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+EDITOR’SCOMMENT

RULES OF eNGAGEMENT

COMING NEXT ISSUE
Highlights of our 2016 Incentive Travel
Survey; report on the f&b scenes in
Quebec City and Saskatoon; Readers'
Choice Awards' winners reveal; and top
tech intros from IMEX America.

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

At this year's edition of IncentiveWorks,
I had the pleasure of facilitating a panel
discussion that looked at data from M+IT's
2016 Meetings Market Report and the state
of the industry in general. I learned a lot
from the planners on the panel (see "Putting The Pieces Together" starting on p.
27). I also learned a lot about audience engagement and its effect on speakers.
First of all, leave time for a Q&A. My apologies to all who attended and the panelists.
The minutes ﬂew by too fast. The second
thing I learned is that lighting gives speakers, panelists, facilitators, etc. a bird's-eye
view of the front rows/tables. The third thing
I learned is how disheartening it is to have
a direct line of sight on attendees, seated in
the front, who spends the entire session with
their headsdown, bathed in the soft glow of
their smartphone screens.
To be fair, I know the person who was in
my direct line of vision from the stage. I know
that the person is not a planner or industry
supplier, but someone tangentially aligned
with the industry. And, for all I know, the
person could have been taking notes on her
smartphone, capturing every bon mot uttered by myself and the panelists. But I don't
think that's likely. Here's why.
I have sat in front rows and devoted
my attention to my phone instead of the
speaker(s). Realizing this, I decided to draw
up some new rules of (e)ngagement for myself. I have three so far. Here they are.
One: When attending a session or keynote, I will put away my phone. I am not a
doctor on call, or a mother anxiously awaiting an email or text from an errant child. I

have probably paid to attend the session
and hear the speaker. And that's what I'm
going to do.
Two: I am going to stop checking my
phone at breakfast/lunch/dinner tables.
Again, I receive no messages that can't
wait an hour. I also have no need to tweet
or post at the table. Leanne Pepper, a certiﬁed etiquette and protocol consultant, was
one of the Knowledge Pod presenters at
IncentiveWorks 2016. Google her and you'll
ﬁnd a photo of a table setting on her site. She
points out that there isn't a place for a phone.
She's right. I use my phone as a social crutch,
and I'm going to stop doing that.
Three: I am going to stop sending/replying to work emails on weekends and offhours, unless they are truly urgent. If I can
not curb my impulse (Google "impulsivity +
smartphones" for some interesting insights
into modern behaviour), I will schedule the
email to be sent on the ﬁrst available work
day/time. Four-day work week guru Tim
Ferriss says that constantly responding to
emails means that "other people" are controlling your time. I don't want to be one of
those other people. I want to respect my colleagues' free time. If an idea is good, it will
still be good Monday morning.

LORI SMITH
EDITOR
lori@newcom.ca

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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+FEEDBACK
More Than Experience Required
I wanted to comment on your Editor’s Comment ["Experience Required"] in the July.
August issue. I’ve worked in national associations for over 20 years, so I draw upon
what I’ve seen to write this.
I agree that offering great experiences of value is a way to combat attendee loss at
events and falling association membership. But the harsh and more difficult reality is
you have to offer something unique, meaning it either can’t or is difficult (i.e. takes more
time, costs more etc.) to obtain elsewhere. Just take a look at our professional associations. If I was a member of one because I wanted information, the truth is I can get
tons of information through a variety of sources without having to pay for membership
whether or not I’ve had a great experience with that association or their events. But perhaps that association can offer me something unique?
What is it? Is it worth the fee? More importantly, how
well is that association marketing those unique features
to me, and how well does it even know what I need?
Some associations, such as those that are professional
credentialing organizations, still have a hook because the
member must acquire a certain number of credits to renew their credentials, etc. How and where they get those
credits may be governed by that association (i.e. CIC accredits programs so that CEUs can be offered for our industry). So educational credits packaged in a quantity
that makes it highly valuable and efficient to attend a
conference can really be a hook. For example, the organization I work for offers two-thirds of the required three
years of credits a medical professional must have to renew their credentials. This is substantive considering these are earned in less than three days of conference. This speaks
to value and offering something unique (i.e. There are no other opportunities to earn this
many credits in a short space of time anywhere else in Canada). We still have to offer an
excellent experience, that cannot be taken for granted. But beyond the experience, think
about those unique features, these are the hooks that will guarantee attendance and/or
even membership. With so much available online now it is challenging, and marketing
efforts must be very strategic and highly tuned to identifying unique features and must
intrinsically understand the needs of their attendees/members.
As a comparison, when I go shopping, my decision of where to shop is highly variable depending on the day, time, my mood, my budget, etc. But, subconsciously or
consciously, I am making that decision based on speciﬁcs that can be as simple as
“this is the closest store to me with the product I need at a good price and I’m not
in the mood to shop elsewhere today!” The experience I’ve had at that store is very
important, too, but the real reason for shopping at that store is the unique offerings/
conditions it offered me that aligned with my needs at that time.
If “experience” is the latest industry buzzword, then perhaps we need to clearly
deﬁne it. Something along the lines of meeting the needs+unique offerings+ﬁnancial
and professional value = “experience.”
A great article I’d love to see M+IT do is one that provides case examples of unique
reasons to attend a conference or be a member of an association. That would be a great
article I could glean from and would offer a unique reason to read the next issue of M+IT!
Cheers,
Sandra Wood, CMP

If “experience”
is the latest
industry
buzzword,
then perhaps
we need
to clearly
deﬁne it.

Letter to the Editor are welcome. Please send to Lori Smith, Editor at lori@newcom.ca.
Comments may be edited for length. Abusive, slanderous and/or anonymous
comments will not be published.
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INDUSTRY
REALITY CHECK
IT’S TIME TO OWN WHO WE ARE
BY TAHIRA ENDEAN, CMP, DES

Events can be seen as frivolous, wasteful and unnecessary.
Events and the people who design them are often the ﬁrst to be
let go or reduced in an economic downturn. If you have been in
the industry for more than 10 years, you have experienced this. Yet
many studies show the value in increased loyalty by holding events
and incentive programs increases during these downturns. Let’s
explore some challenges we face as an industry and how we can
show the value events and their planners deliver.
We know our industry has few barriers to entry and little standardization. This allows for enthusiastic novices who don’t yet fully understand the depth, breadth and complications of strategic event design,
and will undervalue their services, and undercut, thereby devaluing an
already tough-to-price service. This disparity, combined with the ubiquitous e-RFP and procurement-driven buying, has turned the hardworking, experienced, educated event professional into a commodity.
Often we are attempting to show our value based on a set of
parameters that does not fully deﬁne the true need, for example
looking for a venue and a theme, but without offering clear objectives or overarching aims of the event or organization. While this is a
too-simple example, I use it to highlight the reality we all face—we
are often hired because someone prefers “red not blue” and not
through a process that allows for the relationship between planner
and client to build; where open conversations about need, budget,
desired outcomes and realistic expectations takes place; where
mutual respect for what each brings to the table is in place.
THERE IS NOT ENOUGH INTENTIONAL DESIGN
When we design events with intention, it is because we have developed the experience to understand how human beings will interact in, and respond to, a live event environment. We know how to
create a ﬂow, to build momentum, generate excitement and elicit
the desired change in behavior our clients are seeking when they
decide to use an event as the medium for their message.

We also know how to do this while minimizing risk. We ensure the
environment is safe from ﬁrst arrival to ﬁnal exit. We create backup
plans and work with our partners to mitigate even the most unforeseen disaster. We minimize risk to reputation, and grow brand life
through positive experiences. We minimize ﬁnancial risk by understanding the many parameters involved in any of several scenarios
in countries and currencies around the globe. And, we do all this as
part of our day-to-day job. Each of these is a specialty function, and
yet it is often one planner overseeing and being accountable for all of
these, often without a law or business degree or training in insurance
management. We also rarely deﬁne each of these as separate tasks
in our project scope, so they are assumed but not valued.
Measure! Without a clear brief of expected outcomes or clear
measurements at the beginning of the process, we have no way to
show the value we delivered. Don’t be scared to ask for or set these.
This is ultimately the best tool you have at hand when you have to
bid for this or new business—showing what you did in hard and fast
data is the new key to your future.
WE ARE IN THE BUSINESS OF BEING INVISIBLE
Theatre, orchestra, event: Each of these has the same high level of
expectation to be moved, entertained and to feel value for money
spent was created. Yet they have very different rules of production.
A symphony is played for the public after years of musical study and
often months of rehearsal. The conductor—the “maestro”—is celebrated for their ability to control the orchestra. In theatre there is
years to plan, weeks to load-in and build a set, weeks or months of
rehearsal, and a full crew at your disposal throughout the process.
There are also clearly deﬁned roles, from producer to director to each
actor, technician and backstage supporter. The event producer has
weeks and sometimes months to plan, from four to 48 hours to loadin, limited rehearsal time, if any at all, and a crew that may never have
worked together before.
CONTINUED
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CONTINUED FROM P.13

During all this, the producer is unseen,
conducting from behind the scenes, advancing, creating and redeﬁning the environment while the guests activate the space.
There are unknown variables at every turn,
and every problem needs an immediate
solution. The reward for the event professional is often intangible; the gasp of a
guest on entering; the social media stream
now deﬁning most events; the small smile of
a client when it has all worked out. There is
no applause for our work and no chanting of
“maestro” as the event concludes—not even
after ﬁve days of seamless experiences!
DEFINE YOUR PURPOSEFUL LEGACY
Events are the delta force. Done well, they
are a small investment for a major return.
Great meeting design creates space for
safe, effective communication. The value of
this is immense, because it is these conversations that lead to actions that change the
world. Deﬁne what needs to happen from
the moment your guests are interested in,
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“There is no applause for our
work and no chanting of “maestro”
as the event concludes—not even after
ﬁve days of seamless experiences!”
then invested in, then participating in your
event until they leave and anticipate the
stories. Capture these, share these, store
these, remind your clients with a ﬁnal visual
report, blog posts, wrap-up video—whatever makes sense for them. Use these tools
to remind your participants of what they
accomplished, and use this to drive loyalty
to the organization.
MAKE EVERY INTERACTION COUNT
We talk about how busy we are, but we don’t
talk about the impact we leave. Yes, we all
do this. What if we change the conversation
to talk about the value we bring by the numbers; people we have created celebrations

for; money raised for worthy charities; food
served and food waste diverted; local artists who have been seen… You choose your
stories, your measurements. It is time to own
who we are as an industry.
Don’t be complacent about collecting
data and sharing stories. Ultimately, we
prove our value by proving their value.
Measure, track, report, celebrate.
Tahira Endean, CMP, DES, is an event
producer for #BCTECH Summit. She
was inducted into M+IT’s Hall of Fame
in 2015 in The Big Idea category for
her role in creating an event app
education program.

CRITTICAALPATTH

SHARING INSIGHTS
Handling conﬂict, client acquisition and more
BY BAILEY ROTH & CARLY SILBERSTEIN
Last month, we had the pleasure of speaking in a Knowledge
Pod session at IncentiveWorks 2016. It was the 25th anniversary of
the show this summer. It was also Redstone’s one-year anniversary.
We were thrilled to share our milestone with the events industry.
The planners who attended our session had a lot of questions
about starting a business. So, for those of you who weren’t able to
attend, here are some of the things we were asked that we haven’t
covered in our previous columns.

come with owning your own business (your salary, phone, website, car/public transit, etc.). If you want to be known for specialized services that you may not be able to offer on your own, or if
you want to create a brand and build a business with employees,
you are going to need more money initially in order to sustain
healthy growth. The range is huge. We’d recommend anywhere
from $2,000-$100,000 in capital, depending on what you’d like
to accomplish.

HOW MUCH MONEY DOES AN EVENT MANAGEMENT
COMPANY NEED TO START UP?

HOW DID YOU GET YOUR FIRST CLIENT?

Bailey Roth: It all depends on the goals you’ve set out for yourself and your company. Are you planning on engaging clients,
executing their events on your own and only taking on what YOU
are capable of handling? Then you will likely only need resources to ensure people can ﬁnd you, resources to communicate the
services you offer, and the ability to manage the expenses that

Carly Silberstein: Relationships are everything. Relationships
built on a foundation of trust and transparency will stand the test
of time. One of the core values at Redstone is “people”; we value
all of the people in our lives—our our team members, our clients,
our suppliers, our friends and family, and everyone in between.
When I gave notice to my former employer that I was leaving to
start my own event management agency, I was met with a very
CONTINUED
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CONTINUED FROM P.15

enthusiastic, excited and supportive response. He wished me all
the success in the world and just as I was walking out of his ofﬁce, he said “Carly, now who will manage our events and marketing initiatives as ﬂawlessly as you have been doing? Can’t I just
change the name on the cheque from Carly to Redstone Agency?”
Because of existing relationships, Redstone acquired its ﬁrst client
and many others that have followed over the last year.
HOW DO YOU MANAGE CONFLICT
BETWEEN YOU TWO?
Bailey: Managing conﬂict between us has been one of the easiest
parts of this experience. At the end of the day, Carly and I have
the same values and we both use these as a guiding principle for
every decision we have to make, whether together or separately.
We respect the fact that we each have a unique set of skills and
since we have the same goals and we both want the same things
for our company, we know that regardless of any conﬂict, we have
the same desire, passion and drive to see Redstone succeed. We
are also very good at communicating. We talk to each other about
every success, challenge and potential disagreement. We are
transparent and very honest with each other.

Meetings.
Conferences.
Events.

WHEN DID YOU KNOW YOU WANTED
TO START YOUR BUSINESS?
Carly: I come from a family of entrepreneurs. My father runs our
four-generation family business, my stepmother runs a marketing
consulting company and I recently married an EdTech entrepreneur.
I guess you can say it was in my blood; something I always knew I
would do it. It was just a matter of making the decision to dive in at
the right time with the right person. With experience under my belt,
an identiﬁed gap in the market and, a great idea of how to ﬁll it, and
an incredible business partner by my side (plus all of the support
from my family and friends), it was a no brainer.
If you have any questions at all, we would love to hear from
you! We believe in supporting the industry and our colleagues,
so if we can help others in any way, we’d love to do so. Feel free
to reach out to us via email or social media.
Bailey Roth and Carly Silberstein are the co-founders of
Redstone Agency, an event and association management
company headquartered in Toronto, Ontario, Canada,
operating internationally. www.redstoneagency.ca
Twitter: @RedstoneAgency; @baikop; @carlyxsilber.
Facebook: @RedstoneAgencyInc.

Close to YVR and Downtown, Pacific Gateway Hotel has the people and facilities to make your
meeting exceed expectations – an airport hotel like no other.
•
•
•
•

Boardroom to ballroom sizes for up to 600
382 modern guestrooms
Over 30 flexible spaces with natural light
Restaurants, marina, gym, pool and gardens

• Walking distance to McArthurGlen Designer
Outlet Center
• Our own 24/7 complimentary YVR Shuttles
• New suites and meeting rooms

Contact us for more information: 1-866-382-3474 pacificgatewayhotel.com

Paciﬁc Gateway Hotel – your natural choice.
M A R I N A • LO C A L M E N U S • 3 8 2 M O D E R N R O O M S • N AT U R A L M E E T I N G S PA C E S

www.PaciﬁcGatewayHotel.com

CONVENIENT. CONNECTED. COMMUNITY.
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DEALING WITH
FREE-RANGE
ATTENDEES

How do you plan an event when attendees won’t commit?
The hospitality sector is twisting itself into pretzels trying
to ﬁgure out how to appeal to
millennials. Somehow, the traditional concepts of service and
experience aren’t enough. Along
with the constant stream of articles and studies into what millennials want, there are societal
evolutions like ﬂash mobs, popup venues (pubs, restaurants,
clubs, stores, etc.) and crowdsourcing to consider, as well as a
new type of communal attitude
to work and workspaces.
Keeping an eye on these new
life- and work-styles has some
in the industry on a quest to
provide the personalization and
customization some newer attendees require. But it’s not easy.
According to one convention
centre executive, people want to
experience a meeting or convention in a way that is meaningful
to them. “They want to gather
with others, have pop-up conversations, do work when they
have to, and eat what they want,
when they want. How do we
support this new self-directed
attendee?” the executive asked.
It may not be so much a trend
as a natural evolution in service
standards and offerings. The answer to dealing with free-range
attendees requires the same
planner-supplier-delegate communications triangle that is the
foundation of successful events.
With regards to f&b, Camille
Allman, director of catering at

©Giorez/iStock

the Metro Toronto Convention
Centre (MTCC), says that people
with special dietary needs don’t
always communicate those needs
in advance to the host organization or association. “Unfortunately, people have so many forms
of communication and their
schedules are so jam-packed that
they’re not thinking, ‘Tuesday, I’m
at a conference and I have to tell
them I’m vegan.’ So we have to
ensure our frontline staff is empowered to solve the problem,
and they have to know that there
are not going to be consequences
for a decision,” she explains.
Allman’s observation about
delegate response raises the
question of how food and beverage service providers can better assist planners in working all
channels to communicate with
delegates. If planners are focused
solely on email, they may not be
reaching many attendees. Many
millennials have dropped the “old
technology” of email in favour of
texting. Given the critical need for
timely communication, this gap
may create more free-range attendees: people who aren’t being
reached via their preferred media
and therefore ignore, or are unaware of, deadlines.
Free-range attendees can
play hell with budgets if people
who haven’t signed up—and
paid—for meals expect to eat
on-site. Erin Blanchard, director
of sales for the Fredericton Convention Centre, says that one of

BY ALLAN LYNCH

the big changes she’s seeing is
the growing delegate demand
to have an authentic experience
of the event destination. “When
they arrive on the ground, they
want to experience the destination as people who live there
and love it do,” she explains.
Delegates who abandon the
group in their quest for authentic experiences and join (or rejoin) their colleagues at the last
minute are discreetly identiﬁed
via colour-coded name badges
that indicate who has prepaid
for what meal or session.
The MTCC’s solution to nonhosted/cash outlet f&b is provided via its Retail Food Operations (RFO). “We customize the
offerings on a show ﬂoor within a
conference to suit that particular
group’s needs,” says Allman. RFO
can arrange a selection of foods
that is more in line with what
people would ﬁnd at a higher end
food court. Allman also points
out that “it’s an immediate transaction, by credit card or cash,
from the attendee to the vendor,”
which spares the planner an endof-event invoice surprise.
Greg Plazek, account director for the Westin Bayshore
Vancouver, suggests another
evolution is less strict policies
on session attendance. Delegates may not plan to attend
all education sessions or meals,
but last-minute networking or
buzz can drive higher attendance. “A conference I attended

in January left many people disappointed because two popular
sessions ran concurrently,” says
Plazek. “I was 20 minutes early
and couldn’t get a seat. I had to
go to an overﬂow room where
only audio was provided. Even
the overﬂow room was ﬁlled up.
They [the organizer] misjudged
who was going to go to what. It
was a big disappointment.”
This leads to the space issue.
Plazek says that one of the biggest challenges his team faces is
planners who want extra space
“in case” of last minute growth
in attendance. “That’s not out
of line, but it’s our role to hold
rooms-and-space ratio, to balance the number of guestrooms
we’re selling with the appropriate amount of meeting space,”
he explains. “At times, we can’t
commit. If you have that space,
we can’t book anything else
and we still need to ﬁll all those
other guestrooms. Those are
difficult conversations. We have
to ﬁnd a nice way of saying no.”
This is not an industry built
on saying “no.” But it is driven
by deadlines and space commitments. Somehow that has to be
communicated to free-range attendees.
Allan Lynch is a freelance journalist based in
New Minas, Nova Scotia.
He writes extensively
about the business
events industry.
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EXPERIENCE THE POWER
OF GREAT OFF-SITE VENUES
Selecting the right venue can make or break an already well-planned
event. Oftentimes, as event planners, we have to juggle multiple
stakeholders, strategies and action plans, all of which can cause us
to relegate the selection of an oﬀ-site venue to what has been ‘‘tried,
tested and true’’ in the past. However, simplicity doesn’t need to
trump creativity ! Here are practical and realistic tips to pull oﬀ a
unique and unexpected oﬀ-site event that will create lasting memories
and results.

AHEAD OF THE
FOOD CURVE
Looking for the unexpected to tickle
both sophisticated and jaded palates ?
For any type of event, the Québec City
Convention Centre creates culinary
masterpieces that marry the latest
food trends with sought-after regional
ﬂavours. Chef Gérard Michel and his
culinary brigade craft eco-friendly
menus that cater to guests’ special
needs, food allergies and health issues.
It’s versatility at its best.
convention.qc.ca

1

TIPS FOR CHOOSING AN
ENGAGING OFF-SITE VENUE
Determine the event’s over-arching goal
Before you start researching, it is important
to determine the type of overall event you are
planning and its objectives. This will go a long
way in determining the venue style. Does the
off-site need to feature formal presentations or
must it foster an opportunity for face-to-face
networking time and camaraderie ? Are you
looking to boost employee moral with some
great team-building exercises or are you hoping
to create the ultimate “wow-factor” with
clients ? For example, if your event is targeting
millennials, you may want to organize an off-site
that is tailored to adrenaline seekers, such as
ice climbing or mountain biking.

Stay in line with the company’s image
and attendee proﬁle
Brand strategy and attendee suitability are key.
Start with the company’s branding objectives.
Does the company need to communicate key
messages to an existing clientele or is it trying
to shift its brand promise with a new launch or
announcement ? While it may seem obvious,
the type of venue you select will be conducive to
getting your brand DNA across.
What’s more : take the time to carefully detail your
attendee proﬁle. You want to make sure that your
off-site venue will impress event goers, rather
than push them too far out of their comfort
zones. If your attendees are more traditional,
for example, they may be keener for something
low key. Catering to sports-minded people ?
Select a venue that offers treasure hunts or
fun runs.

TOP-RATED VENUE IN THE
HEART OF DOWNTOWN
Rated as one of the top 50 groupand meeting-friendly hotels by
HotelPlanner.com and Meetings.com,
Hilton Québec is situated in downtown
Québec City, and is easily accessible to
many off-the-beaten path venues. Its
impressive facilities, professional staff
and breathtaking views of the city will
take your event’s success to an entirely
new level.
hiltonquebec.com

No matter what you are looking for in an off-site
venue, be sure to look up local ressources.

To start planning your meeting or convention
in Québec City, visit :
QuebecBusinessDestination.com
Québec City Business Destination
@MeetQuebecCity
2
1 Downtown Québec City
Photo : Emmanuel Coveney

2 Ice Climbing
Photo : François-Guy Thivierge

GATHER AND SHARE
IN THE HEART OF
DOWNTOWN QUÉBEC CITY
TRYP by WYNDHAM Hotel PUR
restaurant’s TABLE gastropub is sure
to please with Chef François Privé’s
small-size, shareable dishes inspired
from Spain, Asia, and both local and
American comfort food. Have your
guests enjoy remarkable meal or a
special cocktail surrounded by urban
sophistication and minimalist design.
hotelpur.com

+HARDWIRED

ENGAGE &
ENTERTAIN

WINNING TECH PRODUCTS AT WEC 2016
BY LORI SMITH
A throwable microphone and an innovative story telling service were the
top picks of the judges and audience at the Innovation Showcase session,
held during Meeting Professionals International’s 2016 World Education
Congress (WEC), which ran June 11-14 in Atlantic City, New Jersey.
The showcase gave six makers of tech-based goods and services the
opportunity to pitch their products to an audience of conference attendees
and two judges: Lawrence Coburn, CEO and cofounder of DoubleDutch, an
event technology provider; and Anthony Miller, CMO of Lanyon, a company
that specializes in software solutions for meetings, events and travel. At the
end of the hour, the judges picked their favourite and the audience selected
the products they would most likely use at an upcoming event.
The contenders included redbutton.tv’s NOW aerial eye-in-the-sky, FAAapproved drone and its mobile robots; Event Collab, event planning software; Speaker Sponsor, a new online marketplace for speakers and sponsors; and X bytes™ sweat-free, customizable, ﬁtness break videos. But it
was Catchbox, the world’s ﬁrst throwable microphone, that won over the
judges and audience members. Tell-A-Vision, choreographed story telling
that incorporates wireless screen technology, took second place (Only one
per cent separated it from Catchbox in the audience vote!).

CATCHBOX
Since its launch, Catchbox has taken home a number of
awards, including a 2015 Red Dot Design Award. (This
world-famous, German competition drew 15,500 submissions from 70 countries in 2013, the year Catchbox
was entered.) The Innovation Showcase judges pointed
out that Catchbox had a toy-like quality, which was the
starting point for many disruptive products. They also
gave it big points for helping increase audience engagement while solving the problem of how to get a microphone to attendees sitting in hard-to-reach spots like
the middle of a row. Catchbox’s key features include:
active auto mute (no sound when it’s being thrown);
magnetic locking; a 300-foot range; and customizable
cover. Catchbox may be purchased or rented. For Canadian distributors, visit eu.getcatchbox.com.

TELL-A-VISION
This unique service wowed the Innovation Showcase audience. Created by Dorene Collier, it was launched on season 8 (2013) of America’s
Got Talent. In 2015, it won the Best New Innovative Event Product/Service honour at the Special Event Gala Awards. What is tell-A-vision?
It is storytelling that marries technology and entertainment. Dancers holding wireless screens perform tightly choreographed routines that
tell a story on the screens as well as through the performance (dance, song, costume). The service is scalable (add/subtract monitors, singers, dancers, band and more) and customizable. Cost varies depending on length of performance, location of event (tell-A-vision is based
in Tampa, Fla., but has performed at events across North America and internationally), degree of customization and other factors. Check
out performances on YouTube and Vimeo (search tell-A-Vision). www.conceptartists.com/tellAvision.php
MEETINGSCANADA.COM
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+WRAPUP

Celebrating
1991-2016

TRADE SHOW
FLOOR WAS
FILLED WITH
PLANNERS FROM
CANADA &
THE U.S.

ATTENDEES ENJOYED A “HAPPY” BOOK SIGNING,
PLAYING “FOOT-POOL” AND CATCHING UP WITH FRIENDS
BETWEEN BUSINESS-BUILDING MEETINGS.

From Canada Rocks to the Closing Party, IncentiveWorks™
2016 brought the Canadian business events community
together for the 25th year in a row. Launched in 1991 as the
Canadian Incentive Travel Symposium and Trade Show, the
show has changed and grown over the years, developing and
delivering the tools Canadian meeting and incentive travel
planners need to succeed, says Robin Paisley, managing director of IncentiveWorks and Meetings + Incentive Travel.
Paisley, who has been at the helm of IncentiveWorks
for 16 years, acknowledges that the industry has seen incredible changes since the show launched. But, she says,
“the foundation of why we’re here today has not.
“Our processes have evolved, our lead times have
diminished, technology has added both ease and frustration to the planning process, and the world’s triumphs
and fears are a daily, actually a minute-by-minute, feed,”
she explains. “We’ve gone from needing a conference
and trade show to gather information, to choosing to attend to build our face-to-face relationships—the real currency of our industry today. The information is no longer
driving the conversation. It’s the connection.”
This August, IncentiveWorks connected 425 MC&IT
exhibitors, representing more than 700 companies, with
planners from across the country. It also offered attendees
a robust roster of education in its morning conference sessions and keynotes, and on the show ﬂoor. In addition, innovative new features like Puppy Cuddling and a Discovery District devoted to f&b were welcomed by attendees.
First-time attendee Anne-Marie Cey, CSEP, president
of Wow Factor Event Design in Saskatoon, SK, says IncentiveWorks exceeded her greatest expectations. “The
networking opportunities and professional education sessions were top-notch. I left Toronto feeling inspired and
motivated. I will deﬁnitely plan to attend in the future.”
Joe Glionna, president of Newcom Business Media, the
owner of IncentiveWorks and Meetings + Incentive Travel,
says he’s very proud that the show’s 25th anniversary edition was such a great success. “Thank you to all the exhibitors, sponsors and attendees who contributed to the
show’s success this year and in the past. We’re looking
forward to another wonderful 25 years.”

All photos by Donna Santos Studio
MEETINGSCANADA.COM
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SHOW FLOOR HIGHLIGHTS
INCLUDED PUPPY CUDDLING, THE
WELLNESS LOUNGE AND A VISIT FROM
CASH CAB HOST ADAM GROWE.

KEYNOTE SPEAKERS
NEIL PASRICHA AND
CURT STEINHORST SHARED
TIPS ON FINDING HAPPINESS
AND FOCUS. CONFERENCE
SESSIONS EXPLORED PLAY,
CONTRACTS, MEETING
FORMATS AND MORE.

THE HOSTED BUYERS PROGRAM WELCOMED
36 PLANNERS, WHO ENJOYED SITE-SEEING AND
SPECIAL EVENTS WITH PROGRAM PARTNERS.

24
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C A N A DA’ S M E E T I N G S + E V E N T S S H OW

Thank you for another
successful year!

MARK YOUR CALENDAR

AUGUST 22 + 23, 2017
METRO TORONTO CONVENTION CENTRE

Application for Hosted Buyers Program opens

March 1, 2017
Registration opens

April 3, 2017
Exhibit space on sale now

MEETINGSCANADA.COM
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M+IT’S HALL OF FAME INDUCTEES ENJOYED
THE PROGRAM’S ANNUAL DINNER AT THE HILTON
TORONTO ON SUNDAY. EIGHT MORE INDUSTRY
LEADERS WERE INDUCTED ON TUESDAY.

HOSTED BUYERS, ATTENDEES,
EXHIBITORS AND SPONSORS
ROCKED OUT AT THE ’90s-THEMED
CLOSING PARTY HELD AT THE
ADDISONS RESIDENCE.

MORE PHOTOS ON
meetingscanada.com
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DON’T MISS INCENTIVEWORKS 2017!
AUGUST 22 + 23, 2017 TORONTO, ONTARIO
MEETINGSCANADA.COM/INCENTIVEWORKS
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PUTTING
THE PIECES
TOGETHER

BY LORI SMITH

The 2016 Meetings Market Report: The state-of-the-industry,
controlling costs and getting some respect

This year’s Meetings + Incentive Travel’s Meetings Market Survey
ﬁnds the industry enjoying a period of relative stability. The majority of respondents (85 per cent) reported that their companies or
clients did not cut back on the number of days of any multi-day
events in 2015, and 87 per cent said there had been no cutbacks
in 2016. Data on spend showed little year-over-year change, with
the exception of food and beverage costs, which 45 per cent of
respondents said had increased. Estimated spend in 2016 was expected to be 10.5 per cent higher than in 2016, rising from $733,000
to $810,000. And on average, respondents said they planned 8.8
meetings a year, and booked 564 room nights. Looking at the data,
it’s fair to conclude that it’s been a good 16 months for event pros.
However, there are ripples under the industry’s calm surface.
When asked about challenges, the number one response was
“costs.” In addition to f&b, planners were worried about rising
prices for venues, hotel rooms, audiovisual, travel and more. They
also said that the impact of these rising costs is compounded by
ﬂat budgets and the down dollar. If estimated average spend was
rising 10.5 per cent, why all the concern?
Clearly, the data wasn’t telling the whole story. To help us put
the pieces of the puzzle together, we assembled a panel of planners and held a session at IncentiveWorks 2016. The panelists
were: Bettyanne Sherrer, CMP, CMM, president of ProPlan Conferences & Events, current president of CanSPEP and M+IT’s 2013
Hall of Fame Industry Planner inductee; Marie-France Watson,
event planner and business officer at Concordia University and
the 2016 president of Meeting Professional International’s (MPI)
Montreal and Quebec chapter; Julie Calvert, CMP, CMM, manager of events and regional programs for The Canadian Payroll

Association and M+IT’s 2014 Hall of Fame Industry Planner inductee; Kate Cheney, owner of two Calgary-based event companies—ConventionAll Management and Meeting Solutions, and
the 2010 president of MPI Greater Calgary; and Kalinda Cripwell,
event manager at Invesco Canada and one of the industry’s new
generation of planners. Here’s what they had to say.
WHAT’S THE STATE OF THE INDUSTRY?
To start the session, we asked the panelists how they would rate
the state of the industry on a scale of one to 10, with one being a
planner’s worst nightmare and 10 being a planner’s paradise. Their
answers came in at an average of seven. Sherrer and Calvert gave
today’s meetings market a mark of eight, citing its strength and
the acknowledged importance of face-to-face business events.
Cheney was less optimistic. She gave the national meetings industry a seven and Alberta’s meetings industry a four. “We’re facing some great struggles in Alberta,” she said, noting that suppliers and planners who worked for corporations and some of the oil
and gas associations were “really feeling the pain.” There are fewer
events, budgets have been cut and people are losing their jobs because marketing and events are the ﬁrst places corporations look
to cut when the economy falters, she explained. “We faced it in
2008, but I don’t think we learned enough. People didn’t diversify.”
Watson and Cripwell were also less optimistic. Watson, who
has to contend with funding from government, gave the industry
a score of 7.5. Cripwell gave it a seven, “maybe a six,” saying that
she found the ﬁnancial sector was still recovering from the downturn of 2008/2009, and like Cheney, felt marketing and events
teams are particularly vulnerable to economic ups and downs.
CONTINUED
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Spend Drilldown
(2015 actual vs 2014 actual)

Increased

Decreased

Stayed the Same

Not Applicable

Airfare

26%

9%

40%

25%

Audiovisual Services

27%

15%

57%

1%

CSR Activities

9%

6%

34%

51%

Décor

17%

15%

39%

30%

Entertainment

11%

14%

44%

31%

Equipment Rentals

17%

9%

57%

17%

Exhibit Design, Sales and Rentals

11%

9%

45%

34%

45%

13%

41%

1%

Hotel Rooms (for accommodations)

24%

10%

55%

11%

Meeting Room Space (hotel or conference centre)

26%

9%

61%

3%

Name Badge and Registration Service

11%

5%

53%

31%

Security Services

6%

6%

35%

53%

Speakers

14%

9%

56%

22%

Staffing Services

13%

8%

48%

32%

Third-party Management Fees

7%

7%

32%

55%

Transportation (local, chartered)

16%

9%

47%

28%

Team-Building Programs

5%

9%

34%

52%

Unique Venues (not hotel or conference centre)

11%

7%

34%

48%

23%

5%

52%

20%

Food and Beverage

WiFi

CHAMPAGNE TASTES, BEER BUDGETS
Despite the anticipated 10.5 per cent rise in overall spend reported in the survey, many planners continue to deal with ﬂat
budgets. As a result, keeping costs down is a major challenge,
particularly with elevated client and attendee expectations. The
key to controlling spend, the panelists agreed, is working with
suppliers. “We’re all on the same team when it comes to event
design and delivery,” said Sherrer. “We need to collaborate to
maintain that event experience, but also be very cognizant of
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spend because the bottom line affects our delegates, our corporations and our clients. Everybody has to give a little bit.”
Calvert pointed out that external economic factors “are huge”
and negotiating in a boom economy is very different from negotiating in a bust economy. As an example, she cited the challenges that Calgary’s going through right now. “Who would envision
that oil and gas would walk off a cliff?” she asked. She used the
cost of a hotel room in the city as an example. The contract,
which would have been negotiated two years ago when demand

INNDEPTTH

was at its peak, would look different if it were being negotiated
today, she said. “I think as planners we face a unique stressor
when it comes to managing the bottom line for our employers.
Unless they’re in the weeds with a planner, I don’t think senior
management or people on the periphery of the planning segment are actually aware of the difficulties and the length of time
involved in reaching a mutually agreeable negotiation. It takes
time. It takes patience. You just have to maintain integrity and be
your authentic self all the way through the process and you will
eventually get there,” she added.
According to Cheney managing client and attendee expectations is also key to controlling costs. It always goes back to establishing the meetings’ goals and objectives; asking your client
what they want attendees to get out of the event, what kind of
experience they’re looking for, she said. Transparency is also essential. Suppliers should be upfront with planners about all fees.
This allows planners to be candid with clients. “Service charges
are big kickers when you’re looking at your food and beverage
budget,” explained Cheney. “You have to explain to your client
that what they’ve selected is great, but there’s an 18 to 20 per
cent charge on top of that.”
The discussion inspired the panelists to share some nuts and
bolts solutions to controlling costs. Cripwell said that Invesco has
started to focus on “intimate, smaller conferences,” which they hold
in Canada rather than running large conferences in international
destinations. “It’s saving us money and it looks good on the client
side because they’re getting one-on-one interaction with speakers.
It’s more intimate and they feel it’s just for them,” she explained.
On the f&b side, she said they no longer serve food on breaks.

“Take a break, check your phone, grab a coffee, that’s it,” she
explained, adding that people are more mindful of food waste
today. She also works hard to negotiate service fees. “The craziest fee I ever saw was a tip jar removal fee. I was already paying
a 22 per cent service charge on top of my costs and I had to pay
each bartender $75 to take the tip jar off their bar. That’s the sort
of thing that’s often not in contracts, but you can negotiate with
your customer service manager (CSM) to reduce or remove it.”
Watson said going local is one of the ways she’s dealt with
ﬂat budgets and increased food costs. “The days of caviar and
champagne meetings are over,” she explained. Now, she looks
more at vegetarian options and incorporating what’s in season
into meeting menus. In addition, she selects whole fruits over
sliced fruits, saving on labour costs.
Piggybacking on other events in the same venue has worked
well for Sherrer. She explained that four to six months out, when
planners are dealing with their CSM, they can save money by
asking what events are being held in the venue at the same
time. She recommended ﬁnding out what the other group is
serving for dinner, and serving the same meal to your group.
“Your delegates don’t know... [and] it’s going to save a lot of
time [and labour] in the kitchen,” she said. The same thing can
be done with audiovisual. “Who’s in front of me [in the meeting
space]? What’s the production company? What’s their rigging?
Can I save? I’m going to adjust my ﬂoor plan to save $20,000 in
rigging. What can you do with that in your budget? Being ﬂexible on the ﬂy in the two to six months-out window, and asking
questions of your venue partner so you can leverage the other
group’s spend, can make a really big difference,” she said.
CONTINUED

Bettyanne Sherrer, CMP, CMM

Photos: Donna Santos Studio

Marie-France Watson

Julie Calvert, CMP, CMM

Kate Cheney

Kalinda Cripwell
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DO MEETINGS MATTER?
The survey revealed (see chart on right) that the majority of respondents felt that government and corporate Canada understand the value of professionally-planned meetings and events,
but the profession is undervalued by the general public. This lack
of knowledge about, and validation of, meeting planning appeared frequently on the list of answers to the question of challenges the industry is currently facing.
While she agreed with the 64 per cent of respondents who
said corporate Canada/government value planners and meetings,
Sherrer, with the agreement of the other panelists, challenged the
statement. “I think corporate and government are two different
things—apples and oranges,” she said. “When it comes to understanding the value of our industry, government lives in economic
impact. That’s the data they want. Corporate wants to talk ROI [return on investment]. Those are two very different conversations.”
Calvert and Sherrer both pointed out the headway that the industry has made thanks to National Meetings Industry Day (now
Global Meetings Industry Day), the Canadian economic impact
studies (CEIS) and the ongoing work of the Business Events Industry Coalition of Canada (BEICC). “Eight point ﬁve billion dollars in taxes, that’s from our industry. That’s huge,” said Calvert.
“We generated $27 billion—1.5 per cent of Canada’s GDP... We’re
creating 200,000 full-time jobs. Out of every $85,000 spent at
an event, the equivalent of one full-time job is created… I think
there’s deﬁnitely a conscious recognition, certainly at the government level, that meetings do create value and we are a serious revenue generator alongside the taxpayer.”
But this recognition hasn’t trickled down to the public, said
Cheney. “People don’t understand the value of what we can
bring to their city, to the economy. We’re not getting enough
press in the everyday [consumer] media about those economic
impacts and what we can do.” And public perception is important, she said, explaining that government in Calgary is convinced
that the city needs a new or expanded conference centre, but the
taxpayers aren’t onboard.
Cripwell said that she was on the fence when it came to agreeing with the statement about corporate Canada valuing planners
and meetings. “On a good day, I’ll agree with it. On some days, I
don’t agree with it at all.” She pointed out that it’s still a struggle

Understanding that
meetings mean business
Corporate Canada / Government
understands the business value of
professionally-planned meetings
and business events.
Disagree
Agree

36%

64%

The general public understands
the economic value of meetings and
other business events
Disagree
Agree

64%

36%

for planners to get a seat at the executive table, and to be looped
in from the start of a discussion about an event or meeting.
Planners are victims of their own success, added Watson. “If
you don’t see us, it means everything has gone well. But I don’t
think we do enough to educate the public... We do lots of ads
[before the event] … but we don’t do a press release after. We
have to do a better job educating others about it.”
Sherrer said she’s had the privilege of serving on several NMID
committees, and one of the ﬁrst goals is “to stop talking to ourselves.” The day’s mandate is to push the message that meetings
matter to the government and consumer media. “That’s really
the ultimate goal,” she said. “I know that we’re trying.”
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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.

M E ETI NG SCALGARY. COM

where

Ideas
take shape

CONNECT+ a toolkit of inspiration
IDEA NETWORK • ELEVATED DISCUSSIONS • INDUSTRY INSIGHTS
WORLDWIDE PREMIER DESTINATIONS • SPECIAL GROUP OFFERS
Online resources for today’s M&E planner. Discover the possibilities
at hiltonworldwide.com/connectplus.

Hilton.com

2016
Meetings + Incentive Travel’s Hall of
Fame recognizes and celebrates
industry leaders who have made—
and continue to make—outstanding
contributions to Canada’s meetings, events and incentive travel
industry. Since its launch in
2009, 46 planners and suppliers have been inducted.
This August, eight more
individuals joined the
M+IT Hall of Fame family.
The 2016 inductees were
revealed in a special live
presentation on the opening day of IncentiveWorks,
the country’s leading industry
trade show and conference.
Honours were given in the
categories of Industry Planner,
Industry Mentor, Industry
Volunteer, Industry Innovator,
Rising Star, Industry Builder, The
Big Idea and Industry Veteran.
“We are delighted to welcome this
year’s inductees into the Hall of
Fame,” says Robin Paisley, managing
director, M+IT and IncentiveWorks.
“Each of them is making a signiﬁcant
contribution to the industry.
They are inspiring.”
— Lori Smith, Editor

Photos: Donna Santos

The 2017 Call for Nominations opens
Wednesday, March 1, 2017. Learn more at
www.meetingscanada.com/HallOfFame
MEETINGSCANADA.COM
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INDUSTRY INNOVATOR
GRANT SNIDER, DMCP
President and CEO, Meeting Escrow Inc.

In 2013, a global, industry-leading professional congress organizer ﬁled for
bankruptcy. More than 13 million euros of client deposit money was lost.
That same year, another globally-respected DMC collapsed. In addition
to employees and suppliers not being paid, clients who had placed
deposits with the company lost substantial amounts. Grant recognized
that these ﬁnancial disasters could be prevented. In 2015, he launched
Meeting Escrow Inc., the ﬁrst company of its kind in the industry.
Meeting Escrow provides ﬁnancial and risk management services for
the meetings industry worldwide, with a focus on protecting client
deposits through a customized escrow solution. It’s a service that’s
new, needed, long overdue, and deﬁnitively moves the industry forward.

R
RISING
STAR
CHRI
CHR
CH
RIS
R
ISTY WRIGHT, CIS
Ope
Operations
pera
ratt
Coordinator,
SM+I/Strategic
SM
M+
M+I/S
+I/S
S
Meetings + Incentives

Christy
Ch
C
hris
h
rist
istt won over the judges with her
boundless
bo
ou
o
u
un
enthusiasm, forward thinking,
in
g, and
a
deep desire to give back to the
industry.
in
ndu
In just three short years, she has
volunteered on a number of SITE Canada
v
volu
committees. She has received its Voluncom
teer Champion Award twice, and was
the recipient of its 2015 Young Leader’s
Scholarship to attend the 2015 SITE
Sc
Global Conference in India. She has
Glo
already earned her Certiﬁed Incentive
alr
Specialist designation (CIS); is currently
Sp
working on her certiﬁed associate in
wo
project management designation;
pr
and will soon begin work on her CMP.
an
On the job, she takes on every task,
rises to every challenge and seizes
rise
every opportunity to learn.
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34

MEETINGSCANADA.COM

INDUSTRY
INDU
USTR
TR
RY VOLUNTEER
VOLU
HAYLEY
HAYL
LEY
Y BISHO
BISHOP,, CMP
Account
Ac
ccou
unt Director,
Direct Wynford

Inspired
In
nspired by her
nsp
h parents, who made no qualitative distinction between
paid
pa
aid
da
and volu
volunteer work, Hayley has a long history of giving. She has
h d a variety
held
v
y of leadership positions at SITE Canada, and is currently
the
th
e association’s
a
assoc
c
ciation’
past president and an executive board member.
During
Du
uring her
u
ur
he
er tenure
tenur as president, she championed the implementation
of even
of
event-speciﬁc
event-s
en
ntt sp
n
peciﬁ
p
pe
peci
eciﬁc
ec
ciﬁc charitable contributions.
utions.
tions.
s. She
She has also
o held many
ma y
volunteer
vo
volu
olunte
unte
eer
err posts
sts outside
o
of the industry.
s ry.. Currently,
stry
Curre
Curr
ently, she sitss on
an
a
n Operation:
Ope
peratio
pera
ion: W
Welcome
e
to Canada c
committee
omm
mit
itte
ee and is help
helping
ping
a Syrian
Syri
S
r an
a family
fa
amily relocate
re
to Canada. For
or Ha
Hayl
Hayley,
ayley, volunteer
volunteering
ring
is a norm
normal
rma
al par
part
rt of life, and is aboutt gro
g
growth,
rowth
wth,, not
n glory. It is,
no
she
he says,, it
itss o
own
wn pay.

THE
T
TH
HE B
BIG IDEA
TIM
T
IM
MW
WHALEN, CMP
Execu
Executive
Ex
Meeting Manager,
age
er,
Fallsview
Falls
llsvi
Casino Resort

T m re
Tim
received this year’s Big Id
Idea
dea
honour
ho
on
o
no
nou
u for ﬁnding a way
y to measure
m
the
he
e re
return on investmentt (ROI) o
off a
an
association
asso
oc
membership.
p. A memb
member
ber of
leadership
MPI Toronto’s
To
T
o
p team and
d board
directors,
he conceived
idea
of dir
ire
ire
ed the ide
ea of
developing
dev
evelo
velo
a program that
hat would
wo d measure
ttransactions
tran
tr
ransa
ansa
between mem
members.
embers.. H
He
e then
t
headed the supplier/planner
heade
nner
nne
er task
ta
ask force that
th t
created
c
reate memberTomember,
mb
ber, a
an
ne
easy-to-use
program that accomplished
shed
d that
t
go
goal.
oal. He
also oversaw the program’s
am’s integration
am
i
on int
into
to
the chapter’s website. In
n it
its
ts ﬁrst three mo
months
on the site, memberTOmember
membe
mber
er re
receiv
received
ceive
eived
ved
ed
more than 33 submissions,
ons
ns, totalli
totalling
ling
gn
nearl
nearly
rly
ly
ly
$1.25 million in transactions.
ons. It a
also cau
caught
au
ughtt
the attention of MPI headquarters,
adqu
dquarters, w
which
hich is
h
now wondering if the program
rogram can
n be
e used
d
to capture the ROI of a global
global association.
asso
ocia
ciation
on.

MEETINGSCANADA.COM

35

INDUSTRY PLANNER
HEATH
HER DOUGLAS
Senior Buyer,
Meridican Incentive Consultants
ants

Heather has been developing
g and e
exec
executing
ecu
cuting
incentive travel programs forr 24 ye
years. She
he
has staged a masked ball in St.
St P
Petersburg,
t rsburg
Russia; chartered the Onassis’
s’ yacht “Christina” for ﬁve over-the-top days
ays of cruising
the Aegean; and arranged an
n emergency
delivery of champagne by helicopter
elicopter drop
el
drop.
op.
In 2014, she and an industry col
colleague
ollea
olle
eague won
on
an iincre
edthe SITE Canada ICE Award for a
incredm in
n Ba
B
arc
a
rce
rc
celon
na,
ible foodie-focused program
Barcelona,
nowle
no
le
edg
ge
eo
off
Spain. Heather has a deep knowledge
ea
ath
hes tthe
h
e sp
sport
destinations. She lives and brea
breathes
mpa
mp
any’ss uno
offici
cial
of negotiation, and is her company’s
unofficial
ay
y--it
it-forrward
“legal beagle.” She believes in p
pay-it-forward
nd
n
d she
e kn
partnerships with suppliers. A
And
knows
nt isn’t
sn’t
n’t sayi
ying
that discovering what a client
saying
eir
i b
usiness and
and
is the real key to winning their
business
ve
e trav
avel progra
ram.
ra
delivering a winning incentive
travel
program.
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INDUSTRY VETERAN
LESLIE
E WRIGHT
President, Fletcher Wright Associates
ssociatess

Through the nomination process, the judges heard a lot about Leslie.
Throu
Thr
They w
were told that she’d “done more to advance and build the meetings and
d events industry in Canada than anyone else.” Someone else
said if the
th meetings industry was a corporation, she would be the CEO.
Another
Anothe
An
er peer pointed out that she has improved the way the industry
conducts
con
nduc
cts its day-to-day business, added to its foundation, and left a legacy.
Forr more
mo
ore tthan 25 years, Leslie has guided MPI Toronto and SITE Canada
presidents,
presi
siden
nts, committees, young leaders, and industry newcomers. She has
mentored
red
d many;
m
shown and shared great wisdom; and is renowned for being
the calm, c
capable eye of any event storm. She is the gold standard.
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INDUSTRY MENTOR
CONSTANCE WR
RIGLEY-THOMAS, CAE
Owner and CEO, Essentient Association Management & Events

Constance has spent the last 34 years giving a hand up to people in the
industry. She has guided employees, coached peers through accreditation
exams, and offered advice to executives. She willingly shares “what not to
do,” as well as “what to do.” She has also passed on her enthusiasm and expertise to clients, helping several associations launch mentorship programs.
Constance believes mentoring creates continuity and connectivity between
generations. An active volunteer, she says that mentoring is the natural next
step. Why does she mentor others? To give back, to feel good, to help and
to learn. And, she adds, because she’s asked. “It is an immutable truth,” she
says, “that we all just want to be asked to contribute.”

INDUSTRY BUILDER
SHA
AWNA MCKINLEY
Director of Sustainability, MeetGreen
ree
ee
en

Shawna is a “sustainability solutionary”—
y”—
someone who believes in the power
wer of
events to make the world a better
er place
place.
ce.
A leader in busting the myth thatt mee
meeteeting green is hard, she was the project
ojec
oject
manager for the ﬁrst online tool for
green meetings. She is also a founding
nding
member and the ﬁrst executive director
of the Green Meeting Industry Council.
ouncil.
Working with clients who saw the
e value
of sharing their green meeting experiencxperiences, she developed a body of event
nt sustainability case studies, which she
e freely
shares with the planning community
nity so
ental
others can reduce the environmental
k has
footprint of their events. Her work
etlaid the foundation for a greener meetrow
row.
ings industry and a better tomorrow.
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BY LORI SMITH

CANADA
UPDATE

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

Algonquin Golf Course, The Algonquin Resort St. Andrews By-The-Sea. Photo © Brian G. Atkinson.

BRITISH COLUMBIA
Vancouver was ranked top convention city in Canada and second
in North America, according to Watkins Research Group’s biennial
survey of nearly 900 industry planners and decision-makers
from around the world. + In honour of the Rio Olympic Games,
Vancouver-based Eventology has launched a roster of Olympicthemed corporate team-building events. Activities include: Urban
Olympics Go Team (a high-tech treasure hunt); Flat Out Aﬂoat
(build-your-own boat and race); and Two Tribes (an alternative
Olympiad celebrating indigenous games.) + The Canadian Wildlife
Federation (CWF) has certiﬁed The Westin Bayshore, Vancouver
as a wildlife-friendly habitat. The trees, ﬂowers and water features
at the hotel welcome wildlife, and a variety of animals, including sea
otters, squirrels and hummingbirds, are often seen on the property.
“Flatout Aﬂoat” Olympic-themed team-building event from Eventology, Vancouver, BC.
CONTINUED
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CONTINUED FROM P.39

Photos (clockwise from top): Artist’s rendering of
5,000-square-foot Crystal Ballroom, Omni King
Edward Hotel, Toronto; Urban farm on the rooftop
of the Palais des congrès de Montréal; Quartier
Tremblant - Base Camp. Photo courtesy
of Tremblant Resort Association.

ALBERTA
The Calgary TELUS Convention Centre
hosted the International Society for the
Prevention of Child Abuse and Neglect
(ISPCAN) from Aug. 28-31. Calgary was
shortlisted against Dubai for the biennial
conference. + The Westin Calgary is now
offering guests the chance to exercise with
trainers from CrossFit Ramsay Calgary. Run
on weekday mornings, the program builds
on Westin’s global well-being movement.
+ The International Association of Venue
Managers (IAVM) has recognized three
Shaw Conference Centre (Edmonton)
employees for their leadership in the venue
management industry. General manager
Lisanne Lewis obtained her Certiﬁed Facilities Executive (CFE) designation and client
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service manager Manfred Kalk received
his Certiﬁed Venue Professional (CVP)
designation. Marketing and communications
manager Imran Gill was named to the IAVM
30 Under 30 Class of 2016.
ONTARIO
The third phase of Living Water Resort &
Spa’s renovation have been completed. The
investment resulted in 100 one-bedroom
and two-bedroom suites; additions to
the 5,000-square-foot on-site spa; and a
5,000-square-foot contemporary waterfront restaurant offering an earth-to-table
menu, an open presentation kitchen, and
private dining room overlooking Georgian
Bay. + The International Centre (Mississauga) is now offering free WiFi in its

conference centre and Aviation Ballroom.
Complimentary WiFi is already available in
its lobby areas and permanent restaurant,
Craft Eatery. The expanded offering covers
nearly 39,000 square feet of meeting space.
+ Vrancor Group has bought the 144room Holiday Inn Hotel & Suites Oakville
@ Bronte and the 105-room Staybridge
Suites Oakville-Burlington. The Holiday Inn
has 7,200 square feet of meeting space and
is adjacent to the Oakville Conference Centre. The Staybridge has two meeting rooms
with a maximum capacity of 30 people
each. + The Crystal Ballroom in Toronto’s
historic Omni King Edward Hotel is currently undergoing a $6.5 million renovation.
Scheduled to be completed in early 2017,
the ballroom is getting a new permanent

+CANADA UPDATE
bar, new carpeting in the ballroom, new mosaic tile ﬂoor in the pre-function space, and
updated chandeliers and wall sconces.
QUEBEC
The Palais des congrès de Montréal is
undertaking a project in urban farming,
adding a second use to its 31,500 square
feet of roof space. The VERTical project is
the most recent phase of the greening of
the centre’s rooftop. Encompassing 6,000
square feet, it is characterized by freestanding vertical structures. Herbs, leafy
vegetables, strawberries and edible ﬂowers
are on the menu for the project’s ﬁrst year.
+ The Québec City Convention Centre
reports that it will be hosting more than
30,000 delegates at the 33 conferences,
meetings and shows scheduled for fall
2016. It’s expected that these attendees will
generate 50,000 room nights at Québec

City hotels and pump an estimated $32
million into the local economy. + The Tremblant Resort Association has rebranded its
convention centre as Quartier Tremblant
– Base Camp. The rebranding reﬂects the
destination’s blend of sports, wellness,
music, relaxation, food and nightlife and its
ability to provide group opportunities in a
deep wilderness setting year-round.
NEW BRUNSWICK
Golf course architect Rod Whitman will
lead an upgrade and repositioning of
The Algonquin Resort’s course. Whitman’s redesign will accentuate the natural
beauty of the region, re-sculpting holes,
tee boxes, bunkers and greens to optimize
the golﬁng experience. Sightlines and
views will emphasize the Bay of Fundy
location and the historic town of St.
Andrews. The current 7,000-yard, par 72

course is rated the best in New Brunswick.
NOVA SCOTIA
FMAV has been named the official in-house
AV partner for the Halifax Convention
Centre, which is expected to open in 2017.
FMAV will provide audio, visual, digital
signage software and support, including
exclusive rigging services. + New Castle
Hotels and Resorts celebrated the 20th
anniversary of The Westin Nova Scotian
this summer. In April 1996, the vintage
1930 Nova Scotian was only a few weeks
away from the wrecking ball when it was
acquired by New Castle founder David
Buffam and his team. Today, it anchors
the south end of Halifax. + Hampton
Inn & Suites by Hilton Truro has opened
in Millbrook. The 94-room property has
several meeting spaces, with a maximum,
combined capacity of 125 people.

The Saskatchewan Legislative Building is
Canada’s largest Legislative Building. Known
as the Marble Palace, it feautures 34 types of
marble from around the world. Historical tours
of this majestic structure are perfect for
companion programs, leaving plenty of time to
walk the grounds of the picturesque Wascana
Park.

Be Enchanted
www.conventionsregina.com
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+DESTINATIONS

PRAGUE & BUDAPEST
WHERE OLD WORLD MEETS NEW
BY MAUREEN LYNCH
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+DESTINATIONS
It is my second day in Central Europe and
our group of Canadian FAM participants
has just sat down for a wine tasting in a
traditional vineyard with a beautiful view.
Sampling local cheeses and meats, we sip
organic wine and learn about the past
season’s harvest. It is an “Under the Tuscan Sun” moment, except we aren’t in
Italy. This is the Hungarian wine region
of Etyek, a short drive from Budapest.
This small village, known for its white
and sparkling wines, is just one stop in
our four-day excursion to Budapest and
Prague, hosted by Senator Meetings and
Incentives, a Czech DMC.

Budapest
Divided by the Danube River, Budapest is
an Old World city with New World fusion,
making it a great incentive travel destination and meeting site.
The city features a plethora of historic
buildings for off-site events. The Kiscelli
Castle Museum is a Baroque Trinitarian
monastery that can accommodate 420 people in its 5,402-square-foot Main Hall. The
Pesti Vigadó is a stately venue comprised
of three regal halls, several meeting rooms,
a chamber theatre and a panoramic terrace.
The iconic Gundel Restaurant combines
elegant ballroom, banquet hall, restaurant
and terrace space with a world-renowned
reputation for excellent styling, food and
staff. And the Castle Garden Bazaar, an architectural jewel box of renovated historical
buildings at the foot of Castle Hill, is a sophisticated entertainment district of shops,
exhibitions halls, restaurants and cafes. It
features a multifunctional, 9,700-squarefoot event hall and neo-Renaissance garden
with open-air stage.
Off-site events can also be held on water. The Europa Boat offers a 3,500-squarefoot sun terrace and upper deck capacity
for 1,000 people along with a ﬂoating view
of the city’s numerous UNESCO World
Heritage Sites and pristine European architecture.
With as many outdoor cafes as Paris or
Vienna, Budapest comes alive at night. After-hour options for our group included the
360 Bar, an outdoor rooftop terrace with
stunning views of the city, and the Szimpla
Kert ruin bar, a deserted stove factory that
has been converted, through the artistic

use of lighting, music and castoff items
such as bathtubs and bicycles, into one of
the world’s top pubs.
For transportation with a twist, we earn
our keep on a 10-person beer bike, which
serves as a rolling refreshment station as we
peddle our way through city streets.
Hotel options are also abundant in Budapest. The group stays at the Intercontinental
Budapest, which is located beside the city’s
historic Chain Bridge. It has 402 guestrooms (26 suites and 186 rooms with river
view), and conference and meeting space
facilities for up to 850 people, including an
86,100-square-foot ballroom.
The centrally-located, ﬁve-star Four Seasons Hotel Gresham Palace Budapest features 160 guestrooms, 19 suites and nearly
8,200 square feet of meeting room space.
Its ornate hotel lobby ﬂoor boasts more
than one million mosaic tiles. For smaller
groups, the music-themed boutique Aria
Hotel offers 48 guestrooms, many with
courtyard balconies, and six event spaces
that can accommodate up to 160 people.

Prague
Our trip to Prague, a one-hour ﬂight from
Budapest, begins with a delightful buffet
lunch on the terrace of the rooftop Zlata
Praha Restaurant at the InterContinental
Prague Hotel.
Prague’s world-class hotels range from
luxury properties housed in former palaces
to modern congress hotels. The city can
accommodate more than 90,000 people
in total. The InterContinental’s 372 elegant
rooms and suites with Italian marble bathrooms were remodeled in 2009 and offer
views of the Old Town or the Vltava River.
With more than 18,200 square feet of event
and conference space in 14 meeting rooms,
the hotel’s central location and award-winning cuisine make it a popular choice.
The Four Seasons Hotel Prague, set on
the Vltava River, combines Czech cultural
traditions with gracious design in its 138
guestrooms, 19 suites and 6,800 square feet
of meeting room space.
Much like Vienna, Prague’s compact
size, accessibility, and well-maintained infrastructure make it an ideal meeting and
incentive travel destination. Historic meeting spaces include the Municipal House—a
multifunctional national heritage building

BOHEMIAN
GLASS
The Czech Republic has produced
glass and crystal since the 10th
century. Hand-crafted stemware,
paperweights, jewelry and
decorative accessories are
perfect gifts for program
participants.

RUIN PUBS

Unique to Budapest, these bars
are built in derelict buildings and
stores. Decorated with mismatched
furniture, they have contributed to
the city’s reputation as a
party centre.

TRDELNIK
PASTRY

Prague’s signature pastry is
rolled dough that is wrapped on
a stick, grilled and then sprinkled
with sugar, walnuts and other
toppings.

BUDAPEST PHOTOS - PAGE 42 (top) Hungarian State Opera
House. Photo © Four Seasons; (2nd row, l-r) Sidewalk Cafe.
Photo © Four Seasons; Szechenyi Chain Bridge. Photo ©
Paul Thuysbaert/Four Seasons; Gundel Restaurant Terrace.
Photo © Gundel Restaurant; Gresham Pool, The Four Seasons
Budapest. Photo © Paul Thuysbaert/Four Seasons. (3rd row,
l-r) Rooftop, Aria Hotel. Photo: Aria Hotels; (bottom row,
l-r) Gundel Restaurant Exterior. Photo © Gundel Restaurant;
Aria Hotel exterior. Photo: Aria Hotels; InterContinental Hotel
Budapest. Photo © IHG.

PRAGUE PHOTOS - PAGE 44 (top row, l-r) Charles Bridge.
Photo © Shutterstock/Four Seasons; Trdelnik pastry. Photo ©
vichie81/iStock; Meeting room, InterContinental Hotel Prague.
Photo © IHG. (2nd row, l-r) Exterior, The Four Seasons
Prague. Photo © Peter Vitale/Four Seasons; Municipal House,
Republic Square. Photo © eﬁred/iStock; Bohemia Crystal
store window. Photo © Alan Phillips/istock. (3rd row, l-r)
John Lennon Wall. Photo © Manakin/istock; Old Town Square.
Photo © Tomas Sereda/istock; Prague Castle. Photo © IHG.

CONTINUED
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CONTINUED FROM P. 43

with 19 meeting rooms, including a concert
hall with capacity for 1,200 people—and the
neo-Renaissance Žofín Palace, which combines four halls, a restaurant and garden
with top-level service.
Our itinerary included a stroll through
the Jewish Quarter and a walk across the
15th century Charles Bridge, an iconic city
landmark that connects Prague Castle with
the city’s Old Town Square, an UNESCO
World Heritage Site that features the oldest
operating astronomical clock.
Our group puts its artistic ﬂair to the test
by hand-painting our own glass plates at
the Manto Gallery. We also add graffiti to
the John Lennon Wall, an ever-changing
monument of inspired messages that has
been paying homage to the late Beatle
since his death in 1980.
44
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A highlight of our visit is a ride in convertible vintage cars to Prague Castle, the
largest city castle in the world. One of the
most signiﬁcant cultural sites in Europe, the
castle is home to the Lobkowicz Palace. This
16th century private family museum has 12
luxurious event spaces, including an Imperial
Hall complete with marble ﬂoor and chandeliers, and a terrace that boasts one of the best
panoramic views of the city.
LET CENTRAL EUROPE SERENADE YOU
Airlift into both Budapest and Prague is excellent. Air Canada Rouge offers seasonal
non-stop ﬂights from Toronto three days a
week. Several other international carriers
also ﬂy into both cities.
As we prepare to ﬂy home, I recall one of
the most memorable moments of our trip. We

are enjoying a glass of sparkling wine at the
Hungarian State Opera House when a male
soprano unexpectedly arrives and bursts into
song, privately serenading our group and
dancing with one of our participants. It is an
unexpected surprise, but typical of Central
Europe. Vibrant, delightful and ready to serve,
Budapest and Prague have what meeting planners are looking for: excellent infrastructure,
unique meeting venues, great hotels, superb
f&b, good transportation options and perhaps
best of all, unbeatable ROE and ROI.
Maureen Lynch is a
Toronto-based freelance
journalist specializing in
health, the environment
and travel.
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Take your time
in Saskatoon

Rodd Hotels & Resorts
roddmeetings.com

CONVENTIONSsaskatoon.com
Toll Free: 1.800.567.2444 | exploreYXE.com
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Tourism Saskatoon
conventionssaskatoon.com
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WestJet
westjet.com

12

Top 20
“
Where to Go
in 2016”
-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.

18, 19

15 mins yxe
international
airport to
downtown

800,000 sq ft
of meeting
space

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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+NEXTGEN
“We need to collaborate and pull each other up!”

Name
Lauren Smith
Title
Director, Events and
Sponsorship
Company
Dominion Lending Centres
Age 26

I got my start in the industry by being in the right place at the right time and
showing initiative! If I am being completely
honest, when I graduated from school (with
a specialization in events), I was so beaten
down by the program that I had no interest
in pursuing a career in the event industry.
We were told that we shouldn’t “dream big”
because big dreams wouldn’t come true in
this industry and that we shouldn’t try to do
anything outside of the box—just sit there
and look pretty. I thought to myself, ‘this
industry totally isn’t for me!’ Fast forward
two years later and I was introduced to the
right person who gave me an event volunteer opportunity. This opportunity led me
to meeting the two amazing owners of a
successful company, who then took a chance
and offered to ﬂy me across the country to
prove myself at an upcoming event. I was so
fortunate to be given the opportunity that
there was no chance I was turning it down!
It’s almost four years later now and I am still
encouraged daily to dream big, think outside
of the box and stay true to who I am. What
more could a girl ask for?!
When people ask me what I do for
a living, I tell them I work for Canada’s
biggest mortgage company—planning their
events. This is typically followed by some
witty comment about partying for a living,
being a planner of FUN and the assumption
that every single event that comes up in my
personal life is the most perfectly-planned
and beautifully-executed celebration. Then
I’m asked if I can get them a low rate on their
mortgage! No, I can’t, but I am fortunate
to know 5,000 brokers across Canada who
would be more than happy to help!
The most challenging thing for me
when I began my career was this whole
concept that millennials are lazy, entitled and
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unprofessional! A touchy subject for many,
but a conversation I have daily. Along with
the event industry, I’ve always been interested in the world of ﬁnance and corporate
banking, which tends to be a male-dominated “old boys club.” Lucky for me, I landed an
amazing gig planning events for a company
that fell within this interest range. Unlucky for
me, I am a millennial woman in this maledominated industry. I have my work cut out
for me! Learning to navigate these two new
industries and stereotypes was certainly hard
at times but, fortunately, I have three of the
most amazing bosses who look out for me,
support me unconditionally and believe in
my crazy hopes and dreams!
The most valuable thing I’ve learned is
teamwork makes the dream work. We need
to put our egos aside and focus on the fact
that every individual on our team brings
something different to the table. Instead of
competing with one another and pushing
each other down, we need to collaborate and
pull each other up!
I think our industry could beneﬁt from
educating others about the event industry!
Those of us in the industry understand how
amazing it is, but those not directly involved
think we are gloriﬁed party planners, going
on constant vacations, experiencing the lavish life and “living the dream.” So much more
can be done to educate the public as to why
we do what we do and why it is important!
I plan to make my mark by being authentic. Authenticity to me is the most important
attribute anyone can have. Work hard, have
fun, smile, be yourself, be kind and caring,
and you are already winning at this game
called life. I want people to be inspired by my
raw and organic honesty, but also by my hard
work and dedication to my career!

A LITTLE MORE CAN MEAN A LOT.
It’s the little things in our Premium Economy Class that make a big difference. Like a larger seat with more recline and extra legroom.
In this spacious, quiet cabin, your clients can sit down to a premium meal they’ll love, enjoy an 11" personal touch TV, and pamper
themselves with comforts all around. Plus, they can take advantage of priority airport service. aircanada.com/premium-economy

