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Build your network with industry
experts, peers and business
leaders at the IncentiveWorks
education program.

LEARN

Many education sessions to choose from to
help you plan and execute better meetings
and events. Choose from workshops,
keynotes, expert panels and more.

@Incentive_Works#iw25#iwshow
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Over 400 exhibits representing over 700 companies from a wide
variety of domestic and international destinations, hotels, resorts,
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With 1.2 million sq ft of meeting space,
Calgary is a place where forward-thinking minds come together.

Innovative and high energy, we oﬀer the event expertise,
amenities and hospitality needed for world-class events.

Meet in Calgary – an intellectual hub that shares knowledge
and promotes opportunities for the global economy.
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Education on the Event
Canvas methodology is
coming to Canada thanks to
a partnership between FMAV
and The Meeting Professionals
International (MPI) Foundation.
Event Canvas is a strategic
management template
for developing new or
documenting existing event

MPI WEC 2016 IN ATLANTIC CITY
PHOTO: Orange Photography
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VIDEO
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KUALA LUMPUR

BLOG

Les Selby, CMP, CMM
Industry Insider:
Disruption or
Normalcy?

MORE GREAT PLACES
TO MEET IN CANADA

“No business or activity is immune
from change and, as it has
been for years, the rule to live
by is ‘adapt or die’.”

Listen in on the conversation or better
yet, join in! Follow us on Twitter for the
latest breaking industry news and updates
@MeetingsCanada
6

and conference models.

View and share event photos, ask for advice
from other planners and suppliers or react
to industry headlines on our Facebook page
(facebook.com/MeetingsCanada)

“The real questions to
ask are: ‘How can I use
my phone as a valuable
tool rather than
becoming used by the
phone as though I am
the tool?’ and ‘How can
I strategically approach
my device so that it
doesn’t have total
freedom to distract
me and toss demands
at me every moment
of the day?’”
Curt Steinhorst
“Avoiding Distractions”
See Curt @ IncentiveWorks
2016 “Thriving in the Age of
Distraction” 11:00 a.m. to 12:00
p.m., Tuesday, August 16, 2016.
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BIG THINKING DESERVES
A BIG PRESENTATION

An immersive meeting experience.
Cineplex.com/CorporateEvents | 1-800-313-4461 | Events@Cineplex.com

™/® Cineplex Entertainment LP or used under license.
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I N S P I R AT I O N
AT Y O U R
FINGERTIPS.

With MeetingsImagined.com, all the resources
to plan world-class meetings at the Halifax
Marriott Harbourfront are just one click away.
Browse a wealth of inspiration, learn tips and
trends from the experts and discover your
meeting’s purpose.
With MeetingsImagined.com and the Halifax
Marriott Harbourfront on your side, your next
meeting will be as inspired as you can imagine.
Contact our team at 902.428.7803 to start
putting your plan into action.

H A L I F A X M A R R I OT T H A R B O U R F RO N T
1 9 1 9 U PPER WAT E R ST R E ET, H A LI F A X , NOV A SCOT IA
P H O N E 9 0 2 . 4 2 1 . 1 7 0 0 W W W . H A L I F A X M A R R I OT T . CO M
FACEBOOK.COM/HALIFAXMARRIOTTHARBOURFRONT
TWITTER @HALIFAXMARRIOTT

MEETINGSCANADA.COM
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+EDITOR’SCOMMENT

EXPERIENCE REQUIRED

COMING NEXT ISSUE
Update on Prague and Budapest;
highlights of the Meetings Market Report and Incentive Travel Survey; M+IT's
2016 Hall of Fame inductees; IncentiveWorks Wrap-Up; and more.

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

In 1999, Harvard Business Press published The Experience Economy by B.
Joseph Pine II and James H. Gilmore. In
it, the authors argued that to survive and
thrive, businesses must offer customers
memorable—preferably transformative—
experiences. It was these experiences
that would lead to product sales, repeat
business, etc.—success, in short.
I was covering the retail market when
The Experience Economy was released. The
Internet was killing off the few independent retailers that had survived the coming
of the big-box retailers. Those stores that
had endured, or even more impressively,
launched and grown, did so by delivering
on customer experience.
I see parallels between the retail market then and the meetings industry today.
Just as stores were losing customers back
in 1999, events today are losing attendees
and association memberships are falling off. The way to combat both of these
things is to offer great experiences. The
type of experiences that are impossible to
forget. Experiences that attendees want to
share with friends, family and colleagues.
Experiences with value.
Multiple studies have revealed that
millennials place greater value on experiences than on acquiring "stuff." But I don't
believe this is entirely a generational shift.
I am a ﬁftysomething, and when I attend
a conference or event, I want it to deliver
something memorable—social mediaworthy—be it in f&b, education, entertainment or activities. To get me to talk about
the event, and more importantly, return to

it the next year, an experience is required.
MPI gets this. Last year they introduced
an Experiential Event program and certiﬁcate. This year, as if to prove their own
point, they kicked things up a notch at
their annual World Education Congress,
which was held in Atlantic City, June 11-14.
Under the theme of "breaking the rules,"
they set up ﬁve stages in the main ballroom
at Harrah's Resort and Convention Centre.
They messed with the furniture, setting up
the tables and chairs in a variety of conﬁgurations and styles, and throwing in banks
of comfy seating. They also hired comedian Dena Blizzard to emcee the event. But,
in truth, she facilitated it, popping up at
off-site events, taking photos with people,
and engaging with attendees—all fodder
for the next day's ad libs and the creation
of an overarching narrative. Brilliant.
Here at M+IT, the events team is putting
the ﬁnal pieces in place for IncentiveWorks
2016, taking place August 16-17 at the
Metro Toronto Convention Centre. Some
of those pieces are shared in the preview guide that came with this magazine.
Others are secrets. Like you, I have to wait
until the show to ﬁnd out what they are,
but I'm sure they'll make your IW experience memorable and shareable!

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.
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TRUE MARITIME HOSPITALITY
Experience the best of Canada’s east coast. Make the most of your business
travel with an incredible variety of meeting spaces and specials. Explore ‘not to miss’
features from the famous Prince Edward Island beaches to standing over the mighty
Miramichi River, you’ll find a hotel or resort that best fits your needs.

FOR YOUR EXCLUSIVE MEETING & INCENTIVE TRAVEL OFFERS:
JANET HIGGINS, 1.902.629.2313 | JHIGGINS@RODDHOTELSANDRESORTS.COM
MONCTON – MIRAMICHI – YARMOUTH – CHARLOTTETOWN – PEI RESORTS
WWW.RODDMEETINGS.COM
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Meetings + Incentive Travel
is proud to honour its
2016 Hall of Fame Finalists
These planners and suppliers were selected from
a record number of nominations submitted by
industry peers. The 2016 Inductees will be announced
at a special live ceremony on the opening day of
IncentiveWorks 2016, August 16, 2016

INDUSTRY PLANNER

INDUSTRY MENTOR

THE BIG IDEA

KATE CHENEY, CMP, CMM
Queen Bee & Event
Specialist
ConventionALL
Management Inc.

DIANE ALEXANDER
Account Executive
SM+i/Strategic
Meetings + Incentive

JENNIFER HOLLY
Founder
Meetings of the Mind

HEATHER DOUGLAS
Senior Buyer
Meridican Incentive
Consultants

CYNTHIA J.
LAMONT, CMP, CMM
Owner
ConnLinn Meetings &
Events Management

JASON KATZ
Founder & President
Atmosphere Event
Communications

CLAIRE LEAHY, CMP
Director of Events
Managing Matters Inc.

CONSTANCE
WRIGLEY-THOMAS,
CAE
Owner/CEO
Essentient Association
Management &
Events

TIM WHALEN, CMP
Executive Meeting Manager
Fallsview Casino Resort

THE 2016 HALL OF FAME AWARDS
ARE SUPPORTED BY:

M+IT’s Hall of Fame program was launched eight years ago. Its goal is to celebrate the accomplishments and contributions of
meeting and incentive travel industry professionals. For more information visit halloffame.meetingscanada.com.
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INDUSTRY VOLUNTEER

INDUSTRY BUILDER

INDUSTRY RISING STAR

HAYLEY BISHOP,
CMP
Account Director
Wynford

SHAWNA MCKINLEY
Director of Sustainability
MeetGreen

ERYNE SARABIN
Owner
Tycoon Event Planning &
Promotions

AARON KAUFMAN,
CSEP
President
Fifth Element Group

HEATHER REID,
ARCT MSC
Principal
Heather Reid Event
Consulting

CANDACE SCHIERLING
Director of National
Conventions & Event Marketing
Tourism Saskatoon

CONSTANCE
WRIGLEY-THOMAS, CAE
Owner/CEO
Essentient Association
Management & Events

LESLIE WRIGHT
President
Fletcher Wright
Associates

CHRISTY WRIGHT, CIS
Operations Coordinator
SM+i/Strategic Meetings +
Incentives

INDUSTRY INNOVATOR (acclaimed)
GRANT SNIDER, DMCP
President/CEO
Meeting Escrow Inc.
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WINNIPEG

is your window of opportunity

RBC Convention Centre
(opening spring 2016)

Set your sights on the centre of Canada where a new Winnipeg has come into focus.
With sweeping views from the newly-expanded RBC Convention Centre,
a vision for a brighter future at the Canadian Museum for Human Rights,
and panoramas of playful polar bears at the Journey to Churchill,
we have eye-catching venues for any occasion.
To book your next convention please call Tourism Winnipeg
1.855.PEG.CITY (734.2489) or visit meetingswinnipeg.com
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WINNIPEG
ONE OF THE 20
BEST TRIPS IN 2016

- National Geographic Traveler Magazine
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+LEADERSHIP

KNOWLEDGE
TRANSFER
LEARNING, LIKE MUSIC, NEVER STOPS
BY JANET L. JAKOBSEN, CMP, MBA
The commitment to lifelong leadership learning opportunities drives creativity and innovation in business. It is
what keeps us up at night, gets us up in the morning, drives
us crazy, makes us the happiest we have ever been, and allows us to the meet the world head-on. It is the heart and
soul of the hospitality industry. It also propels us to make
game-changer decisions in our careers and our lives, but
only if we have the guts and can handle the ride and the
uncertainty that lies at the end of the journey.
The temptation to reinvent myself at 50 was overwhelming. After more than 25 years working in the hospitality industry, I walked away from a great position at a wonderfully
supportive organization. I said good-bye to my expense

©wildpixel/iStock
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account, black-tie dinners, admin support, company-paid
cell phone and gourmet client lunches.
I became a professor—a “professionally titled educator”—in the Hospitality and Tourism Division at Niagara
College, in Niagara Falls, Ont. The fact that I changed my
entire life on April Fool’s Day is not lost on me.
Fast-forward eight years. I felt the need to go back to the
hospitality industry to “sharpen the blade.” Fortunately, Niagara College is committed to life-long learning for faculty
and provides the opportunity for us to return to the ﬁeld.
Finding the right ﬁt for my eight-week learning module took a great deal of effort. Some said I was lucky, but
to quote legendary ﬁlm producer Samuel Goldwyn: “The

MEETINGSCANADA.COM
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+LEADERSHIP
“The temptation to reinvent myself
at 50 was overwhelming.”
harder I work, the luckier I get.”
I was lucky to meet Vince LaRuffa, vicepresident, resort sales and marketing, Universal Orlando® Resort, in Orlando, Fla. Vince was
serving as the MPI Foundation global chair and
I was on the Canadian Council. We shared a
passion for lifelong learning. Vince was preparing to return to school to earn his Masters
Degree, and he knew I had done the same as
a mature student. When I discussed my desire
to take a “learning leave,” he was very responsive, and created the opportunity for me. He
had only one proviso: I had to ensure there was
a “learning exchange” with the Universal Orlando team members to whom I was assigned.
LESSONS FROM THE CLASSROOM
TO THE BOARDROOM
At Niagara College, we take pride in providing our students with “Monday morning ready” competencies, teaching them
the theory and the applications to hit the
ground running. I was very interested to
test if our practices were as current as we
thought. Not exactly Undercover Boss, but
the concept is the same.
In my customer service class, we discuss
the opportunities and challenges of multiple
generations in the workforce. At Universal Orlando, I lived the reality of the lesson. I did not
report to my peer, Vince. My supervisor was a
very smart and very pleasant young woman
named Kate Lochridge. She is from the same
generation as my kids. The rest of the team
was equally clever, enthusiastic and young.
Another business skill we teach is how
to establish objectives, be it for an event,
a business plan or project. Every meeting
with Kate began with, “The goal of today’s
discussion is to…..” This was instrumental
in establishing a clear path for me to complete my assignments.
Providing constructive feedback is a
daily occurrence in my role as a teacher. At
Universal Orlando, “touch point” and “one
on one” meetings are core to the culture of
what is a complex, multi-level organization.
I was very impressed by the strategic and
tactical guidance Kate provided.
I tell my students to ask for clariﬁcation
if they don’t understand something, and
16

emphasize that there are no bad questions. I
get frustrated when they don’t ask, and then
submit work that reﬂects a lack of comprehension of the assignment. Yet when I found
myself in uncharted waters, I was very concerned that I was doing a good job and didn’t
want to appear stupid or old. Asking questions is tough, so I was grateful when team
members would pause and “translate” an
acronym or clarify a term or process that was
being discussed, even though time was tight
at every meeting. It was a good lesson for
me and something I will remind myself to do
when I return to the classroom, even though
time is always tight in our world, as well.
Food is the great equalizer, be it in the
classroom or the boardroom. I have the best
conversations with my students when we
are “chewing.” The same held true at Universal Orlando. The team members made a
point of coming to my desk every day to
invite me to join them for lunch. This was
when my role changed from student back
to teacher, as I helped them through some
of those “I want to ask your opinion on this”
or “I am upset about this” questions.
At my last “touch point meeting” with
Vince, we agreed that my contribution as
an industry professional, mentor, teacher
and friend had emerged very quickly, and
the two-way learning exchange not only
evolved, but ﬂourished in ways we had
never imagined.
I’d like to take this opportunity to extend
special thanks to my very supportive management group at Niagara College for the
commitment to faculty engagement with industry; to Vince, for having the vision to make
this happen; and to Kate, for taking on the
mission and making it so successful for me.
Just as the “music never stops,” neither
does the learning.
Janet L. Jakobsen is a professor
in Niagara College’s Hospitality
and Tourism Division. In 2014,
she was inducted into
Meetings + Incentive Travel’s
Hall of Fame in the Industry
Mentor category. This year, she received
PCMA’s Lifetime Achievement Award.

MEETINGSCANADA.COM

p15-25 Leadership_CriticalPath_SupplyTalk.indd 16

2016-06-24 10:35 AM

+ CRITICALPATH

THE
IMPORTANCE OF

ENGAGEMENT
HOW TO KEEP EMPLOYEES AND CLIENTS
BY BAILEY ROTH & CARLY SILBERSTEIN

Retention has been a hot topic in HR and in most business
circles for some time now. It is the set of actions, policies and
behaviours a company follows to keep their people committed to
their employment with the company. Retaining employees is important for company growth, positive work culture and your bottom line, and we believe at the core of retention is engagement
with your company: both your employees’ engagement as well as
your clients’ engagement.
STRATEGIES FOR ENGAGING EMPLOYEES
At Redstone, we believe in real-time performance feedback. It
is something we valued early in our careers and something we
implemented at our company from day one. The best time to tell
your team how they are doing is while the actual work is being
done. Thanks to technology, we have access to all sorts of information at our ﬁngertips; why should our performance at work be
any different? There are many tools that can be used to provide
real-time feedback. Work.com is one that we like. Another way we
engage our employees at Redstone is to foster an environment
that focuses on learning, where the work is exciting, where the
people are interesting and where the work environment remains
fun. We work hard and we know how to play hard. Millennials care
more about the work environment, where they spend the majority

©iStock
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of their days, than they do about their pay. We know competitive salaries are important, but they do not fare as highly as the
environment an employer chooses to create. We believe in collaboration at Redstone. Our entire team is involved in the strategic
planning, in the decision-making—even in our ﬁnancial decisions.
We’ve created a team of brand ambassadors by providing our employees the same opportunities as the owners. We believe this investment in our team, their education, their skills and their growth
is why we have an engaged team.
STRATEGIES FOR ENGAGING CLIENTS
When you think of “engagement” you generally think about the
human capital at a company. At Redstone, we believe that engaged clients are just as important. We engage our clients by
really trying to understand their challenges, their needs and their
wants so we can be proactive and provide services that are unique
to them. We make sure we get to know everyone that is involved:
board members, committee members, staff, volunteers, etc. When
we onboard a new client, we aim to meet or speak to as many
stakeholders as possible. Each person became involved in your
clients’ organization for a reason – it is important to understand
this reason so you can ensure they continue to receive the beneﬁts
of their participation.
MEETINGSCANADA.COM
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We believe it is important to cater to each audience and to
develop a genuine rapport; ﬁnd your cheerleader in each client
group. It is also important to always remember why you have a
business and why you are successful—it is because of your clients.
Showing appreciation for their business is important and cannot
be forgotten in the busyness of the day-to-day. Demonstrating
that you really care by taking the extra time to develop relationships with your clients will result in more engagement.
STRATEGIES FOR REMAINING ENGAGED OWNERS
The growth of a new business is incredibly exciting, but can also
be quite overwhelming. Remembering why you started your business in the ﬁrst place is critical. When projects are difficult or
when a decision is more complex, we always go back to why we
started our business and we remember what we want to achieve.
If you are a new business owner and haven’t set core values for
your company, we strongly encourage you to do so. When there is
a challenge that arises, a difficult decision that needs to be made
(or even a simple decision) and you are not sure how to handle it,
the answer can often be found by going back to your company’s
core values. As owners, it has really helped us remain engaged,
because the company represents what is important to us. It is also

important to ensure you have a strong support system, whether
that is within your company or at home. We co-founded Redstone;
there are two of us, which means we bring different strengths to
the table, but we also rely on each other to be that “boost” in
conﬁdence when it is sometimes needed. We lean on each other,
our team and our external support networks to ensure we both
remain engaged.
We are excited to be participating in this year’s IncentiveWorks
by hosting two Knowledge Pod sessions, where we look forward
to ENGAGING with you, our readers and our industry colleagues.
We want to learn and hear about your experiences starting your
own businesses and continue sharing ours with you. We want to
have an open dialogue about both the positive experiences and
the challenges that come with starting your own business. We
look forward to seeing everyone in August!
Bailey Roth and Carly Silberstein are the
co-founders of Redstone Agency, an event
and association management company
headquartered in Toronto, Canada, operating
internationally.

Meetings with a
fresh point of view
32 wineries

19 golf courses

2.2 km boardwalk

City of Kelowna, Okanagan Valley, BC

Expect a fresh point of view when you book your next meeting or retreat in Kelowna.
Imagine your event staged alongside vast vineyards or lakeside at a fabulous resort.
Our wide range of meeting and incentive facilities, complemented by spectacular
landscapes, will ensure Kelowna exceeds your expectations.

1-800-663-4345 ext. 217 | meetings@tourismkelowna.com
#meetKelowna |
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DISCOVER
THE ULTIMATE
CORPORATE
ESCAPE.
MODERN LUXURY
LIVES HERE.

Let Celebrity Cruises indulge your guests on our award-winning ships, visiting more than 280 destinations
across the world. Network, build loyalty, and reward your top performers—while we surround you in
modern luxury, as only we can.

EXPERIENCE THE CELEBRITY DIFFERENCE:
• An array of stylish stateroom choices
• Complimentary, state-of-the-art theaters, conference/meeting rooms, and A/V equipment
• Wide range of amenities and turn-down options
• Award-winning cuisine with menus crafted by our Michelin-starred chef, plus 24-hour in-room dining
• Large, luxurious theater perfect for company meetings or award presentations
• Premium event experiences with activities and entertainment to satisfy everyone

Learn about our latest offers:
celebritycorporatekit.com
1-800-722-5934
©2016 Celebrity Cruises Inc. Ships’ registry: Malta and Ecuador.
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TOP 3 TIPS FOR A SUCCESSFUL
THEMED CORPORATE EVENT

1

As an event planner, we’ve all been there. We’re organizing a convention,
tradeshow or corporate event. And we’re asked one of the most catch-22’s
of them all: what’s the theme?
From 70s parties to Star Wars ambiances to
James Bond missions, themed events are touch
and go. Go overboard and attendees can view
your event as the ultimate in kitsch. Tone it
down too much and event goers will feel
underwhelmed at best.
Trends abound with the usual suspects in
terms of event themes (think sports, casinos,
masquerades). However, have you thought
about a theme based on your event’s location?
Most probably. But have you also considered
going beyond the clichés for a truly authentic
experience?

2

1. Get past the marketing hype
Destinations are often tagged with two
or three core stereotypes. Think of major
locations around the world. A few evocative (or
not) images may come to mind. However, it’s
imperative to dig deeper and understand the
true heritage of your host city.

major metropolitan hub. What does this
mean? For example, everyone associates
Québec City with poutine and maple syrup
which is so, well, eons ago for native
Quebecers. This is not say you shouldn’t dish
up real-deal poutine and maple syrup (many
of us even pair it together, we kid you not),
but there are so many other delicacies that
can be enjoyed. Many of our culinary masters
are marrying local deer or fish with the lush
vegetation of the Boreal forest.

2. Tap into what’s trending now, with
a wink to the past
Immersing delegates into what attracts
thousands of visitors each year is one way
to start. But for a class act and to really grab
delegates’ attention, try to combine the past
with the future.
Québec City tip: Our culture is steeped in
tradition and history. It’s something to be proud
of. Nevertheless, we are blossoming into a

With close to 300,000 square feet of
versatile, comfortable and modern
spaces, the Québec City Convention
Centre offers a wide selection of
spaces for every type of event.
Whether you are looking to host a
large tradeshow or smaller networking
gatherings, the Centre provides
award-winning services in a warm and
eco-friendly environment.
convention.qc.ca

3. Look for idiosyncrasies
Every destination has them. Those je ne sais
quoi facets that are brimming with potential
for an event organizer with a creative
mindset, sleuthing skills and gusto. A host city’s
idiosyncrasies, not readily glaring from the
pages of a tourist guide, can be anything from
a hip new district that nobody but the locals
know, quirky event venues that command
attention, or activity that is not quite readily
available anywhere else.
Québec City tip: Québec City offers an eclectic
mix of venues, activities and neighborhoods for
event planners to blend into their programs.
Want to hold a cocktail reception in a church,
we’ve got that. Want to spend a night in an
ice hotel? Done! Aiming for your delegates’
adrenaline rush with dogsledding or white
water rafting? Check!

Québec City tip: Québec City is known for
having a rich history and French culture—and
buried in snow for months out of the year.
Many planners do pull off wonderfully themed
events based on the undeniable allure of
Québec City’s past.
However, this is only the beginning. The city
culture has also been influenced by the four
seasons, the British and Irish, and smorgasbord
of other influences. In a nutshell, talk to your
destination’s local representatives for the inside
scoop into other, more little-known facts
that may just as surprise delegates as the
obvious standbys.

WE’LL HELP YOU THINK
OUTSIDE THE BOX

HISTORICAL ATMOSPHERE.
CONTEMPORARY
EXPERIENCES
Nothing says Québec City quite like the
iconic Fairmont Le Château Frontenac.
Offering the perfect blend between
the landmark’s rich history, modern
facilities and luxury, this hotel is the
most alluring backdrop for a themed
corporate event that stands the test
of time.
fairmont.com

3

From the venue to the décor to the fare to the
entertainment, you need to strike a delicate
balance that plays with the local culture and
heritage, which enables corporate attendees to
discover a location with fun and class.
Avoid outright clichés, particularly with
corporate conventions and conferences, that
can negatively impact the credibility of your
event. Be open to speaking to locals, even
if they are not intimately involved in your
event and, when possible, spend a few days
during your site inspections to soak in the
local vibe. And remember, while all travel
experiences are technically authentic, you
can definitely up the ante to make them truly
one-of-a-kind.

1

Québec City Skyline from the city of Lévis
Photo : Robert Gingg

2 Old Québec, St-Denis Avenue
Photo : OTQ

3 Ice Hotel
Photo : Renaud Philippe

To start planning your meeting
in Québec City, visit :
QuebecBusinessDestination.com
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How is “de-bundling” impacting the meetings industry?
Has the CRTC’s decision to allow Canadian cable subscribers
to choose the TV channels they
buy from the telecoms established a path for the meetings
industry? Given the popularity
of “disruption” and “disruptors” as business concepts du
jour, this action, like menu design, may become an inﬂuencer
as the sector wades through
changing psychographics and
the personal preferences exercised by a generation unaccustomed to compromise. It also
leads to that other great business quest: how to appeal to
millennials?
In seeking new business
models, the meeting sector is
in a semi-contradictory space.
On the one hand, planners and
clients appreciate the budget
simplicity and no-end-of-event
invoice surprise of all-inclusive
pricing offered by resorts and
cruise lines. Yet, other sectors,
like airlines and hotels, have
reacted to price sensitivity by
“de-bundling” services in favour
of á la carte pricing, thereby creating a generation that doesn’t
know in-ﬂight meals, drinks and
checked luggage were once included in ticket prices.
So in an era where “choice,”
“personalization” and “curation”
are the buzzwords, is all-inclusive still attractive or will the
meetings sector move to an á la

carte pricing/purchasing model? Does the next generation of
planners and attendees resent
paying one-price-ﬁts-all fees?
Claire Smith, vice-president of
sales and marketing for the Vancouver Convention Centre, has
thought about the implication
of changed views of telecom
bundles. “Ten years ago the telecoms were all about bundling
everything—cable, WiFi, phone—
as a convenient way to get savings,” she point out. “People felt
good about the savings. I think
what happened now—and it’s
a human behaviour thing, not
necessarily an industry thing—
is that we want to personalize
and customize things so that it
makes sense to us. Where we
thought we were getting a deal,
now we’re starting to object to
having things bundled together
that we don’t value.”
A manifestation of this
changed attitude is in f&b.
Smith says, “Almost all of our
menus now end up having some
customizable pieces. Clients will
look at a catering menu for inspiration, but say, ‘I like this. I
don’t like this. We want that.’ I
think we’re moving to a mindset where we feel much better
if we’re able to customize and
pick the pieces that make sense
for us, and don’t feel like we’re
paying for things we’re not going to use.”

Smith believes the business
model is ripe for change because
of “a disconnect between what
it costs to run a convention and
what people are willing to pay
or what they feel is its value to
them. A lot of organizations are
looking at their pricing strategies
and their membership models
and trying to evaluate it. This is
early talk, but I believe we’re going to start to see real change
in the next ﬁve years in pricing,
both from a supplier and event
side.”
Pick-and-pay pricing may
also help budget-challenged
groups make more facilities ﬁt
their ﬁscal reality, as they can
“scale appropriately.”
Pick and pay isn’t without
challenges. The ﬁrst editions of
events won’t have the beneﬁt
of history to rely on. In addition,
having allowed for customization, how and when does an organizer shut it off so delegates
aren’t trying to pick and choose
during the program?
Chris Meyer, vice-president
of global business sales for the
Las Vegas Convention & Visitors
Authority, which operates the
3.2-million-square-foot Las Vegas
Convention Center as well as
other facilities, has yet to see
pick-and-pay become a factor in
negotiations. However, he suggests there can be a movement
from traditional all-inclusive to

BY ALLAN LYNCH
“more relevant bundles.”
“It’s probably being driven
by a younger demographic, at
least on the planner side, but I
think it’s also a budgetary control issue. When you get into
some properties, you ﬁnd there
is a lot of stuff that you didn’t
realize comes to fruition when
doing your initial planning. If
you’ve got the ability to pick
and choose what you have, even
though that’s going to provide a
different experience, I think it’s
better for a lot of planners from
a budgeting standpoint.”
While perhaps more work
for the organizer, Meyer believes the payback is with the
transparency. “It adds to challenges, but from a pure disclosure standpoint, you’ve got it all
right there in front of you. So if
you’re the end-user, there is no
more, ‘What was this charge
for? What was that charge for?’
It’s all line-itemed out on your
statement. So from a supplier
standpoint, that adds a level of
transparency that is only going
to help our planner partners.”
This is a business change
with a theme song: “Everything
Old is New Again.”
Allan Lynch is a freelance journalist based in
New Minas, Nova Scotia.
He writes extensively
about the business
events industry.
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KEYNOTE PRESENTATION
NEIL PASRICHA

ABOUT NEIL PASRICHA

Happiness Expert
Best-selling author of
The Book of Awesome and
The Happiness Equation
Dubbed the “Pied Piper of Happiness” by The Toronto Star, Neil Pasricha
has shared his revolutionary ideas and frameworks for launching happiness into the stratosphere with more than 200,000 people at hundreds of
events around the world.
He is a Harvard MBA, award-winning blogger, one of the most popular
speakers to ever appear on the TED stage, and a New York Times bestselling author. His ﬁrst book, The Book of Awesome, about appreciating
small pleasures, is a runaway #1 hit. His much-anticipated new book, The
Happiness Equation: Want Nothing + Do Anything = Have Everything, has
just been released.
In his dynamic, interactive keynotes, Pasricha delivers a blend of positive
psychology trends, strategic models and contagious passion for workplace
happiness. He possesses a unique perspective on happiness in the business
context and draws on his background leading leadership development for
Fortune 100 companies to provide attendees with inspiration and tools to
generate ideas, stimulate productivity, and unlock potential. His presen-

Building
Lasting
Happiness
in Your
Organization
and Life
Wednsday, August 17
10:30 a.m. — 11:30 a.m.

The strongest companies in the world
have the happiest people working at
them. Coincidence? No. In Neil Pasricha’s
groundbreaking talk, he reveals the secrets
of these organizations with inspiring,
put-it-in-your-pocket models to build
support networks, manage energy and
stress, and create lasting happiness.
Through researching top leaders at
Harvard, developing leaders inside Fortune
100 companies, and working with clients
like Shell, Kraft, and Viacom, Pasricha
has developed unique frameworks to
create happiness in individuals and drive
engagement and high-performance results
inside organizations. After all, we could
all stand to be a little happier.

tations on modeling happiness have received global praise and attention
from CNN, the BBC, The Today Show, Oprah Winfrey Network, The Guardian, and The Sunday Times.

@1000Awesome
Preview Neil’s session: meetingscanada.com/neil

CMP-IS Domain E:
Human Resources, 1.0 CE
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WE’RE CULTIVATING
SOMETHING AMAZING...

SPECIALADVERTISING
ADVERTISINGSECTION
INSERT
SPECIAL

In response to a world searching out healthier, cleaner food choices and to complement our
existing expertise, a new food experience is sprouting up at White Oaks Resort.

Many have been lucky enough to
enjoy the reﬁned dining experience
that is LIV Restaurant, and many
more make grabbing a bite to eat or
an end-of-day beverage in Play an
uplifting ritual. Now, we are thrilled
to offer our delegates and guests
LIV, Play and their soon-to-be sibling
Grow. (What a culinary family!)
Grow will specialize in bringing
together culinary art, education,
wellness and the ultimate in
nutrition, with a menu committed
to and imagined on sustainability –
primarily plant based – that is vibrant
and minimally processed. The food
will be deeply rooted in health,
innovation, local Niagara partnership
and of course, amazingly delicious.

“

Bee hives are
on the way! Produce
will be picked in the peak
of its season and surplus
will be preserved for sale
in our grocery

”

A new venture with big ideas
and dreams requires a chef with
a matching passion and White
Oaks is thrilled to bring on Chef in
Residence, Kyle W. Paton.

p15-25 Leadership_CriticalPath_SupplyTalk.indd 24

In a few short months, Kyle
has secured a partnership with
the horticultural department at
Niagara College to change green
space at the resort into organic
culinary gardens. Further Niagara
partnerships are being
forged to support local
dairy and egg farmers as
well as sustainably farmed
ﬁsh to ensure your meal is
both nutritious and ethical.
As we go to press,
the Niagara College
Horticultural students have
begun work on the culinary
gardens, and are nurturing
the organic “crops” right
here on property, to provide
Grow with the absolute
freshest ingredients with which to
craft your plate. Bee hives are on the
way! Produce will be picked in the
peak of its season and the surplus
will be preserved for sale in our
grocery – yum!
For groups, Chef Paton is eager to
offer chef tables, interactive cooking
demos and experiences and even
discuss healthy eating at your next
event. With a focus on wellness
sweeping the industry, the timing of
Grow Kitchen & Café could not be
more perfect.
There will be no restaurant like
Grow in the region and certainly no

ﬁtness club in Canada will be able
to boast this comprehensive, holistic
approach to wellness. The expertise
offered at White Oaks Conference
Resort is unmatched. Looking ahead,
the targeted opening is August 2016.

One of the Grow partnerships
that is “growing” quickly, is our
alliance with Ravine Estate Winery
for the obvious shared belief in
organic, farm to table, grow your
own ingredients philosophy. Visit
the White Oaks and Ravine shared
booth this year at Incentive Works to
sample the best of our joint worlds
and see what else will be in store for
groups with our partnered brands
this fall and winter.
Find out how you can be added
to the invite list for our joint Fall
Niagara FAM Tour.
1.800.263.5766 | WHITEOAKSRESORT.COM
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THE RIGHT
BRIGHT
PLACE
FOR ONE MASSIVE
IDEA GENERATION SESSION!

Bright comfy interiors plus our
acclaimed service, fueled by
amazing all-day coffee breaks
make White Oaks the place to
meet in Niagara.
WHITEOAKSRESORT.COM | 1.800.263.5766
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THINKING
OUTSIDE THE BOX
It’s time to explore new formats
in meeting and content design
BY COURTNEY STANLEY

When we meet, we change the world—unless we’re bored, that is. How many times
have you sat in a conference session and:
A. Texted every person from your phone
in 30 minutes (yes, it is possible)?
B. Fallen asleep (you may or may not
have released an embarrassing snore)?
C. Liked so many Facebook photos that
you’ve now become a professional
social media stalker?
D. Doodled on your notebook until the
person next to you calls you Picasso?
E. All of the above.
Being a meeting professional is an incredibly powerful thing. You have the opportunity
to create environments that connect people
for a greater purpose. However, if the atmosphere leaves people feeling like they need
to take shots of Red Bull to survive or you’re
simply looking to spice up your content format, then you need to explore the innovations in meeting design environments that
are changing the way we meet.
The ability to create meeting environments that engage audience members in
atmospheres of action and collaboration is
well within the reach of any planner. We’re
fortunate to work in an industry that places
great value on being creative and pushing
the limits. But sometimes thinking outside
the box can be challenging, so here are
some basics to get you started.

YOUR SESSION IS ONLY
AS GOOD AS YOUR SPEAKER
At the end of the day, attendees won’t remember every statistic or theory presented
in a session. They will, however, remember
whether the speaker was effective and
engaging, or a total snooze. When selecting your speaker, consider the audience.
Is your keynote relatable, accredited and
exciting? Don’t be afraid to ask potential
speakers for video footage and testimonials from previous engagements. Ultimately, you’re interviewing the person who will
be a determinant of your attendees’ overall
event experience

ENGAGEMENT IS KEY,
EVEN IF IT’S UNCOMFORTABLE
Sometimes there are genuine, audible
moans from the audience when a speaker
asks people to connect with one another
during a session. I, myself, dread engagement in sessions from time to time. However, unless attendees start moving and
talking, they will inevitably zone out within
the ﬁrst few minutes. Did you know that the
average attention span of an adult is four
minutes and 52 seconds? That’s only if you
capture their interest within the ﬁrst eight
seconds! There are many ways to connect
attendees, both in and out of their seats.

TALK ABOUT THINGS
THAT MATTER
Remember the lyrics, “Let’s give them
something to talk about”? The goal of any
meeting planner should be to provide attendees with content that stimulates conversation beyond the conference. There
are many channels for people to spread
the word on: social media, video sites,
texts, word-of-mouth, blogs, the list goes
on. If you’re not pushing the boundaries
with content that attendees are asking
for, the conversation begins and dies in
the 60 minutes they’re trapped in that
room. There are a handful of effective
strategies to determine what content
your attendees are asking for, without
having to ask you at all.

DON’T RUN FROM TECHNOLOGY,
EMBRACE IT
Technology tends to be loved or hated. For
those of you out there who aren’t the biggest
fans, I ask that you give technology a chance to
prove you wrong. The purpose of technology
is to be innovative and solve pain. As meeting
professionals, our most important objectives
are often our greatest challenges: connecting,
engaging and inspiring our attendees. By implementing tools that were designed to meet
your objectives, you change the game—and
your attendees’ experience.
Courtney Stanley is a consultant and manager,
Strategic Relationships, for EventMobi. An active
member of PCMA, ASAE and IAEE, she currently
serves on MPI’s International Board of Directors.

See Courtney at IncentiveWorks 2016|“No More Talking Heads!”
Wednesday, August 17, 2016|8:45 a.m. to 10:15 a.m.
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YEARS

CANADA’S MEETINGS + EVENTS SHOW

BE HOSTED AT CANADA’S
LARGEST MEETINGS +
EVENTS SHOW
AUGUST 16+17, 2016
TORONTO, ONTARIO

APPLY TODAY
+ Flexible Participation
Options Available!
+ Limited Spaces

Why the IncentiveWorks
Hosted Buyer Program Works
+ Build incredible relationship building
over several days in small
group environments
+ Develop strong peer-to-peer
connections in an intimate setting

CHECK
IT OUT!

FULL PROGRAM
DETAILS + AGENDA
available online.

+ Grow your network through
private Hosted Buyer events
+ Earn CE credits through
industry speciﬁc education
over all event days
PRODUCED BY

meetingscanada.com/incentiveworks | @Incentive_Works #IW25 #IWShow
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CREATING REVENUE
GENERATING
EVENTS
BY SHANNON DESOUZA, MBET

We’re living in a world where the average
adult spends 11 hours a day staring at a screen.
But customers want to work with someone
they can relate to, not just buy from. Telling
stories and building rapport actually activates
the parts of the brain where we make buying
decisions. In a nutshell, face-to-face matters
and, in the business world, that means meetings and events.
There are several types of sales-focused
events, each of which is driven by a speciﬁc
objective, timeline and result. Three are:
• Pipeline Acceleration Events: Most often
product launches or feature reveals, these
events focus on transitioning prospects
to customers in a swifter manner than the
traditional sales cycle.
• Pipeline Creation Events: A city roadshow is a good example of this type of
event, which is initiated to assist the sales
team in ﬁnding new leads.
• Customer and Partner Events: Used for
customer appreciation and rapport building, these events can mix education, training, business and pleasure. User group conferences are one example.
THE FORMULA FOR SUCCESS
The good news is revenue-generating
events are built on a process that can be
mastered and repeated. All you have to do
is ask yourself these three questions:
1. Where are the VIPs? One of the biggest
challenges to creating a successful event is

getting the right people in the room. There
are a lot of factors to consider here, but the
ﬁrst one is determining the right time and
place for the event to best accommodate
the people you’re trying to attract. The key
is to identify locations where you have a
high concentration of prospects or customers that need some time and attention.
An invite strategy that combines invitations from marketing with highly targeted
outreach from sales is the best tactic. Remember, the focus is on quality over quantity.
By identifying the right target list and leveraging campaigns in your CRM, you can easily
enable your sales team to drive attendance
from their top prospects and customers.
2. What’s the onsite engagement plan for
your sales team? Creating a training session which clearly outlines your expectations, targets and timeliness is necessary.
However, going the extra mile to provide feedback, guidance and ammunition
against your registration list will drive the
best results. The best method is to provide
each sales rep with a targeted list of prospects/customers that includes LinkedIn
bios and related sales notes. Bonus points
for providing additional social materials or
personalized talking points to make your
reps look like superstars!
Having your reps reach out to your target attendees via Twitter and LinkedIn is
also a great way to help personalize the
outreach. This is also a great opportunity

to get some early feedback on the topic
and format of the event, so you can make
adjustments while you still have time. You
should also leverage strategic introductions from your customer advocates to
help motivate the right people in their networks to attend.
3. What’s your follow-up plan? Context
matters when it comes to having productive
follow-up conversations. Without context
around the event conversation, an engaged
attendee is just another lead. Additionally, most teams go into events without a
plan for who is going to talk to whom. It’s
no surprise that 80 per cent of marketing
execs identify improving customer engagement as one of the most important goals
for event marketing. Fortunately, there is
a solution for all of this. In a world where
businesses are collecting a massive amount
of intelligence on their customers, having
this context can be a pretty straight-forward task.
Keeping these steps at the forefront of
the planning process, and reiterating them
to both the sales and marketing teams to
ensure stealth alignment, will ensure a
more compelling event narrative, enjoyable
attendee experience and, most importantly,
impressive sales results.
Shannon DeSouza, MBET is director of sales and
industry relations for Vancouver-based event
technology provider Attendease.

See Shannon @Incentive_Works|“Simplifying Event Marketing ROI”
Tuesday, August 16, 2016 |8:00 a.m. – 9:00 a.m.
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BEFORE
SIGNING

Contracts are a negotiation. Are you exercising
your right to review and counter?
BY HEATHER REID, ARCT MSC

Venue rental contracts, in their ﬁrst draft
form, have been carefully crafted by the
venue’s legal counsel to shift the brunt of
ﬁnancial and logistical risks to the event
host, and maximize the venue’s revenues.
Venues are rightfully protecting their own
interests to the maximum extent. In very
few instances does a ﬁrst-draft venue contract come with a balanced approach that
protects the interests of the event host, too!
Why is this acceptable in 2016? Why are
we, as event hosts, not starting our negotiations with venues in a better position?
In my opinion, it is because we as planners
(and as an industry, although that is an article for another day!) don’t consistently and
sufficiently challenge the status quo.
As professional planners and event
hosts, we need to request and expect contracts that protect our interests, too. We
need to academically know, deeply understand and clearly articulate what is needed
to achieve a balanced, well-negotiated
contract. Riding on a “wing and a prayer”
exposes us and our events to unnecessary
risk. Even though here in Canada we work
in a non-litigious culture, it is my opinion
that we will be there one day! And even if
we don’t, why take any unnecessary risks?
I’ve seen cancellation clauses in signed contracts that would sink an organization—just
because there was a lack of sophisticated
knowledge on behalf of the event’s negotiator! I’ve seen a high-risk activity’s venue

contract without indemniﬁcation clauses—
for either side.
Well-negotiated venue contracts are
the foundation of great events; they set
the stage (no pun intended!) upon which
to build your event. So, what does it mean
to be “well negotiated”? To me, it means
that the event host/planner has methodically, strategically and expertly reviewed,
and then countered, all clauses within the
contract. To me, well negotiated represents
“balanced.” This means both the risks and
the rewards of the contract are shared by
the venue and the event host.
Achieving a balanced venue contract is
not for the faint of heart. It requires expertise, tenacity and conﬁdence!
In my work as a seasoned planner and
venue contract consultant, I have heard
comments from planners such as, “I’d rather
have a root canal than review a contract”; “I
just want to get it off my desk”; and “I don’t
want to be known as a red-ink planner.” On
the other side, venue partners have said,
“It scares me when contracts come back
signed with no changes”; “I’ve never been
asked for that before”; and “No one has
pointed that out before.” All of these statements give me pause and concern.
So, where does the conﬁdence to negotiate a great venue contract come from?
It comes from studying, practicing and
seeking expertise. It comes from recognizing that contract negotiation is a core

and critical part of our professional role.
It comes from participating in education
that digs deep into the confusing clauses,
into clauses shrouded in legalese, and into
clauses that are not included, but need
to be to protect your event. Conﬁdence
comes from tackling head-on the content
of a contract rather than hoping “it will all
work out.” It comes from knowing what
you are asking for, the value of what you
are asking for and that it is in proportion to
the value of your event. And ﬁnally, conﬁdence is learned from being able to ask for
help because you just don’t know what you
don’t know!
One of my favourite quotes comes from
the renowned American lawyer John Foster
Esq. He said: “Before a contract is signed,
it’s called negotiations; after a contract is
signed, it’s called begging.” No one, on
either side, wants to be in a position to beg
or plead when things go sideways—and
something always will! As a professional
event planner, and one that takes the role of
contract negotiations very seriously, I am of
the opinion that our profession is ready to
embrace the seriousness of our contract responsibilities, engage in Canadian contract
education and legal counsel, and move our
industry status quo forward!
Heather Reid is the founder and owner of
Heather Reid Consulting, a boutique contract
review agency. heatherreid.ca

See Heather @ IncentiveWorks 2016|“Building Your Contract Conﬁdence”
Tuesday, August 16, 2016|8:30 a.m. – 10:15 a.m.
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BRINGING YOU A NETWORK
TO MEET YOUR CLIENT’S
FAR-REACHING NEEDS.
With its extensive global network, Air Canada is the best choice for your clients’ business travel
needs. We offer the most destinations, ﬂight options, and non-stop intercontinental ﬂights from
our Canadian gateways. Our Boeing 787 Dreamliner, available on select International routes, is the
perfect aircraft to take your clients to their next business venture. And with Air Canada’s Meetings
and Conventions program, your clients beneﬁt when they travel on Air Canada’s extensive network.
A minimum of ten passengers travelling to the same destination, originating from or returning to
different cities is required. Your clients can travel up to seven days prior to and after the event.
For more information, visit our meetings and conventions page at aircanada.com
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Seasonal Air Canada Rouge Routes
Toronto

Toronto

Budapest

Prague

H U N G A RY

Toronto

C ZECH REP.

Toronto

Glasgow
Warsaw

PO L A N D

UNITED KINGDOM
Gatwick

Vancouver

Montreal

Casablanca

M O ROCCO
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Air Canada Routes
Montreal

Toronto

Lyon

Seoul

FRANC E

SOU T H KO RE A

Vancouver

Vancouver*

Brisbane

UNITED KINGDOM

AU STRALIA

London

11 NEW ROUTES.
A WORLD OF POSSIBILITIES.
Air Canada’s expanding network helps you make sure your clients are covered no matter
where their travels take them. With 11 new routes and over 200 global airports,
Canada’s largest domestic and international airline brings the world to your ﬁngertips.
Learn more at aircanada.com/agents

*This is a new seasonal summer service in addition to Air Canada’s year-round service.
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DREAMING OF DELHI?
Air Canada brings your clients to Delhi year round, with non-stop ﬂights
from Toronto four times a week, increasing to daily beginning October 30,
2016. In addition, we are introducing seasonal non-stop ﬂights from
Vancouver to Delhi starting in October.
Learn more at aircanada.com/agents
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PLAY TIME

What do dead rats know
about play that we don’t?
BY ROGER HASKETT

Ask yourself: “How many times do we
expect teams, meetings, conferences to
work in an environment that produces
dead rats?”
HUH?
A 2014 study conducted by a group of
psychologists and neurologists found that
if you take play away from rats (a species
studied because of their various overlaps
with our human species, eg. social animals,
intelligent, etc.) they get depressed. Further, these rats will stay huddled in a corner
until they die.
SAY WHAT?
You read that correctly. Play is so central
to our existence that without it, rats (and
humans) get depressed and ultimately die.
LET’S LOOK AT THIS
PHENOMENON FROM
ANOTHER ANGLE.
Dr. Stuart Brown is one of the leading
neuroscientists studying play. He found
that serial killers had a dysfunctional relationship in childhood with, you guessed
it, play. Dr. Brown’s career journey is very

instructive. He started studying serial killers and has ended up a champion of play. If
his journey doesn’t speak to the power and
purpose of play, what does?
What are these neuroscientiﬁc studies
telling us? That play is central to a healthy
human. And that without play, we either get
depressed (and die) or get warped and kill!
I’m on a mission to take play out of the
gutter and put it back in the spotlight.
Why? Because, while we say that we honour play, our actions speak louder than
words: when important things are to be
done or discussed, we send play outside
to the playground with all the little kids
while the “adults” stay to talk about “important things.” We need to turn that on
its head.
Neuroscience is teaching us that “play is
the fast track to happiness.” Joe Robinson
is a stress management, productivity and
work-life trainer and speaker, and the author of Work to Live. He says that there is no
quicker transport to the experiential realm
and full engagement than through play.
The beneﬁts of play are legion. Right
now, I’d like to look at just one speciﬁc outcome that is highly relevant to meeting,
event and incentive professionals: empathy.

EMPATHY? WHAT DOES
THAT HAVE TO DO WITH PLAY?
Humans have a condition called stranger
stress. This means that if you are in a room
with a stranger, even if you aren’t interacting with them, even if you aren’t looking
at them, you will feel stress.
But after playing a videogame with that
stranger—the study examined people playing
Rock Band together—empathy is created!
Hmmm. Do I, as a meeting professional,
want to create situations where strangers, instead of feeling stress, feel empathy? What a
question! Yes! The answer is clearly YES!
So play is a shortcut to eliminate stress and
create empathy. It also creates other wonderful things like trust, friendship,collaboration,
positive energy, increased performance, less
conﬂict, more resilience, etc, etc, etc.
Whoa. Hold the phone. I want that. I
want that at my meetings, events and incentive programs. That’s the sort of proﬁt
from play I can get behind!
So bring on the play and say goodbye to
dead rats!
Roger Haskett is a well-known motivational
speaker, and the owner and artistic director of
Engagement Unlimited. rogerhaskett.com

See Roger @ IncentiveWorks 2016|“The Power of Play”
Wednesday, August 17, 2016|8:45 a.m. – 10:15 a.m.
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WHERE TEAMWORK COMES ALIVE.
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BANFF & LAKE LOUISE, ALBERTA
Life is a limited-time offer. Here is a gift to you: the living. A place to pursue the moments that give meaning. The moments of indelible awe. For
life in every form, here was created Banff & Lake Louise.
This is our guiding mantra. Once you see the land that inspired it, it will become yours too. We are all travellers. We have explored, compared and
returned to this place again and again. This is one of earth’s greatest accomplishments, and we can’t wait to share it with you and everyone you
bring to it. This is Banff & Lake Louise. This Place Is Alive. Are You?
www.BanffLakeLouise.com/Meetings | JElie@BanffLakeLouise.com | 403-762-0271

BANFF AIRPORTER
Banff Airporter has been the Leading the Way for transportation between the
Calgary International Airport and Canadian Rockies for nearly two decades.
Whether you are looking for Airport movements or regional Dinner & Activity
üô°ã÷ÍÄô÷Ȥ çþô ÝþĒþôē þãâ°ü¼ÐÄÀĸÄÄü çÍ HÄÀ°ã÷Ȥ HNWɛ÷ °ãÀƵƴ ˁ ƶƸ ñ°÷÷ÄãÎÄô
buses will suit your meeting’s requirements. Please contact Aaron Sands, our
Sales Manager, to discuss your program.
www.BanffAirporter.com

| Aaron@BanffAirporter.com

|

403-762-1671

MEET AT THE BANFF PARK LODGE
The ONLY full service resort hotel and CONFERENCE CENTRE located downtown
Banff! We are steps away from the Bow River and endless local activities. We offer
211 guest-rooms and 19,000 sq-ft of meeting and banquet space. We offer two
on-site restaurants; The Chinook and La Terrazza, an indoor swimming pool, hot
plunge pool, heated underground parking and concierge service.
www.BanffParkLodge.com

|

Sales@BanffParkLodge.com

|

403-760-6415

BUFFALO MOUNTAIN LODGE
Your time in the mountains should begin with adventure and end with relaxation.
Buffalo Mountain Lodge has installed a NEW dry sauna for guests to enjoy after a
long day of meetings or exploring the Rocky Mountains. Coupled with a relaxing
dip in our outdoor hot tub offering views of Cascade Mountain, let the sauna not
only place your body at peace, but your mind as well. Enjoy our complimentary
wellness services during your next meeting or retreat in Banff.
www.CRMR.com/Buffalo/

| 1-800-661-1367

REJUVENATE AT THE FAIRMONT BANFF SPRINGS
Find your energy in the award-winning Willow Stream Spa located in Fairmont
Banff Springs. Reminiscent of the hot springs that beckoned travellers over 100
years ago, the spa’s pulsating waterfalls and tranquil mineral pool rejuvenate
tired muscles and soothe troubled spirits. Our signature treatments harness the
unique healing powers of the alpine air & sacred waters to reawaken your senses.
Contact our group specialists to design a custom program for your event.
www.Fairmont.com/BanffSprings | banffsprings@fairmont.com | 403-762-2211

RETREAT IN THE HEART OF THE CANADIAN ROCKIES
Fairmont Chateau Lake Louise is a world class resort in a one-of-a-kind
destination. Promote and inspire unity in your team through authentic
experiences, breathtaking surroundings, and unique indoor and outdoor group
activities. Historic grandeur blends with state-of-the-art technology throughout
the 36,000 square feet 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 | lakelouise@fairmont.com | 1-866-540-4413

THE RIMROCK RESORT HOTEL
The Rimrock Resort Hotel is a Four Diamond luxury hotel nestled on Sulphur
Mountain, overlooking the beautiful town site of Banff, Alberta. At its’ heart lies
Eden, Western Canada’s only AAA/CAA 5 Diamond Dining Experience, a full service
ÝþĒþôÑçþ÷÷ñ°ȤƷƸƷ÷ñ°¼Ñçþ÷ÎþÄ÷üôççâ÷Ȥ°ãÀƵƼȤƴƴƴ÷óȩÍüȩçÍĸÄĒÑ»ÝÄâÄÄüÑãÎ
space. Stay at the Rimrock Resort Hotel and allow yourself, and your guests,
to experience physical, intellectual and emotional health, wellness, and clarity.
www.RimrockResort.com
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ONTREND

WORKING
Wellness
BY LORI SMITH
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ONTREND

From healthy snacks and meditation breaks
to karma-enhancing CSR activities, the demand for
wellness elements is redeﬁning the way we meet.

OUT

At the close of an afternoon session
at this year’s IACC – Americas Connect conference, I wandered down the
stairs at Convene NYC’s 3rd Avenue
location to the mezzanine where refreshments were being served. An ice
sculpture holding shooters of some
kind was prominently displayed. I
thought it was a little early for cocktails, but investigated anyway. The
icy glasses didn’t hold alcohol. They
were ﬁlled with kombucha, a fermented tea that has gained traction
in the North American health foods
market and is widely lauded for its
bacterial beneﬁts. The piquant pink
liquid and the enthusiasm with which
attendees knocked it back, is just one
example of how wellness is affecting
the meetings industry.
Caroline Aston, president of Aston Events & Communications, says
most of her clients are non-proﬁts
with restricted budgets, but “they
are all aware they have a responsibility to support the health and wellness
of their attendees.” To that end, she
says that her clients pay careful attention to food and beverage services
provided as part of their events and
conferences. “Everyone wants to ensure well-balanced, healthy meals and
refreshments that also cater to the
increased need for special meals and
dietary restrictions,” she explains.
Heather Douglas, senior buyer for

Meridican Incentive Consultants, says
that she and her colleagues are seeing
a lot of demand for healthier food and
beverage options. “Clients are looking for healthy, or at least healthier,
options during coffee breaks and we
see smoothies and lighter options as
selections on hotel banquet menus,”
she adds. On the f&b front, she is also
seeing a lot of superfoods (kombucha,
anyone?) appearing on menus.
Douglas says that Meridican is
also seeing an increased demand
for more active activities in incentive
programs. “This may be partly a result of changing demographics, but
there’s certainly a change from passive to active pursuits such as cycling,
hiking and kayaking,” she explains.
Aston has also seen an increase in
demand for active activities. “Our clients within the environment industry
sector like to ensure that their programs have active ﬁeld trip programs
as well as physical elements such as
5K runs and kayaking trips.”
Aston says that wellness has become a “core programming principle”
and is here to stay. Douglas agrees.
“I can only see this trend accelerating as the demographics of decisionmakers change,” she says.
ACCELERATING WELLNESS
When’s the last time you went to a
meetings industry-related conference
CONTINUED
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CONTINUED FROM P. 39

that didn’t, in some way, in some session,
explore wellness, life-work balance, food
safety/allergies or another topic that ﬁts
under the wellness umbrella? How often
in the course of any given day, is wellness
mentioned in the media? The concept of living better has become engrained in North
American society, and the generations that
have grown up with wellness as part of the
cultural zeitgeist will simply expect that it’s
included in meetings and incentive travel
programs.
The Global Wellness Summit (GWS) is
a cross-disciplinary conference exploring
the many facets of wellness. The latest
edition was held last November in Mexico City. There, the scientists and thinkers
identiﬁed several shifts in the wellness
ﬁeld. One of the most interesting is the
idea that wellness will shift from “in your
face” to being something baked seamlessly into the fabric of daily life. This will
be evidenced by the invention and greater
adoption of products like dawn-simulating
lighting to bed sensors. Another expected
shift is from workplace wellness “programs” to total cultures of wellness at
work. This holistic view of work wellness
will incorporate mandatory vacations,
healthy workspaces, facilitating work/life
balance, and the ROI that healthy, happy
employees bring to companies.
Another signiﬁcant shift will centre on
the boom in wellness travel. Experts at the
GWS contend that wellness will become
an increasingly bigger player in the destination resort space. They say the heart of
wellness tourism is the “transformational
experience,” that it is less about the destination and more about how the experience

40

alters a person’s mind, body and soul. And
because wellness is a personal thing, consumers will pair it with all manner of categories, including adventure, culinary and
wine, cultural and more.
The people who embrace wellness, in
any or all of its forms, are the same people
coming to your conferences, conventions
and trade shows, and participating in incentive travel programs. If they practice
wellness at home, they will practice it
when they are at an event. It’s up to you to
deliver it to them.
DELIVERING WELLNESS
Fortunately, the supply side of the industry has its ﬁnger ﬁrmly on the wellness
trend pulse. In addition to f&b offerings
that meet the needs of today’s health-conscious attendees, hotels and resorts have
come up with a wide range of innovative
wellness activities and options for groups.
For example, the Fairmont Chicago offers
a morning bike tour, which takes participants along the city’s lakefront and past
famous sites like the Shedd Aquarium
and Soldier Field. When they return to the
hotel, they receive a chilled and scented
towel, a bottle of water, and a selection
of healthy foods such as homemade blueberry and pumpkin seed mix, and kale,
celery and apple elixir. At the Fairmont
Scottsdale Princess, groups can take a
break from meeting and take part in a

15-minute laughing yoga session, which increases endorphins while reducing stress.
And the JW Marriott Grand Rapids offers a
light therapy program that can be used by
attendees between meetings.
On the incentive travel side, ways to incorporate wellness into a program are limited only by the client’s budget. Clayoquot
Wilderness Resort has just introduced
over-the-top half-day yoga excursions.
Guests are taken by helicopter to a nearby
mountaintop for a yoga class followed by
a locally-sourced, ﬁve-star spa lunch or
wine-paired dinner. They can also opt to
practice their asanas on a private beach,
alongside whales and marine life, or in the
midst of an old-growth forest.
The Ritz-Carlton Hotel Company, LLC
has developed a new program that contributes to the wellness of the community as
well as the karma of attendees. Launched
in May, Impact Experiences allow groups
to participate in a variety of CSR activities.
For example, they can plant endangered
native species of trees in Dubai. They can
experience heritage farming projects on
an organic farm in Arizona. Or they can
stay onsite and work with the hotel’s culinary team to prepare the ingredients for a
regionally-adapted dish for donation to a
local hunger relief organization. The program makes it easy to add a wellness element to a program, and that contributes to
the wellness of planners.

Find some Zen in the Wellness Lounge
at IncentiveWorks 2016
Located at the end of Aisles 1300 & 1400
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GETTING
REAL

ADD WOW POWER TO PROGRAMS
BY MAUREEN LYNCH

A

Side lining, i.e. parading, guests to dinner
complete with customized beads is one way
that AlliedPRA New Orleans has added authenticity to programs. Photo courtesy of Chris
Granger and the New Orleans Convention &
Visitors Bureau.

number of years ago, Communiqué Incentives Inc. did an incentive program
to Amsterdam for a telecommunications client. According to Ardith Freethy,
the company’s president, at one point
in the program, they herded the participants onto a bus on the pretense of taking a tour, the
most cliched of program elements. They then staged a
breakdown. “When the driver asked everyone to get off
the bus, the passengers found a ﬁeld full of bicycles,”
says Freethy. “They rode through the ﬁelds of Holland to
a farm where they enjoyed lunch, and saw the process of
making cheese. Some people even milked goats. That was
Holland authentic!”
The program to Amsterdam ran in the off-season,
which resulted in savings in air and accommodation and
an increased budget for the land portion. The ruse with
the bus gave the participants an authentic and entertaining “you won’t believe what I did” story about the destination and their experience. That type of story is the Holy
Grail of incentive travel programs. It is, says Freethy, what
they want attendees to communicate to people at home,
at cocktail parties with friends and, most importantly, to
colleagues. “The success measure of what we create is in
the eyes of the attendees, so we need to keep them engaged and in awe of the experience,” she says.
Including an authentic experience in a program is not
a new idea. But, today, the task of delivering one is increasingly difficult. Potential participants, whether they’re
CONTINUED
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Baby Boomers, GenXers or Millenenials,
AlliedPRA New Orleans, means that
they are better travelled and more deguests get to have an experience in a way
manding. Cost and time constraints also
that they could not do on their own.
challenge program budgets and logistics.
As a destination management company,
And studies are showing that “authentic”
AlliedPRA provides professional services
means different things to different people.
specializing in extensive local knowledge,
In March, the Future Foundation, a
expertise and resources, helping planners
UK-based independent global consumer
put events together through the local design
are looking for live-like-a-local experiences. Festivals, such as the Holi
trends company, partnered with Expedia Millennials
and implementation of events, activities,
Festival in India, are one way to add that type of authenticity to a program. Photo:
on a global study of millennial travel trends. ©istockphoto.com
tours, transportation, and program logistics.
One of the study’s key ﬁndings was that authentic experiences are
Authentic, says Hayes, means immersing clients and guests in the
of paramount importance to the cohort. But there was no consenlocal culture, much of which, in New Orleans, is centered on f&b and
sus on what constitutes an authentic experience. Attributes given
entertainment, such as parades. “Our team recently second lined
by respondents included experiencing culture, balancing iconic
guests from their hotel to their opening night reception, instead
with off-the-beaten path, and discovering hidden gems.
of using traditional transportation,” says Hayes. “We were able to
A simple Google search reveals 50.8 million results for “authencustom brand this parade through things like beads, signs, and king
tic meeting events,” says Terry Thorsteinson, vice-president of
and queen names. We ﬁlmed it so it could be used as a marketing
business development for Red Deer, Alberta-based Cascadia Mopiece by the client for their next incentive trip and as an attendance
tivation Inc. “Everybody has a different sweet spot. As Canadians,
booster to draw more people to qualify for the following year.”
we’re different than other travellers. We have a backpacker’s apThorsteinson agrees in the importance of emphasizing local
petite, tend to be more engaged in the travel experience of the
cuisine, entertainment and culture. “Years ago, a mariachi band
local culture and, for the most part, respectful of the environment,
was authentic. That has changed and people are more respectful
local customs and people,” he explains.
and appreciate the nuances of different cultures,” he says. “Many
Two years ago, Cascadia organized a corporate retreat for a
of our clients will tell you that our having a full-time travel staff
client in Scottsdale, Arizona. As part of the program, it shuttled
based in Mexico enhances their experience, as it gives a different
participants in large four-wheel drive jeeps to a lunch set up in
perspective, particularly in Spanish-speaking countries.”
“the most beautiful desert in the world.” After eating, the particiSo, how can planners build experiences that are both physically
pants were introduced to a unique speaker: an expert on endanand emotionally moving into their programs?
gered birds of prey. He had more than 10 species of birds with him
According to Hayes, two important considerations include setso participants were able to see them and learn about the ﬁght
ting realistic expectations in relation to budget (“Are you asking
for their survival. “In an interactive setting in the middle of the Sofor a Cadillac on a Chevy budget?”) and understanding the demonoran Desert, the group was so enthralled, it went overtime, even
graphics of your group.
in the 100-degree heat,” recalls Thorsteinson. “They left for their
“Millennials, for example, are often looking for a vastly different
river rafting excursion with a deep respect for endangered wildlife
experience with different expectations of an incentive program,”
in the southwest desert. In our post-event survey, this activity was
says Hayes. “They want more immersive activities like a ‘live like a
listed as the best in over 10 years of travelling by the attendees.”
local’ experience that cannot be done by anybody else. They want
An authentic experience, says Cindy Hayes, director of sales,
an experience they can use in their social media brag book.”
CONTINUED

Authentic experiences built on activities that are synonymous with a speciﬁc destination are easy to add to programs. Shown here (l-r): Yoga at the beach in Santa Monica, CA (Photo: Santa Monica Convention & Visitors Bureau); Seeing how a
Gibson guitar is made in Memphis, TN (Photo: Andrea Zucker/Memphis Convention & Visitors Bureau); and partying at Gruene Hall in Gruene, TX, an experience that Ardith Freethy describes as the “real deal.” (Photo: Robert Fletcher)
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This is where you abandoned expectations
and began to embrace each moment.
You wouldn’t have guessed it. But you’ll never forget it.

p42-47 InDepth_Authentic Experience.indd 45

2016-06-24 10:46 AM

+INDEPTH

CONTINUED FROM P. 31

The increasing willingness of participants to get active opens the doors to a greater range of authentic experiences such as sand boarding/skiing (Photo: Pamela Joe McFarlane/istockphoto.com); cycling (Photo: Ceneri/istockphoto.com) and
line dancing (Photo: Kevin Brown/istockphoto.com).

Tourism Toronto has found that groups often seek interactive,
customized experiences. “People want that instant gratiﬁcation
while experiencing the new and sexy,” says Tourism Toronto
client experience architect Moriah Bacus. ”We have witnessed
this in action through activations like social media-activated
vending machines and beer fridges that need to be opened with
a passport. Most recently, the NBA All-Star Game provided a
plethora of examples of this type of activation, with a variety of
‘pop ups,’ including the Michael Jordan shoe store and a full-size
concert venue built at Roundhouse Park, which featured performances from Gwen Stefani and Usher.”
As a destination marketing organization, Tourism Toronto helps
planners ﬁnd and deliver local experiences, starting by identifying
the planner’s list of needs and must-haves and then by formulating a plan. ”It helps to consider what the group has experienced
in other cities and in years prior,” says client experience architect
Alison Owers-Graham, Tourism Toronto. “Usually, it’s a request to
do something they have never done before, so then we look at offering something that no other city has, in order to provide a unique
Toronto experience.”
Canada’s largest city offers a plenitude of options, including The CN Tower, the Toronto Islands, and the Distillery District.
“Each of these locations provides a unique backdrop and authentic experience within our city,” says Owers-Graham, “while still allowing our clients to add their own touches. As our customers see
our events, they seek to re-create our creativity and often plan
programs that mirror the experiences that we have shown them.”
“If budget is a challenge, and it is more times than not, I would
suggest focusing on a single experience,” says Freethy. “Place it
prominently in the program and ensure that the activity is something that will appeal to everyone and that there is opportunity for
everyone to experience it in their own way.” Generally this would
be an off-property activity or function, says Freethy, so timing
needs to be considered to be sure everyone is fresh. “For instance,
a program in Hawaii will see everyone awake and ready to go early
in the morning the ﬁrst few days, so don’t schedule star gazing
from an observatory on one of the ﬁrst nights.”
Thorsteinson says that once clients have an open mind and are
willing to believe in the intrinsic value of rewards, any organization
can ensure that they are in a mutually beneﬁcial relationship with
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their customers, channel partners or employees. “Engagement is
the key measurable result of any program,” he says. “Value added
outcomes include strengthening relationships, rewarding success
and motivating action.”
“Managing the client’s perception is crucial for success,” says
Hayes. “Oftentimes, what’s seen on TV, and moreso the Internet,
isn’t really how it is. For example, crawﬁsh, a staple food item in
New Orleans, may not be the best choice for a guest who doesn’t
want to get his or her ﬁngers dirty peeling them.”
Understanding the event proﬁle, such as the goals, objectives,
and budget is also critical to any successful event, adds Hayes.
“It’s as important as the execution.”
Freethy also advises not getting too caught up in being busy.
“It’s important to step back and look at what you’re doing. Ask,
‘Do we love it?’”
Freethy recalls a group experience that Communiqué created
in San Antonio with a trip to Gruene, in Hill Country. “There is a
dancehall there that’s right out of the '50s. It’s the real deal with
sawdust on the dance ﬂoor, beer in cans, picnic tables and of
course, the band.” Authentic in Texas, adds Freethy, has also included a barbeque restaurant in Austin, a honky-tonk in Houston,
and the rodeo in San Antonio.
While knowing each destination’s unique appeal as a highly desirable, versatile and hospitable destination for meetings and incentives
is important, so, too, is the role of relationships. Experts agree that
trust and respect are the beating heart of the authentic experience.
“We work hard with our clients to become their trusted partner
so they have the time to focus on their attention on other details
of their programs,” says Hayes. “The relationships with our suppliers are priceless.”
Freethy agrees. “We choose partners we know will deliver
with the same consistency that we would provide. They need to
care as much as we do. That is really important: to have the opportunity to do programs at the same destinations with the same
great supplier.”
“Clients that have completed numerous repeat programs with
us, whether they be incentive travel or meetings, are always looking to do one better the next time around,” adds Freethy. “With
each program we complete, their trust level and conﬁdence in our
ability to deliver increases. It becomes easier each time to push
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the program development and content a little further. Of course,
in RFP situations, with a new client, we ﬁnd that the speciﬁcations
state this is what they are looking for, and we might win the business based on our ideas, but the client is not always in a position to
make the leap with changes in year one with a new vendor.”
To create programs that are true to the unique culture and personality of their client, Hayes says that AlliedPRA must ﬁrst gain
a deep understanding of the client’s vision and goals and their
personal tastes and values. “I think the secret is identifying what
kinds of ideas will click with our client to help them achieve their
goals. Happy guests make happy clients.”
The good news is that you don’t have to spend a lot of money
to be authentic. Extra touches, according to Thorsteinson, such
as complimentary wine, strawberries and chocolates placed in clients’ cabins at the end of the day, or souvenirs at the end of a trip,
like handmade masks and photo folios of participants, are touches
that are long remembered.
He also points out that while exotic or iconic destinations easily deliver authentic experiences—Cascadia has organized sunset dinners at Cambodia’s famed Angkor Wat for groups—they
are often not viable options due to time and budget constraints.

However, fantastic experiences can be arranged in Whistler or
Banff or Ottawa, “without a doubt.”
Freethy agrees that it is often that extra bit of effort that can
create a unique experience and bring an event to life.
“The trick to staying one step ahead is to treat your clients well,
pay attention to detail and assemble a great team,” says Freethy.
“It’s no accident when things go well. Careful planning, prudent
decision-making, continual communication and diligent attention
bring great ideas to life. Nothing is left to chance.”
The ultimate measure of an authentic experience may simply
come down to ensuring that clients walk away feeling like a special guest. As the saying goes, they may forget what you said, but
they will never forget how you made them feel. This is as true for
meetings, conferences and conventions, as it is for incentive travel.
“We need to give attendees something they wouldn’t typically be exposed to if travelling on their own,” concludes Freethy.
“Something they remember, and talk about, for years to come.
That’s true ROI.”
Maureen Lynch is a Toronto-based freelance
journalist specializing in health, environment and travel.

HALIFAX, ATLANTIC CANADA’S PREMIER
MEETING DESTINATION.

Our harbourside city and close proximity to nature create a memorable backdrop for meetings & conventions.
Halifax combines unparalleled service and East Coast hospitality with modern amenities and sophisticated
experiences inspired by the sea.
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FARM
TO TABLE
HOW CHEFS ARE USING LOCALLY
SOURCED INGREDIENTS.
BY DON DOULOFF

Photos (l-r): Maple-seared sableﬁsh with wasabi foam. Vancouver Convention Centre; Red beet salad. Red Tree Catering.

S

ourcing locally and seasonally has become so integral to
the operating philosophies of catering and venue kitchens that it’s now an expected part of doing business.
Besides the obvious beneﬁts—supporting family
farms; reducing carbon footprint; and delivering a fresher, betterquality product to attendees’ plates—sourcing locally “avoids the
high exchange rate, taxes and duties [on ingredients imported
from the U.S. and overseas],” said David Spero, executive chef at
the Calgary Marriott Downtown Hotel.
On his menus, Spero strives for “authenticity” to reﬂect his hotel’s locale—Alberta, the heart of Canadian beef country.
Accordingly, he takes full advantage of the province’s beefy
bounty, serving Black Apron’s Angus petite tender accessorized
with parsnip puree, and Alberta AAA beef rib eye with ﬁngerling
potatoes from Edmonton-based The Little Potato Co.
On the West Coast, “the local food scene in Vancouver has
really developed over the years, from the quality of our B.C. wines
to the increased selection of sustainably farmed produce, organics, ethical meats and Ocean Wise seafood,” said Blair Rasmussen,
executive chef at the Vancouver Convention Centre.
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That translates to creations such as Okanagan green apple
tarte tatin, and pan-seared Hecate Straight halibut cheeks in saffron tomato fondue.
In Ontario’s Niagara country, a regional cuisine has evolved,
driven by the proliferation of wineries, farms and producers, which
dovetails nicely with attendees’ expectations.
“Guests want to know where their food comes from,” said Ross
Midgley, executive chef at Ravine Vineyard Estate Winery, in St.
Davids, Ont. Plus, “going local” instills conﬁdence in guests that
they’re getting top-quality food, he added.
Indeed, Ravine takes local to a new level, growing produce on
its on-site, fully organic ﬁeld of just under one acre, and raising
pigs. Beyond that, the kitchen avails itself of the region’s fruits
(peaches, plums, pears, raspberries); vegetables (for example,
beets, sourced from Niagara-on-the-Lake’s Epp Farms, and
pickled by Midgley’s kitchen, which star in goat cheese salad);
and Ontario sheep’s milk cheeses, duck, turkey, lamb and ﬁsh. In
April, the winery debuted its cider, made from Niagara apples,
that Midgley expects to incorporate into his menus—for example,
in cider-braised pork shoulder.
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Photos (clockwise from top left): Black Apron
tenderloin. Calgary Marriott Downtown Hotel; Black
Cod with toasted millet. ScotiaBank Convention Centre;
Cherry stone clams braised in Thai coconut broth. RCR
Hospitality Group; Cold Atlantic seafood plate. Scanway
Catering & Pastry; Trout. Ravine Vineyard Estate Winery;
Scallops, Halifax Convention Centre.

The key, said Midgley (and echoed by other chefs), is “simplicity”—coaxing ﬂavour from top-quality ingredients without masking their inherent taste.
Shaun Goswell, executive chef at Scotiabank Convention Centre, in Niagara Falls, Ont., uses Toronto-based 100km Foods Inc. to
source Ontario ingredients, which include beef from Artisan Farms,
cream and butter from Christie’s Dairy, and Pingue prosciutto, guanciale and capicollo. With the exception of East Coast ﬁsh, all proteins
are sourced from Ontario, and include the likes of Ontario free-range
duck with beluga lentils. Niagara’s Reif Estate Vidal and Peller Estates Cabernet Franc ice wines ﬂavour gummies that Goswell’s
kitchen recently started making in-house as trade-show giveaways.
“There’s a sense of pride in eating local, and allowing guests to
experience home-grown and seasonal food items helps to deliver on
their overall event satisfaction level,” said Christophe Luzeux, executive chef at Halifax’s convention centre. The area’s maritime bounty
yields lobster, salmon, mussels and scallops, and the province’s pastures deliver pork, lamb and poultry, but “the quest for local everything extends beyond veggies and cuts of meat. There’s more diversity in our local market, and a signiﬁcant increase in regional craft beer

and local estate wine offerings compared to ﬁve or 10 years ago.”
On top of that, Nova Scotia’s farmers are tailoring their products to meet market demand, said Tahir Salamat, corporate chef at
Halifax-based RCR Hospitality Group. “Lots of local products are in
the market which you, as a chef, couldn’t dream of 10 years ago.”
He cites brassica shoots and microgreens; locally made [cheeses
like] Asiago, Burrata, Mozzarella and blue cheese; salmon from
land-based aquaculture farm Sustainable Blue. “Our local lamb is as
good as Australian lamb, our local Atlantic beef is getting rave reviews, especially blue-dot grade. Local foraging is also in full swing.”
For at least 15 years, Halifax-based Scanway Catering & Pastry has
been sourcing locally. “The selection and quality is improving year
after year,” said owner Geir Simensen. “The higher demand helps
motivate suppliers to increase production and also provide the best
quality they can, to stay competitive.” Scanway’s roster
of Nova Scotia suppliers includes Ran-Cher Acres (goat
cheese) and Oulton farm (meats).
Don Douloff is a food and travel writer based in Toronto.
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WINNIPEG
BY LORI SMITH

MEETING IN THE HEART OF CANADA
CONTINUED
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CONTINUED FROM P. 51

Winnipeg has always been a meeting place.
Located at the conﬂuence of the Red and
Assiniboine rivers, archaeologists have proven that as early as 6,000 years ago aboriginal hunters used “The Forks” as a camping
ground. In the 1700s and 1800s, it was home to
forts and fur traders. In the late 1800s and early
decades of the twentieth century, it was one
of the fastest growing cities in North America.
Dubbed the Chicago of the North, its Tyndall
stone, Beaux-Art design train station was a
hub for the myriad railways moving goods and
people from east to west and north to south.
And while river and rail travel have gone the
way of the buffalo, Winnipeg remains a meeting place. It’s a small city with a big heart that
has more to offer groups than ever before.
In the last two years, the doors have
opened at two major venues: the Canadian
Museum of Human Rights (CMHR) and the
new south wing of the RBC Convention Centre. The former is a crown jewel in the city’s
skyline. The ﬁrst national museum in Canada
to be constructed outside of the National
Capital Region, it is an architectural and
emotional experience. In addition to its inspiring, interactive exhibits, it offers a range
of inspired spaces for events of all kinds. The
7,260-square-foot Bonnie & John Buhler Hall
has high ceilings and holds up to 1,200 for
receptions. The Stuart Clark Garden of Contemplation, located in the building’s atrium,
is ﬁlled with natural light. It accommodates
up to 60 people for dinner and 150 for cocktails. In the upper reaches of the museum,
there’s a glass-surround boardroom (10 to
30 people) that offers spectacular views of
the prairies and the city’s downtown.
Spectacular event space is one of the deﬁning characteristics of the RBC Convention Centre Winnipeg’s new South Building. The $180plus million expansion has nearly doubled the
size of the centre, which now has a total of
264,000 square feet of space. The new building contains a ballroom, more than 131,000
square feet of exhibition space, and additional
underground parking. One of the most striking
features of the expansion is the ﬂoor-to-ceiling
windows that bookend the exhibition space
and one end of the new ballroom. While the
new building officially opened this spring, the
exhibition space was used for a Grey Cup party
in November. At that time, the 1,800 guests
were treated to ﬁreworks displays at both ends
of the space.
Winnipeg also has a wealth of unique
venues. The uber-contemporary Winnipeg
52

Art Gallery (WAG), home to one of the
world’s largest Inuit art collections, has a variety of great spaces for group use. The Muriel Richardson Auditorium has seating for
just over 300. The Ferdinand Eckhardt Hall,
located adjacent to the auditorium, accommodates 300 people reception-style and
200 banquet-style. And the Rooftop Sculpture Garden is one of the city’s most popular
outdoor venues.
Planners looking to add a little history
to their event can bring their groups to Fort
Gibraltar, a living history museum on the
banks of the Red River. The Fort has three
rooms, the largest of which can accommodate up to 188 people. It also offers historically costumed staff, who reenact circa 1815
fort life in the blacksmith shop, the winterer’s
cabin and the trading post. Bonus: Groups
can opt to try some historical activities such
as axe throwing. Another popular venue for
events is The Forks, which has returned to its
roots as a meeting place. Facilities available
in the multi-use, four-season area include
The Market Plaza, The Forks Market Centre
Court and the Tower Atrium.
The city’s hotel inventory is also getting
a boost. The newest hoteliers-on-the-block
are the Alt Hotel Winnipeg (160 rooms and
3,926 square feet of meeting space) and
the Courtyard by Marriott Winnipeg Airport
(121/1,800). In the downtown core, the Alt is
joined by the Delta Winnipeg (393/18,700);
Fairmont Winnipeg (340/18,600); Inn at
the Forks (117/5,718); Radisson Hotel Winnipeg Downtown (263/18,000); and The Fort
Garry Hotel, Spa and Convention Centre
(246/54,000). There are rumours that a new
convention centre hotel is planned, but no
details are available.
The city’s airport area also boasts a solid
selection of accommodation options. In
addition to the Courtyard by Marriott, attendees can rest their heads and meet at
the Best Western Plus Winnipeg Airport
Hotel (213/8,000); Canad Inns Destination
Centre Polo Park (107/16,124); Hilton Winnipeg Airport Suites (159/8,900); Holiday
Inn Winnipeg – Airport West (226/8,600);
and Victoria Inn Hotel & Convention Centre
(260/55,000).
Winnipeg’s airport itself is another plus
for planners. It welcomes nearly four million
visitors annually and 150 ﬂights daily. It is also a
scant 20-minute drive from downtown, giving
attendees more time to meet, eat and explore
the city that is Canada's heart.

HOT
WATERS

Thermëa by Nordik Spa-Nature is
the latest addition to the city's spa
scene. Featuring dry and steam
saunas, plunge pools (cold and
colder!), hot tubs and a range of relaxation areas, it is the perfect place
for attendees to unwind and chill
out after a long day of meetings.

HERMETIC
CODE TOUR

The story behind the architecture
of Manitoba's Provincial Legislative Building is ﬁlled with intrigue
and mystery. The building's design
includes odes to Olympus, hieroglyphics, freemasonic symbols and
more. The tour concludes with a
mind-blowing auditory experience,
which cannot be revealed here.

HUDSON&
HUMPHREY
Brothers Hudson and Humphrey
are two of the nine polar bears
in the award-winning Journey to
Churchill exhibit at Assiniboine Park
Zoo. The International Polar Bear
Conservancy Centre is available for
group events. It features a glass
water tunnel, where attendees can
watch the brothers and other bears
swim and play.

PHOTOS PAGE 51: (top row) Canadian Journeys Exhibit,
Canadian Museum of Human Rights (CMHR). Photo: CMHR;
(2nd row, l-r) The Great Hall. Photo: Fort Gibraltar; Hermetic
Code Tour, Legislature Building. Photo: Dan Harper; Winnie
the Bear Statue. Photo: Assiniboine Park Conservancy; South
Expansion, RBC Convention Centre Winnipeg. Photo: RBC
CC; (3rd row, l-r) Meeting room, Alt Hotel Winnipeg. Photo:
Group Germain; Journey to Churchill. Photo: CTC/William Au;
Exterior, CMHR. Photo: CMHR; The Forks Market. Photo Brent
Bellamy; (bottom row, l-r) Exchange District. Photo: Aj Batac;
Thermea by Nordik Spa-Nature. Photo: Nordik Group; and
Winnipeg Art Gallery. Photo: Ernest P. Mayer.
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BY LORI SMITH

CANADA
UPDATE

A CROSS-COUNTRY LOOK AT NEW EVENT SPACES,
HOTEL OPENINGS, RENOS, F&B AND MORE

Renovated Upper Terminal, Banff Gondola. Photo: Brewster Travel Canada

ALBERTA
Brewster Travel Canada reports that the $26 million renovation of its signature attraction, the Banff Gondola, is nearly
complete. The transformed Upper Terminal facility now
includes a 40-seat cinema, an expanded rooftop viewing deck
that will provide 360-degree views of Banff and the Rocky
Mountains; a conference space suitable for weddings, corporate events and other groups of up to 150 people; and new
culinary offerings. The Banff Gondola experience opened, with
limited access to facilities, on May 1, 2016. The Upper Terminal’s
grand opening date is August 2016. Brewster has also been
busy with an extensive renovation of its Banff International.
Upon completion of the renovations this summer, the property
will be launched under a new brand name. Design features and
ARC Climbing, Yoga, Fitness. City of Greater Sudbury.
CONTINUED
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Photos: (Clockwise from top) Elmbank Meeting Room, Four Points Mississauga
Meadowvale. Photo: Starwood Hotels & Resorts; Lobby, Temple Gardens Hotel
& Spa Moose Jaw, SK; Interior, St. John's Convention Centre. Photo: Maurice
Fitzgerald/Destination St. John's.

amenities in its all-new guestrooms include
modern marble showers and Canadian
Rockies-inspired accent walls. Banff & Lake
Louise Tourism has also let M+IT know that
the town’s newest hotel is taking bookings
for August 2 onwards. The Moose Hotel
& Suites has 174 guestrooms and 2,300
square feet of meeting space that can
accommodate up to 160 guests (banquetstyle). + Home2 Suites by Hilton West
Edmonton has been recognized with the
Edmonton Mayor’s Award for Accessibility.
The property provides guests with the
option of a fully-accessible room. Upgrades
to suites include larger washrooms, with
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the option of a roll-in shower or bathtub to
accommodate wheelchairs, and lowered
kitchen cabinetry, with space for guests in
wheelchairs to easily wash dishes or reach
cupboards.
SASKATCHEWAN
The renovation of the Temple Gardens
Hotel & Spa in Moose Jaw has been
completed just in time for its 20th
anniversary. The property’s makeover
included a complete revamp of its lobby,
which now features an 18-foot, stateof-the-art waterfall, custom furniture,
hand-blown crystal chandeliers and a

cozy lounge space. The ballroom has also
been fully renovated. Its design details
include intricate floor-to-ceiling paneling, contemporary pot lights, restored
staircase railings, Juliet balconies at the
mezzanine level, and four oversized crystal chandeliers suspended from two new
dropped ceilings.
MANITOBA
The Holiday Inn Winnipeg South Hotel
has wrapped up a year-long reno and unveiled its modern, new look. The revamped
guestrooms have been outﬁtted with
microwaves, fridges, free WiFi and extra

MEETINGSCANADA.COM

p51-55 Canada Update_Winnipeg.indd 54

2016-06-24 10:48 AM

+CANADA UPDATE
outlets. The lobby has been broken into
smaller, more purposeful areas and features check-in pods and a communal table
business centre. The property’s restaurant
has also been renovated and rebranded as
EnoBAR+Kitchen. In addition, the meeting
spaces have been refreshed and the ﬁtness
centre has been expanded.
ONTARIO
Four Points Mississauga Meadowvale has
completed a major renovation of its 205
guestrooms and suites, meeting space,
lobby, indoor pool and the Taza Grill and
Bar. The property’s 7,400 square feet
of meeting space includes 13 different
rooms, all of which have been enhanced
with state-of-the-art AV and fast, free
WiFi. New features include ergonomic
chairs and sliding glass doors that can be
opened to let in natural light and air. +

Sudbury has undergone a major hotel
renovation and modernization boom
over the last two years. Leading the way,
the city’s Holiday Inn invested $7 million
and renovated all of its guestrooms and
public spaces, including 14,000 square
feet of meeting space. The newly-branded
Lexington has spent $3 million updating
and modernizing its 76 rooms, and plans
to refresh its meeting spaces next. The 86
guestrooms at The Clarion have received
a $1.5 million renovation that includes
ﬂooring, lighting, bedding and bathrooms.
The property’s corridors have also been
reﬁnished. Best Western and Super 8
have each spent more than $1 million
on room upgrades, while both Comfort
Inns have also done room upgrades. The
Quality Inn will begin a $1.4 million reno
later this year. In addition, groups looking to take team-building and corporate

wellness to the next level, should check
out the new ARC Climbing, Yoga, Fitness
facility. + Dragonﬂy Meeting Solutions
Inc. has launched a Toronto-based,
Toronto-exclusive destination management services division.
NEWFOUNDLAND
The new St. John’s Convention Centre is
officially open. Located a block from St.
John’s harbour and adjacent to George
Street, the new facility has enough
broadband for attendees to operate three
devices each; artwork that takes guests for
a journey through Newfoundland; a wide
range of room options (and ways to divide
rooms); and “plugs, plugs, everywhere a
plug.” The new centre is connected to Mile
One and the Delta by pedway, creating
100,000 square feet of function space
under one roof.

Explore Canada at
800,000 sq ft
of meeting
IncentiveWorks 2016
space

Top 20
“
Where to Go
in 2016”

CVBs + Hotels + Unique Venues + More

Take your time
in Saskatoon

-westjet magazine
Savour a quality espresso, hike one of our gorgeous
trails, and be at the conference centre in time for a
9:00 am networking breakfast. In Saskatoon, we’ve
got time to spare. Skip the long commutes and
hectic traﬃc and give yourself more time to grow
personally and professionally in our welcoming city.
With a great hotel mix in convenient locations and
excellent hosting facilities, Saskatoon is a perfect
spot for your next convention.

CONVENTIONSsaskatoon.com
Toll Free: 1.800.567.2444 | exploreYXE.com

15 mins yxe
international
airport to
downtown

enjoy more
independent
restaurants
per capita
than any city
in Canada

15 mins downtown
to rural wanuskewin
heritage park

(no traffic jams!)
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GIFTS
GEAR

1. Seventeen-ounce, vacuum-insulated,
double-walled bottle is made from
18/8 grade stainless steel. Its inner wall
is plated with copper for ultimate
conductivity. Keeps drinks hot for
12 hours or cold for 48 hours. Set-up
(one-colour imprint): $66.00; $21.68 per
unit (48-unit order); $17.20 per unit
(600-unit order). universallinksinc.com

2. Trendy, wood-toned Malibu sunglasses
featured mirrored lenses that provide 100
per cent UVA and UVB protection. Priced
as low as $4.24 per unit. brandblvd.ca

3. Mujjo’s new 12” Macbook case combines full-grain vegetable-tanned leather
and felt. It features storage compartments for documents, earplugs, pens and
other essentials. Price: $83.64. mujjo.com

4. Available in September 2016, the
BOSE QuietComfort (QC) 30 in-ear
headphones feature a new, robust
Bluetooth system and, for the ﬁrst time,
controllable noise cancellation, which
puts the user in charge of how much
noise is shut out. $399.00. bose.com

5. Perfect for charging multiple devices
at the same time, this UL-certiﬁed Gale
four-port AC adaptor has a 5V/4.9A max
output. Set-up (one-colour imprint) $66.00; $30.70 per unit (24-unit order);
$24.37 per unit (400-unit order).
universallinksinc.com

6. “Disco” wireless speaker/FM radio can
also be used by manual AUX connection.
The number of colours displayed increase
as the volume of the music increases. The
speaker also has its own integrated microphone for receiving mobile calls. Priced as
low as $28.99 per unit. brandblvd.ca

Looking for great premiums and incentives? Check out aisle 2200 at IncentiveWorks, August 16 + 17, 2016 at the Metro Toronto Convention Centre.
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7. TANYA HEATH Paris is a multi-height
heel and shoe brand, created by Canadian
designer Tanya Heath and manufactured
in France. It offers women the opportunity to pair one shoe with several heel
heights. Shoes are $495 to $1,000 a pair
and heels are priced between $45 and
$145. tanyaheathcanada.com
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+SNAPPED
1

2

3

MPI Ottawa Prix Prestige Gala
4

5

6

8

7

9

MPI WEC 2016 – Atlantic City
10

11

12

(Left to right) MPI PRIX PRESTIGE AWARDS GALA | 1. Amelia Zaglul, Andaz Ottawa Byward Market; Sonny Jaune, Ottawa Venues; Florence Houlahan and Rachel Kerr, Andaz Ottawa Byward Market; Mark Kelly, Meetings + Incentive Travel (M+IT). | 2. Dana Mather, National Judicial Institute; Krista Cameron, Destination St. John’s; Sherry Watson, The Canadian Real Estate Association; Greg
Plazek, Westin Bayshore Vancouver. | 3. Anne LeMarche, International Actuarial Association; Émilie Lessard, National Judicial Institute; Nathalie Tremblay, CMP, Crowne Plaza Gatineau-Ottawa; Annie
Leveillee, Tourisme Outaouais. MPI WORLD EDUCATION CONGRESS (WEC) 2016 | 4. Leslie Wright, Fletcher Wright Associates Inc.; Trevor Lui, The International Centre. | 5. Jennifer Holly, Travel
Alberta; Thierry Marlier, FMAV; Sandra Moniz, Meetings + Conventions Calgary; Cameal Soverall, CMM, CPA Ontario. | 6. Ralph Strachan, Stronco Group of Companies; Nikki Sayers, CMP, Nikki Sayers
Events. | 7. Dina Sibellino, CMP, Ontario Real Estate Association; Reggie Lang, WestJet Airlines; Darryl Nielsen, Querido Representation Co. | 8. RISE Award winner Lydia Blanchard, Nav Centre; her
proud mom, Kimberley Hoy. | 9. Ryan Young, The Banff Centre; Andrew Tyne, CMP, Trade Centre Limited; Paul Glover, AMMI Canada; Melissa Villaseca, Travel Alberta. | 10. Bonnie Howell, Tourism
Toronto; Monika Radicevic, InterContinental Toronto Centre; Vanessa Servin, Hilton Toronto; Robin Paisley, M+IT/IncentiveWorks. | 11. Annie Marcoux, Delta Montreal; Susan Prophet, Meeting Professionals International. | 12. Arlene Schilke, CMP, Edmonton Event Awards; Marcelo DeOliveira, The International Centre.
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+SNAPPED
13

14

15

SITE Canada NorthxNortheast Event
16

17

19

18

20

22

21

CHMSE May Meeting Planner Matinee
23

24

25

MPI Toronto Education Conference
SITE CANADA NORTH X NORTHEAST EVENT | 13. Hayley Bishop, CMP, Wynford; Bridget Lindquist, BI Worldwide; Michael Shannon, CMP, Business Events Canada. | 14. Sallie Kim, Marriott International;
Sharon Fleary, Ontario Ministry of Citizenship & Immigration; Paula Racher, Niagara Falls Tourism; Natalie Krzysick-Irwin, Chateau des Charmes Winery. | 15. Tim Whalen, Fallsview Casino Resort; Suzanne Cowley,
Larco Hospitality; Jane Mark, Canadian Niagara Hotels; Maria da Cunha, daCunha Voyages. | 16. Dominique Lahens, CMP, Gild Hall – A Thompson Hotel; Meghann Hussey, Monte Carlo SBM. | 17. Michele Taylor,
CMP, Hornblower Niagara Cruises; Stefano Mastrantonio, Air Canada; Katelynn Wild, Coventry Transportation. CHMSE MAY MEETING PLANNER MATINEE | 18. Sarah Russell and Matthew Delorey, Thompson
Hotel Toronto; Tina Wakeford, Caesars Windsor. | 19. Natalie Szpiro, National Money Mart; Violetta Lisniak, Novotel Toronto North York. | 20. Geoffrey Pearson, Freeman AV; Nalina Williams, Platinum Hospitality
Group; Chris Siedel, Freeman AV. | 21. Natalie Teichmann, Old Mill Toronto; Les Selby, CMP, CMM, Aimia; Jennifer Moir, CMP, Meeting Encore; Ralph Schwengers, Old Mill Toronto. | 22. Megan Mehlenbacher,
M+IT/IncentiveWorks; Jai Cole and Bruce Cole, Plum Communications Inc. MPI TORONTO EDUCATION CONFERENCE | 23. Shannon Valeriote, CMP, Scotiabank Convention Centre; Joyce O’Connor,
PSAV. | 24. Jenn Heighington, Managing Matters; Correen Smith, McMaster University. | 25. Courtney Stanley, EventMobi; Katrina McKnight, Ruby Sky Event Planning; Elise Taylor, EventMobi.
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TOWER ABOVE
Make your event one that stands out. With diversity, entertainment, and
amenities unrivaled across the country, Toronto is Canada’s Downtown.
Let’s work together, along with our partners, to make your event an
unforgettable one! It starts with choosing the perfect venue and ﬁnding
great accommodations for your delegates to relax and recharge. Then it’s
time for a little fun with Toronto’s exciting nightlife, attractions, and cuisine.
Together, we have the chance to create something really special!

BusinessEventsToronto.com
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CANADA
M P I F O U N D AT I O N P R E S E N TS

#cdarox16
#mpi foundation
#iwshow
#iw25

rocks

THE OPENING RECEPTION TO INCENTIVEWORKS

MONDAY, AUGUST 15, 2016 • 7:30 - 11:30 PM

REAL SPORTS BAR & GRILL

Rated #1 Sports Bar in North America by ESPN

Maple Leaf Square, 15 York Street, Toronto

Tickets available at
www.mpiweb.org/foundation/canadarocks
BENEFITING

HOST SPONSOR

Proceeds provide educational grants and scholarships for MPI members and the meetings and events industry in Canada.
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+ADINDEX
Air Canada
aircanada.com
Banff & Lake Louise
BanffLakeLouise.com/meetings
Calgary Stampede & Exhibition
venues.calgarystampede.com
Calgary TELUS Convention Centre
calgary-convention.com
Canada Rocks/MPI Foundation
mpiweb.org/foundation/canadarocks
Celebrity Cruises
Celebritycorporatekit.com
Cineplex Entertainment
cineplex.com
Destination Halifax
destinationhalifax.com
Greater Miami Convention & Visitors Bureau
miamimeetings.com
Halifax Marriott Harbourfront Hotel
halifaxmarriott.com
Hilton Worldwide
meetings.hilton.com
Hôtel Le Crystal Montréal
hotellecrystal.com

31-34, OBC
36, 37
41
29
60
19
7
47
63
9
50
4

IncentiveWorks 2016
meetingscanada.com/incentiveworksshow
Meetings + Conventions Calgary
meetingscalgary.com
Québec Business Destination
QuebecBusinessDestination.com
Rodd Hotels & Resorts
roddmeetings.com
SITE Canada
sitecanada.org
Tourism Kelowna
tourismkelowna.com
Tourism Saskatoon
conventionssaskatoon.com
Tourism Toronto
seetorontonow.com
Tourism Winnipeg
www.tourismwinnipeg.com
Visit Phoenix
visitphoenix.com
WestJet
westjet.com
White Oaks Conference Resort & Spa
whiteoaksresort.com

IFC, 3, 27
4
20, 21
11
61
18
55
59
14
45
16
24, 25
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+NEXTGEN
“Every change presents an opportunity…”

Name
Kalinda Cripwell
Title
Event Manager
Company
Invesco Canada
Age 30
Education
Bachelor of Social Sciences,
University of Ottawa
Master of Public Affairs,
University of Sydney,
Australia

I got my start in the meetings industry
a little bit by accident, actually! During the
global ﬁnancial crisis I found myself in Sydney, Australia looking for a job. The luxury
hotel world had always caught my attention,
so I decided to learn more about opportunities in the industry. After doing some
research, I took a chance. I started as an
events executive at the Shangri-La in Sydney
and quickly fell in love with both the fastpaced and ever-changing hotel environment
and the meeting planning industry. Within
six months, I was promoted and took on a
lead role on the event planning team at the
hotel and realized I had a natural aptitude for
working in hospitality in the luxury world. As
I looked to make the move back to Canada,
I was fortunate that the recently opened
Shangri-La Hotel in Toronto welcomed my
international experience and my planning
career has progressed from there.
When people ask me what I do for a
living, I tell them that I work for an international investment management company,
which is typically followed by numerous
questions about investment opportunities!
I quickly respond with, “No, no, I plan their
meetings and conferences! I’m not the one
you come to for ﬁnancial advice!”
But in all seriousness, I work in collaboration with our sales teams to provide our employees and clients with opportunities and
experiences that provide a service level they
didn’t even know existed and that ultimately
contributes to their engagement with the organization. I am the one to come to when you
want to “wow” your clients.
The most challenging thing for me
when I began my career was learning to
adapt to different environments. I’ve done
this twice in my career, both times in very
big ways. The ﬁrst was making the transition
from working and living in Sydney, Australia
to Toronto, Canada—shifting from a more
informal, outback (and laid back) way of
life into fast-paced Bay Street—a reverse
culture shock, if you will. The second shift
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came when I moved from luxury hotels into
corporate event planning. Through both experiences, I learned new things about myself.
Every change presents an opportunity; you
just have to ﬁnd it.
The most valuable lesson I learned
was always stay calm—or at least give the
appearance that you are calm. Although I
may think I have anticipated every possible
situation, no matter how outrageous, and
identiﬁed a myriad of potential solutions,
there is always the chance that something
will go wrong. What is crucial is making sure
that I remain in control and give the impression to event attendees that everything is
running smoothly.
I read somewhere that event planners
are like ducks. When an event is done well,
event planning looks calm, easy and predictable—like a duck on the surface of water—but
underneath the water, that duck is paddling
furiously to stay aﬂoat.
I think our industry could truly beneﬁt
from the sharing of not only what we do, but
why we do it and how it ﬁts into the bigger
picture of any organization. I love what I do,
and want to make it clear that we are strategic business partners who understand our
clients’ needs and the objectives they want
to achieve. There is so much more work,
details and planning that goes into what we
do than people understand.
I plan to make my mark by remaining
versatile. The biggest growth opportunities I
have had in my career have come as a result
of big changes, so I want to remain open to
embracing change as I continue to mature
in my career. I’ve learned the most by going
through crazy changes, which were tough,
but I wouldn’t change a thing. And at the
same time I want to share my experiences,
knowledge and expertise with others. I’ve
learned and beneﬁted so much from great
mentorship opportunities and I want to
continue to pay it forward by teaching and
helping the next generation.
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Meet in the Centre of It All.

Reimagined for 2018. | Open for Business Now.
Imagine a centre of creative collaboration, in the perfect location, surrounded
by everything you desire – beaches, fine dining, art, luxury rooms, and ideal
weather all year long. It’s real. Unveiling in 2018, but open for business now.
Reserve today. Meetings@GMCVB.com | +1-305-539-3071 | MiamiMeetings.com

New 5,574 sq. m. ballroom • 81 breakout rooms with more than 17,650 sq. m. of space
46,452 sq. m. of renovated exhibit space
© Greater Miami Convention & Visitors Bureau – The Official Destination Sales & Marketing Organisation for Greater Miami and the Beaches.
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THE BEAUTY OF
BRISBANE AWAITS.
Experience our new daily ﬂights offered year round from Vancouver to
Brisbane, the gateway to the Great Barrier Reef and Australia’s Gold Coast.
Learn more at aircanada.com/agents
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