavours of the stout really pick up on the brininess of
the bivalves, and roast pork with dark lager, in which
the caramel and toffee flavours of the beer bring out a
richness in the otherwise lightly flavoured meat.”
“Cut is where you use some quality of the beer, usually hoppiness or carbonation or the combination of
the two, to cut through spice, salt or fat, as with an
IPA [India Pale Ale] with a plate of spicy nachos or a
dry and strong bottle-fermented Belgian-style ale with
foie gras,” he said.
Beer pairs especially well with cheese, said Beaumont. As he notes in The Pocket Beer Guide, bloomy
rind cheeses (Brie de Meaux or Camembert) partner
nicely with a porter or oatmeal stout, while firm, sharp
and fruity/nutty cheeses (aged Cheddar, Gruyère,
Manchego) work with a “best bitter or U.K.-style pale
ale (much the same thing) or dry porter or stout.”
Moreover, “beer shines when it comes to dessert,
especially when chocolate is involved,” he writes in the
beer guide. “It is wise in most cases to choose a beer
that is at least as sweet as the dish, if not sweeter, to
avoid the beer’s flavour being trampled by the dessert’s sugar.”
The guide recommends pairing flourless chocolate cake with Imperial stout; chocolate pudding
with doppelbock; nutty chocolate truffle with brown
ale; milk chocolate with sweet porter; and chocolate
cheesecake with milk stout. Serve crème brûlée with
a strong and sweet blond ale, fruity or spicy or spiced.
Cakes and cupcakes, and spongecake with icing, go
well with pale, sweet bock or a sweet Belgian or Belgian-inspired golden ale, Beaumont writes.
—Don Douloff is a food and travel writer based in Toronto.
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METRO TORONTO CONVENTION CENTRE

INVEST YOUR TIME IN

THE PROGRAM
THAT DELIVERS
The IncentiveWorks HOSTED BUYER
PROGRAM brings qualified industry
professionals from across Canada
and around the globe to participate
in IncentiveWorks.
The program includes:
T
 remendous Networking Opportunities through
IncentiveWorks and partner events, plus private events
exclusive to hosted buyers
High Quality Industry-Specific Education that will push your
career to the next level and allow you to earn CE credits
First access to Education Sessions
Toronto Site Tour Event
Most meals
Return transportation to/from Toronto
Up to 4 nights Accommodation

IncentiveWorks was extremely well
organized with a lot of good
takeaways for our own events.
- TRUDI CHAREST

DIRECTOR OF TRAINING, HR & EVENTS,
EYE RECOMMEND

SUBMIT YOUR
HOSTED BUYER APPLICATION TODAY!
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Canada and internationally to Toronto each
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I gave Canadians some the most breathtaking landscapes in the world. But clearly my pride and joy
is Banff National Park. Here you’ll find the Rocky Mountains, 2500 square miles of pristine wilderness
and some rather picturesque mountain towns. Not to mention first class amenities, meeting spaces and
adventures. I’ll give your guests an experience they’ll cherish forever. Because here in the only protected
mountain resort on Earth, I rule. Visit BanffLakeLouise.com/meetings.
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SPECIAL ADVERTISING SECTION

T

he wilderness here is unspoiled, the amenities are
modern, and the experience is like nowhere else on
earth. Here in Canada’s oldest national park and UNESCO
World Heritage Site, you’ll do things you never thought you
would: walk on a glacier, eat dinner with a moose, and watch
ballet under the stars. Matchless mountain vistas will inspire
you and your team to break free of your routine, here, where
nature rules.
Banff and Lake Louise offer more than just a location to meet
and do business. For many, they are bucket list destinations –
places where groups test their limits. What would it mean
for your group to guide a dog team through a snowy
mountain pass? Or rope up to climb a frozen waterfall?
Even the effort to catch a lake trout through a hole in the ice
will leave lasting memories of adventure, accomplishment
and satisfaction.

Winter is the setting for some of the most breathtaking images
of Banff-Lake Louise, but you can break free in warmer weather,
too. Tour the emerald waters of its mountain lakes, soar above
the towering peaks in guided helicopter flight, or experience a
spectacular sunset from the top of the Rockies.
The rewards start right at the airport, where staff with the Banff
Airporter make sure you’re relaxed and comfortable for your first
glimpse of the magnificent Rocky Mountains.
Adventure plus award-winning spas, internationally recognized
chefs, and some of the most comfortable beds in the world give
your colleagues more to look forward to. Banff-Lake Louise offers
all this and more in one of the most breathtaking natural settings in
the world. It’s a unique location that gives you the opportunity to
push the planning boundaries and create once-in-a-lifetime events.
A meeting in Banff-Lake Louise is more than business, it’s a reward.

BREAK

FREE
Things are different in

Banff National Park.
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now-capped mountains are among Canada’s most
iconic and enduring images. Now imagine that
frame-worthy view from your conference site, hotel
room or hot tub. Every vista in Banff National Park’s 6,641
square kilometres will leave you breathless.
The views inside our hotels are just as stunning, with
grand stone staircases, magnificent antler chandeliers and
fireplaces deep enough to roast a wild boar. The Fairmont
Banff Springs will even indulge your royal fantasies with a
Medieval Feast at the Castle.
Want something less grand, but just as special? One of
our hidden gems is the outdoor hot tub at the Buffalo
Mountain Lodge, tucked away below the stone steps in
the magnificent hillside garden.
The railway workers who stumbled on the hot springs
at what is now called Sulfur Mountain had no idea their
discovery would invite the world to experience the
accommodations and experiences in Canada’s rugged
west. You can share that spirit in today’s sophisticated
west at meetings and conferences in Banff-Lake Louise.

MAKE YOUR NEXT MEETING
MEMORABLE
The Fairmont Banff Springs repeatedly amazes
the most discerning conference planners.
With over 72,000 square feet of versatile
convention, event and exhibit space your
event will be a perfect fit. Whether it’s a
reception in the grandeur of the Mt. Stephen
Hall, or a presentation to 1,000 clients in the
Van Horne Ballroom, we will ensure your
event is marked with impeccable taste and
gracious hospitality.

www.fairmont.com/banffsprings
1.866.540.4406
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ICONIC

MOUNT VIEW BARBECUE
A uniquely private off-site venue where your
group can kick up their heels to live music
entertainment and dine on our legendary
barbecued Alberta Hip of Beef.
Only 15 minutes from most Banff hotel
properties, your experience here is certainly
to be the highlight of your Banff area function.

www.mountviewbbq.com
403.762.0115

MEET AT THE
BANFF PARK LODGE
All of downtown Banff is at our doorstep and
with more than 19,000 square feet of meeting
space we provide all the amenities and
technical capabilities of a major city hotel –
without the higher cost! Our spacious guest
rooms and suites have private balconies with
spectacular mountain views. Come breathe
new life into your next meetings!

www.banffparklodge.com
1.800.661.9266

14-03-20 5:57 PM

SPECI AL ADVER TI SI NG SECTI ON

T

here is no better stimulant than the
fresh mountain air. While your senses
are at their sharpest, treat them to
some of the world’s best food and wine. Sink
your teeth into a piece of freshly carved hip
of beef, then get out of your dinner chair for
a line-dancing lesson or jig to a lively fiddle
at the Mount View Barbeque.
Try a tasting menu in the Eden Dining
Room at Rimrock Resort Hotel and find out
why they’ve earned a AAA Five Diamond
rating for ten consecutive years. The Chef’s
Table at the Buffalo Mountain Lodge shares
the secrets of preparing local specialities
while you and your group enjoy them with
perfectly paired wines.
Private rooms can be arranged for groups
of almost any size at different venues in the
area. Dine with a moose at the Maple Leaf
Grille and try the Alberta cowboy steak,
bison stroganoff, or seafood tower.

TASTY

Start and end your day with delectable
delicacies and all your senses will be
satisfied during your stay in Banff-Lake
Louise.

EAT & GREET IN
DOWNTOWN BANFF

THE BANFF CENTRE

Located on Banff Avenue’s busiest corner,
our iconic log cabin interior provides a truly
unique, Canadian-inspired dining experience.
• 4 private rooms for groups as small as 8 or as
large as 46
• 2 floors of dining space, each featuring a full
service bar & lounge
• Group menus showcasing Alberta beef,
game meats and West Coast seafood
• Capacity: 200 seated, 300 cocktail

The Banff Centre is a renowned site for
Canadian and international meetings,
workshops and summits, and is a soughtafter conference venue for high-impact
and results driven events. Situated in the
vibrant mountain destination of Banff, The
Banff Centre offers professional conference
facilities and services for groups of up to 1,000
delegates. The Banff Centre’s inspirational
setting and creative, educational environment
provide the essential framework for
productive learning and engagement.

www.banffmapleleaf.com
403.760.5088

www.banffcentre.ca/conferences
403.762.6485 1.877.760.4595
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THE FAIRMONT CHATEAU
LAKE LOUISE
The Fairmont Chateau Lake Louise is a world
class resort in a one-of-a-kind destination.
Inspire your group through authentic
experiences and breathtaking surroundings.
Add to that a variety of unique indoor
and outdoor group activities perfect for
promoting and inspiring unity in your team.
Historic grandeur blends with state-of-theart technology throughout the 3,340 square
meters of inspiring function space, while our
skilled conference services team ensures that
your event is tailored to your every need.

www.fairmont.com/lake-louise
1.866.540.4413

14-03-20 5:57 PM

SPECIAL ADVERTISING SECTION

B

anff-Lake Louise is a stunning setting for your team
to experience natural thrills. How many meetings
and conferences get feedback like this: “My heart
was pounding the farther out we went!” And, “Thank
goodness for strong ropes and reliable handholds!”
Nowhere else on Earth offers a variety of high-impact
activity like Banff-Lake Louise. The new Glacier Skywalk
takes you nearly 1,000 feet over the Sunwapta Valley
where you’ll peer into a crevasse and see melt water
streams, millwells, and if you’re lucky, ice avalanches –
all from a safe distance. Mount Norquay’s new Via Ferrata
allows almost anyone the thrill of a climb up the sheer
rock face, using permanent hand-holds and ropes.
Winter or summer, there are many ways to get around
the mountains and through the valleys: snowshoeing,
dogsledding, hiking, or riding a gondola to see the view
in comfort – all are fabulous ways to enjoy the natural
beauty of the area and take home memories of a
thrilling experience.

ADVENTURE
BUFFALO MOUNTAIN LODGE
Whether sitting under a towering open-beam
ceiling and antler chandelier, or enjoying the
warmth of our massive field-stone fireplaces,
Buffalo Mountain Lodge is the perfect venue
for a meeting. Located on nine acres on
Tunnel Mountain Road in Banff, Alberta,
the lodge has 108 guestrooms, with woodburning fireplaces and private balconies.
The restaurant and lounge offer a variety of
unique boutique wines and our signature
Rocky Mountain Cuisine, featuring elk and
bison.

www.crmr.com/buffalo/
1.800.661.1367
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UNPARALLED
MOUNTAIN VIEWS
Our modern open concept space features
a secluded, mountain-view terrace and
interactive display kitchen. Watch our team
of talented chefs create a regionally inspired
meal that will impress the most sophisticated
palette.
• Mountain views from every seat
• Private & semi-private options
• Seasonal food stations are a fun & social
alternative to plated meal service
• Capacity: 85 seated, 150 cocktail

www.thebison.ca
403-760-5088

BANFF AIRPORTER
Banff Airporter offers private and scheduled
transportation between the Calgary
Airport and Banff/Lake Louise. Our team of
transportation experts will design a strategy
to suit your group. Get creative and choose
video entertainment from our extensive
library. Enjoy luxury vehicles, professional
drivers and, of course, the view. With nearly
two decades of dedicated service behind us,
we invite you to experience our smart blend
of comfort and efficiency.

www.banffairporter.com
1.888.449.2901
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ong before any of us were here, Banff-Lake Louise
was an inspiration for adventurers, artists and
explorers. Today, everyone is inspired by the scenery,
local hospitality and wide range of activities. You and your
team will be able to reach new heights, whether you stay
for a weekend, a week or even longer.

BANFF IS FOR

Work, play and explore here and you’ll see why Banff-Lake
Louise remains at the top of so many must-see destination
lists. Everyone can find something to love, here, where
nature rules and business meets awesome.

P HOTO BY SE A N H A NNA

EVERYONE

After a busy day of business and adventure—inside,
outside, or a bit of both—everyone can clear their heads,
sooth their souls and nourish their bodies at one of the
area’s many spas. If you like, you can even start your day
with a healthy breakfast and energizing massage to get
your creative juices flowing (Fairmont Banff Springs).

SUNSHINE MOUNTAIN
LODGE

BREWSTER CORPORATE &
EVENT MANAGEMENT

THE RIMROCK
RESORT HOTEL

Experience a retreat in the heart of the
Canadian Rockies at the eco-luxurious
Sunshine Mountain Lodge. Just an hour and
a half from Calgary, Banff’s only slopeside
accommodation is located at the world
renowned Sunshine Village Ski Resort. Take
your group on the new Historical Snowshoe
and Fondue Tour, a recognized Canadian
Signature Experience or explore ski and stay
specials for groups of 15 or more.

Brewster Corporate & Event Management
is a division of Brewster Travel Canada that
includes the meeting, conference, incentive
travel and special events markets. We are
a leader in our partnerships with local and
regional suppliers of corporate products.
Brewster CEM services include: staffing,
transportation, off-site events, tours/activities,
team building, housing, event management,
entertainment, theme development,
production and audio visual. Our exceptional
team of professionals has 80+ years of
combined corporate and event management
experience.

The Rimrock Resort Hotel is a unique Four
Diamond property located in Banff National
Park. The Rimrock features 18,000 square feet
of function space with breathtaking views of
the Canadian Rockies, Western Canada’s only
5 Diamond Dining, a full service luxury spa, a
complimentary 24 hour fitness facility and 346
newly renovated guest rooms. The Rimrock
Resort Hotel is a special place to visit for a
truly remarkable experience.

www.skibanff.com
1-87-SKI-BANFF (1-877-542-2633)

Banff_Spring 14 Supplement_Mar19.indd 61

CONTACT:

www.brewster.ca
Kevin Whitfield 403.762.6738

www.rimrockresort.com
sales@rimrockresort.com
1-888-RIMROCK (746-7625)
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- 2013 INDUCTEES -

DOREEN ASHTON-WAGNER
INDUSTRY INNOVATOR

JUDY HEALY
INDUSTRY MENTOR

BETTYANNE SHERRER, CMP, CMM
INDUSTRY PLANNER

SHEILA WONG, CEM
INDUSTRY VOLUNTEER

DANYELLE MACCULLOCH
INDUSTRY RISING STAR

TREVOR LUI
INDUSTRY BUILDER

J. RALPH STRACHAN
INDUSTRY VETERAN

Who will You nominate?
BOSS. COLLEAGUE. PARTNER. FRIEND. CLIENT.
Give them the recognition they deserve.
Nominate your peers for a
2014 M+IT Hall of Fame
Award Today!

Categories

 Industry Mentor
 Industry Innovator
 Industry Planner
 Industry Volunteer
 Industry Builder
 Rising Star

N E W y:
C a te g o r A
IG IDE

THE B

Visit www.meetingscanada.com/HallofFame to nominate
A special thank you to our sponsors:

MIT_FP_HOFv2.indd 62
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1. Mujjo’s new SlimFit wallet sleeve for iPhone 5S is crafted from a single piece of full-grain, vegetable tanned leather. €24.75. mujjo.com
2. Wheeled underseat carry-on with back-up bag features a large main compartment, front organizer section, mesh expansion pocket
and full-size back-up bag that folds for compact storage. $120.00 USD travelon.com 3. Designed to help users reach their health goals,
the Fitbit Flex Wireless Activity + Sleep Wristband syncs wirelessly via Bluetooth 4.0 to select iOS and Android devices. MSRP: $99.99
fitbit.com 4. The new Nikon 1 V3 is a compact DSLR shooter. Features include built-in WiFi® connectivity2 and a touch-panel tilting LCD
display. Available April 2014. MSRP: $899.95 (body only). nikon.ca 5. New from Bose, the SoundLink® Bluetooth® Speaker III connects
wirelessly to smartphones, tablets and other Bluetooth devices. Accessory cover is available in five colours. $319. bose.ca 6. Viewsport
T’s feature the patent-pending ViewSPORT sweat-activated technology, which reveals a design as perspiration comes in contact with
the fabric. $29.99 and up. orangefish.ca
MEETINGSCANADA.COM
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1. This celadon super stool stands 16 7/8”
high. Visit mwcbk.com for retailers.
2. Perfect for tea-themed events,
Midwest-CBK’s antique silver teapot
mini lamp measures 6” x 6” x 10.25”.
Visit mwcbk.com for retailers.
3. Brewsees are sunglasses with a bottle
opener at the end of each arm. $34.99 $44.99. orangefish.ca
4. Each set of Antique Camera Bookends
by Breck Armstrong includes one camera
with the iconic flash bulb and one without.
No two sets alike. $330.85
uncommongoods.com
5. Brookstone Easy Open Bottle Opener
operates with a simple downward push.
Made of stainless steel. 25 minimum/$21.59
per unit. universallinksinc.com
6. Part of Colonial Candle’s new Paris Collection, River Seine combines the scents
of pink pepper, anise and geranium with
watery flowers and musk. MSRP: $15USD.
Visit colonialcandle.com for retailers.
7. This customizable metallic tote is
available in gold or silver. It features a large
main compartment and interior accessory
pocket. 50-99 units $17.95 each. Setup
charge varies. plumgiftco.com
8. Polar Ice Cube Molds, designed by Atsuhiro Hayashi, create miniature ice penguins and
polar bears. $22.99. uncommongoods.com
See more Gifts & Gear @ www.meetingscanada.com
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AUGUST 19+20, 2014

TORONTO AREA PLANNERS

Did you know you can be
hosted at IncentiveWorks?

Give a little of your time and get rewarded
with complimentary high quality education
and networking!
Local planners who participate in our appointments
program will receive a full education pass,
including lunch daily, and a closing party ticket.
Full details on our local host program
can be found at

1. Patent-pending Lay-n-Go® Cosmo is an 18” diameter cosmetic bag
that quickly converts into a handled clutch. $29.95 orangefish.ca
2. Little Birdie Travel Soap is made from spirulina, shea butter and
olive, coconut and palm oils. It is packaged in a deodorant style
container. $9.29. uncommongoods.com 3. Alpha 2 is an undated
version of TUMI’s iconic Alpha collection. It boasts 30+ improvements and 14 new technical patents for a lighter and more spacious
design. Available in black, gray/orange and espresso. $595-$1,045
USD. tumi.com

LIMITED QUANTITIES
REGISTER TODAY

Registration is NOW OPEN
Produced by:

Live outside Toronto?
Check page 54 for
details on our
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CanSPEP Gala

CSAE Tete-a-tete

Namibia Reception

LEFT TO RIGHT: 1. Rebecca Alexander, Meetings & Conventions PEI; Farida Esmail, Plan R Us. Photo credit: Pinpoint National Photography.
2. Melanie Corbin, Atlific Hotels National Capital Region; Amanda Portinari, Le Dolci; Kristina McNamara, Ottawa Marriott. Photo credit:
Pinpoint National Photography. 3. Natalie Lowe, CMM, Celebrate Niagara; David Stempowski, Eaton Chelsea; Tuesday Johnson-MacDonald,
CMM, CMP, Tap Resources. Photo credit: Pinpoint National Photography. 4. Cheryl Austin, Imagine for You Inc.; Dallas Ballance, CMP, Goodwin Ballance Communications. Photo credit: Pinpoint National Photography. 5. Cindy Gascon, Fairmont Le Chateau Montebello; Heather
Michael, Canadian Association of Medical Radiations Technologists; Helen Kenny, National Judicial Institute; Chris Fenn, Fairmont Chateau
Laurier; Helen Koutsandreas, Fairmont Hotels Vancouver; Victor Paixao, Fairmont The Queen Elizabeth. 6. Natasha Martin, Namibia Tourism
Board – North America (NADM)/Solimar Int’l; Malcolm Griffiths, NADM/DCI; Dallyce Macas, Éminence Canada.
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eventConnect

CHMSE General
Managers Night
LEFT TO RIGHT: 1. Bob Vaez, EventMobi; Cher Jones, Socially Active; Ahmad Iqbal, Atendy. Photo credit: Karmel Creative Photography. 2.
Kalla Tonus-Burman, WPICC, Starlight Children’s Foundation Canada; Moriah Bacus, Define Events. Photo credit: Karmel Creative Photography.
3. Stephanie Rapko, MediaEdge Communications; Pat Cluett, The Glenerin Inn & Spa; Christine Otsuka, M+IT. Photo credit: Karmel Creative
Photography. 4. Lucia Al-Zaitova, eventConnect; Wendy La, Hotel Le Germain. Photo credit: Karmel Creative Photography. 5. Neda Mojgani,
Radisson Admiral Hotel Toronto Waterfront; Kathleen Cheung, Four Points by Sheraton Toronto Airport; Lyn Dumbrique, Eaton Chelsea, Toronto. Photo credit: Skylight Images. 6. Steve Bury, Freeman Audio Visual (formerly AVW-TELAV); Ron Pellerine, Eaton Chelsea, Toronto; David
Ogilvie. Photo credit: Skylight Images.
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PCMA Convening
Leaders

Quebec Day

Travel Alberta Event
at CSAE Tete-a-Tete

MPI Toronto Chapter
Awards Gala
LEFT TO RIGHT: 1. Jen Holly, Travel Alberta; Brent Beatty, Edmonton Tourism. 2. Christine Otsuka, M+IT, Jonah Wolfraim, EventMobi; Stephanie Robinson, EventMobi. 3. Helene Prud’homme, Tourisme Laurentides; Katia Navratil, Esterel Resort; Sylvie Guesthier, hotel Quintessence;
Richard Howard, Station Mont Tremblant; Ginette Thibault, Manoir Saint-Sauveur; Sylvie Allard, Fairmont Tremblant. 4. Cori-Ann Canuel, M+IT
; Theresa Kloster, Renaissance Edmonton Airport; Heather Dow, Events and Management Plus Inc.; Lori Ehnes, Shaw Conference Centre. 5.
Courtney Stanley, EventMobi; Stephanie Hiltz, M+IT. 6. Bettyanne Sherrer, ProPlan Conference Planners; Joe Orecchio, Road Ahead Meetings
& Events.
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+FIND
Private, luxurious and a little Gatsbyesque,
the underground cellar at Whistler’s Bearfoot Bistro
surrounds dinner guests with more than
20,000 bottles of wine—the largest collection in Western Canada.

Photo: Bearfoot Bistro / Joern Rohde
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Pan Pacific Meetings
With a view to perfection
 Spectacular, panoramic views
 Legendary hospitality
 42,000 sq. ft. of unique event space
 Award winning cuisine
 First class service and amenities
 Central downtown waterfront location

Discover why Pan Pacific Vancouver is like no other.
Email: sales@panpacificvancouver.com

www.panpacificvancouver.com
300 - 999 Canada Place, Vancouver, BC V6C 3B5 1.800.663.1515
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